
Case study 
An introduction to the company 
 
GreenNest is a start-up specializing in IoT (Internet of Things) devices designed to improve home energy 
efficiency. The company’s flagship product, "EcoNest Hub," integrates with household appliances to optimize 
electricity usage and reduce waste, offering users real-time monitoring of their carbon footprint. Launched in 
2021, GreenNest has positioned itself as an eco-tech innovator in the rapidly growing sustainability market. 
With its commitment to addressing climate change, GreenNest aims to make sustainable living accessible to 
all. The company has been recognized for its user-friendly interface and innovative features, winning the 
GreenTech Innovation Award in 2023. However, GreenNest faces significant challenges in building brand 
awareness and standing out in a competitive market dominated by larger, established tech companies. 
 
Communication aims.  
 
GreenNest’s communication objectives for the new semester are to: 

• Increase brand awareness among eco-conscious Millennials and Generation Z. 

• Establish itself as a thought leader in sustainable technology. 

• Drive traffic to the company’s website and improve conversion rates for product sales. 
 
First steps by Communication function 
 
The Communication Director provided the following SWOT analysis: 

• Strengths: 
o Innovative technology with measurable impact on energy consumption. 
o Strong alignment with the values of environmentally conscious consumers. 

• Weaknesses: 
o Limited marketing budget and brand recognition. 
o Lack of offline engagement strategies. 

• Opportunities: 
o Growing demand for eco-friendly products. 
o Potential partnerships with green energy providers and NGOs. 

• Threats: 
o Competition from large tech corporations offering similar solutions. 
o Perception of high initial costs among potential customers. 

 
Communication strategy and tactics 

To achieve its communication aims, GreenNest has decided to adopt an integrated online and offline 
campaign. 

1. Online Initiatives: 
o Collaborations with green-lifestyle influencers on Instagram and TikTok, focusing on the 

environmental benefits of EcoNest Hub. 
o A monthly webinar series titled “Sustainability Simplified,” targeting homeowners and young 

professionals on LinkedIn. 
2. Offline Initiatives: 

o Interactive installations at sustainability expos, where attendees can test the EcoNest Hub 
and visualize their potential energy savings. 

o A partnership with local governments to host community workshops on energy efficiency. 

Initial efforts will focus on creating shareable video content highlighting real-life success stories from EcoNest 
users, emphasizing the ease of installation and tangible environmental benefits. 

Results and Challenges 

While the social media campaign has garnered positive engagement from influencers, conversion rates on the 
company’s website remain below expectations. Additionally, the lack of clear messaging in offline events has 
led to inconsistent brand representation. 

______________________________________________________________________________________ 



Question 1. Social media has revolutionized communication strategies. Based on the case, discuss 
why it is essential for GreenNest to effectively manage its social media presence. What potential risks 
could arise in this digital environment? 

Question 2. Evaluate the use of influencers as part of GreenNest’s marketing strategy. Is this approach 
effective for achieving their target audience? What criteria would you suggest for selecting the most 
appropriate influencers? 

Question 3. Analyze the SWOT analysis provided. Is it thorough? What additional elements or 
improvements would you recommend to the Communication Director? 

 

 


