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Abstract- The transition to renewable energy 

infrastructure in emerging economies is critical for 

achieving global sustainability and climate resilience 

goals. However, widespread adoption remains 

limited due to complex interrelated challenges, 

including inadequate public awareness, weak policy 

enforcement, limited financing, and socio-cultural 

resistance. This  presents a Multi-Tier Marketing 

Framework designed to address these obstacles by 

engaging stakeholders across multiple levels—

government, industry, and community—in a 

coordinated and context-sensitive manner. The 

proposed framework recognizes that a one-size-fits-

all approach is ineffective in diverse socio-economic 

landscapes and instead advocates for a tiered 

marketing strategy that aligns communication, 

incentives, and trust-building mechanisms with the 

unique roles and motivations of each stakeholder 

group. At the macro level, the framework emphasizes 

the importance of government advocacy through 

policy instruments, subsidies, and regulatory 

alignment to signal market readiness and attract 

private investment. The meso level focuses on 

industry actors, including renewable energy 

providers, financial institutions, and distribution 

networks, where targeted marketing strategies are 

employed to demonstrate value propositions, reduce 

perceived risks, and build business ecosystems. At the 

micro level, community engagement and end-user 

sensitization are central to overcoming behavioral 

and cultural barriers. Techniques such as grassroots 

education, participatory planning, and the use of 

local influencers help foster acceptance and trust in 

new energy technologies. Empirical insights are 

drawn from case studies in countries such as Nigeria, 

Kenya, and India, illustrating how a tiered approach 

improves adoption rates, enhances social inclusion, 

and supports economic empowerment. The 

framework offers practical guidance for policy-

makers, development partners, and businesses 

aiming to scale renewable energy solutions in low-

resource settings. By bridging institutional, 

commercial, and community interests, the Multi-Tier 

Marketing Framework offers a holistic path toward 

accelerating the deployment of renewable 

infrastructure in emerging economies, contributing 

to sustainable development, energy access, and 

climate mitigation objectives. 

 

Indexed Terms- Multi-tier, Marketing framework, 

Renewable infrastructure, Adoption emerging 

economies 

 

I. INTRODUCTION 

 

Renewable energy infrastructure has become an 

indispensable component of global efforts to combat 

climate change, ensure energy security, and promote 

sustainable development (Otokiti, 2019; SHARMA et 

al., 2019). As fossil fuel reserves dwindle and 

environmental concerns intensify, the transition to 

clean energy sources such as solar, wind, hydro, and 

bioenergy is accelerating across developed nations 

(Lawal et al., 2014; Amos et al., 2014). These 

technologies offer not only a reduction in greenhouse 

gas emissions but also long-term economic advantages 

and improved public health outcomes. However, for 

this transition to have a truly global impact, emerging 

economies—many of which are experiencing rapid 

population growth, urbanization, and 

industrialization—must also adopt renewable energy 

on a broad scale (Akinbola and Otokiti, 2012; Otokiti, 

2017). 

Despite the potential benefits, renewable 

infrastructure adoption in emerging economies faces a 

host of complex and interrelated challenges. Foremost 

among these is the issue of financing. Renewable 

energy projects typically require high upfront capital 

investment, and many countries in the Global South 

suffer from limited access to international credit 

markets, underdeveloped domestic financial sectors, 
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and high risk premiums (Ajonbadi et al., 2015; 

Otokiti, 2017). Public sector budgets are often 

constrained, and private investors remain hesitant due 

to perceived political and market instability. 

Furthermore, there is a widespread lack of awareness 

about renewable technologies and their advantages 

among both policy-makers and end-users. This is 

compounded by insufficient technical capacity and 

weak institutional frameworks, including inconsistent 

energy policies, limited regulatory enforcement, and 

bureaucratic inefficiencies that hinder project 

implementation and scalability (Otokiti, 2017; Otokiti 

and Akorede, 2018). 

In light of these constraints, traditional top-down 

promotional and investment models have proven 

insufficient for driving meaningful progress. There is 

a critical need for an innovative, multi-tier marketing 

approach that engages all stakeholders—governments, 

industry actors, and communities—through 

differentiated strategies tailored to their respective 

roles, capabilities, and interests (Otokiti and Akinbola, 

2013; Ajonbadi et al., 2016). By acknowledging the 

diversity within energy ecosystems and leveraging 

context-specific messaging, financial tools, and trust-

building mechanisms, a multi-level framework can 

overcome the fragmented and often siloed efforts 

currently seen in many countries. 

This introduces and develops a Multi-Tier Marketing 

Framework aimed at accelerating renewable 

infrastructure adoption in emerging economies. The 

framework is structured around three core levels: 

macro-level government and policy engagement, 

meso-level market and industry participation, and 

micro-level community outreach and end-user 

involvement. Each tier is designed to address the 

unique barriers and opportunities present at that level 

of influence. For instance, policy advocacy at the 

macro level is essential for creating an enabling 

environment, while strategic alliances and value chain 

development at the meso level can enhance project 

viability and investor confidence (Cunningham and 

O’reilly, 2018; Stoian et al., 2018). At the micro level, 

culturally sensitive communication and inclusive 

engagement are key to fostering trust and acceptance 

among users. 

The objective of this research is to conceptualize, 

illustrate, and assess the effectiveness of a multi-tiered 

marketing strategy in promoting renewable energy 

infrastructure in resource-constrained settings. 

Through a combination of theoretical modeling and 

empirical case analysis from countries such as Nigeria, 

Kenya, and India, this explores how integrated 

marketing across various societal strata can foster 

more sustainable, equitable, and accelerated 

renewable energy adoption. Ultimately, this research 

aims to contribute practical insights and policy 

recommendations that support the energy transition in 

emerging economies while promoting inclusive and 

resilient development. 

II. METHODOLOGY 

The PRISMA (Preferred Reporting Items for 

Systematic Reviews and Meta-Analyses) 

methodology provides a rigorous and transparent 

framework for conducting systematic literature 

reviews. In applying this methodology to the topic of 

“A Multi-Tier Marketing Framework for Renewable 

Infrastructure Adoption in Emerging Economies,” the 

review process focused on identifying, screening, and 

synthesizing high-quality, peer-reviewed literature 

relevant to marketing strategies, renewable energy 

deployment, and adoption dynamics in low- and 

middle-income countries. 

A comprehensive search was conducted across 

multiple academic databases, including Scopus, Web 

of Science, ScienceDirect, IEEE Xplore, and Google 

Scholar. The search strategy combined Boolean 

operators and relevant keywords such as "renewable 

energy," "marketing framework," "adoption," 

"emerging economies," "multi-tier strategies," 

"infrastructure," and "energy transition." Grey 

literature, reports from international development 

organizations, and policy documents were also 

consulted to capture non-academic insights and 

practical case studies that could enrich the 

understanding of the subject matter. 

Eligibility criteria were established to include 

publications published in English between 2010 and 

2025, with a focus on empirical, theoretical, and 

conceptual studies addressing the intersection of 

renewable energy technologies, marketing models, 

infrastructure deployment, and socio-economic 
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dimensions of energy access. Studies focused 

exclusively on developed countries or those without 

clear implications for marketing or adoption 

frameworks were excluded. The selection process 

involved an initial title and abstract screening, 

followed by full-text review to ensure relevance and 

methodological rigor. 

The study selection process was documented using a 

PRISMA flow diagram, showing the number of 

records identified, duplicates removed, articles 

screened, full texts assessed, and final studies included 

in the synthesis. A total of 1120 records were 

identified, with 57 studies meeting the inclusion 

criteria after screening. These were subsequently 

analyzed for their contribution to the components of a 

multi-tier marketing framework, such as segmentation 

strategies, communication channels, behavioral 

drivers, financing models, policy alignment, and 

infrastructure readiness. 

Data extraction was carried out using a structured 

template to capture key variables, including study 

objectives, geographic focus, methodological 

approach, key findings, and implications for 

marketing renewable energy in emerging contexts. 

Thematic synthesis was employed to analyze extracted 

data, identifying recurrent patterns, theoretical 

constructs, and practical mechanisms that inform 

tiered marketing strategies. 

The quality assessment of included studies was guided 

by established criteria focusing on clarity of research 

questions, methodological transparency, validity of 

conclusions, and relevance to renewable infrastructure 

adoption. Mixed methods studies and those 

incorporating participatory research or longitudinal 

data were particularly valued for their depth of insight 

into consumer behavior, institutional engagement, and 

technology acceptance. 

The synthesis revealed that effective adoption of 

renewable infrastructure in emerging economies is 

shaped by a dynamic interplay of market 

segmentation, socio-cultural factors, policy 

incentives, and trust-building mechanisms. Multi-

tiered marketing strategies were found to be effective 

in addressing heterogeneity across user groups, from 

off-grid rural populations to peri-urban consumers and 

commercial users. Tailored messaging, localized 

financing models, integration of community-based 

distribution networks, and collaboration with local 

institutions emerged as key pillars of successful 

frameworks. 

By adhering to PRISMA guidelines, this systematic 

review ensured transparency, replicability, and 

comprehensiveness in evaluating existing knowledge 

and forming the empirical basis for proposing a multi-

tier marketing framework. The outcomes of this 

review support the development of adaptable and 

inclusive marketing strategies that can accelerate 

renewable energy adoption in emerging economies, 

contributing to sustainable development and energy 

equity. 

2.1 Literature Review 

The deployment of renewable energy infrastructure is 

not solely a technical or financial endeavor; it is 

equally a challenge of effective communication, 

engagement, and stakeholder alignment (Friedl and 

Reichl, 2016; Thomas et al., 2018). Over the past two 

decades, the literature on energy transition has 

increasingly emphasized the role of marketing 

strategies in accelerating the adoption of sustainable 

technologies, particularly in the context of energy 

infrastructure. In developed economies, integrated 

marketing communications, branding, and public 

relations have been used to promote renewable energy 

as both an environmental necessity and a viable 

investment (Bailey et al., 2016; Eneizan et al., 2016). 

However, these strategies have not been widely or 

effectively adapted to the distinct conditions of 

emerging economies, where barriers to adoption are 

often rooted in structural, institutional, and socio-

cultural contexts. 

Marketing strategies in energy infrastructure 

deployment typically involve a mix of informational, 

persuasive, and incentive-based approaches. 

Informational campaigns aim to increase public 

knowledge of renewable technologies and their 

benefits, while persuasive strategies often target 

consumer emotions, values, and social norms. 

Incentive-based marketing includes mechanisms such 

as discounts, tax breaks, feed-in tariffs, and subsidies 

that lower the perceived cost of adoption (Xu and Su, 

2016; Schwartz et al., 2017). These strategies have 

proven effective in mature markets, especially when 
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supported by strong branding and customer 

engagement. However, in emerging economies, the 

effectiveness of such strategies is diminished due to 

limited media penetration, low literacy rates, and the 

prevalence of informal economies, all of which 

constrain the reach and impact of conventional 

marketing techniques. 

Consumer behavior toward renewable energy in 

developing contexts is influenced by a combination of 

economic, social, and cognitive factors. Studies have 

shown that affordability remains the most critical 

determinant of adoption, particularly in rural and peri-

urban areas. However, behavioral economics has 

revealed that trust, perceived reliability, social 

influence, and familiarity with the technology also 

play significant roles. In many communities, 

traditional energy sources such as diesel generators or 

biomass are deeply embedded in daily routines, 

making the transition to unfamiliar renewable systems 

both a cognitive and behavioral shift. Moreover, 

misinformation and skepticism about the efficiency, 

maintenance requirements, and lifespan of renewable 

systems contribute to consumer hesitation (Stark et al., 

2017; Herbes et al., 2018). These behavioral barriers 

are further exacerbated by the absence of localized 

demonstrations, peer testimonials, and culturally 

resonant messaging—elements that have been 

successful in other domains such as health and 

sanitation. 

Policy and institutional support mechanisms are 

critical enablers of renewable energy deployment. The 

role of governments in creating enabling environments 

through regulatory frameworks, fiscal incentives, and 

infrastructure investment is well documented in the 

literature. National energy policies that incorporate 

clear renewable targets, guaranteed tariffs, streamlined 

permitting processes, and grid access guarantees have 

accelerated uptake in countries like India, Brazil, and 

South Africa. Furthermore, institutions such as rural 

electrification agencies, development banks, and 

public-private partnerships play a vital role in 

financing and scaling up renewable energy projects. 

However, the institutional landscape in many 

emerging economies is often fragmented, 

underfunded, and characterized by weak enforcement 

of regulations, leading to uncertainty for investors and 

developers (Dobbins, 2017; Raiser et al., 2017). The 

absence of integrated marketing strategies within these 

institutions often results in misalignment between 

policy intentions and public perception or 

understanding. 

One of the most significant gaps in the current body of 

work lies in the inadequacy of marketing and outreach 

models tailored to the unique realities of developing 

countries. Many initiatives assume a linear, rational 

model of decision-making, wherein consumers 

evaluate technologies based solely on cost and utility. 

In practice, decision-making is often non-linear, 

affected by social norms, religious beliefs, political 

dynamics, and gender roles. For instance, women in 

many rural communities are primary energy users and 

managers, yet energy marketing strategies rarely target 

or engage them meaningfully. Additionally, most 

marketing efforts are implemented in isolation from 

broader institutional or community engagement 

processes (Fitzgerald et al., 2016; Bauwens et al., 

2016). This siloed approach fails to build the necessary 

trust and ecosystem support required for long-term 

behavior change. 

Another overlooked area is the lack of multi-

stakeholder coordination in energy promotion. The 

literature emphasizes the importance of systemic 

thinking in addressing complex challenges, but 

marketing efforts in the renewable energy space often 

lack coordination across the tiers of government, 

industry, and civil society (Domegan et al., 2016; 

Jackson, 2016). As a result, initiatives may duplicate 

efforts, convey inconsistent messages, or leave critical 

gaps in communication and service delivery. 

Similarly, the lack of feedback loops—mechanisms 

for learning and adapting based on user responses—

limits the ability of marketing campaigns to evolve 

and improve over time. 

While existing literature provides valuable insights 

into the roles of marketing, consumer behavior, and 

institutional support in renewable energy deployment, 

it also reveals critical limitations in current 

approaches, especially in the context of emerging 

economies. There is a clear need for more holistic, 

context-sensitive, and multi-tiered marketing 

frameworks that not only inform and persuade but also 

engage stakeholders across levels and address the 

socio-cultural intricacies that shape energy decisions 
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(Bergheim, 2018; Cloutier et al., 2018). By 

synthesizing lessons from behavioral science, systems 

thinking, and development studies, a new generation 

of marketing strategies can be crafted to more 

effectively support the sustainable energy transition in 

the Global South. 

2.2 Conceptual Framework: Multi-Tier Marketing 

Approach 

The adoption of renewable energy infrastructure in 

emerging economies requires more than technological 

innovation; it necessitates strategic marketing 

frameworks that address the complex social, political, 

and economic layers of these environments. A multi-

tier marketing approach offers a structured yet flexible 

framework that integrates various stakeholders across 

different levels of influence to promote and sustain the 

adoption of renewable technologies as shown in figure 

1(Wilhelm et al., 2016; Gong et al., 2018). This 

approach recognizes the diverse motivations, 

capacities, and barriers existing at each tier of the 

socio-political and economic spectrum and 

coordinates efforts to align messaging, incentives, and 

delivery mechanisms for maximum impact. 

At its core, the multi-tier marketing approach is a 

strategic framework that delineates marketing and 

engagement efforts across three primary levels: the 

policy and governmental tier, the industry and market 

tier, and the community and end-user tier. Each tier 

comprises distinct actors, roles, and communication 

channels, yet all contribute to a coherent and 

synergistic strategy for fostering renewable energy 

adoption (Shishlov et al., 2016; Huybrechts and 

Haugh, 2018). The key components of this structure 

include legislative advocacy, market development, 

financial structuring, grassroots mobilization, and 

socio-cultural integration. By delineating 

responsibilities and aligning efforts across these tiers, 

the multi-tier framework enhances the credibility, 

reach, and relevance of renewable energy promotion. 

The first tier of the framework comprises 

governmental bodies, regulatory institutions, and 

policy-making agencies. This tier sets the foundational 

environment for renewable energy adoption through 

legislative instruments, fiscal incentives, and public-

private partnerships (PPPs). Government engagement 

is essential in shaping a favorable investment climate 

and providing institutional support for renewable 

energy projects. Mechanisms such as feed-in tariffs, 

renewable energy subsidies, and tax incentives reduce 

the initial cost burden and enhance the financial 

viability of projects. 

Figure 1: Conceptual Framework: Multi-Tier 

Marketing Approach 

Legislative advocacy at this tier also includes enacting 

clear and enforceable renewable energy targets, land-

use policies, and environmental standards that guide 

infrastructure deployment. Moreover, governments 

play a critical role in fostering PPPs that leverage 

private capital and technical expertise for large-scale 

implementation. National energy strategies that 

prioritize decentralized systems and community-based 

solutions can set the tone for lower-tier actions 

(McVey et al., 2017; Atkinson, 2018). This tier must 

also support capacity building in regulatory agencies 

to ensure transparent and efficient project approvals 

and compliance monitoring. 

The second tier centers on industry players including 

renewable energy companies, financiers, equipment 

manufacturers, and supply chain partners. These 

actors are pivotal in operationalizing government 

policies and delivering technology solutions to the 

market. Their role encompasses product development, 

pricing strategies, financing options, logistics, and 

customer service. 

Energy providers and technology suppliers must 

design market-ready solutions that are affordable, 

reliable, and adaptable to local conditions. This 

requires segmenting consumer bases and tailoring 

product offerings to different income groups and usage 

patterns. In addition, financial institutions play a 

critical role in structuring innovative financing 

mechanisms such as micro-loans, leasing models, and 



© OCT 2019 | IRE Journals | Volume 3 Issue 4 | ISSN: 2456-8880 

IRE 1710065          ICONIC RESEARCH AND ENGINEERING JOURNALS 342 

pay-as-you-go systems that lower entry barriers for 

end-users (Lehr and Christensen, 2017; Karjalainen et 

al., 2018). 

Trust and transparency in the value chain are essential 

for building long-term market credibility. Marketing 

efforts at this tier involve branding, performance 

guarantees, and after-sales support to build consumer 

confidence. Market actors must also invest in strategic 

partnerships with NGOs, development organizations, 

and local businesses to facilitate knowledge transfer 

and logistics support. 

The third tier focuses on grassroots engagement, 

behavioral change, and socio-cultural alignment. In 

emerging economies, end-user adoption is highly 

influenced by social norms, community leadership, 

and historical experiences with technology providers 

(Verma and Bhattacharyya, 2017; Chatterjee and Kar, 

2018). Therefore, marketing strategies must go 

beyond commercial promotion to include culturally 

sensitive messaging and participatory approaches. 

Community-based campaigns, local ambassador 

programs, and demonstration projects serve as 

effective tools to build trust and awareness. End-users 

are more likely to adopt new technologies when they 

see successful examples within their peer networks. 

Additionally, involving local institutions such as 

cooperatives, schools, and religious groups can 

enhance legitimacy and message penetration. 

Social marketing techniques, which incorporate 

emotional appeals, value-based narratives, and 

storytelling, are particularly effective at this tier. 

Furthermore, training and education programs help 

communities understand the technical and financial 

aspects of renewable energy, enabling informed 

decision-making. Gender-sensitive approaches and 

inclusive engagement strategies also ensure that 

adoption reaches marginalized groups who may 

otherwise be excluded from mainstream efforts 

(Tavenner and Crane, 2016; Gupta and Vegelin, 

2016). 

The strength of the multi-tier marketing framework 

lies in its capacity to harmonize actions across the 

three tiers, creating a unified and adaptive strategy. 

Integration involves the alignment of messages, 

timing, and incentives to reinforce adoption behavior 

across the policy, market, and community levels 

(Dorgbefu, 2018; Parkins et al., 2018). For instance, 

when governments introduce subsidies, market actors 

must adjust their pricing models accordingly and 

communicate the benefits effectively to end-users. 

Likewise, community feedback should inform product 

design and service models, which in turn can influence 

policy refinements. 

This integration is facilitated through coordinated 

stakeholder platforms, feedback loops, and cross-

sector partnerships. Digital tools such as data 

analytics, customer relationship management (CRM) 

systems, and remote monitoring can also enhance 

vertical coordination and responsiveness. Importantly, 

integration ensures that barriers at one tier—such as 

regulatory bottlenecks, misinformation, or 

affordability gaps—do not derail the entire adoption 

effort. 

The multi-tier marketing approach provides a robust 

and inclusive framework for promoting renewable 

energy infrastructure in emerging economies. By 

addressing the specific roles and interactions of 

government, industry, and communities, this strategy 

fosters a holistic environment conducive to sustainable 

adoption. The successful integration of these tiers 

results in a resilient ecosystem where policies, 

technologies, and behaviors are mutually reinforcing, 

accelerating the transition toward clean energy futures 

(Berkes, 2017; Mendizabal et al., 2018). 

2.3 Case Studies and Application 

The application of tiered approaches to renewable 

energy adoption has shown varied results across 

emerging economies, with Nigeria, Kenya, and India 

providing illustrative case studies of how multi-level 

engagement can influence outcomes. These countries 

demonstrate the importance of aligning government 

policy, market innovation, and community-level 

mobilization in order to accelerate the deployment and 

acceptance of renewable infrastructure. 

In Nigeria, the federal government has increasingly 

prioritized renewable energy through its National 

Renewable Energy and Energy Efficiency Policy 

(NREEEP), which outlines strategic plans for scaling 

solar and small hydroelectric systems. At the macro 

level, partnerships with international development 
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agencies such as the World Bank and African 

Development Bank have facilitated policy design and 

financial guarantees to reduce investor risk (Clemens 

and Kremer, 2016; Bazbauers, 2016). On the meso 

level, companies like Lumos and Green Village 

Electricity (GVE) are leveraging pay-as-you-go 

(PAYG) solar models to reach underserved rural 

populations. These private-sector initiatives use 

localized marketing, bundled service offerings, and 

mobile money platforms to enhance accessibility and 

trust. At the micro level, community-based 

organizations and local influencers are engaged to 

raise awareness and provide after-sales support. 

Despite these efforts, challenges remain, including 

bureaucratic delays, inconsistent regulatory 

enforcement, and low technical literacy among end-

users. Nevertheless, Nigeria has seen significant 

growth in solar mini-grid installations, with over 100 

operational mini-grids by 2023, demonstrating the 

potential of tiered strategies when effectively 

coordinated. 

Kenya presents one of the most successful cases of a 

multi-tier renewable energy adoption model in sub-

Saharan Africa. The Kenyan government has actively 

promoted solar and geothermal energy through 

supportive legislation, public funding, and incentives. 

At the industry level, firms such as M-KOPA and 

d.light have employed aggressive consumer-focused 

marketing strategies, including direct selling, radio 

advertisements, and customer referral programs. 

These efforts are supported by robust micro-financing 

schemes and partnerships with mobile network 

operators. Grassroots efforts, including women-led 

energy cooperatives, have significantly boosted 

community trust and participation. As a result, Kenya 

boasts one of the highest off-grid solar penetration 

rates in Africa, with over 25% of households using 

solar home systems. The economic benefits include 

job creation in the installation and maintenance 

sectors, while environmental gains are reflected in 

reduced reliance on kerosene and charcoal. 

In contrast, India’s renewable energy success has been 

more variable across regions. Nationally, the 

government launched the Jawaharlal Nehru National 

Solar Mission, with ambitious targets and financial 

incentives for solar adoption. On the macro level, the 

policy environment is relatively robust. However, 

meso-level engagement with local entrepreneurs and 

utility companies has faced barriers, such as 

inconsistent implementation across states and 

regulatory bottlenecks. At the community level, 

efforts to promote user engagement have sometimes 

fallen short due to language barriers, insufficient 

training, and poor after-sales service. That said, 

regions like Gujarat and Rajasthan have succeeded by 

integrating community outreach with strong 

institutional backing, leading to high adoption rates 

and economic diversification through renewable-

powered agriculture and small enterprises (Joshi and 

Rao, 2018; Sareen and Kale, 2018). 

Comparative analysis of these cases reveals that 

success is most likely when all three tiers—policy, 

industry, and community—are engaged in a coherent 

and mutually reinforcing manner. While Kenya 

demonstrates the effectiveness of synchronized multi-

tier strategies, India’s regional disparities and 

Nigeria’s institutional limitations highlight the 

challenges of sustaining such integration. Impact 

assessments show that tiered approaches can lead to 

increased adoption rates, local employment, and 

improved environmental conditions when well-

coordinated. These cases underscore the need for 

adaptive, inclusive, and context-sensitive marketing 

frameworks that mobilize all levels of society toward 

shared renewable energy goals. 

2.4 Policy and Practical Implications 

The successful deployment of renewable energy 

infrastructure in emerging economies requires more 

than technological advancements or financial 

investment; it hinges on enabling policy frameworks, 

inclusive stakeholder engagement, and sustained 

behavioral change. The multi-tier marketing 

framework for renewable energy adoption outlines 

practical and policy-level interventions necessary to 

accelerate clean energy transitions (Clancy and 

Mohlakoana, 2016; McArthur and Rasmussen, 2017). 

To operationalize this framework, policy-makers, 

donor agencies, NGOs, and private sector actors must 

adopt strategic roles while emphasizing public 

education and behavioral transformation. 

For policy-makers at both national and local levels, 

there is a critical need to design coherent, context-

sensitive regulatory frameworks that facilitate 
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renewable energy market development and enable 

participation across socio-economic segments. 

National governments should enact legislation that 

institutionalizes long-term renewable energy targets, 

provides fiscal incentives such as tax relief or 

subsidies for producers and consumers, and supports 

investment in grid and off-grid infrastructure. 

Regulatory stability is essential to reduce investor risk 

and promote the scaling of renewable projects. 

Furthermore, decentralized governance models that 

empower state or local authorities to implement 

tailored energy strategies can address specific regional 

needs. Local governments should be incentivized to 

adopt climate-smart procurement policies, support 

community-owned energy systems, and create 

platforms for public-private collaboration in energy 

delivery. 

Donor agencies and international development 

partners play a strategic role in bridging policy and 

practice. Their support should prioritize capacity-

building programs for local institutions, especially in 

regulatory oversight, technical training, and project 

management. Donors can also support pilot projects 

and innovation hubs that demonstrate the feasibility of 

new technologies under local conditions. Beyond 

financing, agencies should promote knowledge 

exchange through South-South cooperation, 

encouraging emerging economies to learn from each 

other’s experiences in renewable energy deployment. 

Importantly, funding should be channeled to projects 

that align with national energy access goals and 

integrate inclusive approaches, particularly for 

women, youth, and marginalized communities. 

Non-governmental organizations (NGOs) and 

community-based organizations serve as critical 

intermediaries between the state, market, and 

grassroots actors. They are well-positioned to conduct 

outreach, mobilize communities, and offer feedback 

mechanisms that ensure policies remain responsive to 

ground realities. NGOs should collaborate with 

academic institutions and think tanks to monitor the 

impact of renewable energy programs and advocate 

for evidence-based policy adjustments (Fraussen and 

Halpin, 2017; Davidson, 2017). They can also 

contribute to service delivery, particularly in remote or 

underserved areas, by facilitating micro-grids, training 

local technicians, and managing renewable 

cooperatives. 

Private sector involvement remains indispensable for 

the widespread deployment of renewable 

technologies. Businesses must be incentivized to 

invest in local supply chains, offer innovative 

financing solutions like pay-as-you-go or energy-as-a-

service models, and ensure quality assurance and post-

installation support. Public-private partnerships 

(PPPs) should be institutionalized through transparent 

procurement systems and performance-based 

contracts. Moreover, multinational companies and 

local startups alike can benefit from streamlined 

licensing processes, access to concessional finance, 

and protection of intellectual property rights to foster 

innovation and competitiveness in the sector. 

A significant barrier to renewable energy adoption in 

emerging economies is the lack of public awareness 

and acceptance. Therefore, approaches to public 

education and behavioral change are central to policy 

and practice. Education campaigns should emphasize 

the long-term economic, health, and environmental 

benefits of renewable energy while addressing 

common misconceptions. Schools and vocational 

institutions must incorporate clean energy topics into 

their curricula to cultivate an informed generation of 

users and professionals. Additionally, governments 

and NGOs should utilize mass media, mobile 

platforms, and social networks to disseminate 

culturally appropriate information and success stories. 

Behavioral change strategies should draw from social 

marketing principles that combine emotional appeal 

with practical incentives. Engaging trusted community 

leaders, religious institutions, and local influencers 

helps legitimize the transition to renewables and 

encourage peer-driven adoption. Demonstration 

projects and user testimonials can serve as powerful 

tools to overcome skepticism. Lastly, participatory 

design processes that include end-users in the 

development and deployment phases foster 

ownership, trust, and long-term commitment. 

The transition to renewable energy in emerging 

economies depends on coordinated policy action, 

inclusive stakeholder engagement, and sustained 

public education (Marquardt, 2016; Arndt et al., 

2017). By integrating policy instruments with 
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grassroots participation and market incentives, a 

robust enabling environment can be created to support 

equitable and lasting clean energy adoption. 

2.5 Challenges and Limitations 

While a multi-tier marketing framework offers a 

promising pathway for promoting renewable energy 

infrastructure in emerging economies, it is not without 

significant challenges and limitations (Howells et al., 

2017; Meil and Salzman, 2017). These limitations are 

often rooted in complex institutional, economic, and 

cultural barriers that constrain the effectiveness of 

such frameworks, particularly in environments where 

governance structures are weak, infrastructure is 

underdeveloped, or political conditions are unstable as 

shown in figure 2. 

Figure 2: Challenges and Limitations 

Institutional barriers remain a central obstacle to the 

successful implementation of multi-tier marketing 

strategies. Many emerging economies suffer from 

fragmented energy governance, unclear mandates 

across agencies, and a lack of inter-ministerial 

coordination. This can result in conflicting 

regulations, inefficient allocation of resources, and 

poor enforcement of renewable energy policies. In 

such settings, even when national policies are 

favorable, their execution at regional or local levels 

can be inconsistent or entirely absent. Moreover, a 

lack of institutional capacity—manifested in limited 

technical expertise, inadequate training, and 

bureaucratic inefficiencies—further hampers the 

rollout of renewable energy projects and associated 

marketing campaigns. The absence of standardized 

procedures and monitoring frameworks also 

undermines the scalability and replicability of 

successful initiatives. 

Economic constraints are equally significant. 

Renewable energy systems often require high initial 

capital investment, and while long-term savings are 

considerable, many communities and local 

governments in emerging economies operate under 

tight fiscal constraints. Access to affordable financing 

remains limited due to underdeveloped credit markets, 

high interest rates, and a general perception of high 

investment risk in the renewable sector. Furthermore, 

private sector actors may be reluctant to invest in low-

income or remote areas where return on investment is 

uncertain. Without adequate financial tools—such as 

risk-sharing mechanisms, micro-financing, and 

results-based financing—the adoption of renewable 

infrastructure through marketing alone remains 

insufficient. 

Cultural and behavioral factors also limit the 

effectiveness of a multi-tier marketing approach. In 

many communities, energy use is deeply tied to social 

norms, religious practices, and long-standing routines. 

The introduction of new technologies often encounters 

skepticism or resistance, particularly when they are 

perceived as foreign or incompatible with local 

lifestyles. In some cases, gender roles and power 

dynamics affect energy decision-making at the 

household level, rendering marketing campaigns that 

do not account for such realities ineffective. 

Additionally, linguistic diversity, varying levels of 

literacy, and differing trust in institutions or 

commercial actors mean that a uniform marketing 

message is unlikely to resonate across diverse 

populations (Campano et al., 2016; Simons, 2018). 

These cultural complexities necessitate a high degree 

of sensitivity and customization, which many standard 

marketing models fail to incorporate. 

The limitations of the multi-tier marketing framework 

are particularly pronounced in areas afflicted by 

political instability or lacking basic infrastructure. In 

conflict-prone or post-conflict regions, the 

prioritization of renewable energy often gives way to 

more immediate humanitarian or security concerns. 

The lack of reliable roads, communication networks, 

and electricity grids makes the deployment of even 

decentralized renewable systems logistically 

challenging. Moreover, political instability can deter 

both public and private investment, disrupt supply 

chains, and compromise community trust in external 
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interventions. Under such conditions, the layered 

coordination required by a tiered marketing 

framework may be difficult to achieve, and efforts 

may collapse due to lack of continuity, oversight, or 

stakeholder cooperation. 

Given these challenges, there is a growing recognition 

of the need for adaptive models and local 

customization in the design and implementation of 

renewable energy marketing strategies. Rigid 

frameworks that rely on top-down messaging and 

uniform implementation often fail to respond to the 

dynamic and context-specific challenges of emerging 

economies. Instead, a successful approach must 

incorporate feedback loops, real-time learning 

mechanisms, and participatory planning processes that 

allow stakeholders at all levels to adapt strategies 

based on evolving needs and circumstances. 

Community co-design, culturally embedded 

messaging, and the involvement of local champions 

are crucial for fostering genuine engagement and 

ownership. 

While the multi-tier marketing framework offers a 

structured and holistic approach to promoting 

renewable energy, its success depends on the capacity 

to navigate institutional fragmentation, economic 

scarcity, and cultural complexity (Basu et al., 2016; 

Sauer and Seuring, 2018). It must be supported by 

flexible, context-responsive models that integrate 

local knowledge, build trust, and allow for iterative 

refinement. Only then can it truly contribute to 

inclusive and sustained renewable energy adoption in 

emerging economies. 

CONCLUSION 

This presents a comprehensive conceptual and 

methodological framework for promoting renewable 

energy adoption in emerging economies through a 

coordinated, multi-tier marketing approach. Key 

findings indicate that successful adoption is not solely 

a function of technological availability or cost 

competitiveness but is strongly influenced by the 

interplay of policy incentives, market structures, and 

community-level engagement. The multi-tier model—

comprising government and policy advocacy, industry 

and market actors, and grassroots community 

involvement—demonstrates the need for integrated, 

cross-sectoral strategies to overcome structural, 

financial, and behavioral barriers to clean energy 

transition. 

The importance of a coordinated, multi-tier marketing 

strategy lies in its ability to align macro-level policy 

instruments with meso-level market mechanisms and 

micro-level social dynamics. Governments create the 

enabling environment through supportive legislation 

and public-private partnerships, while private sector 

actors provide innovative technologies and financing 

options. Simultaneously, NGOs and local institutions 

engage communities to build trust and catalyze 

behavioral change. The synergy across these tiers 

ensures that marketing efforts are contextually 

relevant, economically viable, and socially acceptable, 

ultimately enhancing adoption rates and sustainability. 

Future research should focus on the empirical 

validation and refinement of this framework across 

diverse socio-economic and geopolitical contexts. 

Longitudinal case studies, impact assessments, and 

comparative analyses between regions could provide 

deeper insights into tier-specific effectiveness and 

interaction mechanisms. Further exploration into 

digital tools, gender-responsive approaches, and 

adaptive policy design will also strengthen the 

framework's practical applicability. As renewable 

energy adoption becomes central to climate and 

development agendas, this integrated marketing model 

offers a scalable and inclusive pathway for sustainable 

energy transitions in the Global South. 
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