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1 INTRODUCTION 
 

In 2016, the Finnish leading cosmetics brand Lumene went through an extensive 

rebranding: the brand changed its logo, packaging, products, and formulas. Lumene also 

took a new approach to marketing its products to an international audience with an 

increased focus on nature, the brand’s Nordic and Finnish roots, and the concept of 

“Nordic beauty”. A brand that was previously mostly known only in Finland began 

gaining more attention also abroad. It seemed like Lumene had created a whole new 

identity. Rebranding of this scale may not be a very common occurrence, but sometimes 

it is necessary. As Kapferer (2012: 151) points out, brands are living systems and must, 

therefore, have freedom to change to match the modern market.  

 

In this thesis, I will study how the brand identity of Lumene is constructed on the brand’s 

international website (https://www.lumene.com/). I am studying the international 

version of their website because I am specifically interested how Lumene communicates 

its brand identity to the international audience. In order to understand Lumene’s brand 

identity construction, I aim to first identify what types of discourses are present on the 

website with the focus on Gee’s (2010) and Fairclough’s (2003) notions of discourse. 

Second, by using multimodal discourse analysis, I aim to discover how Lumene’s brand 

identity is constructed multimodally. When analyzing images, I will draw on the theory 

of grammar of the visual design by Kress and van Leeuwen (2006). I also want to take a 

closer look at how Lumene uses its Finnish origin in its marketing communication and 

what kind of role it plays in the identity construction. Because branding and brand 

identity are well researched topics in the marketing field (e.g. Da Silveira, Lages & Simões 

2013; Coleman, de Chernatony & Christodoulides 2015; Black & Veloutsou 2017; Kornum 

et al. 2017), I will utilize marketing theories about brand identity and nation branding. 

Hence, the study will be multidisciplinary, drawing on both the discourse analytical field 

and the marketing field. I will also have mix-method approach to my analysis. Because 

https://www.lumene.com/
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of the multimodal nature of websites, the main method of analysis is multimodal 

discourse analysis, which allows me to study both linguistic as well as visual features, 

such as images, videos, and colors.  The other method is corpus linguistic analysis, which 

is used to get a more general view of the language use on the website. 

 

Even though brand identity is a rather popular topic in the marketing field, there is only 

little research done on it from a discourse analytical point of view. Research on brand 

identity in the business field focus mostly on marketing strategies and present strong 

brand identity as a tool for profit. However, I think it is important to take a multimodal 

point of view on the topic and dig deeper all the way down to details in the language, 

images, and colors of the website to understand how the brand tries to communicate its 

identity to the customers. I believe my research will show that brand identities online are 

constructed through various semiotic resources, and that even little details on websites, 

such as word choices, images, and colors, can hold a lot more meaning than we realize. 

This study may also shed more light to how brands use their national origin as a 

marketing tool and as a part of their identity, especially when aiming to attract 

international audience, making this study useful for both the discourse analytical field as 

well as the marketing field. 
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2 THEORETICAL BACKGROUND 
 

In this chapter, I will define and explain some of the key terms of the study, such as brand, 

brand identity and nation branding. I am also discussing digital marketing, the 

characteristics of websites as a genre and the role of company websites in marketing as 

well as previous research done on company websites and brand identity.  

 

2.1 Brand and brand identity 

 

2.1.1 What is a brand? 

 

Branding has been used for centuries as a way to signify ownership of property and 

distinguish goods from different producers (Keller, Aperia & Georgson 2011: 4; Slade 

2016: 12). In fact, the word brand stems from the Old Norse word brandr, which means to 

burn, as burning was used to stamp ownership on livestock (Blackett 2004: 13). The use 

of brands began to expand at the turn of the 20th century due to the industrial revolution, 

bringing us many of the brands we know today, such as Coca-Cola (Blackett 2004: 15). 

However, the period since the Second World War is when the use of brands and branding 

truly exploded (ibid.), making branding the phenomenon we know today. 

 

According to Blackett (2003: 15-16), one of the characteristics of a brand is to be 

intrinsically striking, meaning brands should be visually distinctive through the 

combination of different elements, such as name, symbol, color, slogan, or specific 

typeface. He argues that the name is the most important element of the brand and should 

never change, whereas all the other elements, such as the logo, can – and often do – 

change over time. However, these elements alone are not necessarily enough to 

differentiate a brand from its competitors. In order to succeed in the modern world, 

brands must connect to the consumers emotionally. Brands are not simply visual but can 

be perceived with different senses; they can be seen, touched, and heard (Wheeler 2012: 
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4). We may even associate certain tastes and smells with a brand, for example the familiar 

taste of Coca-Cola or the nostalgic smell of Nivea cream, which helps build a symbolic 

and emotional connection with the brand. Brand names also often hold much deeper 

information, an added symbolic value that stems from the feelings and experiences 

consumers have with the brand (Oswald 2011: 17; Percy 2003: 13). A brand can also be 

seen as an “unwritten contract” that promises to provide consistent quality and 

satisfaction to consumers (Slade 2016: 12). People learn to trust and love brands and 

believe they are superior to others (Wheeler 2012: 2). Therefore, people often opt for 

branded products instead of unbranded ones or those of a less known brand, because 

they expect to receive the quality they are promised. Hence, the success of a brand relies 

strongly on the consumers’ positive experiences and perceptions and it evolves and 

grows over time. Brands are, therefore, very symbolic and exist in the minds of the 

consumers as a cluster of meaning - without the consumers and their perceptions, brands 

would just be products and services without any added value and meanings (Batey 2014: 

22). 

 

2.1.2 Brand identity 

 

As discussed above, one of the main characteristic of a brand is distinctiveness. What 

helps brands stand out from their competitors and be recognized by consumers is a 

unique identity. On a surface level, brand identity could be seen as the brand’s visual and 

verbal features, such as the logotypes, symbols, colors for visual and the name of the 

brand, naming system for products, taglines, and stories for verbal (Allen & Simmons 

2003: 114-115). However, brand identity is not simply the brand’s appearance and 

language. Brand identity, just like a person’s identity, provides direction, purpose and 

meaning (Aaker 1996: Ch3) 1 and includes the vision, key believes and core values of the 

 
1 E-book, page numbers not accessible. 
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brand (Kapferer 2012: 149). Hence, brand identity consists of both tangible and intangible 

features, without which the brand would not be the same (Kapferer 2012: 154).  

 

Kapferer (2012: 150) argues that the following questions need to be answered in order to 

define brand identity: 

 

- What is the brand’s particular vision and aim?  
- What makes it different?  
- What need is the brand fulfilling?  
- What is its permanent crusade?  
- What are its value or values?  
- What is its field of competence? Of legitimacy?  

- What are the signs which make the brand recognizable? 

 

Kapferer (2012: 150) stresses the importance of establishing a strong intrinsic identity 

with key message that the brand wants to communicate before focusing on visual 

recognition. The values of a brand should also be apparent on the first glance in the 

external signs of recognition. Not having a clearly established identity before formulating 

a graphic charter may lead to firms constraining their brands. A clear brand identity also 

gives freedom to the brand and identifies “what must stay and what is free to change” 

(Kapferer 2012: 151). 

When developing a brand identity, it is useful to look at the brand’s image, the perception 

the consumers and others have of the brand (Aaker 1996; Kapferer 2012: 151). Brand 

image does not always match the brand’s identity, as the image is created by the 

consumers. The brand image is often passive and based on the consumer’s past 

experiences, whereas brand identity aims to be active and future-oriented, reflecting the 

aspired associations. According to Aaker (1996: Ch3), in addition to figuring out the 

needs of the consumers, brand identity should reflect “the soul and the vision” of the 

brand.  
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Kapferer (2012: 158) divides brand identity into six facets that are represented by a 

hexagonal prism (Figure 1). According to this prism, brand identity consists of brand’s 

physique, personality, culture, relationship, and the customer reflection and self-image. 

Brand’s physique is made of its concrete being, function, and appearance. Brand’s 

personality refers to the brand’s character and human personality traits, which 

consumers can either identify with or project themselves into. Above the physique and 

personality, brand is a culture and an ideology, which is, according to Kapferer (2012: 

159), the most important facet of brand identity, as brands are not only driven by culture 

but convey their own culture. The relationship facet of brand identity refers to the way 

brand acts and relates to its customers. A brand identity is also customer reflection, which 

describes the brand’s perceived customer, i.e. how the customers want to be seen as in 

relation to the brand. Customer reflection often gets confused with target customer, 

which is the brand’s potential user, whereas customer reflection offers a model, an 

“outward mirror”, with which to identify. The sixth facet, self-image, refers to the target’s 

“internal mirror”, how they see themselves in relation to a brand, and can be developed 

through the target’s attitude towards certain brands. 

 

Figure 1. Brand identity prism (Kapferer 2012: 158) 
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In comparison to Kapferer’s brand identity prism, Aaker’s (1996) brand identity model 

(Figure 2) presents brand identity as an entity constructed by a core identity and an 

extended identity, which consists of four different perspectives: brand as a product, brand 

as an organization, brand as a person, brand as a symbol. According to Aaker (1996), the core 

identity is more resistant to change; it is the essence of a brand and consists of the soul of 

the brand, the fundamental beliefs and values of the brand, and the competencies and 

principles of the organization behind the brand. The extended identity adds details and 

texture to the brand identity. The perspectives of the extended identity are distinct from 

each other and are supposed to help clarify, enrich, and differentiate brand identity 

(Aaker 1996). The perspective of brand as a product focuses on product-related 

associations, such as the quality and value of the product, its uses and users, and country 

of origin, whereas the brand as an organization perspective focuses on the attributes of 

the organization that are created by the people, culture, values, and programs of the 

organization. Organizational attributes can be, for example, innovation, drive for quality, 

or concern for the environment. Both product attributes and organizational attributes can 

contribute to a value proposition and set the brand apart from others (Aaker 1996). Brands 

can also be perceived as a person with certain personality traits. Brand personality allows 

a brand to be more self-expressive, which can lead to the consumer expressing his or her 

own personality by using the brand. Brand personality also helps create brand-customer 

relationships that further shape the brand identity. Lastly, symbols, such as visual 

imagery, metaphors, and the brand heritage, are an important part of the brand identity 

and can help gain recognition and provide cohesion and structure to the identity. 

According to Aaker (1996), it is not necessary for every brand identity to employ all four 

perspectives, but every brand should at least consider all of them.  
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Figure 2. Four brand identity perspectives (Aaker 1996). 

 

Aaker (1996) also points out that sometimes one brand identity does not work in all 

markets and has to be adapted. Therefore, brands can have multiple identities. However, 

if a brand has multiple identities, it is important that they share a common set of 

associations and identity elements (Aaker 1996). The different identities can, thus, have 

different details to them but the core identity should remain the same.  

 

The main features of brand identity are rather similar in Kapferer’s (2012) and Aaker’s 

(1996) models. Both models see brand identity as a construction of physical traits (e.g. the 

products of the brand, the physical appearance), personality, consumer relationship, and 

culture. However, the facets of the two models are not exactly equivalent and there is 

some overlap between them. For instance, Aaker’s (1996) brand as product or brand as 

person perspectives are not directly comparable with Kapferer’s (2012) brand physique 

and brand personality facets, even though they are similar. Instead, the facets of 

Kapferer’s brand identity prism contain features from the different perspectives 

presented on Aaker’s (1996) model. For example, visual imagery under Aaker’s brand as 

symbol perspective would fit into Kapferer’s brand physique facet, whereas brand 

heritage would go under the culture facet of the prism. Kapferer (2012: 159) also argues 

that Aaker’s brand personality traits do not exactly describe brand’s personality and are 

related to other facets of brand identity, such as the physical or cultural facet. Another 

major difference between the models is that Kapferer’s (2012) brand identity prism 
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includes the sender/recipient perspective as well as the internal/external perspective, 

whereas Aaker’s (1996) model focuses mostly on the brand and its attributes. Hence, the 

consumers and their relationship with the brand are in a bigger role in Kapferer’s model 

compared to Aaker’s.  

 

For the purpose of this study, I will be mixing these two models, because I think they 

complement each other nicely. The main focus will be on Kapferer’s (2012) brand identity 

prism because it presents a comprehensive view on brand identity construction, but I will 

bring in some of Aaker’s (1996) perspectives as well in order to expand and deepen the 

definition of Lumene’s brand identity. However, because this study focuses on how the 

brand presents itself on its website and does not include any consumer experiences or 

attitudes towards the brand, I will leave out the consumer self-image facet of the prism, 

which focuses on how consumers view themselves in relation to the brand.  

 

2.2 Nation branding and country-of-origin effect 

As discussed in chapter 2.1.1, brands exist in the minds of the consumers and are highly 

symbolic and perceptual. This is why branding is not limited to only physical items or 

services, but instead products can be defined more broadly to include even people, ideas, 

or places (Keller et al. 2011: 18).  

Consumers hold different interpretations and associations towards different countries. 

For instance, the United States is often associated with freedom, success, and 

independence, Germany with precision engineering and quality, and France with luxury 

(Temporal 2015: 51-52).  Country associations also influence the consumer’s perceptions 

of the quality of products and services made in certain countries (Keller et al. 2011: 15), 

and therefore consumers often opt for products made in countries that are commonly 

believed to produce high quality products. Thus, it is easier for companies and industries 

that come from well-respected countries to succeed on international markets (Temporal 
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2015: 51). This phenomenon is called country-of-origin (COO) effect, which is a widely 

researched topic in the marketing field (e.g. Aichner 2014; Beverland & Lindgreen 2002; 

Kim & Chun 2015; Kotler & Gertner 2002; Lim et al. 2015; Ryan 2008). COO effect is used 

to reinforce positive perceptions of company’s products, and a strong COO can be a 

competitive advantage for companies depending on the product category, the target 

market, and the country image (Aichner 2014). For instance, Finnish companies often aim 

to be associated with superior design, quality, and innovation, and some have created 

successful brands that have “a strong Finnish flavour, conveying an image of Nordic life 

that is progressive, responsible and technologically advanced” (Ryan 2008: 13).  

 

According to Aichner (2014), there are different strategies, both explicit and implicit, that 

companies use to present COO of their products. For instance, the use of the phrase 

“Made in …” is a common and easy way to emphasize the origin of a brand or product, 

but its effect depends largely on the reputation of the country (Aichner 2014: 84-85). Some 

of the other strategies are using quality and origin labels, embedding COO or words from 

the country in the company name, using the COO language, flags, or symbols, or using 

famous or stereotypical people, landscapes, or buildings from COO.  

 

Kelly-Holmes (2016: 54) also argues that language indexes country of origin and builds 

associations; language is often used by brands and companies to link a brand to certain 

place while exploiting associated meanings linked to these places. Kelly-Holmes (2016: 

55) refers to the phenomenon as “linguistic fetish”, which emphasizes the symbolic value 

of a language over its communicative value. For example, foreign languages are often 

used in advertisements for their symbolic function or accent rather than their 

communicative function, and thus foreign language can be seen to have a “decorative” 

effect, whereas the dominant domestic language is used to provide important 

information (Kelly-Holmes 2016: 55). The sound and look of the foreign word as well as 

the second- and third-order associations of the word often determine the linguistic 

choices in advertisement texts (Kelly-Holmes 2016: 56). Kelly-Holmes (2016: 56) argues 
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that “foreign language fetish is a variety and the key-way of indexing foreignness mainly 

as a result of advertising and other media discourses, and it is available as a semiotic 

resource for advertisers to use”.  

 

COO effect and nation branding can also be used for regions instead of certain countries. 

For instance, the Nordic countries Denmark, Finland, Norway, Sweden, and Iceland are 

often merged together and referred to as the Nordics. The Nordic countries have been 

participating in active regional cooperation since 1971 in order to achieve a greater impact 

in a larger scale than what the countries would be able to achieve on their own (Magnus 

2016: 195-196).  When it comes to branding and marketing, Nordic countries often exploit 

their “Nordicness” in addition to branding themselves and their own national identity, 

because the Nordics are commonly regarded as a unit, which creates greater visibility 

and influence (Magnus 2016: 197-198). According to Ryan (2008: 17), Finnish marketers, 

for instance, aim to be associated with the Nordic lifestyle, which is viewed as “highly 

modern, egalitarian, progressive and highly responsible”. 

 

2.3 Digital marketing and websites 

 

2.3.1 Defining digital marketing 

 

Digital media and technology have been around already for some decades and are 

essential part of everyone’s daily lives and communication. According to Chaffey and 

Ellis-Chadwick (2019: 5), over 3 billion people around the world use online services for 

multitude of things, from purchasing products to being entertained to finding romance. 

Thus, businesses and their marketing strategies have also moved online and are 

constantly utilizing more new ways to communicate with their customers.  

 

Chaffey and Ellis-Chadwick (2019: 9) define digital marketing simply as “achieving 

marketing objectives through applying digital media, data and technology”, which 
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practically means managing different forms of online company presence (e.g., website, 

apps, social media) integrated with online communications techniques, such as search 

engine marketing, social media marketing, online advertising, email marketing and 

partnership with other websites. Digital media refers to content and interactive services 

that are provided by different digital technology platforms, such as the Internet, web, 

mobile phone, TV, and digital signage (Chaffey & Ellis-Chadwick 2019: 9). Compared to 

television and mass media, the complex and interactive communication possibilities 

provided by the Internet make it easier for businesses to establish and enhance 

relationships with their customers (Hofacker 2018: 6). Thus, digital marketing has an 

increased focus on the customer engagement, and the control is gradually shifting more 

to the customer rather than the marketer. In fact, according to Zahay (2015: 5), the end 

goal of digital marketing is to facilitate customer interaction and engagement. 

Engagement refers to customers being involved with the brand and creating their own 

content around the brand (Zahay 2015: 5-6). However, Chaffey and Ellis-Chadwick (2019: 

10) point out that the more modern digital marketing techniques still need to be 

integrated with traditional media, such as print, TV, direct mail and human sales and 

support for digital marketing to be successful.  

 

2.3.2 Website as a genre 

 

Before exploring websites as a genre more in depth, it is important to clarify the 

differences between website, webpage, and homepage. Website could be defined as a group 

or a collection of webpages, which all exist within the same WWW domain. Webpages are 

documents that can be accessed through a web browser and allows the user to navigate 

to other webpages through hyperlinks (Marzá 2007: 55; Djonov & Knox 2014: 173). Hence, 

webpages are the building blocks of websites. One of the webpages must be assigned as 

the homepage of the website, i.e., the introductory page of the website that is accessed 

through only the domain address of the website (Djonov & Knox 2014: 172-173).  
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The concept of ‘genre’ is present in various disciplines from linguistics to visual and 

musical communication (van Leeuwen 2005: 74). In the most general sense, the term genre 

is used to refer to text types. However, in systemic-functional linguistics, the focus is on 

the function of the genres as “resources of communicative action that can be combined in 

different ways” (van Leeuwen 2005: 74). Ever since the emergence of the internet and 

world wide web in the early 1990’s, websites have established new meaning-making 

practices that have become a significant part of everyone’s everyday life. The Internet, as 

well as other new technologies, have also challenged and extended the traditional 

concepts of literary genres, creating new concepts such as digital genre and cyber genre 

(Marzá 2007).  

 

According to Askehave and Nielsen (2005: 130), the homepage compresses the most 

important information of the website into a brief introduction that is easy and quick to 

scan through. The homepage does not give a complete overview of the website but 

instead presents a selection of topics that would satisfy the immediate information need 

of the reader. The secondary purposes of a homepage are to create an image of the sender 

and present news. The image of the sender is created through the choice of information 

as well as design and layout. Similar to a newspaper frontpage, the homepage highlights 

certain content of the website, some of which can be permanent (e.g. the main content 

categories), and some of which change regularly to provide the reader with the main 

news of the organization/company (Askehave and Nielsen 2005: 130).  

 

Bateman et al. (2017: 347) state that some websites do not differ significantly from older 

media channels and are simply re-creations of previous forms of communication, e.g. 

online newspapers resemble printed newspaper in their layout, and therefore they do not 

offer new artefacts to consider. However, Askehave and Nielsen (2005: 125) point out that 

even though web genres can have printed counterparts they still have unique properties 

when it comes to production, function, and reception. For example, online newspapers, 

even if similar in layout and style as printed newspapers, have hyperlinks, comment 
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sections, videos, etc., which enable different kind of interaction and communication than 

a printed newspaper would.  

 

2.3.3 Company website as a marketing tool 

Websites are widely used by companies as commercial and communicational tools. In 

fact, despite the rise of social media and social commerce, for many businesses the 

website is still the core of online communications and e-commerce transactions (Chaffey 

& Smith 2017: 296). Websites offer a variety of different functions suited for different 

needs, and therefore any kind of company can - and should - have their own website 

regardless of their field of business. Well-designed and effective website is essential in 

digital marketing. A company website should be easy for the customers to navigate, it 

should make the customers want to return to the website, and it should help the 

customers achieve their goals, whether it is finding information or purchase a product 

(Zahay 2015: 27-28). In today’s technology-driven and connected world, companies also 

have to consider how their website will perform on other devices and platforms, such as 

smartphones and tablets. 

 

The website development should begin by defining the objectives of the website and the 

target audience of the company, for they affect the content required for the website, which 

then affects the design (Zahay 2015; Chaffey & Smith 2017). The design and content of 

company websites can vary largely depending on what the company’s objectives are for 

the website; one may aim for increasing their sales and revenue, while another may be 

more focused on gaining visibility (Zahay 2015: 33). Generally, company websites have 

two most common functions, informational and transactional (Zahay 2015: 27). 

Informational websites are used to provide information, but do not have products or 

services for purchase, whereas transactional websites are for e-commerce, allowing the 

consumers to purchase products and services on the website. The website objectives 

should stem from the company’s strategies and be driven by both the business goals and 
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the target market. Therefore, a company must also define their target market clearly in 

order to design the website that caters to the needs of their customers. 

 

However, carefully curated content and clear objectives alone are not enough to create an 

effective and attractive website. In the words of Hofacker (2018: 75-76):  

 

“You can think of the screen in front of the consumer as being like a forest or a meadow. The 
consumer has given you part or all of some visual display. The screen real estate they give you is valuable 
and should never be wasted! Like a flower in the meadow, your pages must attract that consumer.”  

 

High quality visual design helps the company achieve the objective of their website, 

whether it is to enhance customer-firm relationship or to persuade customers to purchase 

products on the site (Hofacker 2018: 76). In addition to the objectives and functions, 

branding has to be also considered when creating the visual design. The visuals (colors, 

graphical elements, fonts) should match the brand’s aesthetic (Hofacker 2018: 80). 

Without visual design that does not match the brand, or the consumers’ expectations of 

the brand, the experience of the brand or the website might not be memorable or positive 

(Chaffey & Smith 2017: 297).  

 

Website aesthetics include graphics, color, style and layout and typography, which can 

help communicate a brand’s values and create a personality for the website (Chaffey & 

Smith 2017: 324). Website personality can be described similarly to how we describe 

people, such as formal, fun, or engaging. The visual design of a website also affects the 

first impression the user gets of the brand and their site, and therefore is important for 

establishing trust (Chaffey & Smith 2017: 327). All the visual elements should contribute 

to the overall look and the feel of the website (Hofacker 2018: 80), and thus should 

complement each other and create a cohesive design. 

 

Using the appropriate combination of colors is important for creating the desired feeling 

about the site and the brand (Chaffey & Smith 2017: 328) and are usually on of the first 
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features the user notices when they enter the website. The colors should be appropriate 

not only for the brand’s color scheme, but also for a personality that fits the target 

audience as well as for usability and accessibility. Colors and color temperatures hold a 

lot of meaning, feelings, and symbolism. However, the meaning and symbolism attached 

to a color can differ between cultures, and therefore companies should consider local 

interpretations of different colors (Chaffey & Smith 2017: 328). It is also important to make 

sure the color combinations are accessible for all users. For instance, high contrast 

between the text and the background color is considered positive for accessibility; tinted 

background boxes also highlight content that is wanted to be noticed and read by the 

user (Chaffey & Smith 2017: 328). Comprehension should also be considered when 

choosing images and other visual elements; they should be understood by the audience 

and be appropriate to the culture of the audience (Hofacker 2018: 80). 

 

Even though often underestimated, typography can also be effective in adding to the 

visual appeal and persuasive power of a website (Chaffey & Smith 2017: 329). Effective 

typography should be, for instance, easy to read, consistent in terms of font type and size 

(although differences in font size, e.g., between headings, can help create a distinctive 

effect on design), and function well with the page layout. The page layout, in turn, should 

be balanced, as the human eye expects balance and symmetry from any type of visual 

display (Hofacker 2018: 77). This does not mean, however, that the different sections of 

the page, e.g., the banner, menu, or body, should take the equal amount of space, but 

rather should balance in terms of their perceptual weight, i.e., how “strong” they appear 

(Hofacker 2018: 77).  

 

 

2.4 Previous research on brand identity 

 

While branding and brand identity are researched extensively in the marketing field, not 

much research can be found on brand identity construction from a discourse analytical 
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point of view. Research done on branding and brand identities on the marketing field are 

also often more focused on marketing strategies rather than analyzing brand identity 

construction more in depth. Nation branding is also an important focus of the present 

study. Most studies on nation branding are found, again, on the marketing field, and even 

though there are some studies that look at country of origin in relation to brand identity, 

the focus is often on tourism and nation branding campaigns (e.g. Branka & Velimir 2017; 

Konecnik Ruzzier & de Chernatony 2013; Nas 2017). The aim of the present study, 

however, is to learn how the country of origin of a brand outside of the tourism field can 

be part of the brand identity. 

I have looked at studies that focus on brand/corporate identity and country 

representation in branding and use an online platform as the data, mainly company 

websites.  Company websites are quite common data for research about online branding 

and brand identity, but again, they are often done from the marketing point of view. I 

managed to find some studies on branding and brand/corporate identities with a 

multimodal discourse analytical approach, which I am going to discuss next.  

Cheng (2016) studied how the brand identities of two luxury hotels were represented on 

their websites. Her approach was multimodal, using visual analysis to study the images 

on the websites and corpus analysis to analyze the written language and identify the main 

themes. The image analysis was based on Kress and van Leeuwen’s (2006) visual 

grammar framework, focusing mainly on representational and interactive meanings. She 

found out that both hotels used verbal descriptions of serene and enchanting 

geographical locations and visual representation of relaxation activities and services 

offered by the hotels as well as of the impressive architecture of the hotels. Even though 

the two hotels shared some similarities in their communication strategies, the identities 

of the hotel firms were still quite different: one of the hotels was communicating a sensual 

and romantic setting, while the other focused on simplicity, tranquility, and plainness. 

Cheng (2016) concludes that a unique image is a crucial part of constructing brand 



21 
 

identities, since it can help brands differentiate themselves from competitors and capture 

consumers’ attention.  

Chen and Eriksson (2019) studied how snack brands use corporate stories on their 

websites to represent themselves as producers of healthy food. Using social semiotics and 

multimodal critical discourse analysis, they analyzed the corporate stories of 22 snack 

companies that promote themselves as “healthy”. Chen and Eriksson (2019: 3) focused 

mainly on written texts and images on the corporate story pages, but also other pages 

and semiotic materials of the website that acted as a part of the corporate story were 

considered. The findings of the study show that healthy snacks companies construct their 

stories and create a moral discourse through textual and visual means, presenting 

themselves as responsible and good for the nature and the consumer, making the 

consumer feel they are making better and more ethical choices. The moral discourse is 

further reinforced by recontextualizing the companies’ businesses as something 

authentic, uncomplicated, and friendly. This also differentiates them from the big 

corporate food industry, allowing the consumer to see the brands as “real people”, 

someone relatable. However, Chen and Eriksson (2019: 9) point out that the companies 

were using similar persuasive communicating strategies as in advertising, and that their 

concepts of “healthy” are abstract, symbolic, and commercialized, lacking genuine moral 

content and meaningful indication of healthiness of the products.  

Schnurr et al. (2016) studied the corporate identity construction of Innocent, a UK 

producer of fruit juices and smoothies. Like the companies in Chen and Erikkson’s (2019) 

study, Innocent also portrays itself as responsible, ethical, and sustainable. Schnurr et al. 

(2016: 296-297) did a mix-methods analysis on the UK website of Innocent by combining 

corpus analysis and discourse analysis. For the corpus analysis, Schnurr et al. (2016: 298-

301) collected the most frequent words and six-word n-grams as well as keywords, which 

allowed them to identify and examine the patterns and most salient feature of language 

use on the website. They then took a discourse analytical approach to study their 

observations of the language use more in depth in order to discover how Innocent 
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constructs its identity through discursive and linguistic strategies. Schnurr et al. (2016) 

found out that Innocent constructs and articulates its professional and social identities 

through discursive, visual, and interactive processes.  

Lehtikangas (2019) studied in her MA thesis the brand identity construction of the 

Swedish oat product company Oatly using the brand’s Twitter posts as her data. The aim 

of her study was to find out what types of discourses could be identified in Oatly’s tweets 

and how the brand’s identity is constructed multimodally through the tweets. She also 

wanted to find out how entextualisation and resemiotisation were visible in Oatly’s social 

media marketing and identity work. Lehtikangas analyzed the tweets using multimodal 

discourse analysis and identified six different discourses: pro plant-based discourse, “us 

vs. them” discourse, environmental discourse, national and cultural discourse, “the cool 

guy” discourse, and fan discourse. The findings of her study showed that out of the six 

discourses the pro plant-based and environmental discourses were the most prominent 

and were also a significant part of Oatly’s brand identity construction. The study also 

shows how brands can, in addition to commercial reasons, use social media to construct 

and communicate their identities as well as to convey ideas and cultures. 

Palviainen (2012) studied how the Finnish origin is represented on the websites of six 

different Finnish design companies (Fiskars, Iittala, Kalevala Jewelry, Lumi Accessories, 

Minna Parikka and Tonfisk Design). She also wanted to find out how the Finnish origin 

affects the companies’ image and if there are differences between the companies. Even 

though the focus of this study is not exactly on brand identity, I wanted to include it 

because of the focus on the country of origin of the Finnish companies. Palviainen (2012) 

used a multimodal discourse analysis as her method and focused on three modes: 

language, images, and colors. She found out in her study that all three modes were used 

in representation of Finnishness, but verbal text was the most used. She found four 

recurring themes: nature, history, Finnish words, and the colors of blue and white. 

However, she found out that Finnishness seemed not to be the main point of the 

companies’ images, but it was an important part of some of the companies’ image. 
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The previous studies presented show similarities with the present study in terms of data, 

methods, and the focus on branding and brand identity. The study carried out by 

Lehtikangas (2019) has a similar focus on brand identity and also applied Kapferer’s 

brand identity prism in her study. However, the present study differs from that of 

Lehtikangas (2019) in terms of data set, Lehtikangas using social media as her data while 

the present study uses the brand’s website. Moreover, what makes this study different 

from the ones discussed above is the added aspect of nation branding and country-of-

origin on brand identity, which does not seem to be researched a lot outside of tourism. 

The present study also looks at the brand identity of Lumene from the point of view of 

the international audience instead of their local Finnish audience by using Lumene’s 

international website as the data, whereas the previous studies have not necessarily 

considered if the brand identity could be represented differently for different audiences.  

Some research has been done on Lumene as well in, but these studies are commonly 

Bachelor’s and Master’s level theses in the business field. For instance, Keränen (2016) 

studied in her BA thesis Lumene’s rebranding in 2016 with the focus on how the 

rebranding was received and how successful the rebranding was. She sent our surveys 

to Finnish beauty and lifestyle bloggers and received seven replies. According to the 

results, Keränen (2016) found out that the rebranding was received positively and that 

the brand was perceived significantly more attracting after the rebranding. Another 

study on Lumene was carried out by Helin (2014), who also studied the brand identity 

and image of Lumene. However, the research was empirical and used quantitative 

methods and interview data of the target group of Lumene, which can result in quite 

different findings compared to using the company’s own media and content as data. Her 

study was also carried out before Lumene’s rebranding in 2016 and focused on Lumene’s 

image and identity in Finland.   
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3 DATA AND METHODS 
 

3.1 Aims and research questions 

 

The purpose of the present study is to analyze the multimodal construction of the brand 

identity of Lumene through different types of discourses found on the brand’s website. 

The research questions of the study are the following: 

 

1. What types of discourses can be identified on Lumene’s website? 

2. How is Lumene’s brand identity constructed multimodally on their website?  

3. What kind of role does the Finnish origin of Lumene play in the brand identity 

construction? 

 

The aim of the first question is to find out what types of discourses are constructed on 

Lumene’s international website. In order to answer the second question, I will take a 

multimodal approach to analyze more in depth how the different discourses are 

constructed through visuals and language, and how these discourses work together to 

build Lumene’s brand identity. I also find it interesting how strongly the Finnish origin 

is present in Lumene’s branding, and thus wanted to explore more how the Finnish origin 

is used in the construction of Lumene’s brand identity. 

 

3.2 Defining discourse 

 

Since the present study is constructed around the term ‘discourse’, it is important to 

clarify what I mean by this term. First of all, the terms ‘discourse’ and ‘discourse analysis’ 

have several different interpretations and definitions in a variety of disciplines (Johnstone 

2018: 1). Although the terms are widely used, they are often left undefined and vague, 

and the many uses have blurred the meaning of ‘discourse’, making its use as a 

descriptive and analytical tool problematic (Kress 2011: 35). To discourse analysts, 
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‘discourse’ commonly refers to “actual instances of communicative action in the medium 

of language” (Johnstone 2018: 2). However, communication is much more than language; 

language is just one among the many modes of meaning-making, such as gesturing, facial 

expressions, images, colors, and sound – even media such as dance, architecture and 

clothing can be meaningful. Discourse analysts must, therefore, take into consideration 

the connections between language and other modes of meaning-making. Thus, discourse 

analysis does not focus solely on language as an abstract system, but rather on what 

happens when people draw on their experiences and knowledge of language to do things 

in the world, such as exchanging information, expressing their feelings, and making 

things happen (Johnstone 2018: 2).  

 

Gee’s (2010) definition of discourse differentiates ‘discourse’ with a little “d” from 

‘Discourse’ with a big “D”. Similarly to the common definition of ‘discourse’, Gee (2010: 

30, 34) uses ‘discourse’ with a little “d” when referring to language-in-use or stretches of 

language (e.g. conversations or stories), whereas ‘Discourse’ with a big “D” is “a 

characteristic way of saying, doing, and being”. According to Gee (2010: 30), people use 

the resources of a language to project themselves as a certain kind of person engaged in 

a certain practice or activity. The kind of person one projects, however, is different in 

different situations.  Hence, Discourses are about projecting different identities, “being 

different kinds of people” (Gee 2010: 34). Big “D” Discourses are always language 

combined with “other stuff”, such as action, interaction, values, beliefs, symbols, objects, 

tools, and places. Discourses require recognition in order to be successful; language, 

thinking, acting, interacting, places, objects etc. should be put together in a way that 

others recognize you as the particular type of identity engaged in a particular type of 

activity (Gee 2010: 35).  

 

Gee (2010: 37) points out that people are constantly changing and creating new 

Discourses, and therefore Discourses have no discrete boundaries. People engage in so-

called “recognition work” (Gee 2010: 37) when they try to make sense of and project who 
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they are and what they are doing, as well as who others are and what they are doing, and 

when they are interacting and when they reflect on their interaction later. Discourses exist 

in the world because of recognition work, but they are also reflectively related and create 

each other. People can also project different Discourses at the same time when they weave 

the strands of their multiple Discourses together (Gee 2010: 38). If different Discourses 

together become recognized enough by enough people, they can become a single 

Discourse. Because Discourses do not have clear boundaries and new ones can always 

emerge, Discourses are limitless, and no one has a set number of different Discourses.  

 

Fairclough (2003) offers a similar definition to Gee’s (2010) big “D” Discourse. When used 

as a count noun, Fairclough (2003: 26) views discourses as “particular ways of 

representing part of the world”. Different discourses represent different perspectives on 

the world and are affected by people’s social and personal identities, the social 

relationship in which they stand to other people, people’s positions in the world, and the 

different relations people have to the world (Fairclough 2003: 124). In addition to 

representing the world as it is, discourses also represent possible worlds, which are 

different from the actual world.  

 

I find both Gee’s (2010) and Fairclough’s (2003) definitions of discourse appropriate for 

the present study, as they expand the definition to representation and projection of 

identities, instead of simply focusing on language-in-use. I also appreciate the social 

aspect of both definitions, how discourses depend on socially accepted associations, 

relationships, and people’s perspectives of the world. Thus, when talking about discourse 

or discourses, I am referring to Gee’s big “D” Discourse as well as Fairclough’s idea of 

discourses being ways of representing the world and identities.  
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3.3 About Lumene 

 

Lumene is a Finnish cosmetics brand that produces skin care and makeup products. 

Lumene was created in the 1970 by the pharmaceutical company Orion and quickly 

became the leading cosmetics brand in Finland – and still holds this position today. The 

name Lumene originally comes from the lake Lummene located in Kuhmoinen. 

Lumene’s factory is located in Espoo, where their skin care and face makeup products 

are manufactured. Lumene was the first brand to use wild grown Finnish berries in its 

products, later expanding also to other local plants (Our history n.d.).  

 

In 2016 Lumene went through an extensive rebranding: the brand got a new logo, a new 

story, and new product packaging; product formulations were improved, and new 

product ranges were added. They also launched a brand-new website that portrays their 

new identity better. Through the rebranding, Lumene is aiming to expand their market 

outside of Finland by using the exoticism of Finnish beauty and the Nordic nature as their 

selling point (Haaksluoto 2016). Lumene’s philosophy has been strongly based on the 

Nordic nature since the beginning. In 2000 Lumene began using Nordic berries in its 

formulations, and in 2016 Lumene expanded its formulation strategy to include also other 

local plants (Our History n.d.). The goal of the rebranding was also to increase the vegan 

volume and diversity. The emphasis on the natural ingredients is very prevalent on 

Lumene’s website, as well: there is, for example, an entire page on their website dedicated 

to the natural ingredients used in their products with descriptions explaining what the 

ingredients are used for.  

 

3.4 Data 

 

The data of the present study consists of the English language website of Lumene. I chose 

to study Lumene’s website instead of its social media platforms, because it provides the 

https://www.lumene.com/ingredients-page.html
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most information about the brand and its products, philosophies, and goals. The website 

also functions as the foundation for the company’s business online and provides 

visibility. As popular as social media platforms are and most companies promote 

themselves through them, consumers still often search for the company website when 

they want to learn more their business and services and/or products.  

 

Most of the website was used to create a corpus for the corpus linguistic analysis in order 

to make the corpus as extensive as possible. However, because the website is also an 

online store for Lumene’s products it has a lot of content, which makes it challenging to 

do a multimodal discourse analysis of the entire website within the scope of this study. 

Therefore, for the multimodal discourse analysis, I narrowed down my focus to the pages 

with most content, such as the homepage, “Our story” page, and the “Ingredients” page. 

I also wanted to include the pages of the most popular product collections, because they 

are, after all, what Lumene is all about. Lumene has eight different skin care product 

collections and five makeup product collections. Each skin care collection is designed for 

different purposes, such as anti-aging, hydration, or added luminosity, and contains 

several different products. Instead of looking at individual product pages, I decided to 

focus mostly on the collection pages, specifically the descriptions of the main properties 

and purposes of the collection. The webpages included in the data can be found listed in 

Table 1 below. 

 

Table 1. Webpages used as data in multimodal discourse analysis. Accessed September 

2019 – May 2020. 

Homepage https://www.lumene.com/ 

Story page https://www.lumene.com/story-page.html 

Ingredients page https://www.lumene.com/ingredients-page.html 

https://www.lumene.com/
https://www.lumene.com/story-page.html
https://www.lumene.com/ingredients-page.html
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Nordic Hydra 
[Lähde] collection 
page 

https://www.lumene.com/skincare/collections/nordic-
hydra-lahde 

Nordic C [Valo] 
collection page 

https://www.lumene.com/skincare/collections/nordic-c-
valo 

Invisible 
Illumination 
[Kaunis] collection 
page 

https://www.lumene.com/makeup/collections/invisible-
illumination 

 

Packaging is also without a doubt one of the key aspects of any brand’s identity, and 

Lumene has also done many changes to their product packaging. However, the present 

study focuses on how Lumene constructs its identity on the international website, on 

which the outside packaging of the products is presented only from the front angle, and 

therefore cannot be studied fully. Therefore, I will not be analyzing the product 

packaging in depth.  

 

3.5 Data collection 

 

After receiving a permission from Lumene to use the website as my data, I began my data 

collection by first exploring the website to get an overall picture of it. I then took 

screenshots of the pages that I had chosen to include in my data and made some notes 

with initial observations. The first screenshots were collected already in September 2019, 

but the data collection was carried out till May 2020 and most screenshots were taken 

during the spring of 2020. It is important to note that websites are forever changing, and 

therefore the website may later be different from the way it was presented in this study. 

Although the data collection of the present study expanded over several months, I made 

sure the content of the web pages had not changed much between the earlier and later 

screenshots. There were only some minor changes during that time, such as different 

products, articles and images displayed on the homepage. 

 

https://www.lumene.com/skincare/collections/nordic-hydra-lahde
https://www.lumene.com/skincare/collections/nordic-hydra-lahde
https://www.lumene.com/skincare/collections/nordic-c-valo
https://www.lumene.com/skincare/collections/nordic-c-valo
https://www.lumene.com/makeup/collections/invisible-illumination
https://www.lumene.com/makeup/collections/invisible-illumination
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For the corpus linguistic analysis, I created a corpus of Lumene’s website using Sketch 

Engine (https://www.sketchengine.eu/). Sketch Engine is an online a corpus manager 

and text analysis tool that identifies what is typical and frequent in a language and what 

is rare, outdated, or emerging (What can Sketch Engine do? n.d.). I decided to include 

almost the entire website, because it would have been very challenging and time 

consuming to select only certain parts (e.g. skin care pages, but excluding makeup 

product pages) of the website for the corpus. However, I tried to exclude features like 

customer reviews and pages about terms and conditions, privacy policy, and delivers, 

which often contain more official and legal language. The corpus ended up with 9,838 

words. I then created lists of keywords, both single and multiword, and most frequent 

words and adjectives, which provide an overlook of the language patterns of the website.  

 

 

3.6 Research ethics 

 

As for the ethical aspect of the study, I contacted Lumene via email and I was given their 

written permission to use the website as my data. I assured that my study would have a 

neutral take on the brand and its business, and my analysis would be mostly objective 

and descriptive and would not include personal opinions or attitudes towards the brand.  

 

3.7 Methods of analysis  

 

The present study has a mixed-method approach combining corpus linguistics and 

multimodal discourse analysis. In this section, I will describe the main methods of the 

study and discuss how websites specifically can be analyzed multimodally. 

 

https://www.sketchengine.eu/
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3.7.1 Corpus linguistics 

 

Corpus linguistics is evidence-driven form of text linguistics that utilizes computerized 

corpora in the study of language (Partington 2013: 5). Like other forms of text linguistics, 

corpus linguistics describe “the interactions between writers/speakers and 

readers/hearers as evidenced in the linguistic trace, that is, the texts, that these 

interactions leave behind” (Partington 2013: 5).  There are vast variety of corpora and they 

can be used to study, for instance, the use of single lexical items, textual cohesion, 

authorial style, or different ideologies, whether political, religious, social, or cultural 

(Partington 2013: 6). Corpus linguistics makes it also possible to discover recurring 

patterns of usage of words and to conduct word-frequency counts. According to 

Partington (2013: 8), word-frequency counts can highlight typical grammar and recurrent 

topics in the corpus when compared to another similar corpus. In the present study, I 

focused on the keywords (both single and multi-words) and most frequent words and 

adjectives.  

 

Partington (2013: 10) presents the term corpus-assisted discourse studies (CADS) which 

was created to refer to discourse studies that combine qualitative and quantitative 

methods and emphasize the “eclectic nature of the approach”. Thus, the method used in 

the present study could be called corpus-assisted multimodal discourse analysis, because 

the corpus offers an overall view of the data and helps identify certain themes and 

discourses apparent in the data and multimodal discourse analysis then explores the 

identified discourses deeper. Partington (2013: 11) argues that because the aim of CADS 

is to uncover “non-obvious meanings” that may not be noticed by naked eye, involving 

corpus techniques to discover expected findings that can be discovered with discourse 

analysis (e.g. place names appearing often on a travel website) is unnecessary and 

pointless. However, a corpus can work as a support and confirmation of the researcher’s 

initial observations. Take the present study for example: I was able to predict which 

words may show up more frequently on the website just by looking at it, but I created a 



32 
 

corpus because wanted to see which words exactly are the most frequent and whether 

my initial observations were correct.  

 

3.7.2 Multimodal discourse analysis 

Multimodality refers to communicational and representational situations that rely on a 

combination of the different modes in order to be effective (Bateman et al. 2017: 7). 

Traditionally different modes have been linked to certain theories and disciplines, such 

as language to linguistics and image to art history (Bateman et al. 2017: 7-8; Kress 2011: 

38). However, multimodality is a multidisciplinary approach in which all modes are 

framed as one field and seen as equally valuable in meaning-making (Kress 2011: 38).  

 

In multimodal discourse analysis (MMDA), texts are seen as multimodal semiotic entities 

in two, three or four dimensions (Kress 2011: 36). This means that a painting, play, image, 

or sculpture are all different types of texts since they all communicate something. Because 

of the focus on different modes, multimodal discourse analysis enables deeper analysis 

of meaning-making than discourse analysis done solely on writing or speech. According 

to Kress (2011: 37-38), doing discourse analysis of writing or speech alone reveals only 

partial meanings; all the modes in a text jointly create meanings and they should be 

treated as one connected cultural resource for meaning-making.  

 

Websites are a great example of a multimodal – and multimedia – channel, as they contain 

a range of different modes, such as writing, images, videos, colors, movement, and sound. 

Websites make an interesting subject for discourse analysis, as they could be 

characterized as inherently social; websites are created by someone for others to visit, 

explore and interact with. Websites also have certain goals and functions and can be, for 

example, educational, informative, or promotional. The type and function of the website 

affect its content and structure. For example, the structure and content of an online 

newspaper is quite different from an online store, because they want the user to do and 
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pay attention to different things.  Because websites have so many distinct uses, Bateman 

et al. (2017: 347) argue that a ‘website’ is not an appropriate level of abstraction for 

multimodal discourse analysis and is at best “an abbreviation for a range of media”. 

‘Website’ could, therefore, be used as an umbrella term or category for many different 

types of online media channels. Blogs, social media platforms, online shops, institutional 

websites, etc. are all websites, but they differ from each other significantly. Therefore, it 

is crucial to specify what type of website is being analyzed and why analyzing it is 

worthwhile. 

 

Pauwels (2011) gives a useful in-depth model for analyzing websites multimodally. The 

model is constructed of six phases, moving from general observations and first 

impressions to more in-depth interpretations. The phases are as follows: 

1. Preservation of first expressions and reactions 

2. Inventory of salient features and topics 

3. In-depth analysis of content and formal choices 

4. Embedded point(s) of view or ‘voice’ implied audience(s) and purposes 

5. Analysis of Dynamic Information Organization and Spatial Priming Strategies 

6. Contextual Analysis, Provenance, and Inference 

(Pauwels 2011: 577) 

 

The first two steps are more general. First, the analyst records and preserves their first 

impressions and reactions of the website in terms of ‘look and feel’ and proceeds then to 

collecting and categorizing present and absent topics and features of the website. The 

third step suggests first doing intra-modal analysis looking the potential information 

found in separate modes (verbal/written, typographical, visual, sound, layout) and then 

doing cross-modal analysis looking at the interplay between the different modes. Step 

four takes the analysis from ‘what’ is being said or expressed to asking “‘who’ is saying 

‘what’ to ‘whom’ and with what ‘purpose’” (Pauwels 2011: 581). Step five moves on to 

analyzing the structural and navigational options and constraints as well as the priming 
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strategies and outer-directed features. The sixth and final step focuses on the origin and 

circumstances of the different constituting elements and investigating the authorship and 

trustworthiness of sources.  

 

Pauwels’ (2011) model seems applicable for different types of websites and foci. Since 

websites are very large entities and can feel a little overwhelming to analyze, it is 

important to divide the analysis into smaller sections, and this model gives a good 

guideline for that. I also followed this model for the analysis but modified it to better fit 

my data and focus. For example, I focused mostly on the first four steps and put most 

emphasis on the third step “In-depth analysis of content and formal choices”. 

 

Pauwels (2011) also utilizes the theory grammar of visual design by Kress and van 

Leeuwen (2006), which is widely recognized in multimodal research. The grammar of 

visual design focuses on the structures of how visual elements (e.g. diagrams, 

photographs, moving images, drawings, paintings) represent and communicate meaning 

by looking at the elements and structures of design, such as color, perspective, framing 

and composition. Even though the visual grammar theory emerged for the first time 

already two decades ago, it is still very relevant and useful for analyzing websites as well, 

since websites are mainly visual.  

 

4 ANALYSIS 
 

The analysis is divided into three main sections: a brief analysis of the homepage, corpus 

linguistic analysis, and multimodal discourse analysis. I will first provide the reader with 

an overall look of the website in order to describe the style and structure. Next, corpus 

linguistic analysis will provide some general observations of the language use on the 

website and the identified discourses, after which the analysis is deepened with 

multimodal discourse analysis. 
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4.1 Brief analysis of the homepage 

 

Before diving deeper into the analysis of the data, I wanted to give more of an overview 

of the homepage of the website and see how it fulfils the primary and secondary 

communicative purposes introduced by Askehave and Nielsen (2005: 130). This also 

gives the reader a general idea of the structure and design of the website before the more 

in-depth examples and analysis. 

 

As was already discussed in chapter 2.3, the primary communicative purpose of a 

homepage is to give the most important information of the website in a concise manner 

and to serve as an introduction to the website. As can be seen on Image 1, which shows 

part of the homepage of Lumene’s website, the homepage introduces seven main topics 

on the top banner: Best sellers, Skincare, Makeup, Ingredients, Story, Inspiration, and 

Latest offers. Skincare and Makeup pages expand to subpages, such as the product 

collections and product categories. It is, therefore, quite clear to the visitor that Lumene 

is a cosmetics brand, even if they have never heard of the brand or visited the website 

before. The top right corner also has a user login/registration icon and a shopping cart 

icon, making it clear to the visitor that the website is also an online store.  
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The secondary communicative purposes of a homepage are to create an image of the 

sender and present news, which can be seen on Lumene’s homepage as well. The 

homepage gives a light, clean, and natural image of the brand by having clear structure 

and neutral background colors. The colors that are the most prominent are the colors of 

Image 1. Homepage. https://www.lumene.com/. Saved on 05.05.2020 

https://www.lumene.com/
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the products, such as orange and blue in Image 1. The page has been divided into clear 

sections with the use of different background colors and images. The first section serves 

as an introduction to the website and the brand. It consists of a large image of two women 

and nature, alongside an introductory text of Lumene’s purpose: providing sustainably 

made beauty products that help create a “naturally luminous look”. The button “Discover 

our secret” takes the visitor to their “Story” page, which contains information about 

Lumene’s inspiration and background. The second section is separated from the others 

with a different background color and layout: the background is grey instead of white 

and the section consists of two images and brief summaries side by side. This section 

could be seen to present “news”, as it introduces current products and campaigns, and 

the content in it changes quite regularly. The third section is a reel of new products, which 

also changes as new products are released. The background is back to white, separating 

it from the previous section. The structure of the section is also different, consisting of a 

horizontal line of images of the products side by side and arrows on the sides that allow 

the visitor scroll through the products. The rest of the home page continues the same way: 

there is another section which often contains links to campaigns or articles or introduces 

certain products or collections, after which there is another reel of Lumene’s best selling 

products. 

 

To conclude, the homepage introduces the consumer to Lumene’s products, style, and 

part of its identity right from the start. However, I found it interesting that Finland is not 

clearly mentioned anywhere on the homepage, even though, as can also be seen later in 

the analysis, Lumene emphasizes its Finnish origin often throughout the other parts of 

the website. On the other hand, Nordic is mentioned three times on the introductory 

section alone. Hence, the consumer would not instantly know, which part of the Nordics 

the brand and its products come from. 

 

4.2 Findings from the corpus 
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After giving an overview of the homepage, I am going to present some of the findings I 

discovered from the corpus, which was created using a tool called Sketch Engine. Table 

2 shows 20 keywords and key multi-words, and Table 3 the 20 the most frequent words 

and adjectives. The adjectives are listed under the word ‘lemma’, which is the basic form 

of a word and is used, for example, in dictionary entries. The keyword lists were created 

in comparison to the English Web 2013 (enTenTen13) corpus, which is the largest one of 

the English web corpora.  

 

It should be noted that the keyword collection tool can be set to collect rare or common 

words, depending on the user’s goals. I set the setting more towards common words in 

order to exclude scientific words, such as the ingredients used in the products. Moreover, 

since the corpus contains only 9,838 words, the provided lists may not give a 100% 

accuracy of the language patterns of the website. However, even though the corpus is 

small, I believe it can still give a generalized yet valuable overview of the website’s 

language use. 

 

 

 

 

 

Table 2. Keywords and key multi-words on Lumene’s website. 
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What can instantly be seen is that the word ‘Nordic’ is present on every list, and is, in 

fact, number one keyword of the corpus, as can be seen on Table 2. This finding was 

expected, since one can easily notice Lumene emphasizing its Nordic origin on the 

website. It is also expected that nouns like ‘skin’ and ‘product’ are also high on the lists. 

However, I was surprised how low the word ‘Finnish’ appeared on the lists and is not 

even included in the 20 most frequent words. The emphasis on nature and naturalness 

can also be found on the word lists, the adjective ‘natural’ being eighth keyword (Table 

2) and second most frequent adjective (Table 3). Also, words like ‘fresh’, ‘pure’, ‘arctic’, 

‘Nordic lingonberry’, and ‘Nordic heather’ can be seen as indicators of nature and 

naturalness. We can also see words that refer to physical appearance, such as ‘glowing 

beauty and ‘flawless’. When we look at all the words, three main themes can be identified: 

nature, beauty, and Nordicness. 

 

4.3 Discourses on Lumene’s website   

 

In this part of the analysis, I will focus on the different discourses separately and more in 

depth, considering images, colors, and written text. As the result of multimodal discourse 

Table 3. Most frequent words and adjectives on Lumene’s website. 



40 
 

analysis, three different discourses were identified on the website: “Nordic beauty” 

discourse, “Finnish exoticism” discourse, and “Natural and sustainable” discourse. Three 

main themes – nature, beauty, Finnish/Nordic origin – could be noticed rather quickly 

on the website but identifying the three discourses was a little more challenging, since 

they are all intertwined and often overlap.  

 

 

4.3.1 “Nordic beauty” discourse 

 

There have been beauty trends that originate from different regions, such as K-beauty 

from South Korea and J-beauty from Japan. Regional beauty trends often focus on 

routines and products characteristic to the regions and portray, to some extent, the beauty 

standards of the regions. K-beauty, for instance, is known for an extensive skin care 

regimes that range from seven to 12 steps to achieve healthy and hydrated looking skin 

(Russon 2018). 

 

One of Lumene’s selling points on its international website is the concept of “Nordic 

beauty”. The term appears in several parts of the website; in fact, the visitor is introduced 

to the concept of Nordic beauty right on the homepage (see Image 1). Nordic beauty 

seems to be closely connected to Nordic women, as can be seen on their Story page on 

Image 2.  
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The first and most salient features of the Story page are the title “Wild-crafted, sustainable 

Nordic beauty” and the image of two women. Following Kress and van Leeuwen’s (2006) 

theory of visual grammar, the women are the Participants or, more specifically, the 

Interactors in the image, since they are engaged in bidirectional action, both being the 

Actor and the Goal at the same time (Kress & van Leeuwen 2006: 66). This can be realized 

by the way the women are positioned in the image; they are standing close to each other, 

almost in an embrace, yet it is not clear whether one of them is actively holding the other, 

for instance, making one of them the Actor and the other the Goal. The women are also 

interacting with the viewer of the image. They look straight at the viewer, which creates 

Image 2. “Story” page. https://www.lumene.com/story-page.html . Saved on 

15.01.2020. 

https://www.lumene.com/story-page.html
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a demand, i.e. the direct gaze demands the viewer to engage in an imaginary relation 

with the participants (Kress & van Leeuwen 2006: 118). The type of relation is often 

signified with facial expressions. The women in the image have a very neutral and calm 

expressions on their faces; they are not really smiling, yet they do not look serious either. 

The image is also a close shot, i.e. it is framed to show the head and the shoulders of the 

subject. This creates a close personal distance and a rather intimate relation between the 

women in the image and the viewer (Kress & van Leeuwen 2006: 124). However, the 

women are standing in a slight oblique angle away from the viewer, which indicates 

detachment from the viewer and their world (Kress & van Leeuwen 2006: 136). In 

addition, the way the women’s bodies are turned towards each other could indicate 

togetherness between them, creating further separation between them and the viewer. 

Together with the text “Inspired by Nordic women”, this could be seen to tell the viewer 

the women are the “Nordic women” Lumene is inspired by, but the viewer is not. 

However, the demand of their gaze still invites the viewer to engage and identify with 

them, creating a double message, as if to say: “You can be like us”.  

 

Thus, the women in the image can be seen to portray “Nordic women” and thus “Nordic 

beauty”. Nordic beauty is further described in the text below the image, according to 

which Nordic women are “fresh-faced, radiant and healthy-looking”. These features are 

portrayed in the image as well. The women look quite un-styled, with very minimal 

makeup and “undone” hair, the shirts barely buttoned and draping off the shoulder, 

which gives them a more natural and effortless look. The setting of the image also makes 

it look like the women are outside in nature, since there is some greenery in the 

background. The lighting also looks very natural, as if the sun is shining on them. The 

image also gives the sense of freshness due to its light colors and brightness. The pure 

white shirts the women are wearing could also be associated with freshly washed clothes. 

The women also look quite radiant because of the light and smooth, flawless looking skin. 
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Another salient feature of Nordic beauty is a natural, glowing complexion, or the “Nordic 

glow”, which is present throughout the website.  The terms ‘Nordic glow’ and ‘glowing 

beauty’ could also be found on the key multi-words list (Table 2). Most Lumene’s 

products claim to give the consumer a healthy glow, but the Invisible Illumination 

[Kaunis] make-up product collection seems to have been created around the “Nordic 

glow” term, which can be seen on Image 3.  

 

 

 

Image 3. Homepage. https://www.lumene.com/. Saved on 30.09.2019.  

 

The collection is one of the most popular ones from Lumene, and therefore is often 

featured on the homepage. According to description next to the image on the bottom left 

in Image 3, the collection consists of products that combine makeup with skin care in 

order to “help brighten, hydrate and perfect your skin for a Nordic, healthy and naturally 

https://www.lumene.com/
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glowing beauty”. The “glowiness” is also emphasized in the images of the products with 

colors and lighting. The image on the top has a shiny, water-like background, and the 

products are shining in the bright light. The bottom right image features a woman 

holding one of the products in her hand by her face. The image is an extreme close shot, 

showing mostly just the face. The woman is also looking at the camera, which together 

with the framing creates a close relationship between her and the viewer. She is also in 

the eye-level with the viewer, which creates equality. The title next to the image says 

“Glow the Nordic way”, and the text below it gives a brief explanation about the 

inspiration behind the Invisible Illumination range: creating a makeup product with 

skincare properties. The range is also said to have “acquired a huge fan base beyond its 

Finnish homeland”. Where the women in Image 2 could be seen as representation of 

“Nordic beauty” and the Nordic women Lumene is inspired by, the woman in Image 3 

could be perceived as the user of the products, as there is no mention of Nordic women. 

This could also be a reason why social distance between the viewer and the woman is 

closer and more equal, since the viewer is also a potential user of the products. With the 

notion of the fan base beyond Finland, the woman could also be perceived as a non-

Finnish/Nordic user of Lumene’s products, showing that anyone can “glow the Nordic 

way” with Lumene’s products.  

 

In addition to physical appearance, we should also consider the Nordic lifestyle and 

wellbeing practices as part of Nordic beauty. As was said on Lumene’s “Story” page in 

Image 2, Nordics is “a region where a unique blend of resilience, mindfulness and 

harmony with nature is deeply rooted in everyday life”. Thus, in addition to looking 

fresh, healthy, and radiant, Nordic beauty is also about having a balance in mind and 

body and appreciation for nature. 

 

4.3.2 “Finnish exoticism” discourse 
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As mentioned earlier in chapter 3.3, Lumene uses the “exoticism” of the Finnish and 

Nordic nature and beauty as a way to attract international consumers and thus expand 

its business. The term exotic can refer to something “introduced from another country: not 

native to the place where found” or “strikingly, excitingly, or mysteriously different or 

unusual” (Merriam-Webster online). I decided to name this discourse the “Finnish 

exoticism” discourse, because Finland is presented as quite unique, different, and almost 

mysterious on the website. Exotic does not also necessarily have to refer to only faraway 

tropical places, which may commonly be seen as exotic from the Northern European 

point of view. Just like tropical places can be perceived exotic by me and other Finnish 

people, Finland can be perceived exotic by people from other countries.  

 

 

 

Image 4. “Story” page. https://www.lumene.com/story-page.html . Saved on 

30.09.2019. 

 

One of the ways Lumene builds on the “Finnish exoticism” discourse is through the 

Finnish nature. Words with strong connotations and emotions are frequently when 

describing the Finnish nature. For example, as can be seen on Image 4, Finland is 

described as an “arctic treasure trove” and “one of the last unspoilt sanctuary on Earth”. 

The term treasure trove holds connotations of something valuable, perhaps hidden, and 

unknown. The “Discover our secret” button on the homepage (see Image 1) also gives the 

https://www.lumene.com/story-page.html


46 
 

sense of extraordinariness and curiosity. The noun sanctuary, in turn, could be associated 

with peace, safety, and sacredness. Together these words present Finland and its nature 

as an untouched, precious place. This can be seen also in the video titled “Arctic Spring 

Water” (Table 4).  

 

Table 4. Seconds 0 to 6 of “Arctic Spring Water” video on the “Story” page. Saved on 

03.11.2020. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The video shows an aerial shot of a landscape that has a lake surrounded by forest. The 

shot is long distance, placing the viewer out of the landscape rather than in it, giving them 

just an overview of the place (Kress & van Leeuwen 2006: 128). The movement of the shot 

also makes it feel as if the viewer was looking at the view from a plane or helicopter.  The 

place on the video seems remote and completely inhabited, reinforcing the image of 

untouched nature. The long distance also allows the viewer to see how far the untouched 

Time Frame Shot On-screen text 

00:00-00:01 

 

Aerial shot of a 
lake and forest 
scenery moving 
from right to left. 

We source our 
most precious 
ingredient 

00:02-00:03 

 

 In Finland 

00:03-00:04 

 

Shot underwater 
with bubbles 
moving towards 
the surface. 

A country with 
one of the 
purest water on 
earth 

00:05-00:06 

 

 Our Arctic 
spring water 
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nature stretches. Together with the text, the viewer is given the impression that the place 

shown on the video is where Lumene’s ingredients are sourced. The next shot shows 

water, and unlike in the previous shot, this one is short distance and places the viewer in 

the water, as if submerged and looking at the surface. After the long distance shot of the 

lake, it makes it seem as if the viewer took a dive into the lake. The movement of the 

bubbles going upwards also resemble air bubbles formed when breathing underwater. 

The water is very clear which emphasizes the purity of the water.  

 

 

 

Image 5. “Ingredients” page; Pure Arctic Spring Water. 

https://www.lumene.com/ingredients-page.html . Saved on 14.01.2020.  

 

Spring water is one of the most important ingredients in Lumene’s products; in fact, it is 

Lumene’s “secret to beautiful, healthy looking skin”. The purity of Finnish water is 

emphasized with a statement that it is “amongst the purest in the world”. According to 

the description of Pure Arctic Spring Water in Image 5, the water used in the products is 

captured “directly from the Spring in Finnish Lapland”. What catches my attention is the 

use of “the Spring”, instead of “a spring”. The use of definite article ‘the’ and a capital 

letter gives the consumer the impression that there is a spring called “Spring”. However, 

in reality, there are several springs in Lapland, the biggest of which is the Sulaoja spring 

https://www.lumene.com/ingredients-page.html
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located in Utsjoki, the northernmost municipality in Finland. I cannot know for certain 

why the source of the spring water is not specified; however, one possible reason could 

be to maintain the exotic image of Finland. When we look at the text and image together, 

“the Spring” could be seen to refer to the image, which features an icy scenery with crystal 

clear water. Thus, a non-Finnish consumer may assume that the image is of “the Spring” 

and, therefore, of Finland. However, in reality, Finnish springs are commonly found in 

forests and surrounded by trees and other plants and are not as “arctic” looking as in the 

image. Another function of this image could be to reinforce the purity and “Arcticness” 

of the spring water used in Lumene’s products, since the water in the image seems 

exceptionally clear and clean and the scenery looks very remote and untouched. 

 

The seasons of the Northern Hemisphere, specifically the changing amount of daylight, 

are also used to build on the uniqueness of the Finnish nature, as can be seen on Image 6.  

 

Image 6. “Story” page. https://www.lumene.com/story-page.html . Saved on 

30.09.2019. 

 

This natural occurrence is referred to as “a unique Arctic light cycle”, which is “uniquely 

disruptive and challenging” and gives the plants “incredible antioxidant properties”. The 

plants are also said to have “evolved in the wild over thousands of years to survive and 

thrive” under these conditions. This natural phenomenon is presented as something 

https://www.lumene.com/story-page.html
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exceptional and unique to Finland and the Arctic. The word choices here also give the 

impression that living in these conditions take a lot of resilience: the plants “survive” the 

“disruptive and challenging” change of light. The video next to the text demonstrates the 

changes in seasons and light, as can be seen in Table 5. 

 

Table 5. “A Unique Arctic Light Cycle” video on “Story” page. Saved on 03.11.2020. 

Time Frame Shot On-screen text 

00:00-00:02 

 

Medium/long shot 
of the moon on a 
dark and cloudy 
sky, moon moving 
sped up 
downwards with 
clouds passing by 

Arctic darkness 

00:02-00:04 

 

Close shot of ice 
with sun shining 
through trees in the 
background 

Followed by 
months of 

00:04-00:06 

 

Close shot of plants 
in sunlight moving 
from right to left. 

Continuous light 

00:06-00:09 

 

Close shot of 
lingonberries 
covered in frost. 

Supercharge our 
Arctic plants 
with unrivalled 
antioxidants 
potency 

00:09-00:11 

 

Lumene’s logo with 
the “Wheel of 
Light” in the 
background 
rotating clockwise. 

Lumene, beauty 
born of light 
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The video starts with a shot of a dark night sky with clouds and full moon with a text 

“Arctic darkness”, suggesting that the darkness is unique to the “Arctic”, special kind of 

darkness. The moon is moving quickly towards the right bottom corner as the clouds pass 

by it. The next shot has ice covering the bottom half of the frame with some blurry trees 

and sun shining in the background. After this, the screen is mostly covered with a close 

shot of plants, with some blurry forestry in the background and bright sunlight. The 

second last shot has a close shot of lingonberries covered in frost which can be seen 

melting in sped up motion. The sped-up motion of the moon and the melting frost can be 

seen as indication of time passing and seasons changing; darkness (winter) turns into 

some more light (spring), which then turns into “continuous light” (summer). The frost 

on the lingonberries is also melting due to the increased amount of light and warmth. 

The plant also looks very vibrant with flawlessly green leaves and bright red berries, 

which can be seen as suggestion of its “supercharged” and “thriving” properties. The 

video demonstrates a dramatic change in the amount of light (complete darkness versus 

continuous daylight), which reinforces the notion of “disruptive and challenging” annual 

light cycle. The last shot shows the Lumene logo with the so-called “Wheel of Light” in 

the background rotating clockwise which also expresses time moving forward. The 

darker and lighter sections on the wheel may also symbolize the changing light. On 

Lumene’s logo there is a little circle above the letter “M”, which could also be seen to 

symbolize either the moon or the sun, the letter “M” being either trees or tunturi, a fell in 

Lapland. 

 

“The Finnish exoticism” discourse is further strengthened on the “Ingredients” page 

(Image 7).  The page has a title “We originate from Finland” and underneath is the 

following statement: 

 

“Our natural products have been carefully crafted with Finnish wilderness to reflect the potency 
of a variety of hand-picked Arctic ingredients unlike any other.” 
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This statement emphasizes the uniqueness of Finland and its nature and also Lumene’s 

products. For instance, using the word wilderness instead of nature complements the 

exotic image Lumene is aiming to give of Finland. Nature is quite a broad term that can 

be understood in many ways. If we look at the dictionary definitions of these two words, 

we find that nature can mean, among many other definitions, “the external world in its 

entirety”, whereas wilderness can be defined as “a tract or region uncultivated and 

uninhabited by human beings” (Merriam Webster online). Like the metaphors “Arctic 

treasure trove” and “unspoilt sanctuary”, the word wilderness, can hold connotations of 

something untouched and unknown. The uniqueness of Lumene’s ingredients is also 

emphasized by saying they are “hand-picked” and “unlike any other”. The ingredient 

illustrations are placed over the illustration of Finland as if to demonstrate where in the 

country each ingredient can be found, reinforcing their Finnish origin. 

 

 

Image 7. “Ingredients” page. https://www.lumene.com/ingredients-page.html . Saved 

on 26.01.2020 

https://www.lumene.com/ingredients-page.html
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The handmade illustrations are an interesting detail, because all the other images on the 

websites are photographs. The illustrations could be viewed to reinforce the statement of 

“carefully crafted” products and “hand-picked” ingredients. The word craft refers to 

making something or something made by hand; thus, Lumene’s products are portrayed 

as handmade, and the illustrations reinforce this image. Moreover, the illustration of 

Finland may be used to strengthen the country of origin of the brand, using both the map 

and Finnish national colors blue and white. 

 

Even though the ingredients are presented with handmade illustrations, the images 

found in the ingredient descriptions are real photographs, as can be seen on Images 8 and 

9. One reason for this could be that the content of the ingredient descriptions is more 

informative including the Latin name of the plant as well as its properties and uses. Thus, 

using real photographs is more appropriate and may give a more knowledgeable and 

credible image of the brand to the consumer. 

 

 

Image 8. “Ingredients” page; Organic birch sap. 

https://www.lumene.com/ingredients-page.html . Saved on 30.09.2019.  

 

https://www.lumene.com/ingredients-page.html
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The “Finnish exoticism” discourse is constructed also through references to the ancient 

Finnish health and wellness practices as can be seen on Images 8 and 9. The phrases “since 

ancient times, Finnish birch trees have been tapped…” (Image 8) and “… where it has 

been used for centuries in folk medicine” (Image 9) give a sense of tradition that has been 

going on for centuries and is still followed today. This is achieved by using present 

perfect tense (“have been tapped”, “has been used”), which can be used to describe an 

action that has begun in the past and is still ongoing. If these phrases were written in past 

tense, e.g. “During ancient times, Finnish birch trees were tapped” or “where it was used 

for centuries in folk medicine”, they would not have the same effect; instead, they would 

refer to practices that are not employed anymore, and thus would not complement the 

exotic image of Finland the same way.  

 

Some Finnish language is also used to emphasize the Finnish origin of Lumene and 

differentiate Lumene from other beauty brands. Finnish language can be seen most 

prominently in the names of the skin care product collections. Each collection has been 

named both in English and in Finnish according to its purpose, such as Nordic Hydra 

Image 9. “Ingredients” page; Chaga mushroom. https://www.lumene.com/ingredients-

page.html . Saved on 25.05.2020.  

https://www.lumene.com/ingredients-page.html
https://www.lumene.com/ingredients-page.html
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[Lähde], Nordic-C [Valo], and Nordic Detox [Sisu]. What can be instantly seen is that the 

English name contains, in most cases, two words, the first of which is Nordic, whereas the 

Finnish name is only one word and is placed in square brackets. The English name could, 

therefore, be seen as the “proper” name of the collection, and the Finnish one as a 

complementary one. The English names also sound more scientific and give at least a 

little bit of context of the purpose of the products: Nordic Hydra products are for 

hydrating the skin, Nordic-C products contain vitamin C, and Nordic Detox products are 

used to purify the skin from toxins. The Finnish names, on the other hand, are much more 

symbolic and do not directly relate to the purpose of the products: lähde can mean source 

or spring (as in spring water), the latter being the more appropriate translation in this 

case, as the main ingredient in the products is Arctic spring water; valo means light (as in 

illumination); sisu is an old and highly symbolic concept that can be described as 

persistence, courage, resilience, and determination. Naturally, these words would be 

understood by Finnish consumers and they would attach certain connotations to them. 

However, non-Finnish consumers most likely would not know the meaning of the words, 

let alone how to pronounce them. Therefore, when considered from the point of view of 

Kelly-Holmes’ (2016) linguistic fetish theory, it could be argued that the Finnish words 

do not have strong communicative function and are mostly decorative and used to 

emphasize the country of origin of the brand. The foreign words also strengthen the 

exotic and unique image of the brand and its products.  

 

4.3.3 “Sustainable and natural” discourse 

 

As mentioned at the beginning of the analysis, the discourses identified on the website 

often overlap and are intertwined. Nature and naturality, for instance, are strongly 

present in all three discourses and have been discussed quite extensively in the previous 

chapters, from “naturally glowing beauty” to the exotic Finnish nature. As could also be 

seen in the corpus analysis, the word ‘natural’ was one of the keywords and most 

frequently used adjectives in the corpus.  
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In the “Finnish exoticism” discourse, the term nature was used to mainly refer to the 

physical landscape of Finland with its plants, forests, and lakes, as well as the natural 

phenomena, such as the cycle of light and changing seasons. The “sustainable and 

natural” discourse, however, presents nature in a more metaphorical way. As can be seen 

in Image 10, the word Nature is capitalized. Capitalizing the word makes it a proper noun, 

which is used to refer to a specific entity, such as a person or a place. Nature with capital 

“N” could also be seen in Image 5: the spring water used in Lumene’s products “has been 

purified by Nature”. Therefore, Nature could be interpreted as a human-like being, a 

reference to Mother Nature, for instance. Lumene also expresses its respect towards 

Nature: local ingredients are selected and sourced thoughtfully, while “allowing Nature 

to regenerate and remain in balance” in the process.  

 

 

Image 10. “Story” page. https://www.lumene.com/story-page.html . Saved on 

30.09.2019.  

 

As could be seen already on Lumene’s homepage in Image 1, one of Lumene’s main goals 

is to provide natural and sustainable products. The adjective sustainable refers to 

https://www.lumene.com/story-page.html
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environmental sustainability, i.e. using resources that do not damage the environment. 

Hence, Lumene uses ingredients that can be found in the Nordic nature because of their 

“local origin and sustainable source”. The naturality of the products is emphasized with, 

for instance, the use of percentages that indicate the level of “naturally derived 

ingredients” in the product. In Image 10, we can see a round label that says “up to 100% 

naturally derived” in the center. Round labels can symbolize many things, such as the 

cycle of life, unity, movement, or natural entities, such as the moon, the sun, or the earth. 

Since Lumene’s philosophy focuses strongly on the annual light cycle and the changing 

seasons, the label could symbolize this cyclic movement. The label could also be seen as 

a symbol of completeness and perfection, especially with the ”100%” in the middle. 

Additionally, in the discourse of sustainability, the circle could signify circular economy, 

the aim of which is to eliminate waste and utilize renewable sources. The percentage label 

is also attached to different skin care products: for instance, the products in the Nordic 

Hydra [Lähde] and Nordic-C [Valo] collections contain up to 97% naturally derived 

ingredients (Image 11 and 12). The video beside the text in Image 10 also emphasizes the 

natural origin of the products and could be perceived as showing the “journey” of the 

berry from the forest to the factory, as can be seen in Table 6. 

 

 

Table 6. Seconds 0 to 6 of the “Wild Crafter Sustainable Nordic Ingredients” video on the 

“Story” page. Saved on 03.11.2020. 

Time Frame Shot On-screen text 

00:00-00:02 

 

Moving close shot 
of cloudberries 
with sunshine in 
the background, 
fading transition to 
the next frame 

Our skincare? 

00:02-00:04 

 

A medium shot of a 
bucket full of 
cloudberries on the 
ground 

Naturally Nordic 
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First, there is a close shot of cloudberries in bright sunlight. The first shot gives the viewer 

a clear and close look at the berry, the source from which the product originates from. 

The next shot shows a bucket full of cloudberries. The bucket is simple and rustic, instead 

of something industrial, which makes it seem as if the berries were handpicked by 

someone. The bucket is also placed on the ground in what seems like a forest and is in 

eye-level with the viewer, as if the viewer were sitting on the ground by the bucket. The 

video then jumps to the third shot, which shows a glass beaker up-close on a clean white 

surface with other blurry objects in the background. The viewer has, thus, been 

transported from the forest into a laboratory. The beaker contains bright orange liquid, 

which could be assumed to be made of the berries that were showed earlier. The video 

shows the manufacturing process as something very simple: the berries are picked and 

moved straight to the laboratory and pressed into a liquid, which is then presumably 

used for the products. The video ends after the third shot with the same Lumene logo as 

in the video on Table 5. However, the video could have had one more shot showing some 

of the products, as this would “complete” the process.  

 

The “naturality” of the products is emphasized on the product pages as well. The 

products are displayed with different plants according to the main ingredient of the 

products. For example, in Image 11, we can see the products laid out with a piece of birch 

bark and leaves which refer to the main ingredient, organic birch sap, used in the Nordic 

Hydra [Lähde] products. In Image 12, the products are accompanied with cloudberries, 

which are one of the main ingredient in the Nordic-C [Valo] collection.  

00:04-00:06 

 

A close shot of a 
laboratory glass 
beaker containing 
orange liquid on a 
white surface, 
blurry objects in the 
background 

Up to 100% naturally-
derived 
Vegan 
cruelty-free 
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Image 11. Nordic Hydra [Lähde] page. 

https://www.lumene.com/skincare/collections/nordic-hydra-lahde . Saved on 

04.02.2020.  

 

 

 

Image 12. Nordic-C [Valo] page. 

https://www.lumene.com/skincare/collection/nordic-c-valo . Saved on 26.01.2020. 

 

https://www.lumene.com/skincare/collections/nordic-hydra-lahde
https://www.lumene.com/skincare/collection/nordic-c-valo
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Adding the plants in the product images reinforces the idea of “handpicked” ingredients 

and the claim that the products contain “up to 97% naturally derived ingredients”. Akin 

to the video in Table 6, the “journey” of the plants is present also in the images. The plants 

could be seen as the source and beginning of the entire manufacturing process and 

product as the end result; the handpicked natural ingredient in the image was turned into 

these products. The main ingredients also work as the basis of the visual design of the 

pages. The color of the background and the product packaging matches the main 

ingredient, blue for spring water and orange for cloudberry. On the Nordic Hydra 

[Lähde] page, we can also see faint, watercolor-like illustration of birch leaves in reference 

to the other main ingredient, birch sap. The illustration on Nordic-C [Valo] page is more 

abstract, yet the round shapes on the left side could be seen to resemble a cloudberry. The 

watercolor appearance with paint splotches and irregular color intensity also gives the 

pages a natural look and feel; the illustrations look free-handed and spontaneous instead 

of carefully painted to resemble something in a realistic manner.  

 

“Natural” does not, however, refer only to the use of natural ingredients or taking care 

of the nature. A big part part of Lumene’s “natural formulation philosophy” is taking 

animal welfare into consideration by producing skincare products that are 100% vegan 

and cruelty free. This means that Lumene does not test their skincare products on animals 

or use any animal-derived ingredients. This can be seen in Image 10 in the two oval labels 

next to the round one and in the left-side text as well as at the end of the video on Table 

6. Veganism is increasingly popular, and many cosmetics brands have also begun 

advertising their products as vegan and cruelty free in order to be more attractive and 

on-trend.   
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4.4 Lumene’s brand identity 

 

I have now analyzed how Lumene communicates the three different discourses through 

the modes of text, images, colors, and video. In order to find out how Lumene’s brand 

identity is constructed, I will look at all the discourses and modes together, and by using 

Kapferer’s (2012) brand identity prism as a guide, attempt to define Lumene’s brand 

identity. I will also use some of Aaker’s (1996) perspectives to expand Kapferer’s identity 

prism facets. Figure 3 below shows Lumene’s brand identity in the visual form of the 

prism. The brand identity prism is modified slightly and consists of only five facets 

instead of six. As was mentioned in chapter 2.1.2, the facet of customer self-reflection is 

omitted, because it describes how the customer views him/herself in relation to the 

brand, which the data and the scope of the present study cannot cover. Hence, the prism 

consists of the physique, personality, culture, customer reflection, and relationship facets. 

Next, I will go through each facet separately and give a more in-depth explanation of 

how Lumene’s brand identity is constructed.   

 

 

 

Figure 3. Lumene’s brand identity prism. Adapted from Kapferer’s (2012) brand 

identity prism. 
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4.4.1 Physique 

 

The first facet of Kapferer’s (2012: 158) brand identity prism is the physique of the brand: 

what the brand is, what it does, and what it looks like. Part of Aaker’s (1996) “Brand as a 

product” perspective could be combined with this facet, mainly associations with 

product class and product attributes, as well as visual imagery under “Brand as a 

symbol” perspective. Product class associations mean linking a brand to certain types of 

products. Product attributes, in turn, are added characteristics that differentiate the 

product from other products and make it more appealing to the consumers. Hence, in the 

most basic sense, Lumene is a cosmetics brand that produces skincare and makeup 

products. The attributes that make Lumene’s products more unique are the Nordic origin, 

the use of the local, natural ingredients, and sustainability. In terms of appearance, 

Lumene is recognized from its logo and the “Wheel of light” symbol on the product 

packaging. There is not just one distinguishing color that plays a significant part in 

Lumene’s identity construction as every product collection has its own color. However, 

the overall color palette could be described as natural, since most colors on the website 

are from images of nature or are based on things found in nature, such as the ingredients 

used in the products. The background colors are also very neutral, mostly different 

shades of grey. 

 

4.4.2 Personality 

 

Like people, brands can also have certain traits that show their personality. Brand 

personality determines the tone and style of advertising, and customers can find 

themselves either identifying with a brand’s personality or projecting themselves into it 

(Kapferer 2012: 159). Brand’s personality traits can be detected from, for example, the way 

the brand talks about its products and services.  
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If we think of Lumene as a person, its personality could be characterized as caring, 

knowledgeable, proud, and confident. The caring personality trait can be seen in the way 

the natural sources of the ingredients used in Lumene’s products as well as the vegan 

and cruelty free formulas are emphasized, which expresses concern for the environment. 

As was seen in Image 10, the word Nature was capitalized, which would indicate the 

respect Lumene has for nature but also that it wants to treat nature like any other living 

being. Furthermore, Lumene could be seen as caring towards its customers as well; 

Lumene offers safe yet efficient products that help solve different skin issues, from 

dehydrated skin to dull looking skin to aging skin. Hence, Lumene wants everyone to 

benefit from its products.  

 

Lumene also presents itself as knowledgeable by giving detailed information about the 

different plants, such as the Latin name, the history and the properties and benefits of the 

plant, as was seen in Image 5, 8, and 9. In addition to the plants, Lumene also provides 

information about other ingredients, such as different acids or vitamins, as shown in 

Image 13. Showing that the brand has deeper knowledge about the ingredients used in 

the products proves that terms like ‘Arctic Spring Water’ or ‘hyaluronic acid’, for 

example, are not just buzzwords that are supposed to make the products seem more 

interesting, but every ingredient is selected for certain purpose.  
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Image 13. “Ingredients” page. https://www.lumene.com/ingredients-page.html . Saved 

on 05.05.2020. 

 

Lumene seems to take pride in their Finnish and Nordic roots, which is especially visible 

in the “Finnish exoticism” discourse. Finland and Finnish nature are described with 

emotionally charged words and portrayed as something exceptional. The statement “We 

originate from Finland.” in Image 7 can also be seen as an indication of pride: the 

statement is written with a large font and is separated from other text, making it very 

clear where Lumene’s roots are from. The “Nordicness” of the brand is also displayed 

clearly already on the homepage and is a significant part of the brand from product 

names to the concept of “Nordic beauty”. Lumene could, therefore, be characterized as 

proud. It is important to note that by ‘proud’ I mean being appreciative of one’s own 

qualities and origin, instead of being arrogant or feeling superior to others, traits, that are 

often associated with pride. In this sense, confidence would go hand-in-hand with pride; 

it is unlikely for one to be confident if they have no pride in themselves and vice versa. 

Pride and confidence in oneself can help keep up high standards, which is important for 

brands. If a brand does not display any pride or confidence in its products or services, it 

is unlikely customers would be willing to put their time and money on the brand. 

 

https://www.lumene.com/ingredients-page.html
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4.4.3 Culture 

 

According to Kapferer (2012: 159), the cultural facet is the most important one in brand 

identity construction. Brands build communities, yet communities do not form around 

just product attributes or personality; it is the brand’s values and ideologies, what the 

brand stands for, that help tie everything together (Kapferer 2012: 160). In addition, 

Aaker’s (1996) perspectives of brand heritage and country of origin could be added to 

brand culture, as the culture the brand originates from can affect the culture they convey. 

 

Needless to say, the Finnish and Nordic roots are a big part of Lumene’s culture: Lumene 

takes its inspiration from the Nordic women and the Nordic lifestyle, sources its 

ingredients from the Finnish nature and has most of its products manufactured in 

Finland. According to Aaker (1996), associating a brand with a country or region that has 

positive associations in a certain product class adds credibility to the brand. In Lumene’s 

case, the associations with Finland and its pure nature as well as the Nordic lifestyle are 

used to enhance the credibility and perceived quality of the brand and its products.  

 

The Nordic origin is also the basis of the concept of “Nordic beauty”, which is a 

significant part of Lumene’s ideology. As was discussed in chapter 4.3.1, in addition to 

being a physical beauty ideal, Nordic beauty could be seen as a lifestyle and, if put into a 

larger scope, a culture. Hence, Lumene and the users of its products could be seen to form 

a culture of Nordic beauty and by purchasing and using the products, one is taking part 

in that culture. Environmentalism could be seen at the same time as a part of Nordic 

beauty and as a separate part of the Lumene’s culture. Being mindful of one’s actions in 

relation to the environment is part of the Nordic beauty lifestyle; however, some people 

may be drawn to Lumene mainly because of its natural, vegan and cruelty-free skincare 

products and focus on sustainability but may not be interested in the minimal and natural 

appearance and prefer to wear bolder makeup, for instance.  
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4.4.4 Customer reflection 

 

Customer reflection should not be confused with the target audience of a brand. 

Customer reflection is the “outward mirror” of the target and reflects the way the 

customer wishes to be seen as a result of using a brand, whereas a target is the brand’s 

potential user (Kapferer 2012: 162). Hence, the target customer and the customer 

reflection can be different.  

 

The “Nordic beauty” discourse reflects the customer as a woman who takes care of her 

skin and looks effortlessly beautiful, radiant, and healthy. As was discussed in the 

chapter 4.3.1, the two women in Image 2 may represent Nordic beauty and the Nordic 

women Lumene gets its inspiration from, whereas the woman in Image 3 could be seen 

as the user of the product. Both the women in Image 2 and the woman in Image 3 could 

be seen as customer reflection of Lumene, and therefore we could further define the 

customer reflection as a woman who is in her late 20s to early 30s and enjoys a minimal 

and natural look. 

 

Furthermore, the “sustainable and natural” discourse expands the customer reflection to 

someone who, in addition to taking care of their appearance, wants to take care of the 

environment. By purchasing and using Lumene’s products, the customer wishes to be 

seen as environmentally friendly and cautious, because they choose products that use 

natural ingredient and are vegan and cruelty free. If the customer did not care about the 

environmental impact of the brand, they would probably choose a different brand that 

also promises a youthful appearance but may not have a strong focus on sustainability.  

 

4.4.5 Relationship 

 

The relationship facet defines the brand’s behavior and affects the way the brand acts, 

delivers services, and relates to its customers (Kapferer 2012: 162). A brand-customer 
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relationship is often based on the brand’s personality and can be similar to the 

relationships we have with other people (Aaker 1996).  

 

As was discussed above in chapter 4.4.2, Lumene presents itself as knowledgeable by, for 

instance, explaining the properties of the ingredients used in the products. Showing that 

the brand knows what it is doing by providing the customer with detailed information 

like this creates trust between the brand and the customer. The customer may also believe 

more in the product claims and trusts that the results of the products will be what is 

promised when the use and the properties of the ingredients have been explained and 

justified. What also makes a brand seem more trustworthy is the website design. 

Lumene’s website is clearly structured and easy to navigate. The website also looks clean 

and professional due to the neutral background colors and simple structure that allow 

the brand’s products to stand out.  

 

 Lumene shows respect for nature through both the “Finnish exoticism” discourse and 

the “sustainable and natural” discourse. The respect for Finnish nature can be seen in the 

word choices that are used to describe it, such as treasure trove, sanctuary, precious, and 

pure. Lumene also expresses respect for the environment by sourcing the ingredients in a 

way that is not harmful to nature and by producing vegan and cruelty-free products. 

Lumene’s respect for the environment may, in turn, make the customer respect the brand 

and feel like they are doing something good when supporting the brand. Trust and 

respect together with Lumene’s caring personality creates a friendship between the brand 

and the customer. Additionally, Lumene could be seen to be “letting the customer in on 

a secret”. The homepage, for instance, has the “Discover our secret” button (Image 1) that 

leads to the “Story” page. On Image 12, the description of the Nordic-C [Valo] collection 

says “Discover the Nordic healthy glow secret!”. Sharing secrets is part of a friendship; 

thus, Lumene seems to be close and comfortable enough with its customers to share its 

beauty secret with them. The customers are also able to leave reviews and ratings for the 

products, which shows that the brand values its customers and their opinions. 
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Additionally, when we look at all the examples from the analysis, we can see that most 

of the images on the website are close or medium shot, which creates a closer social 

distance. The social distance between the viewer and the women in Image 2 and 3 were 

discussed in chapter 4.3.1; however, the system of social distance can also be applied to 

images of objects and landscapes. The closer the objects or the landscape in the images 

are, the closer and more involved the viewer is with them. The middle-distance shots of 

the products (see Image 3, 11, and 12), for instance, can make the products seem more 

accessible and appealing, as they are within the viewer’s reach. When it comes to 

landscapes, a close or medium shot places the viewer within the landscape, as if they 

were wandering in it. Hence, the close and intimate social distance between the viewer 

and the participants in the images could be seen to create a close relationship between 

the brand and the consumer as well, thus reinforcing the friendly relationship 
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5 DISCUSSION 
 

In this chapter, I will discuss the findings from the analysis in relation to the research 

questions and previous research. After this, I will outline the implications and 

applications of the findings. Lastly, I will discuss the limitations of the present study and 

suggest how future studies could expand on the topic and the findings. 

 

5.1 Findings in relation to the research questions 

 

The research questions of the present study were the following: 

 

1. What types of discourses can be identified on Lumene’s international website? 

2. How is Lumene’s brand identity constructed multimodally on the website?  

3. What kind of role does the Finnish origin of Lumene play in the brand identity 

construction?  

 

The aim of the study was to find out how Lumene’s brand identity is constructed 

multimodally on their international website. To do this, I first did a corpus analysis of the 

website to get an overall picture of the language use and most common themes of the 

website. Next, I used multimodal discourse analysis in order to identify the most 

prevalent discourses identified on the website. Lastly, with the help of Kapferer’s (2012) 

brand identity prism and Aaker’s (1995) brand identity model, I presented how Lumene’s 

brand identity was constructed by the three discourses. 

 

In relation to the first research questions, I identified three different discourses on 

Lumene’s international website: “Nordic beauty” discourse, “Finnish exoticism” 

discourse, and “sustainable and natural discourse”. The “Nordic beauty” discourse could 

be seen as the heart of the brand, as Lumene says the Nordic approach to beauty is the 

source of their inspiration. Lumene’s products are also created around this discourse and 

they all are supposed to help the user achieve natural, healthy, and glowing appearance, 
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all of which are characteristic to Nordic beauty. The findings also showed that the 

“Nordic beauty” discourse is not only about beauty ideals in terms of physical 

appearance, but Nordic beauty is also connected to the Nordic lifestyle and culture which 

nature and balanced and healthy life is a big part of. The “Finnish exoticism” discourse 

shows how Lumene uses their national origin as a way to distinguish themselves from 

other beauty brands. Finland and the Finnish nature are presented as very unique and 

exceptional, or “exotic”, on the international website. This discourse is an important 

building block in the construction of Lumene’s brand identity that is specifically targeted 

at the international audience, as it helps create interest and curiosity towards the brand 

and its national origin. I will further discuss the role of the Finnish origin when answering 

the third research question. Lastly, Lumene communicates its identity through the 

“sustainable and natural” discourse. Many beauty brands communicate an increased 

focus on sustainability and being more environmentally friendly by, for instance, using 

recycled and recyclable materials in their packaging and creating vegan and cruelty-free 

products. Hence, it is not a surprise that Lumene also presents itself as sustainable and 

natural, especially since nature is already a significant part of the brand.  

 

Even though analyzed separately, the three discourses are by no means detached and 

unrelated to each other. In fact, they are intertwined and often overlap with each other. 

Nature, beauty, and the Finnish and Nordic roots of Lumene are all strongly present in 

all discourses. However, each discourse is a significant part of Lumene’s brand identity 

construction; if any one of them was removed, the brand would not be the same. The 

three discourses also make sense together: they complement each other and create a 

cohesive entity, neither of them feeling out of place or inappropriate to the brand. It is 

important to note, though, that these three discourses are not the only ones that can be 

found on the website. I identified discourses that best represent Lumene’s brand identity; 

however, one could also take a critical discourse analysis approach and include gender, 

ethnicity, or culture related discourses, for instance. 

 



70 
 

The aim of the second research question was to find out how different semiotic modes 

(written text, images, colors, moving image) were used to build on the discourses and 

thus construct Lumene’s brand identity. The modes were analyzed using multimodal 

discourse analysis and, more specifically, the visual grammar theory by Kress and van 

Leeuwen (2006). Lumene communicates the different discourses as well as its identity on 

its website through the modes of images, text, video, and color. The different modes are 

used together to create meaning and are often closely related: if we were to take the 

modes apart and look at them separately, they would probably convey different 

meanings. For instance, in Image 2, the text and the image are connected by references to 

Nordic women and beauty. As was discussed in the analysis, the women could, thus, be 

seen to represent Nordic women and beauty. If the image were not accompanied by the 

text or vice versa, this connection could not have been established. Images and videos 

were also used to reinforce the ideas presented in the text. For instance, as could be seen 

in the chapter 4.3.2, the exotic image of Finnish nature was created with words like pure, 

unspoilt sanctuary, and treasure trove and further reinforced in the video in Table 4 with 

shots of remote, untouched nature and crystal-clear water. Plants were also included in 

product images to emphasize the naturality and sustainability of the products, as was 

shown in Image 11 and 12. Additionally, the colors used on the website were commonly 

derived from the colors of the ingredients used in the products, such as blue for spring 

water or orange for cloudberry. The colors could be seen not only in the product 

packaging but also on the background of the product collection pages.  

 

All the modes also construct Lumene’s brand identity; the images, colors and language 

used on the website all reflect what Lumene is, what it does, and what it looks like. 

Lumene’s physique can be seen in the product images, logo, and colors, whereas the 

personality is mainly communicated through language, i.e. how Lumene talks about 

nature, Finland, and its products. Lumene’s culture is reflected strongly both visually and 

textually. For instance, the Finnish/Nordic origin is mentioned often throughout the 

website and is also further emphasized in images and videos of Finnish landscape and 
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the illustration of the Finnish map. The term ‘Nordic beauty’ is also very prominent and 

can be found on almost every page of the website. Nordic beauty is also depicted in the 

images featuring women, which can also be seen as the brand’s customer reflection. 

Lastly, the relationship between the brand and the customer could be seen to be formed 

by the other identity facets: Lumene’s personality, culture, and customer reflection all 

affect how Lumene and its customers feel about each other. I also suggested that the social 

distance between the subjects in the images and the viewer could also reflect the brand-

customer relationship, especially if the social distance in the images is rather consistent.  

 

I compiled the attributes of Lumene’s brand identity into the brand identity prism (see 

Figure 3) to give an overall look at Lumene’s brand identity. Even though Kapferer’s 

(2012) brand identity may be used mostly in the marketing and business field, it is 

applicable for analyzing brand identity using multimodal discourse analysis as well, 

although some modifications may be needed. The prism considers visual aspects, like 

colors and symbols associated with the brand, which gives basis for multimodal analysis. 

However, on its own the prism could be seen as a tool for simply identifying recognizable 

features of a brand instead of analyzing the meanings they convey more in depth. Thus, 

multimodal approach offers a deeper understanding of a brand’s identity as it regards 

communication and meaning-making as something more complex and 

multidimensional. Understanding how the details in images, such as the size of frame or 

gaze, as well as other symbols, colors and written text create meanings could help brands 

communicate and reflect their identity even more successfully.  

 

To answer the third research question, as the “Finnish exoticism” discourse shows, the 

Finnish origin of Lumene is a significant part of its brand identity, and Lumene definitely 

uses its national origin as a unique selling point. However, when looking at the website 

and the brand identity of Lumene from a wider perspective, it seems that the Nordic 

origin is emphasized more than the Finnish one. Firstly, the word Nordic appeared much 

more frequently in the corpus than Finnish or Finland. Secondly, Finland is not mentioned 
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as noticeably on the homepage as Nordic is (e.g. Image 1), and the concept of “Nordic 

beauty” is used instead of “Finnish beauty”. This could be a strategic marketing decision, 

since, as Magnus (2016) pointed out, the rest of the world regards the Nordic region as a 

unit and is more recognizable than the individual countries. Therefore, emphasizing the 

Nordic origin may make it easier to build a recognizable brand. It is also common for 

Nordic countries to use their national identity when branding themselves while also 

taking advantage of their “Nordicness”. For instance, when we also look at how Finland 

and Nordics are described and talked about, it is clear that Lumene has a more emotional 

connection to its Finnish roots than Nordic. As the findings show, Finland is described 

with emotionally charged words that show respect and appreciation towards the country 

and its nature, whereas Nordics is not described more in depth. Therefore, even though 

the Nordic origin may be more salient on Lumene’s website, the brand still shows pride 

in its Finnish roots.  

 

It is worth mentioning that the international website of Lumene cannot give the whole 

picture of the brand’s identity. The brand communicates their identity to the consumers 

through social media platforms, advertisements, product packaging etc., and therefore 

the website shows only a fraction of the big picture. Moreover, their website is available 

in other languages, which can affect the content. I did a quick scan through the Finnish 

as well as the Swedish website, since Swedish is the second official language in Finland, 

and noticed that they differ to some extent from the English one in content and the way 

the brand presents itself. For example, Finland and the Finnish nature and wellness 

practices are not presented in as an exotic way in Finnish or Swedish as they are in 

English. Moreover, surprisingly the concept of “Nordic beauty” is not apparent on either 

the Finnish or Swedish website, which could indicate that the “Nordic beauty” discourse 

is specific to Lumene’s international marketing communication. As was noted by Aaker 

(1996), brands can have multiple identities. Thus, it seems that Lumene also portrays 

different identities to different audiences; however, this observation is out of the scope 
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and focus of this study, and therefore another research would be needed to explore it 

further.  

 

 

5.2 Findings in relation to previous research 

 

Next, I will compare and contrast the findings of the present study with previous research 

done on brand identity. In general, the findings of this study add to the notion made by 

previous research that brand identities, just like people’s identities, are highly discursive, 

and therefore it is worthwhile to take a discourse analytical approach to analyzing them. 

The identity work also often makes use of several different modes, which could also be 

seen in this study.  

 

When we take a look at the findings from the point of view of brand identity 

representation on the brand’s website, we should consider the findings of Cheng’s (2016). 

Cheng (2016) compared the identity representation of two luxury hotels and found out 

that there were differences in the ways the hotels represented their luxury identities, 

which reflects the aim to create a unique identity and evoke a distinct sense of upscale 

exclusivity in the consumer’s mind. Creating a unique image is what every brand should 

aim for. The findings of the present study also show that Lumene builds on the 

uniqueness of its identity by, for instance, emphasizing the Finnish/Nordic origin and 

the concept of Nordic beauty, in order to distinguish it from other beauty brands. Cheng 

(2016) also found out that the images on both hotel websites used mostly close social 

distance and eye-level angels, which project an equal relationship and create a friendly 

bond with the viewer. The close-shot also allows the viewer to visualize being in the 

location. Similar observation was done in the present study in which most images were 

also from close and medium distances and objects and people placed on eye-level with 

the viewer. Therefore, Cheng’s (2016) finding supports the suggestion that the social 
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distance created by the images could reflect and reinforce the brand-customer 

relationship.  

 

Schnurr et al. (2016) also studied the brand identity construction on a brand’s website, 

which in their case was the UK juice and smoothie brand Innocent. The findings of the 

study show how Innocent creates a set of interrelated and intertwined professional and 

social identities, such as professionalism, ethicality, responsibility, friendliness, and 

informality. The interrelated and intertwined nature of brand identity is very visible in 

the present study as well. Schnurr et al. (2016) also emphasize how all the modes are 

valuable for meaning making in identity construction. This was also evident in the 

present study: each mode contributes something to the creation of meaning and 

combining the different modes can result in different interpretations or one mode can 

reinforce the meaning conveyed by another. 

 

Similarly to the present study, Lehtikangas (2019) applied Kapferer’s (2012) brand 

identity prism to help identify Oatly’s brand identity. Because both studies applied the 

same brand identity model, the way the brand identities were identified and analyzed is 

rather similar. However, the different datasets naturally result in differences in the 

findings. Lehtikangas (2019) analyzed Oatly’s Twitter posts, which consist of images, 

videos, and text. Twitter, and many social media platforms in general, does not give much 

freedom to the user in terms of layouts and structures as each post is structured the same 

way – the user only chooses the content they want to post. Therefore, Lehtikangas’ (2019) 

analysis was restricted to only the written text and the image or video posted by Oatly. 

Websites, in turn, can be made to specifically reflect the identity of the brand. Hence, the 

present study was able to consider colors, layout, and structure in addition to text, image, 

and video. On the other hand, social media platforms allow brands to interact more with 

their customers, which can yield important insight of the brand-customer relationship 

which might not be very visible on a website.  
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5.4 Limitations and suggestions for future studies 

 

To end this chapter, I will present some of the limitations of the present study and suggest 

how future research could expand on the topic of Lumene’s brand identity construction 

and brand identity in general.  

 

First of all, as was mentioned earlier, it is important to remember that the brand identity 

described in this study is based on only the international website of Lumene, and 

therefore cannot give the whole picture of Lumene’s brand identity. Because of the scope 

of the study, I also had to narrow down the content of the website to a feasible amount, 

hence leaving out a rather large part of the website. I opted for pages that had the most 

content and that gave the most information about the brand, thus excluding product 

listings and all individual product pages. Websites also change constantly, which 

presents some challenges. As was explained in chapter 3.5, I made sure there were no 

major changes during the data collection period. However, as could be expected, 

Lumene’s website has recently had some changes. For instance, now in 2021, there is a 

whole page about sustainability that gives much more information about Lumene’s goals 

and actions towards circular economy. Even though sustainability has been a significant 

part of Lumene, it was not communicated with so much detail before. Lumene has also 

created a couple of new product collections and removed some of the ones mentioned in 

this study. It is natural for brands to change and evolve over time, and especially because 

Lumene went through such an extensive rebranding, these changes could also indicate 

that Lumene’s brand and brand identity is still being developed and “fine-tuned”. 

 

Moreover, it is also important to remember that the findings are based on my own 

perspective and observations. The qualitative nature of the present study leaves a lot of 

room for interpretation, and therefore the findings presented cannot be seen as entirely 

objective. Even though my aim in this study was to look at the construction of Lumene’s 
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brand identity from an objective point of view, the findings may still be influenced by my 

existing perception and knowledge of the brand. Being also Finnish, I cannot know for 

certain how someone outside of Finland would interpret Lumene’s descriptions of the 

Finnish nature or Nordic beauty, for example. Hence, observations done by someone who 

is not familiar with the brand and does not have much knowledge about Finland or the 

Nordics could be different from mine. However, I tried my best to keep the observations 

neutral and as objective as possible. 

 

In order to get a full picture of Lumene’s identity across different platforms as well as the 

image consumers have of the brand, more research would be needed. Product packaging, 

social media platforms, advertisements, and consumer feedback and reflections of the 

brand are all relevant for the brand identity construction. For instance, studying 

Lumene’s social media, such as Instagram, could result in a more comprehensive image 

of Lumene’s personality and relationship with its customers, since social media is 

typically much more interactive in nature than a brand’s website, and brands can be 

viewed more as people on social media as their posts can be more casual and informal. 

As was mentioned earlier, there are also some differences in the way Lumene 

communicates its brand identity for the Finnish and international consumers, e.g. the 

concept of Nordic beauty and the exotic portrayal of Finland, and therefore I believe a 

study comparing the Finnish and international branding and marketing strategies would 

yield some new findings about the complexity of brand identities as well as nation 

branding.   

 

When it comes to brand identity research in general, I think applying discourse analytical 

approach to the topic is highly beneficial for both the discourse analytical field and the 

marketing field. Multimodal discourse analysis specifically allows us to consider brand 

identity from many different perspectives, and hence more emphasis should be put on 

multimodality in brand identity construction. In addition, more research should be done 
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on country of origin as a part of brand identity as well as the effects brands may have on 

the overall nation branding and country image.  

 

6 CONCLUSION 
 

This thesis studied how the brand identity of the Finnish cosmetics brand Lumene is 

constructed multimodally on their international website. Guided by three research 

questions, the aim of the present study was to find out what types of discourse can be 

identified on Lumene’s international website, how these discourses construct Lumene’s 

brand identity multimodally, and what kind of role the Finnish origin plays in Lumene’s 

brand identity construction.  

 

Using a mix-method approach of corpus linguistics and multimodal discourse analysis, I 

identified three main discourses on the website: the “Nordic beauty” discourse, the 

“Finnish exoticism” discourse, and the “sustainable and natural” discourse. The 

discourses were built on through the modes of images, written text, colors, and video. 

The findings reveal that the modes were used simultaneously to create meanings and 

were often closely related to each other. The findings also show that the identified 

discourses are highly interrelated and intertwined, often overlapping each other. These 

three discourses are not by any means exclusive, yet they are significant part of how 

Lumene builds its identity on their international website. 

 

After analyzing the three discourses more in depth, I proposed how Lumene’s brand 

identity could be defined by using Kapferer’s (2012) brand identity prism as the guide 

(see Figure 3). The prism was modified to better suit the purpose of the present study and 

consisted of five facets, brand’s physique, personality, culture, customer reflection, and 

relationship, through which Lumene’s brand identity was constructed. Nature, Nordic 

beauty, and the Finnish and Nordic origin of Lumene is strongly present in all five facets 
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and could be seen as the core of Lumene’s brand identity. Lumene also presents itself as 

caring, confident, and proud of its roots and aims to establish a trusting, respecting and 

friendly relationship with its customers. 

 

The findings of the present study offer insight of the complex and multimodal nature of 

brand identity construction. As this study together with previous research show, brand 

identities are highly discursive and are created through various semiotic modes, 

especially in online spaces like websites, which are inherently multimodal. As could be 

seen in the analysis, Lumene also constructs and communicates its identity through 

images, text, colors, and videos, often simultaneously. The present study also sheds light 

to how company websites are used to express the company’s or brand’s identities to the 

consumers. Studying websites is very relevant, since nowadays everything is online; even 

Lumene’s products are available mostly online for international customers.  Websites are 

a major part of marketing not only the products but also the company and its identity. 

Even though companies use different social media platforms, such as Instagram and 

Twitter, as an extension to their branding and marketing, I believe that for many 

companies their website is still the platform that holds the most information about them 

and where consumers go to when they want to learn more about the company, and 

therefore studying them is worthwhile.  

 

Furthermore, the present study contributes to research about country of origin as part of 

a brand identity. While country of origin is a widely used technique for differentiating 

products and is a widely researched aspect of international marketing, not a lot of 

research has been done that looks at country of origin as part of brand identity and from 

a discourse analytical point of view. This study also shows how Lumene uses both its 

Nordic and Finnish origin in slightly different ways to differentiate itself, the Nordic 

origin allowing easier recognition abroad and connecting Lumene to the existing Nordic 

trends, while the Finnish origin gives the brand more personality and uniqueness. Since 
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the present study has a strong focus on both discourse analysis and marketing, I believe 

it would be interesting and beneficial for students and professionals in both fields. 

 

When I was still planning this thesis, I also considered comparing Lumene’s website 

before and after the rebranding in order to see how the brand identity has changed. 

However, I felt like I would not be able to get as a comprehensive picture of Lumene’s 

brand identity as I was intending since I would have had to narrow both websites down 

quite drastically in order to fit the scope of this study. I was also so fascinated by the 

“new” Lumene that I wanted to focus on analyzing just their new website and the identity 

representation on it. On hindsight, I think the comparison could have given valuable 

insight on how brand identity can change over time, and if I could go back in time, I 

would perhaps reconsider this approach. That said, I do still think this study was 

successful in terms of reaching its goals and yielding some interesting findings about of 

brand identity construction online and, therefore, is a good addition to previous research.  

 

 

 

 

  



80 
 

BIBLIOGRAPHY 
 

Aaker, D. A. (1996). Building strong brands. New York: Free Press. 

Aichner, T. (2013). Country-of-origin marketing: A list of typical strategies with 
examples. Journal of Brand Management 21 (1), 81-93. doi: 10.1057/bm.2013.24. 

Allen, T. & Simmons, J. (2003). Visual and verbal identity. In Clifton, R. and Simmons, J. 
(eds.), Brands and branding. London: Profile books Ltd. 113-126. 

Askehave, I. & Nielsen, A. E. (2005). Digital genres: A challenge to traditional genre 
theory. Information Technology and People 18 (2), 120-141. doi: 
10.1108/09593840510601504. 

Bateman, J., Wildfeuer, J., & Hiippala, T. (2017). Multimodality: Foundations, research and 
analysis - a problem-oriented introduction. Berlin: De Gruyter Mouton. 

Batey, M. (2014). Creating Meaningful Brands: How Brands Evolve from Labels on 
Products to Icons of Meaning. In Kompella, K. (ed.), The Definitive Book of 
Branding. New Delhi: Sage Publications Pvt. Ltd, 22-41. 

Beverland, M. (2002). Using country of origin in strategy: The importance of context and 
strategic action. Journal of Brand Management 10 (2), 147-167. doi: 
10.1057/palgrave.bm.2540112. 

Black, I. & Veloutsou, C. (2017). Working consumers: Co-creation of brand identity, 
consumer identity and brand community identity. Journal of business research 70, 
416-429. doi: 10.1016/j.jbusres.2016.07.012 

Blackett, T. (2003). What is a brand? In Clifton, R. and Simmons, J. (eds.), Brands and 
branding. London: Profile books Ltd. 13–26. 

Branka, N. & Velimir, Š. (2015). Nation branding: The analysis of Serbia's brand 
identity. Marketing (Beograd), 46(4), 263-276. doi: 10.5937/markt1504263N 

Chaffey, D. & Ellis-Chadwick, F. (2019). Digital marketing: Strategy, implementation and 
practice (7th edition). Harlow: Pearson. 

Chaffey, D. & Smith, P. R. (2017). Digital marketing excellence: Planning, optimizing and 
integrating online marketing (5th edition). Abingdon: Routledge. 

Chen, A. & Eriksson, G. (2019). The making of healthy and moral snacks: A multimodal 
critical discourse analysis of corporate storytelling. Discourse, Context & Media, 
32. doi: 10.1016/j.dcm.2019.100347 



81 
 

Cheng, F. (2016). Constructing hotel brands: A multimodal analysis of luxury hotel 
homepages. Ibérica [online] 31, 83-108. 
https://doaj.org/article/276dc0590b7d4030ab75bb5125eba822 . 

Coleman, D. A., de Chernatony, L. & Christodoulides, G. (2015). B2B service brand 
identity and brand performance. European Journal of Marketing 49(7/8), 1139-1162. 
doi: 10.1108/EJM-03-2013-0154 

Da Silveira, C., Lages, C. & Simões, C. (2013). Reconceptualizing brand identity in a 
dynamic environment. Journal of business researce 66(1), 28-36. doi: 
10.1016/j.jbusres.2011.07.020 

Djonov, E., & Knox, J. S. (2014). How-to-analyze webpages. In Norris, S., & Maier, C. D 
(eds.). Interactions, Images and Texts: A Reader in Multimodality. Boston: De Gruyter 
Mouton, 171-193. 

Fairclough, N. (2003). Analysing discourse: Textual analysis for social research. London: 
Routledge. 

Gee, J. P. (2010). An introduction to discourse analysis: Theory and method (3rd edition). New 
York: Routledge. 

Haaksluoto, M. (2016). Maailmanvalloitusta yrittävä Lumene uudistuu täysin: Uusi 
kasvo huippumalli Suvi Riggs. Iltalehti [online]. 
https://www.iltalehti.fi/kauneus/a/2016092722373064. (08 January, 2020).  

Helin, S. (2014). Brand image and identity: Case Lumene Oy. Unpublished Degree Thesis. 
Nylands svenska yrkeshögskola, Degree Programme in International Business. 
http://urn.fi/URN:NBN:fi:amk-201405208709.  

 
Hofacker, C. F. (2018). Digital Marketing: Communicating, Selling and Connecting. 

Cheltenham: Edward Elgar Publishing, Incorporated. 

Johnstone, B. (2018). Discourse analysis (3rd edition). Hoboken: Wiley Blackwell. 

Kapferer, J. (2012). The new strategic brand management: Advanced insights and strategic 
thinking. 5th ed. London: Kogan Page 

Keller, K. L., Aperia, T. & Georgson, M. (2011). Strategic Brand Management (2nd edition). 
Harlow: Pearson Education UK. 

Kelly-Holmes, H. (2016). Constructing and Disputing Brand National Identity in 
Marketing Discourse. Signs and Society, 4(S1), S51-S69. doi:10.1086/684534 

Keränen, M. (2016). Brändiuudistuksen kulmakivet: Case Lumene Oy. Unpublished 
Bachelor’s Thesis. Laurea University of Applied Sciences, Degree Programme in 
Beauty and Cosmetics. http://urn.fi/URN:NBN:fi:amk-2016112216816.  

https://doaj.org/article/276dc0590b7d4030ab75bb5125eba822
https://www.iltalehti.fi/kauneus/a/2016092722373064
http://urn.fi/URN:NBN:fi:amk-201405208709
http://urn.fi/URN:NBN:fi:amk-2016112216816


82 
 

Kim, N. (2017). Country of origin effects on brand image, brand evaluation, and 
purchase intention. International Marketing Review, 34 (2), 254-271. doi: 
10.1108/IMR-03-2015-0071. 

Konecnik Ruzzier, M. & de Chernatony, L. (2013). Developing and applying a place 
brand identity model: The case of Slovenia. Journal of business research, 66(1), 45-
52. doi: 10.1016/j.jbusres.2012.05.023 

Kornum, N., Gyrd-Jones, R., Al Zagir, N. & Brandis, K. A. (2017). Interplay between 
intended brand identity and identities in a Nike related brand community: Co-
existing synergies and tensions in a nested system. Journal of business research 70, 
432-440. doi: 10.1016/j.jbusres.2016.06.019 

Kotler, P. & Gertner, D. (2002). Country as brand, product, and beyond: A place 
marketing and brand management perspective. Journal of Brand Management 9(4), 
249-261. doi: 10.1057/palgrave.bm.2540076 

Kress, G. (2010). Multimodality: A social semiotic approach to contemporary communication. 
London: Routledge 

Kress, G. (2011). Multimodal discourse analysis. In Gee, J. P. & Handford, M. (eds.) The 
Routledge Handbook of Discourse Analysis. Abingdon: Routledge, 35-50. 

Kress, G. & van Leeuwen, T. (2006). Reading images: The grammar of visual design (2nd 
edition). London: Routledge. 

Lehtikangas, N. (2019). The cool guy’s guide to swap to non-dairy: the Swedish oat product 
company Oatly’s brand identity representation on Twitter. Unpublished Pro Gradu 
Thesis. University of Jyväskylä, Department of Language and Communication 
Studies. https://jyx.jyu.fi/handle/123456789/67005 . 

Lumene Oy. (n.d.) Our history. https://www.lumene.com/our-history.html. (12 April 
2021). 

Magnus, J. (2016). International branding of the Nordic region. Place Branding and Public 
Diplomacy, 12(2-3), 195-200. doi: 10.1057/s41254-016-0015-9 

Marzá, N. E. (2007). The Digital Representation of an Industrial Cluster Through Its 
Corporate Website Image: Online Discourse and Genre Analysis. 
In Posteguillo, S., Esteve, M. J. & Gea Valor, M. L (eds.), Texture of internet: 
Netlinguistics in progress. Newcastle: Cambridge Scholars Publishing, 45-74. 

Merriam-Webster. (n.d.). Exotic. In Merriam-Webster.com dictionary. 
https://www.merriam-webster.com/dictionary/exotic. (25 May 2020).  

https://jyx.jyu.fi/handle/123456789/67005
https://www.lumene.com/our-history.html
https://www.merriam-webster.com/dictionary/exotic


83 
 

Merriam-Webster. (n.d.). Nature. In Merriam-Webster.com dictionary. 
https://www.merriam-webster.com/dictionary/nature. (29 May 2020).  

Merriam-Webster. (n.d.). Wilderness. In Merriam-Webster.com dictionary. 
https://www.merriam-webster.com/dictionary/wilderness. (29 May 2020).  

Nas, A. (2017). Branding and National Identity: The Analysis of "Turkey: Discover the 
Potential" Campaign. Bilig [online] 83, 201-224. https://www-proquest-
com.ezproxy.jyu.fi/scholarly-journals/branding-national-identity-analysis-
turkey/docview/1967314390/se-2?accountid=11774 

 
Oswald, L. R. (2011). Marketing Semiotics: Signs, Strategies, and Brand Value. Oxford: OUP 

Oxford. 

Palviainen, H. (2012). "Revealing new stories and reviving forgotten tales”: Representations of 
Finnishness on the English-language websites of Finnish design companies. 
Unpublished Pro Gradu Thesis. University of Jyväskylä, Department of 
Languages. http://urn.fi/URN:NBN:fi:jyu-201211273082. 

Partington, A. (2013). Patterns and meanings in discourse: Theory and practice in corpus-
assisted discourse studies (CADS). Amsterdam: John Benjamins Publishing 
Company. 

Percy, L. (2003). Advertising and Brand Equity. In F. Hansen and L.B. Christensen 
(eds.), Branding and Advertising. Copenhagen: Copenhagen Business School Press, 
12-21. 

Russon, M. (2018). K-beauty: The rise of Korean make-up in the West. BBC News [online]. 
https://www.bbc.com/news/business-45820671. (13 April 2021).   

 

Ryan, J. (2008). The Finnish country-of-origin effect: The quest to create a distinctive 
identity in a crowded and competitive international marketplace. Journal of Brand 
Management, 16 (1-2), 13-20. doi: 10.1057/bm.2008.15. 

Schnurr, S., et al. (2016). Not so ‘innocent’ after all? Exploring corporate identity 
construction online. Discourse & Communication, 10(3), 291-313. doi: 
10.1177/1750481315623902 

Sketch Engine. (n.d.) What can Sketch Engine do? https://www.sketchengine.eu/what-
can-sketch-engine-do/. (13 April 2021).  

Slade, C. (2016). Creating a brand identity: A guide for designers. London: Laurence King 
Publishing. 

https://www.merriam-webster.com/dictionary/nature
https://www.merriam-webster.com/dictionary/wilderness
https://www-proquest-com.ezproxy.jyu.fi/scholarly-journals/branding-national-identity-analysis-turkey/docview/1967314390/se-2?accountid=11774
https://www-proquest-com.ezproxy.jyu.fi/scholarly-journals/branding-national-identity-analysis-turkey/docview/1967314390/se-2?accountid=11774
https://www-proquest-com.ezproxy.jyu.fi/scholarly-journals/branding-national-identity-analysis-turkey/docview/1967314390/se-2?accountid=11774
http://urn.fi/URN:NBN:fi:jyu-201211273082
https://www.bbc.com/news/business-45820671
https://www.sketchengine.eu/what-can-sketch-engine-do/
https://www.sketchengine.eu/what-can-sketch-engine-do/


84 
 

Temporal, P. (2015). Branding for the public sector: Creating, building and managing brands 
people will value. Chichester: Wiley. 

Van Leeuwen, T. (2005). Multimodality, genre and design. In Norris, S. & Jones, R. H. 
(eds.), Discourse in action: Introducing mediated discourse analysis. London: 
Routledge, 73-93. 

Wheeler, A. (2012). Designing brand identity: An essential guide for the whole branding team. 
(4th edition). Hoboken: John Wiley & Sons, Inc 

Zahay, D. L. (2015). Digital marketing management: A handbook for the current (or future) 
CEO. New York: Business Expert Press. 

  



85 
 

APPENDICES 
 

Appendix 1. Transcription of the video titled “Arctic Spring Water” on Lumene’s “Story” 
page. Saved 03.11.2020 

Time Frame Shot On-screen text 

00:00-00:01 

 

Aerial shot of a lake 
and forest scenery 
moving from right to 
left. 

We source our most 
precious ingredient 

00:02-00:03 

 

 In Finland 

00:03-00:04 

 

Shot underwater with 
bubbles moving 
towards the surface. 

A country with one of 
the purest water on 
earth 

00:05-00:06 

 

 Our Arctic spring 
water 

00:06-00:07 

 

A close shot of a 
Caucasian woman 
swiping gel on her 
cheek. 

Is skin friendly PH 

00:08-00:09 

 

A close shot of the 
woman switching 
positions and smiling 
at the camera. 

For absolute softness 

00:09-00:10 

 

Lumene’s logo with the 
wheel in the 
background rotating 
clockwise.  

Lumene, beauty born 
of light 
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Appendix 2. Transcription of the video titled “A Unique Arctic Light Cycle” on Lumene’s 
“Story” page. Saved on 03.11.2020. 
 

Time Frame Shot On-screen text 

00:00-00:02 

 

Medium/long shot 
of the moon on a 
dark and cloudy sky 
moving downwards 
with clouds passing 
by 

Arctic darkness 

00:02-00:04 

 

Close shot of ice with 
sun shining through 
trees in the 
background 

Followed by 
months of 

00:04-00:06 

 

Close shot of plants 
in sunlight moving 
from right to left. 

Continuous light 

00:06-00:09 

 

Close shot of 
lingonberries covered 
in frost. 

Supercharge our 
Arctic plants with 
unrivalled 
antioxidants 
potency 

00:09-00:11 

 

Lumene’s logo with 
the wheel in the 
background rotating 
clockwise. 

Lumene, beauty 
born of light 
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Appendix 3. Transcription of the video titled “Wild crafted sustainable Nordic 
ingredients” on Lumene’s “Story” page. Saved 03.11.2020. 
 

 Time Frame Shot On-screen text 

00:00-00:02 

 

Moving close shot of 
cloudberries with 
sunshine in the 
background, fading 
transition to the next 
frame 

Our skincare? 

00:02-00:04 

 

A medium shot of a 
bucket full of cloudberries 
on the ground 

Naturally Nordic 

00:04-00:06 

 

A close shot of a 
laboratory glass beaker 
containing orange liquid 
on a white surface, blurry 
objects in the background 

Up to 100% 
naturally-derived 
Vegan 
cruelty-free 

00:06-00:07 

 

Lumene’s logo with the 
wheel in the background 
rotating clockwise. 

Lumene, beauty 
born of light 


