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1. Introduction
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Currently, internationalisation paths  are fragmented for growth-oriented companies. However, the impact of 

internationalisation efforts can be increased through cooperation and networks between cities. 

This report views the paths and challenges of internationalisation, the significance and opportunities of 

collaboration, and the role of cities in this context. 

Interviews with experts and companies (10 in total) and workshop observations were used as the background 

materials. The report comments were picked from a variety of interviews. 

The perspective of the companies was strengthened by a company survey and analysis conducted by EK 

(Confederation of Finnish Industries) for Team Finland on the expectations of SME employers in the first stages of 

export activities.

Pitkän linjan kotimarkkinayritykset tehokkaammin Team Finlandin fokukseen

https://ek.fi/ajankohtaista/tiedotteet/2020/02/10/pitkan-linjan-kotimarkkinayritykset-tehokkaammin-team-finlandin-fokukseen/
https://ek.fi/ajankohtaista/tiedotteet/2020/02/10/pitkan-linjan-kotimarkkinayritykset-tehokkaammin-team-finlandin-fokukseen/


2. Challenges identified 
in the background 
study

4
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Diversity of the range of 
available 
internationalisation 
services

From the perspective of a growth-oriented company, there are 

many parties offering internationalisation services, and the range 

of services available is fragmented on an international, national 

and regional scale. This leads to growth-oriented companies 

having difficulties finding the right partners and being less 

inclined to apply for support and funding. 

The next page presents a description of the diversity of the field 

and examples of parties providing internationalisation services.



Parties and platforms offering internationalisation services 
from the perspective of growth-oriented companies
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Parties Public party Private party

International 
parties

• Finnish embassies
• International chambers of commerce

• Sites of local authorities 

• Slush
• LinkedIn
• Google

National parties

• Team Finland 
• Business Finland

• EK (Confederation of Finnish Industries)
• VTT (Technical Research Centre of Finland)

• Foundations
• marketopportunities.fi

• dealflow.fi
• MEAE
• Tekes

• Finnvera
• Tax Administration

• Business Mentors Finland
• oma.yrityssuomi.fi

• launchpad.espooinnovationgarden.fi

• Venture capitalists
• Fiban (Finnish Business Angels Network)

• Banks and financial institutions

Regional parties

• Municipalities 
• HBH

• ELY Centres
• Universities

• Association of Finnish Local and Regional Authorities  
• TE Offices

• Finnish Enterprise Agencies
• Universities 

• HUB13
• Crowdfunding services

• Epicenter



Key challenges caused by the diversity of the available 
internationalisation services, as identified based on interviews
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• The obscurity of the available internationalisation services complicates 
finding services and makes companies less inclined to seek them out.

• Companies find that the differences in the availability of 
internationalisation services and the uneven quality place them in an 
unfair position, depending on their region.

• The field of internationalisation services is fragmented, and receiving 
support is heavily dependent on personal networks.

• The missions of the Ministry for Foreign Affairs are an underutilised 
resource in the SME sector.
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Obscurity and overlap 
of 
internationalisation 
services

Based on expert and company interviews, growth-oriented 

companies have five recurring needs: 

1. Networking

2. Facilities

3. Consultation

4. Talent

5. Financing 

At the moment, many parties are trying to meet these needs 

with similar services. The obscurity and overlap of 

internationalisation services are significant challenges that 

hamper the operations of growth-oriented companies.



Overlap of available internationalisation services from 
the perspective of growth-oriented companies
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Parties facilitating the 

internationalisation 

process Networking Facilities Consultation Talent Financing

International parties YES YES YES NO NO

National parties YES YES YES YES YES

Regional parties YES YES YES YES YES



Challenges identified in the various service elements 
from the perspective of growth-oriented companies
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Service elements

1. Networking 2. Facilities 3. Consultation 4. Talent 5. Financing

Service element challenges

• Many of these service elements overlap, which adds an element of randomness to finding the right 
services.

• The slow decision-making processes of internationalisation projects and the taxing bureaucracy eat into 
companies’ resources and the effectiveness of the projects.

• ELY Centres and BF often steer companies towards external consulting services, even when a company 
could plausibly have the necessary competence or the desire to recruit people to obtain it.

• In practice, Business Finland grants rapid growth internationalisation support to start-ups only. Yet, even 
long-established companies can go international as quickly as start-ups and with as much risk in the 
context of changes in ownership, for example.



Example: Development of financing for growth-oriented 
companies and parties that provide funding
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FINANCING, OPERATIONAL 
DEVELOPMENT

Financial advice

Funding for internationalisation:

• trips abroad

• trade fairs and events

• market research and CX

• product and service development

PARTIES THAT 
OFFER 
FUNDING

• Business Finland: Tempo financing and Young Innovative 

Companies financing 

• ELY Offices 

• Finnvera

• Finnfund, Nopef

• Finnpartnership

• Suomen Teollisuussijoitus Oy

• Foundations

• FiBAN

• International travel grants provided by cities (not all cities)

RELEVANT COMMENTS OBTAINED THROUGH THE BACKGROUND STUDY
• “Currently, the financial instruments require using consulting services 

(market data, funding applications). The company itself does not learn as 
well when the work is done by an external party.” 

• “Personal assistance is important. The most important thing is to get the 
funding; the personal aspects provide the opportunity to convince the 
relevant party.” 

• “The various forms of funding must be explored even before setting up a 
business. Many parties have varying criteria for start-ups (5 years). We 
“wasted” years on product development. It is a good idea to apply for 
funding right away so that, even if you are rejected, you can re-apply and 
gain feedback.” 

• “Finland provides plenty of public support, so there is little cause for 
complaint. Structural problems: public operators have financing terms 
that impact activities and steer too heavily.”

• “Companies see the short-sightedness of services as a challenge in the 
context of projects. When services have a time frame, this is reflected on 
companies and conflicts with long-term development. For example, the 
focuses of municipalities can vary year on year.” 

• “Companies cannot keep up with the projects. In addition to this, the 
cooperation between regional and national services is unclear. The 
situation is the most challenging in the Helsinki Metropolitan Area with 
the wide range of available services. 



Example: Helsinki Business Hub and Business Finland
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Area Description

Core service a) Drawing investors to Finland, more than 1,000 international 
companies in the pool

b) Match-making tours = company visits

Customers International companies, specific themes: ICT, Health: personalised 
health & med tech, Smart & clean solutions/Smart buildings. 

Customer 
path

Customers abroad: digital marketing, cooperation, events in the 
field, recommendation -> personal networks most important

Cooperation 
perspective

“The goal is to draw international companies to Finland; it does 
not matter whether they go to Espoo or Vantaa, as long as they do 
not go to London. In Asia, Nordic is a sufficient level.” 

Join international events with Business Finland. Cooperation with 
embassies in the context of events.

HBH’s business register is held by the company and the 
information is not shared. 

Area Description

Core service a) International service: market knowledge from various countries, 
networks

b) Innovation funding: 
c) Invest-in activities, foreign investors

Customers • Growth-oriented companies (own specific screening process) 
• Invest-in activities, foreign investors

Customer 
path

• Customers find their way to Business Finland’s services 
• Business Finland also conducts customer acquisition, approaching 

companies it deems suitable
• Companies referred by ELY Centres
• Municipality could steer companies towards Business Finland even 

more 

Cooperation 
perspective

Close FM and UM cooperation abroad, often on the same premises.

Same CRM system with the development units of ELY Centres and TE 
Offices. 
→ Information exchange is key, but CRM only for state-level 
operators 

External perspective: 
“There is some cooperation with HBH, which should have a coordinating role in the Helsinki Metropolitan Area, but this is not acknowledged. They should understand their role of “maximising tax 
income.” Focusing work efforts correctly. HBH provides the programme, but companies cannot find it. Good content is produced, but the message is lost. The approach is too academic and should be 
more down-to-earth?



The role of cities in the international sector is unclear
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The role of cities in the field of internationalisation requires specification, closer cooperation and 
proactivity to increase awareness of the services. 

PERSPECTIVE GROWTH-ORIENTED 

COMPANY

• Non-existent awareness of the role of cities

• The project-oriented approach does not lend 

itself to persistence

RELEVANT COMMENTS OBTAINED THROUGH THE 
BACKGROUND STUDY
• “As regards Espoo, I would like the operations to be 

clarified, as BF is doing with its extremely clear service 
range and process. I talked to 5–6 people in Espoo, each 
of whom were doing their own thing. I did not know 
what to expect when going in for the meetings and had 
to be positive – I did ultimately gain valuable guidance.”  

• “The concrete aspects are what matter in the end. Public 
organisations do things here and there, but it is difficult 
for anyone to gain any benefit from the efforts.”

PERSPECTIVE OTHER NETWORK 

ACTORS

RELEVANT COMMENTS OBTAINED THROUGH THE 
BACKGROUND STUDY
• “It is not the aim of cities to engage in international 

business aside from perhaps promoting it. Most of all, 
they aim to enable business and the well-being of 
companies in the area.”

• “Some regions have more money and resources than 
others, which skews the situation and competition. For 
companies, municipal borders appear contrived. The lack 
of systematic coherence in the criteria is baffling from 
the perspective of companies.” 

PERSPECTIVE OUTSIDE THE 

NETWORK (Team Finland Embassy 

of Singapore)

• The role of cities is essential in many countries 

(e.g. China)

• The city must define its role better than before 

and communicate it externally  

RELEVANT COMMENTS OBTAINED THROUGH THE 
BACKGROUND STUDY
• “Focus areas are important in international business (e.g. 

health technology, sustainable development, etc.). 
Themes must be established to create added value and 
match the right people.” 

• “I cannot say what the role of cities should be. The 
whole arrangement is quite a mess. You need to have a 
good relationship with BF and the ELY Centre and some 
foothold in global networks. BF and ELY help with 
financial matters. The city should organise project-
oriented events.”  



Summary of the challenges experienced by growth-oriented 
companies with internationalisation services 
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1. The obscurity of the available 

internationalisation services

complicates finding services and 

makes companies less inclined to seek 

them out.

2. Companies find that the 

differences in the availability of 

internationalisation services and the 

uneven quality place them in an 

unfair position, depending on their 

region.

3. ELY Centres and BF often steer

companies towards external 

consulting services, even when a 

company could plausibly have the 

necessary competence (the essential 

challenge is lack of time).

4. In practice, Business Finland grants 

rapid growth internationalisation 

support to start-ups only. Yet, even 

long-established SMEs companies can 

go international as quickly as start-ups 

and with as much risk in the context of 

changes in ownership, for example.

5. The slow decision-making 

processes of internationalisation 

projects and the taxing bureaucracy

eat into companies’ resources and the 

effectiveness of the projects.

6. Contact with the Team Finland 

expert ends after the application 

phase in too many cases.

7. The fact that internationalisation 

services and operating models are 

short-sighted and fragmented makes 

it more difficult for companies to head 

to international markets.

8. The difficulty of finding the right 

internationalisation expert

complicates the internationalisation of 

companies.

9. Financing terms mostly only permit 

recruiting fixed-term 

internationalisation experts for 

domestic operations.

10. The missions of the Ministry for 

Foreign Affairs are an underutilised 

resource in the SME sector.

Source: EK (Confederation of Finnish Industries)

https://ek.fi/ajankohtaista/tiedotteet/2020/02/10/pitkan-linjan-kotimarkkinayritykset-tehokkaammin-team-finlandin-fokukseen/


3. Possible roles of 
cities in supporting the 
internationalisation 
activities of growth-
oriented companies

15



Six measures to support the internationalisation of 
growth-oriented companies (1/2)
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After the research phase, co-creation workshops sought to determine a shared view of the current state of the internationalisation 

path for companies, and to define a framework for cooperation between various parties with the aim of supporting growth-oriented

companies on their path. 

Based on the findings from the research and co-creation phases, six measures were prepared that a city should implement to 

facilitate the internationalisation of growth-oriented companies. 

1. Creating a brand and fulfilling the value promise in the context of internationalisation

2. Identifying the unfulfilled needs of growth-oriented companies

3. Identifying growth-oriented companies and steering them towards services

4. Actively bringing together companies in need of support and the service ecosystem

5. Dismantling silos between regional and national public services

6. Collecting, utilising and distributing information

For each identified measure, the aim has been to describe the created value and the related concrete implementation ideas/tasks 

highlighted at the co-creation workshop in the idea bank.



Six measures to support the internationalisation of 
growth-oriented companies (2/2)
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Internationalisation path of a growth-oriented company

A. BEFORE INTERNATIONALISATION

1. Awareness of 
internationalisation 

opportunities

2. Business 
validation

3. Market 
assessment

B. DURING INTERNATIONALISATION

4. Preparation for 
internationalisation

5. Establishing 
business 

operations

6. Increasing/growing 
business operations

C. AFTER 
INTERNATIONALISATION

7. Continuing or 
discontinuing business 

operations

Possible roles of cities in supporting the internationalisation activities of growth-oriented companies

A. BEFORE INTERNATIONALISATION

1. Creating a brand and fulfilling the 
value promise in the context of 

internationalisation

2. Identifying the unfulfilled needs 
of growth-oriented companies

3. Identifying growth-oriented 
companies and steering them 

towards services

B. DURING INTERNATIONALISATION

4. Actively bringing together 
companies in need of support and 

the service ecosystem

5. Dismantling silos between 
regional and national public 

services

C. AFTER 
INTERNATIONALISATION

6. Collecting,
utilising and distributing 

information



Measure 2: Identifying the unfulfilled needs of growth-
oriented companies
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According to EK’s analysis, 70% of companies finds it challenging to find internationalisation experts. It is possible to secure
funding for hiring an expert, but it is not easy to find one. Companies need export specialists and international expertise.
The aim of a growth-oriented company is to find the right people to gain the right kind of support and sparring services.

Unfulfilled needs of growth-oriented companies

1. Networking

“The support needed goes far 
beyond money. Helsinki has 

organised events (one-to-one, speed 
dating, Mayor’s invitation) where 

experts have provided support and 
guidance pro bono. The value of this 

is massive.”

2. Facilities

“The premises bring like-minded 
operators together and help build 
networks. Good connections are 

equally important in terms of 
atracting talent – as an example, 

Maria 01 has been well positioned. 
We would have stayed in Espoo 

longer had we had these kinds of 
premises.”

3. Coaching

“The city could support a culture of 
more experienced entrepreneurs 
coaching younger ones. Goodwill 

would align well with the zeitgeist.”

4. Talent

“Generally speaking, my biggest 
challenge is finding the best people 
and training them. Obtaining work 

permits is slow and the costs of living 
are high. A work permit may take 6–
12 months, giving the talent time to 

head somewhere else. A permit 
would be needed in a week. Growth-
oriented expertise is needed abroad 

to bring products to international 
markets.”  



Measure 3: Identifying growth-oriented companies 
and steering them towards services 1/ 2
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Indicative representation of the growth potential of companies and the 
current state of available public services

Supporting start-ups is important to enable entrepreneurship and ensure innovation in 
general, but the majority of them are not ripe for international markets. That said, there 
may be significant variation in the support needs of start-ups and growth-oriented 
companies. For example, start-ups have recurring needs (e.g. funding, networking, 
coaching) which should be managed efficiently through digital service solutions. 

“ All public operators are currently spending too much time on 
advising small companies. The effectiveness would be higher 
for more mature companies. Tax revenue, employment. 
Expanding the services of municipal business accelerators.

START-UP

CORPORATION

MEDIUM 
(SMEs)

START-UP

MEDIUM

(SMEs)



Measure 3: Identifying growth-oriented companies 
and steering them towards services 2/ 2
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Indicative representation of the current state of growth-
oriented companies

The services sector has identified the massive potential for international growth among 

growth-oriented companies. It is important to develop the processes of identifying these 

businesses and steering them towards services.

• Proactively find/contact/meet/engage SMEs. Utilise public registers (taxation, 

customs).

• Share information and develop cooperation within the service network (forget the 

“GDPR card” and find the right ways of distributing information).

• Dismantle silos between regional and national public services. Facilitate and 

consolidate services. 

• Actively bring together companies in need of support and the service ecosystem.

• Arrange peer support for companies. 

SMEs are a large tax payer group in Finland. According to EK’s estimate, 10,000 SMEs are 
considering internationalisation or have already initiated the project. These companies, as 
well as more mature start-ups, have huge potential for growth and internationalisation, but 
the current focus on the services is on start-ups. 

Idea bank

• More investment in more mature companies through Launchpad.

• BF’s data pool, turn over and other data could be used to identify traditional 
SMEs with “new” internationalisation potential. They could then be contacted 
through a suitable physical/digital channel.

START-UP

CORPORATION

MEDIUM 
(SMEs)

START-UP



Measure 4: Actively bringing together companies in 
need of support and the service ecosystem

21

Steering growth-oriented companies towards services takes a proactive approach. By assuming a 

more proactive role in supporting businesses, cities could tighten the network of public services and 

make the various services more easily accessible. This could also improve the effectiveness of 

services aimed at growth-oriented companies.

• How could the ecosystem improve the network in terms of steering towards services? “It is 

not enough for people on the operational level to talk amongst themselves – cooperation 

require polices.”

• What is the city’s role in guiding companies to the right services? 

“Directing companies to the right places. The current situation is a mess. Should this city not 

begin sorting out the situation?”

• How could cities know the companies better? 

“Many companies feel that they are more mature than they actually are.”

• The underutilised resources of the Ministry for Foreign Affairs.

“There is little awareness of the Ministry’s services, and they are not used.”

Idea bank

• Harmonising public services and consolidating resources (digital services, such as DealFlow and 
LaunchPad).

• Sparring with regard to business plans → facilitates entry to other internationalisation services.

• Business services campaign covering all of Finland, which presents a few success stories and an 
example of assistance provided by the Ministry for Foreign Affairs. Comment from a representative of 

a growth-oriented company

“One of my businesses is located in Lapua, 
where a representative of the city contacted 
me directly and invited me to lunch. The city 
also organised an event where all 
entrepreneurs could go and pitch their ideas 
– this was a really good concept. Now I am 
on a mailing list with good networking and 
other content – I always read the posts. 
Without their proactive approach, I would 
never have contacted the city.”



Measure 5: Dismantling silos between regional and 
national public services
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The structurally complicated service network, regional restrictions and a focus on protecting one’s 

own territory hinder the availability of business services. Internationalisation is in dire need of 

cooperation across organisational boundaries. Setting “all services to all companies regardless of 

municipality” as the approach, would enable the dismantling of silos between regional and national 

public services.

Aspects to consider: Who can get assistance from the city – does the company need to be registered 

in the city? 

Example of operations across municipal borders “Maria 01 is currently drawing companies across 

municipal borders!”

Idea bank

• Heading to international markets through cooperation. Cooperation across organisational 
boundaries to help companies enter international markets. 

• The principle should be to provide all services to all companies regardless of the 
municipality

• Clarification of the terminology so that everyone is on the same page (start-up vs. scale-
up, for example). Comment from a representative of 

a growth-oriented company

“Our company is registered in Tampere, and our 
office is in Helsinki: ...I could leave out all other 
parties if I could gain Fanglang (Business Espoo 
expert) networks, technological expertise and 
competence.”



Measure 6: Utilising existing information, collecting 
and distributing new information 1/2

23

In the context of internationalisation, the need for anticipatory and open information exchange is 

massive. By taking a more proactive role, cities could form a mutual understanding around the 

following issues: 

• What existing information and data can be distributed (considering the GDPR provisions)?

• How can existing information be utilised (e.g. tax and customs register as well as other 

databases)?

• How can various parties collect/distribute information (digital platforms)? A good example is 

the joint CRM system of the ELY Centres and Business Finland. 

• What are the rules for communication between organisations?

Idea bank

• Online internationalisation portal that provides automatic notifications of suitable 
internationalisation opportunities.  

• We are working with Business Finland to prepare interoperability for DealFlow and 
Launchpad. Cities can be invited to get involved. 

• A single database that BF and the cities can focus on. The companies gain the benefits of 
both platforms.

• Company follow-up, collecting information for distribution,
• “in return for support received”

Comments from workshop 
participants

“Trust and open information exchange – there is 
no room for regional competition in the global 
race, as there is enough to go around on a global 
scale.”

“Is everyone ready to share information, 
contacts and materials between parties? “



Measure 6: Utilising existing information, collecting and 
distributing new information 2/2
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1. How do you distribute 

information without a joint 

CRM system? 

“The internationalisation networks are based on 
personal contacts, which is risky.” A platform that 
presents the information would clearly be needed. 
This cannot be an effort driven by the public sector 
or cities alone. Other entrepreneurs in the 
ecosystem must be involved.”

2. What information can be 

distributed within the 

framework of the GDPR 

legislation? 

3. How do we ensure the 

synchronised use of existing 

digital tools (Launchpad and 

DealFlow, 

marketopportunities.com)?  

“It is fine to distribute public information, but 
discretion must be exercised with other details. 
What information is to be shared must be clearly 
communicated. Launchpad is being merged with 
BF’s platform, but the information currently flows 
in one direction only. It would be ideal for us to 
not have to update the same information in 
multiple systems.”

“At present, there are a variety of interpretations 
of the legislation that applies to companies, since 
the GDPR specifically protects private persons. It is 
in the interest of companies to have a “one-stop 
shop” for services.” 



4. Appendices
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Excerpts from the workshops, which served as 

the basis for compiling this description. 



Observations from the co-creation workshop (1/5)
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Idea: Business services campaign 

covering all of Finland, which 

presents a few success stories and 

an example of assistance provided by 

missions.

Forming a mutual understanding on 

what information and data can be 

shared between operators is essential 

to intensifying cooperation (GDPR, 

digital platforms)

There is little awareness of 

the Ministry for Foreign 

Affairs’ services, and they are 

not used

Opportunity: Underutilised 

resources of the Ministry 

for Foreign Affairs

IMPORTANT: Missions are 

an underutilised resource!

The missions of the Ministry for 

Foreign Affairs are underutilised –> 

present a few success stories and 

examples of assistance provided by 

the missions. Business services 

campaign for Finland as a whole

Benchmark for export specialists:

https://www.ixpos.de/IXPOS18/Navigati

on/EN/home.html More than 70 

organisations involved. The companies 

can pick what they need.

Open exchange and utilisation of 

information. Data shared by ELY and 

BF as a case example

Online internationalisation portal that 

provides automatic notifications of 

suitable internationalisation 

opportunities

We working with Business Finland to 

prepare interoperability for DealFlow 

and Launchpad. We will invite cities to 

get involved. Core idea: A single 

database that BF and the cities can 

focus on. The companies gain the 

benefits of both platforms.

Possible solutions: Increasing 

internationalisation capability: 

joint video/data bank

Opportunity: Anticipatory and 

open information exchange, 

communication strategy

Trust and open information 

exchange – there is no room 

for regional competition in the 

global race, as there is enough 

to go around on a global scale

Improves case-related 

communication between 

organisations

Utilisation of data. What is the 

place for storing data?

How could the parties share 

data?

The information is often lost 

amid the mass of operators 

involved.

Regions need to address 

companies that are just now 

considering internationalisation 

– the need for information is 

huge.

ELY Centre and BF share 

data? Could this cover other 

economic development 

organisations and municipal 

internationalisation bodies?

What is the relationship 

between data protection and 

creating shared databases?

Every company seeking 

internationalisation handles its 

own CRM; contacts are shared 

among businesses, peer to 

peer



Observations from the co-creation workshop (2/5)
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Idea: Customer experience 2.0 People 

first – then process-oriented thinking

Opportunity:

Change in thinking

Harmonised service descriptions of 

internationalisation services are 

needed

Idea:

Rules and harmonised 

descriptions of 

internationalisation services are 

needed nationwide. Value 

promises and branding in cities

Opportunity:

Creating a brand and value 

promise for scale-up 

companies and 

internationalisation parties

Need for experts in export and 

internationalisation -> a further 

improved general package (TE 

services (EURES), Talent Boost, 

interest services, etc.) for business 

advisors. These are national 

services that cross municipal 

borders. People are simply not 

aware of them.

Role and branding of cities – what is 

the value promise that cities can 

provide (in the right role)?

Team Finland has already 

consolidated internationalisation 

services well(?)

Networked development of service 

qualities

Customer-oriented and easily 

accessible services

Overlap of internationalisation 

services.

Obscurity of internationalisation 

services -> service listing and 

presentation in the same style. For 

example, the selection of BF and 

HBH in the same way in the context 

of business services

In the context of services, clarifying 

the roles and rules of organisations 

for Finland as a whole.

Customer-oriented operations A 

service model as customer 

relationship management.

Now the focus is on processes that 

are already broken and on improving 

the customer experience, which 

involves first creating a process that 

is then jumbled up by people.

Clear service path from the initial 

phase to international markets –

what is the phase of transitioning 

from regional services to BF 

services?

Customer-oriented approach

How do you gain customer-oriented 

service models for the public sector? 

In other words, what does the 

company want?

What do companies actually need 

help with? The core reason for using 

the services cannot be that they are 

free.



Observations from the co-creation workshop (3/5)
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Idea:

Identifying scale-up companies 

(right physical and digital 

channels). More effort towards 

more mature companies. 

Launchpad as an example

Opportunity:

Identifying scale-up 

companies and steering 

them towards services

More effort towards more mature 

companies

How to scan and determine 

internationalisation potential: cities 

do not have resources/roles -> BF 

must have a separate GTM 

database for this

Terminology. “Scale-up” has not 

caught on widely in Finland. “Start-

up” -> Some SMEs may not identify 

themselves with this term due to the 

“buzz” around it.

Related to terms, “start-up” used 

often. Does the SME sector know 

the elements? Many forms of BF 

funding are suitable for them 

(Explorer, for example) How can 

awareness be increased?

“New” internationalisation potential of traditional 

SMEs -> which channels can be used to reach 

these “old” operators? They could be screened 

based on turnover, for example – BF’s data pool. 

BF is already doing this. Vainu and other 

channels. Finnvera in the same CRM.

First, we need information on who 

can benefit from a specific 

internationalisation opportunity. Then 

we need to distribute the 

opportunities among the right 

companies. This works well through 

Launchpad. This is the time to 

expand.

Identifying companies in the 

internationalisation phase -> which 

organisations do this? The 

information is easily accessible from 

Launchpad. Other channels? BF’s 

data pool. 

Satu, does BF need 

help/support/distribution for these 

efforts, or is the concern presented 

by EK/Outi in a way unnecessary? 

That is to say, the fact that we 

(others besides BF) should identify 

companies in the internationalisation 

phase.

Idea: Heading to international 

markets through cooperation. 

Cooperation across organisational 

boundaries to help companies 

enter international markets. The 

principle should be to provide all 

services to all companies 

regardless of the municipality

Opportunity:

Dismantle silos between 

regional and national 

public services.

Team Finland and BF in the key 

roles -> productised processes + 

proactivity

Linking a scale-up to a regional/city brand could 

improve credibility. For example, Berlin 

produces a lot of rapidly growing companies, 

which is why it attracts many of them. Supercell 

is a good example of a company that is proud 

of being based in Finland and Helsinki.

Collaborative internationalisation; 

not every operator/region 

separately

ELY support is regional (often 

due to regional EU support) -> 

inequality among businesses 

Support across borders -> 

purchased from the region that 

granted the support

Relationship between private and 

public services -> cannot 

compete. For example, project-

related communications. How can 

innovative support elements be 

introduced?

Many members of the Team 

Finland network operate across 

municipal borders. How could we 

better communicate this to 

companies?

Cooperation across 

organisational boundaries to help 

companies enter international 

markets.

The principle should be to 

provide all services to all 

companies regardless of the 

municipality. Ideal model!

Bringing the entire country 

together for the task – innovation 

clusters

Roles (also internally?) described 

in a way that is understandable to 

the customer.

It should be noted that 

companies operate across 

municipal borders



Observations from the co-creation workshop (4/5)

29

We have communicated are criteria and 

services clearly to our customers and 

partners.

Specifying work distribution – what is to 

core task of each operator? For BF, this 

includes internationalisation advice, 

business sparring, funding and networking 

for existing companies with the capabilities 

and resources for international growth.

Appointing a contact person

BEFORE

TF serves as a gateway to area-specific and 

regional services

Enables entrepreneurship in the area, 

promotes the well-being of businesses

Building a positive environment for trade 

and industry

Clarification of the terminology to ensure 

understanding (start-up vs. scale-up, for 

example).

Identifying scale-up companies

Basic capabilities (education, etc.) for 

internationalisation; cities could have a 

larger role in this phase (to prevent 

unprepared companies from starting the 

internationalisation process)

Networking, assembling groups of 

companies, growth coaching

Using experts at themed events and 

sparring sessions.

Distributing information on 

internationalisation through the channels of 

the city and service providers in the city

Collecting information on which companies 

want to go international and where?

To be collected in the Launchpad DealFlow 

database

Distributing information to companies. For 

example, if a delegation is going abroad -> 

companies must be informed and invited 

along

Information distribution. Encouraging 

examples of current efforts.

Online internationalisation portal that 

provides automatic notifications of suitable 

internationalisation opportunities

Forming a mutual understanding on what 

information and data can be shared 

between operators is essential to intensify 

cooperation (GDPR, digital platforms)

The Pace tool moves data between 

operators.

From projects to a continuous action model 

for customer relationship management.

Examining the current state of the company: 

why is there a desire to enter markets 

outside Finland?

Which customers will the companies be 

targeting on the foreign market?

Determining the needs of corporate 

customers

Brokering -> steering companies to 

services/connecting them with suitable 

financiers

Cities should use their own networks and 

connections more widely (according to 

shared rules) with regard to 

internationalisation opportunities and leads

Determining the capabilities of companies 

and steering them in the right direction

Connecting with companies through 

communications -> finding the right 

companies

More investments in trips to countries in 

Central Asia. Ministry to ministries. 

Representatives of the fields should 

participate.

Refining operations so that they benefit 

companies that have the opportunities for 

internationalisation

Coaching

What to start with

Packaging internationalisation trips and 

other arrangements together

INTERNATIONALISATION PATH FOR 

SCALE-UP COMPANIES

City
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INTERNATIONALISATION PATH FOR 

SCALE-UP COMPANIES

Opportunities for information 

sharing

Building bridges to foreign 

networks, particularly in Asia

City

DURING

Referral if necessary. (ELY Centre, 

BF, municipality)

5. & 6. More defined entrepreneurship 

services for these phases. Cooperation 

between the city and organisations. 

Calendar, courses, clinics, webinars, etc.

Opening doors for foreign public 

operators.

After: Company follow-up, picking 

information for distribution -> “in return for 

support received”

AFTER
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(How would you advise a friend who is interested in taking their company to the international 

markets?)

Four 

internationalisation 

tips from growth-

oriented companies

1. ACTIVITY 

“It is fairly random who you 

know and happen to come 

into contact with.”

2. TRUST

“Entrepreneurs prefer to listen to fellow 

entrepreneurs. The first contact is always 

established through a business network, 

through which you get to know a Team 

Finland contact person. Do not underestimate 

the importance of personal networks.”

3. DILIGENCE 

“You need to get around and 

talk to a lot of people.

Networks are a must.”

4. INITIATIVE

“Do your homework well and 

first apply for Tempo funding 

from Business Finland.”



#Kasvuhakuiset
NETWORK OF INNOVATION CLUSTERS

Finally

We would like to thank all members of the 
innovation ecosystem for their good cooperation.

Thanks to Digitalist for their design cooperation 
during the project.

For more information, please contact:

Katja Hagman katja.m.hagman@espoo.fi
Heli Hidén heli.hiden@espoo.fi

#MakeWithEspoo #6Aika #GrowthEcosystems
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