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Abstract 

 

This thesis is conducted for Monitor Industriutveckling AB. The company grows fast 
and is ready to consider the expansion of its business abroad. The details how to pro-
ceed with the expansion are yet to be set. The purpose of this work is to examine dif-
ferent options to aid the company management select the most meaningful way to 
proceed.  

 

The analytical framework used consists of three well-known business theories. There 
are the New Capabilities analysis, the PEST analysis and finally the five forces model. 
Robert Grant’s New Capabilities analysis shows that especially the strategic alliances 
capability could be an interesting new capability and a way to grow for Monitor. The 
PEST-analysis proves that Finland can offer good opportunities for Monitor’s type of 
company because the country itself is very IT-oriented and political and economical 
as well as social forces can support Monitor’s business. Finland can also be a gateway 
to eastern-European countries. Finally we have Michael Porter’s five forces model. 
Monitor has lots of potential customers in Finland. There is a substantial amount of 
small and medium-sized companies in the manufacturing industry. Taxes and legisla-
tion will not be a problem when entering Finland, as they are similar compared to 
Sweden. There are no big cultural differences between Finland and Sweden. These 
countries even share the same language, Swedish, which is a quite unique advantage. 

 

I have collected the empirical data of this thesis mostly by personal interviews. Here I 
show that Monitor’s current customers in Finland would prefer to see their supplier 
present in the same country. They would also appreciate Finnish-speaking personnel 
and support. I have also interviewed business specialists. According to them, Monitor 
would easily adapt to the Finnish business culture and make its product successful. 
The right attitude in Finnish business environment would just boost Monitor’s suc-
cess. The strength of the Monitor product is its user-friendliness. The weakness and at 
the same time its opportunity is that the company grows very fast. When a company 
grows it must be ready to make big decisions and choose where to go and at the same 
time be there to support each and every present customer.  

 

The conclusion is that Monitor has good possibilities to become a successful company 
in Finland. From a marketing point of view, Monitor should invest in marketing ac-
tions and make itself known and seen among its target group. The recommended way 
to enter Finland would be to find a good distributor for Monitor’s product. This entry 
method would be the one with the smallest risk and it is also probably the quickest 
way to proceed. I recommend Monitor to choose a distributor that can complete its 
product-palette with Monitor.  
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1. INTRODUCTION 
 

It is year 2020. One morning you open your Dagens Industri -newspaper and see the 
headline. “Nothing can stop Monitor”. The news is about a company called Monitor 
Industriutveckling. This company is present in all continents with thousands of em-
ployees loyal to the owners. Despite many good offers the company has always stayed 
family-owned. The strength of the company is in its stabile ownership, strong vision-
ary leaders and its focus on specific customer segments. Monitor took its first steps to 
expand its business outside of Sweden in 2010 when it founded its subsidiary in 
Finland. Finland offered a perfect test field and perfect technical support. The location 
of the first Monitor office near Helsinki University of Technology helped Monitor 
attract talented and committed employees. Soon Monitor’s owners realised the huge 
opportunities in the east and with loyal and trusted people they opened a new office in 
Russia. Russia became a goldmine to Monitor. All money invested came back tenfold. 
But how did Monitor succeed? Owners and founders of the company took risks, in-
vested money in the right things and had a little bit of luck.  

 

This story could be true. This thesis supports the idea that Monitor could make its 
products available abroad. In my work I present some ways to enter new geographical 
areas. I also describe some pieces of theory from the academic world that can help 
Monitor consider whether to be proactive or passive when entering new markets and 
countries. Hopefully this thesis will make the owners of Monitor more confident help 
them take the opportunity to grow by going abroad.  

 

The thesis is divided in three general sections: Introduction, analytical framework and 
empirical data. I finish with my conclusions and as a supplement I describe Finland as 
an operating environment for a software company.  

 

This thesis can be used as a reference when entering new geographical markets. It can 
be used as a whole or its general parts can be used as pieces of information for par-
ticular challenges. 

 

 
 

1.1. Background  
 

This thesis made for Monitor Industriutveckling AB, hereafter Monitor Industriut-
veckling or just Monitor. One of the long-term strategic goals of Monitor is to become 
a successful company in the Finnish market and to achieve a significant market share 
of the ICT-market in Finland. Other purposes are to find suitable target segments and 
customers, to which Monitor can offer its product. The product is business application 
known for its good quality, client friendly interface, high standard product support 
and flexibility. The product is also named Monitor.   
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Monitor Industriutveckling has already had thoughts on entering the Finnish market. 
The Finnish market is close, and similar to Sweden, and the opportunity to be success-
ful there is quite obvious. However, Monitor has not had detailed information on the 
market, concurrency and cultural differences between Finland and Sweden. I hope 
that I will be able to clarify some of these questions and doubts and encourage Moni-
tor to take some action to capture this opportunity.  

 

Going into more detail, the main purpose of this thesis is to provide a clearer under-
standing if Monitor should be proactive or passive when entering the Finnish market. 
Being proactive means that Monitor steps into the Finnish market, finds a suitable re-
seller or founds a subsidiary in Finland. Being passive means that Monitor does not 
market its products in Finland and does make strategic investments to increase its 
presence in Finland.  

 

The secondary purpose of this work is to create a general base for evaluating a new 
market situation in foreign markets, which can be used later on if Monitor is entering 
other new countries.  

 

I also offer also a good package of information for other companies that are interested 
to start a business in the Finnish markets. The information I have gathered here can be 
easily applied to other companies’ needs and demands. The theories I have used are 
also suitable for other similar challenges.  

 

1.2. Presentation of Monitor Industriutveckling 
 

Monitor Industriutveckling is developing, selling and marketing the enterprise re-
source planning (ERP) system MONITOR intended primarily for small and mid-sized 
manufacturing companies. The company has long experience in material planning and 
scheduling systems, but also about manufacturing in general and commercial activi-
ties. The company was founded in 1970. In addition to its product-related business, 
Monitor provides training and consulting services. The company currently has around 
80 employees and its headquarters is located in Hudiksvall, Sweden. MONITOR has 
currently been installed in over 1200 companies in Sweden, which means that it is noe 
of the most popular products in its segment. It has also been installed in 50 manufac-
turing companies outside Sweden. The business system has currently been exported to 
Finland, Poland, Norway, Baltic countries, Malaysia and China, mainly through exist-
ing Swedish customers.  

To provide high-quality service, support and training are important elements of Moni-
tor’s customer-oriented company policy. Monitor provides system solutions for manu-
facturing companies within the following fields: MRP (material planning systems), 
MRPII (manufacturing and resource planning) and ERP, time calculations, accounting 
systems, payroll systems.  

Monitor is a highly competitive supplier of comprehensive systems, and can also pro-
vide the required hardware for the MONITOR ERP-system, such as servers, worksta-
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tions, switches, hubs and printers. In addition, the company has considerable experi-
ence in industrial and production engineering issues, and provides manufacturing in-
dustries with qualified consulting assistance within the areas of: production engineer-
ing, production planning, administration, logistics and accounting & financials. 

The product has been awarded numerous prizes especially for its user-friendliness and 
its user-centred approach. In other words – Monitor is very easy to understand and to 
use as opposed to most of its competitors’ quite complex and often too difficult solu-
tions. 

Monitor is growing fast. In its long-term vision Monitor wants to become the most 
popular ERP-system supplier for both Swedish and foreign small and middle-sized 
manufacturing companies. In order to achieve this goal Monitor wants to evaluate its 
chances to gain market share in foreign markets.  

 
 
 

1.3. Research problem and research methodology 
 

Research problem definition and Monitor’s choice 

According to Carson et al the research problem can be seen through three different 
aspects: A topical aspect of marketing, an aspect of marketing deficiency, or consid-
eration of a research topic in a specific marketing context (Carson et al, 2001). From 
the topical point of view this thesis research problem is defined from a future and cur-
rent perspective. This means that the research problem can be taken in terms of what 
is planned or expected to happen (future perspective). A current perspective considers 
what is happening now (Carson et al, 2001).  

 

According to Carson et al, further refinement towards determining the specifics of the 
research problem can be achieved by positioning the research in one of a range of 
concepts. The research topic may be industry specific, where consideration takes ac-
count of characteristics which prevail within that industry. A further specific can be 
added by positioning the research within a single market within an industry. In such 
research, characteristics peculiar to that specific market will be considered and further 
specificity can be added by positioning within an existing market circumstance or a 
new market situation. (Carson et al, 2001) 

 

In this study I will analyse the current situation of Monitor in order to find the best 
solution for market-entry challenges. An important part of the thesis will be in-depth 
interviews with existing Monitor customers in the target market, Finnish authorities 
and business specialists as well as with the statistical information centre of Finland. 
The final list of interviews is described later in this paper.  

 

The main objective I try to achieve with this work is to get an answer to the following 
research problem:  

 

Should Monitor enter to the Finnish ERP-market proactively or be passive?  
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Marketing research definition and Monitors choice 

Kumar et al. defines marketing research as the specification, gathering, analysing, and 
interpretation of information linking the organisation with its market environment 
(Kumar et al, 2002). A good understanding of Monitor’s competitive market situation 
is essential and the questions defined later are focused on this subject. Kumar says 
that an understanding of competitive advantage requires detailed knowledge of the 
capabilities, strategies, and intentions of current and prospective competitors. Market-
ing research can contribute in two ways: by identifying the competitive set and by col-
lecting detailed information about each competitor (Kumar et al, 2002). Later on I will 
present three models: 1) New Capabilities 2) Five forces Model and 3) PEST-analysis. 
These models give answers to the problem that Kumar presents. The accompanying 
empirical part consists of information gathered of the Finnish ICT-market and of 
Monitor’s competitors.  

 

I also have an ambition to create understanding and value to Monitor help them plan 
the details of their market-entry strategy.  

 

Kumar et al points out that marketing research is essential for getting answers to three 
key questions about differentiation:  

1. What attributes of the product or service create value for the customer?  
2. Which attributes are most important?  
3. How do we compare to the competition? (Kumar et al, 2002).  

 

From these key questions I have derived more specific questions for this particular 
case: 

 

· How does the Finnish ICT-market fit Monitor? 
· How should Monitor prepare its entry into the new market? 
· What kind of analytical framework is available and can be of help? 
· What authorities should Monitor trust and seek help from when entering the 

Finnish market? 
· With which attributes could Monitor become a successful company in the Fin-

nish market? 
 

1.4. Research methodology and data collection  
 

How this work has been performed 

This work consists of the analytical framework and empirical data. The empirical data 
has been collected by personal interviews. Moreover, the personal interviews are also 
supporting the goal to start to create a contact net for Monitor. In case Monitor de-
cides to step into the Finnish market they would already have some valuable contacts. 
In addition to the interviews, the information is supplemented by e-mail correspon-
dence, IP-calls and information found in the Internet.  
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Silverman has researched methods for qualitative researches. In his book Interpreting 
Qualitative Data; Methods for Analysing Talk, Text and Interaction from 2001, he 
writes that there are four major methods used by qualitative researchers:  

• Observation 
• Analysing texts and documents 
• Interviews  
• and recording and transcribing  

(Silverman, 2001).  
 

As empirical data in this study has been gathered by doing personal interviews, this 
method also allows observation if needed. On the opposite, in quantitative research, 
observation is not generally seen as a very important method of data collection. This 
is because it is difficult to conduct observational studies on large samples (Silverman, 
2001). This is why the research method is qualitative and not quantitative.  

 
 
 
 
 
 
 
 
 
 
 
 
Figure 1. The structure of this study  
 

The structure consists of two main parts. The analytical framework acts as the theo-
retical backbone for the thesis. Based on the analytical framework and the use of a 
qualitative survey as a data collection method, the thesis will be able to answer the 
research question stated earlier, and its secondary questions. The qualitative survey 
part also includes the marketing research of the ICT-market in Finland. 

 

Marketing research – Why is it important? 

The qualitative survey in this thesis will concentrate on marketing research. Market-
ing research arises from a desire or need for information (Dibb et al. 1997; Jobber 
1998; Malhotra 1996; Tull and Hawkins 1990). Such a desire or need can be wide and 
varied depending on who desires the information and for what purpose. In a general 
sense, marketing research will be carried out because of a cognitive requirement that 
might range across a spectrum from simple interest or awareness to requiring knowl-
edge and understanding (Carson, Gilmore, Perry and Gronhaug, 2001).  

 

The research problem in this thesis has been formulated to get a specific understand-
ing of the market situation for a company that wants to enter new geographical mar-
kets. Carson et al have researched the problems where one usually seeks the under-
standing about a small number or a single phenomenon. Typical examples are issues 
concerned with marketing in a specific context or situation. Such circumstances re-
quire in-depth analysis of a single or specific case (group of people, company or in-

 
Analytical 

Framework/Theoretical part 
of the work 

 

 
Qualitative Survey/Empirical 

part of this work 
 

Research Question 
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dustry) and the context in which the company operates. Similarly, if the research is 
concerned with understanding the way in which marketing happens, or the processes 
behind an aspect of marketing, it is likely that these can best be determined by focus-
ing upon a single case or a small number of cases (Carson et al, 2001). Patton sug-
gests that deep understanding will require methodologies such as in-depth interviews 
and analysis of a few sources, which will achieve the appropriate amount and type of 
data (Patton, 1990).  

 

Conclusion – how this kind of study should be performed 

Based on these findings and recommendations from the literature this study’s research 
part is carried out using in-depth interviews as a method for qualitative research. As 
the target population is not too big to handle, the personal interviews will not be too 
expensive and time-consuming to carry out. Also, personal contact and interviewing 
the target group members might give the interviewer deeper understanding of the sub-
ject. To answer to the research problem and to support the theoretical background I 
have selected the following parties as targets for the interviews:  

 

1. CUSTOMER 
� Wisko Teepak, owned by Eriksson Capital AB, Hangö, Finland 

 
2. AUTHORITIES 

� Invest in Finland  
o Invest in Finland is an expert service organization promoting foreign 

direct investment in Finland. This means assisting companies locate 
operations in Finland and also serving companies that have already es-
tablished a presence in Finland 

� The Finnish Bureau of Statistics 
� The Finnish Trade and Company register  

o National Board of Patents and Registration in Finland 
 

Motivation of the selection 

I have decided to seek both the customer’s side and authorities’ point of view to get 
reliable information about the subject. Moreover, I have interviewed various ICT 
business professionals in Finland. The customer can see the big picture and problems 
from a totally different point of view than authorities do. Wisko Teepak, which oper-
ates in Finland, can give extremely valuable information when I start to define target 
groups and find new possible customers for Monitor. Monitor’s customers in Sweden 
and in other countries are not interviewed because their opinions can’t give input to 
this special subject of entering this particular new market, even if their opinions as 
customers could be valuable. Authorities have given their objective point of view and 
presented statistical information. Authorities have also talked about visions and the 
future of the ICT-industry in Finland.   

 

1.5. Validity and reliability of the research  
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Silverman writes that the two central concepts in any discussion of the credibility of 
scientific research are validity and reliability (Silverman, 2001). According to 
Silverman, Seale says that high reliability in qualitative research is associated with 
low-interference descriptors (Seale, 1999). This involves recording observations in 
terms that are as concrete as possible, including verbatim accounts of what people say.  

 

These factors that Seale suggests have been applied in this work.  

The interviews have been made mostly face-to-face. Conversations have been re-
corded and saved to be part of this work. The Interviewee’s gestures and body lan-
guage have also been observed. The interview has proceeded with questions that are 
rational. Dialogue between interviewer and interviewees has been the base for writing 
the empirical part of this work. In some cases face-to-face interviews have been com-
pleted with emails and new interviews over the phone.   

 

Kumar says that validity is seen as the ability to measure exactly what is supposed to 
be measured (Kumar et al, 2001). In survey research this is mainly affected by ques-
tionnaire design, i.e. how successfully the questions portray the research objectives. 
Internal validity is reached when the measurement instruments use the constructs pre-
sented in the theoretical part of the study. When the results can be interpreted in a 
similar way by other researchers, the research is externally valid. (Heikkilä, 2002).  

Kumar also says that reliability means the random error component of a measurement 
instrument (Kumar et al, 2001). Although the term ‘Reliability’ is a concept used for 
testing or evaluating quantitative research, the idea is most often used in all kinds of 
research. If we see the idea of testing as a way of information elicitation then the most 
important test of any qualitative study is its quality. Eisner has researched qualitative 
studies and says that a good qualitative study can help us “understand a situation that 
would otherwise be enigmatic or confusing” (Eisner, 1991).  

 

According to Silverman the high reliability in qualitative research is associated with 
what Clive Seale calls low-interference descriptors. Recording observations in terms 
that are as concrete as possible, including verbatim accounts of what people say, fore 
example, rather than researchers’ reconstructions of the general sense of what a per-
son said, which would allow researchers’ personal perspectives to influence the re-
porting. (Seale, 1999) 

 

1. ANALYTICAL FRAMEWORK 
 

Purpose of the analytical framework 

The purpose of the analytical framework used in this study is to find suitable proven 
models that can be applied to answer the research problem. The analytical framework 
consists of the following parts: 
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Figure 2. The analytical framework of this study 
 

 

 

Why this analytical framework? 

The purpose of these three models is to build a good base to understand the new busi-
ness market better. The PEST-analysis covers the macro-environment.  New Capabili-
ties tries to explain how the company can build something new by renewing some 
parts of its basic functions. Five forces analysis is about competitors. In the following 
sections I describe these three models and how they are working.  

 

An analysis from Monitor’s point of view is also done through these three models. 
The purpose of this short analysis is to make it easier to give conclusions and answer 
the main question and research problem of this study: Should Monitor be proactive 
and enter to the new business market or should it be passive and do not enter to the 
new business market.  

 

Here by being proactive I mean that the company takes action and moves its functions 
to the new business market; to a new country by doing a merger, starting up a new 
company “green field” or hiring sales agents by setting up a strategic alliance.   
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Five Forces  

Analysis 
 
 
 

PEST-analysis 
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ing to the new busi-
ness market OR  
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 The research problem:  
Should Monitor be proactive and enter to the new business market or should it be passive 
and do not enter to the new business market.  
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Narver et al writes that in order for any business to create and to sustain new-product 
success, a responsive market orientation is not sufficient and, thus, that a proactive 
market orientation plays a very important positive role in a business's new-product 
success (Narver et al 2004).  

 

1.1. New Capabilities 
 

In this part I introduce Grant’s theory of new capabilities. Grant writes about develop-
ing new capabilities and how to use the new capabilities when renewing the company. 
(Grant, 2005). Grant reviews five approaches that are commonly utilised when creat-
ing new capabilities.  

 

1. Mergers and Acquisitions. If new capabilities can only be developed over long pe-
riods, then acquiring a company that already possesses the desired capability can 
short-circuit the tortuous process of capability development. In technological fast-
moving environments, established firms typically use acquisitions as a means of ac-
quiring specific technical capabilities – Cisco Systems and Microsoft have each bene-
fited substantially from such acquisitions. However, using acquisitions as a means of 
extending a company’s capability base involves major risks. On its own, an acquisi-
tion does not achieve the intended goal. Once the acquisition has been made, the ac-
quiring company must find a way to integrate the acquiree’s capabilities with its own. 
(Grant, 2005). 

 

2. Strategic alliances. Strategic alliances offer a more targeted and cost effective 
means to acquire or access another company’s capabilities. A strategic alliance is a 
cooperative relationship between firms involving sharing of resources in pursuit of 
common goals. Strategic alliances comprise a wide variety of collaborative relation-
ships, which include joint research, technology-sharing arrangements, shared manu-
facturing, joint marketing and/or distribution arrangements, and vertical partnerships, 
to mention but a few. (Grant, 2005).  

 

3. Incubating capabilities. Organisational structure, management systems, and behav-
ioural norms that support existing capabilities may be unsuitable for new capabilities. 
To resolve this problem, companies may need to develop new capabilities in separate 
business units. (Grant 2005). 

 

4. Product Sequencing. If we cannot design new capabilities from scratch, but we 
know what types of capabilities are required for different products, then by pushing 
the development of particular products we can pull the development of the capabilities 
that those products require. (Grant, 2005). 

 

5. Managing the process. Grant writes that Gary Hamel and C.K. Prahalad emphasise 
that strategic intent, resource leverage and stretch, and the drive to create the future 
are more important in building sustainable competitive advantage than initial resource 
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advantages (Hamel, Prahalad, 2004). Michael Porter also emphasises the need for 
companies to continually upgrade their resources and capabilities in order to sustain 
competitive advantage. (Porter, 1991). 

 

How does Monitor fit into Grant’s Developing new capabilities model? 

Monitor has not done mergers and acquisitions (1). Monitor’s sales function consists 
of their own salesmen. They have not done any strategic alliances with other compa-
nies (2) except one salesman in Lithuania that sells the Monitor product as a Monitor 
employee and all the extra services and training through his own company. Monitor 
works very independently. Monitor’s organisation has a very flat hierarchy (3). There 
are two main owners who are also running operations and making the main decisions. 

 

1.2. Five forces model  
 

Michael Porter's innovative research in the 1980's changed managers' perceptions of 
their own industry's importance as a factor for their company's strategy. Business unit 
managers would now have to study their industry's characteristics since an industry's 
structure determines its relative economic attractiveness and hence, the profit potential 
of all companies within that particular industry. 

 

I have chosen to include this model in this work simply because Porter points out that 
by understanding the competitive forces, and their underlying causes, you can reveal 
the roots of an industry’s current profitability while providing a framework for antici-
pating and influencing competition (and profitability) over time. A healthy industry 
structure should be as much a competitive concern for strategists as their company’s 
own position. Understanding industry structure is also essential to effective strategic 
positioning. As we will see, defending against the competitive forces and shaping 
them in a company’s favour is a crucial part of the overall strategy. (Porter, 2008) 

 

Prior to Porter's publication, economists studying Industrial Organisation explained 
varying levels of profitability between industries on their structural differences. Porter 
focused on private policy rather than on public policy, that is, how to maximize prof-
its instead of how to locate excess profits. Industry as a factor changed almost over-
night from a given constant to an important variable in a firm's strategic decision-
making process. Porter made it clear that choosing a firm's relative competitive posi-
tion within a selected industry is a decision of secondary importance. 

 

Porter's framework consists of five fundamental competitive forces: 

 

1. Entry of competitors 

assessing the ability of new entrants to start operations and the structural barriers they 
must overcome; 
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2. Threat of substitutes 

assessing the ability of new products with superior characteristics to replace existing 
product(s) or service(s); 

 

3. Bargaining power of buyers 

assessing the relative strength and number of buyers 

 

4. Bargaining power of suppliers 

assessing the relative strength and number of sellers; 

 

5. Rivalry among the existing players 

assessing the relative competitive strength of rival firms. 

 

 
 
 
Figure 3. Michael Porter’s Five forces model.  
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Why if this model important? 

The model helps to understand how value is shared among actors, and provides in-
sight into redistribution of profits. The model takes a broader view on competition 
than only a firm's existing competing firms. The business unit level provides a context 
beyond a single product or range of products. Porter's model emphasises an outside 
analysis of the organisation's environment over an internal focus. 

 

How does Monitor fit into the Five forces model? 

 

1. Entry of competitors 

Monitor has unique technology and the product is patented. However, if Monitor 
would choose to enter the Finnish market it would be treated as one of many competi-
tors in the same field. Monitor’s advantage is the product that has found its segment 
and clients. Based on the findings in the empirical part it would be quite easy for 
Monitor to be a successful company also in Finland. One reason for this is its chosen 
segment: small and middle-sized manufacturing companies. Also client and business 
specialist testimonials speak for Monitor, as its product is popular among its users and 
a lot of sales is generated by word of mouth. 

 

2. Threat of substitutes 

There are substitutes for the Monitor product. Monitor can however compete well 
with its ability to be flexible and it’s extremely easy-to-use-product. Small and mid-
dle-sized companies can choose Monitor over a competitor because Monitor is not 
presenting a global solution but can be tailored to any company. Monitor’s strength is 
to show a patented and proven model and a product that is more user-friendly than 
most other products. However, in the future there could be other substitutes in the 
form of on-line service providers for ERP systems, selling or renting ERP software on 
the Internet with no need for local infrastructure. 

 

3. Bargaining power of buyers 

Buyers work individually. The exception is if Monitor chooses to use strategic alli-
ances as an entry and sales method. Then Monitor will need to bargain with the dis-
tributor. 

 

4. Bargaining power of suppliers 

Monitor develops and produces its product 100% in-house. This force is not valid. 

 

5. Rivalry among the existing players 

The companies working in the ICT industry and offering ERP-tools are quite equally 
strong. There is not one “de-facto” product above the others. The field is changing all 
the time and is very sensitive to economical changes. According to the SIF-research 
(1997) Monitor outperformed its competitors and was nominated the best IT-system 
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in its own class. Some of the competitors that were involved in the same research 
were very big multinational companies like Microsoft, Jeeves and Intentia Lawson. 
Monitor can be strong in the new market because it can show facts of its success and 
user-friendly interface. Even if it is a small company compared to other multinational 
players. 

  

1.3. PEST-analysis 
 

The PEST-analysis is based on the PEST-factors which are political factors, economi-
cal factors, social factors and technological factors. Using PEST-analysis (or also 
sometimes called STEP-analysis) the firm can scan the macro environment where it 
operates. PEST-factors play an important role in the value creation opportunities of a 
strategy. Macro-economical factors can differ per continent, country or even region, 
so normally a PEST analysis should be performed per country (Jonge, 12manage, 
2006). PEST- factors describe the surrounding macro environment and are valuable to 
analyse as such.  

 

Kotler and Keller give a simple example of the political environment’s influence on 
marketing decisions. Marketing decisions are strongly affected by developments in 
the political and legal environment. This environment is composed of laws, govern-
ment agencies, and pressure groups that influence and limit various organisations and 
individualists. For example, mandatory recycling laws have given the recycling indus-
try a major boost and spurred the creation of dozens of new companies making new 
products from recycled materials (Kotler and Keller, 2006). Economical factor means 
the people with the purchasing power. The available purchasing power in an economy 
depends on current income, prices, savings, debt, and credit availability (Kotler and 
Keller, 2006). Moreover, there are lots of things that can make the purchasing power 
slow down or speed up. The Social-Cultural environment forms from the factors that 
are explained by purchasers’ beliefs, values and norms that largely define these tastes 
and preferences (Kotler and Keller, 2006).   

 

According to Chapman the PEST analysis is a useful tool for understanding market 
growth or decline, and as such the position, potential and direction for a business. The 
PEST analysis’ headings are a framework for reviewing a situation, and can also, like 
a SWOT analysis, and Porter's Five Forces model, be used to review a strategy or po-
sition, direction of a company, a marketing proposition, or idea. PEST analysis can be 
used for business and strategic planning, marketing planning, business and product 
development and research reports (Chapman, 1995-2006). 
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Figure 4. PEST-analysis model.  
 

A PEST-analysis can help Monitor reach its goal to plan and execute a successful en-
try to a new market. As Chapman writes, this analysis can help the company seek a 
direction or review its strategy or position.  

 

According to Chapman the PEST analysis is a useful tool for understanding market 
growth or decline, and as such the position, potential and direction for a business 
(Chapman, 2006). In Monitor’s case the PEST analysis would look like this:  

 

Political forces 

The Finnish society is ready for new ICT companies. A good infrastructure is there 
waiting for new companies to start up their business. The attitude among the Finnish 
politicians is good. Laws have been renewed and the juridical decisions are up-to-date 
to reply to today’s challenges.  

The software product industry in Finland is a prime example of joint focused planning 
and action to support the industry, and these actions have clearly helped the industry. 

 

Economical forces 

Investors are constantly seeking for new ICT-investments. Taxation is good for the 
entrepreneur. Potential customers continually improve their business processes, creat-
ing a need for supporting IT systems. Customers eagerly pay well for systems giving 
them competitive advantages. The buying power in Finland is similar to that in Swe-
den.  
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Social forces 

Finland has always shown good results in education comparisons. This means that 
there are plenty of well educated people to employ in Finland.  

The business environment is in good shape. Finland has a skilful workforce and good 
international reputation as a working country. 

Finns are known as ambitious and honest workers 

 

Technological forces 

There is plenty of technological know-how in Finland.  

Monitor’s product is unique with its capability to be user-friendly and give advantage 
both to the user and the company using it without too much effort. 

Finland has top technological knowhow. Thanks to Nokia, a strong mobile cluster has 
developed in Finland, including versatile competencies in various sectors of wireless 
technology. Relative to the GDP, Finland is a major investor in technological R&D. 
Finland is actually one of the world leaders in R&D investments. 

 

As I pointed out before, a SWOT-analysis is very close to a PEST-analysis. The 
PEST-analysis describes more of the macro-environment where SWOT can describe 
even a single product or service or some smaller object or situation. SWOT-analysis 
tests the strengths, weaknesses, opportunities and threats of a specific subject. If we 
carry out a quick SWOT of Monitor’s chances in Finland it would look like this:  

 

S – The product is proved exceptional. A good product is a very good base to build a 
business on. In addition, the ownership-structure of the company can be a benefit if 
the owners stay committed. The owners can also allow a more long-term approach as 
opposed to the common short-term quarter-profit focus among most competitors. 

W - Lack of experience in international sales and markets. However, Monitor can 
plan its entry well and still be successful by being smart.  

O – The time is right. International expansion is a good opportunity for Monitor to 
continue growing. After Finland, Russia is a very interesting possibility for those who 
are brave enough to act now.  

T – To find competent people to run the business. Monitor needs to find people with 
business competence, language skills and strategic mindset.  

 

All the theories in this analytical framework are going to be used as a part of the 
evaluation whether to enter to the Finnish market proactively or not. I have chosen the 
analytical framework carefully according to Monitor’s needs. These theories are also 
chosen because they are simple to understand and can be used in many other circum-
stances for different purposes.  
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2. EMPIRICAL DATA       
 

Purpose and the content of the empirical data 

For the empirical study I have interviewed two different parties. As written earlier in 
the motivation of this study I have performed personal interviews with selected peo-
ple. The purpose of providing the opinions of the customer and business specialist is 
to give a wide overview of the subject to the reader and create a foundation for the 
upcoming recommendations and final conclusions.  

 

2.1. Customer’s point of view  
 

Monitor has only one real customer in Finland. This customer is Visko Teepak and it 
is a leading manufacturer of fibrous, plastic and cellulose casings for the global meat 
processing industry. To get the customer’s point of view I interviewed the person who 
is responsible for implementing and maintaining the Monitor business system, IT-
manager Dennis Winberg.  

 

Visko Teepak has used Monitor’s ERP-business system since 2003. There are about 
70 people in Visko’s headquarters using the system daily. In the year 2008 all of the 
company’s IT-systems will be re-evaluated. This might affect the use of the Monitor 
system positively or negatively. From the users’ point of view the Monitor system is 
said to be “very user friendly and easy to learn” (Winberg). But Monitor also has its 
weaknesses. The biggest weakness that Winberg mentions is that the Monitor com-
pany is growing too fast and that there are not enough people in the direct customer 
support. As an example the delivery times for tailored functions can be 16-20 weeks 
which is too long time to wait. Winberg also mentions that in case Monitor is coming 
to the Finnish market the company has to clarify who the target customer is and in 
which industry types the Monitor system functions best. “If Monitor would come to 
Finland the company should employ finnish-speaking trainers and salesmen. The 
company would certainly find its place in the Finnish market because the product is 
unique and very good in itself.” (Winberg).  

 

Customer potential  
 

In this section I discuss Monitor’s customer potential in Finland. There were 250 378 
registered companies in Finland in 2006. The amount of companies had increased by 
3.4 percent compared to 2005. There were a total of 1 377 732 people working in pri-
vate companies. Monitor’s focus is on small and middle-sized manufacturing compa-
nies. 98.8 percent of all the companies in Finland are small and have less than 50 em-
ployees. About 1 percent of all the companies in Finland are middle-sized (amount of 
personnel 50-249). (Statistics Finland, 2007). 29 percent of all working people work 
in the manufacturing industry. Of all Finnish companies, small and middle-sized 
companies produced almost half (48.9%) of the total turnover.  

According to Statistics Finland, the turnover of manufacturing in the January to 
March period in 2008 was 8.2 percent higher than in the corresponding period of the 
year before. Domestic sales grew by 6.8 percent and export turnover by 10.1 percent 
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from a year ago. The Index of turnover in industry describes enterprises whose main 
activity is manufacturing. The calculation of the indices is based on the Tax Admini-
stration's value added tax data which are supplemented with data obtained by Statis-
tics Finland's sales inquiry. The monthly turnovers of manufacturing enterprises can 
vary considerably, especially in the metal industries. The variation is mainly due to 
invoicing practices. The final invoice of major machinery deliveries and projects may 
be recorded in the sales of one month, even if the delivery had required the work of 
several months or years. (Statistics Finland) 

As of the data released in the beginning of May 2008, monthly trend indicators have 
been calculated with a revised method. The revision affects both the calculation 
method and the calculation system. (Statistics Finland) 

All these statistics shown above show that there are a lot of potential customers in 
Finland. The manufacturing industry is doing fine and there are lots of small and mid-
dle-sized companies. As a bonus, the stakes for manufacturing companies are raising, 
as more low-cost competitors emerge. In order to improve competitiveness, many 
companies are looking at new tools that can help them increase productivity and effi-
ciency. 

 

2.2. Business specialist’s point of view 
 

Invest in Finland is an expert service organisation promoting foreign direct investment 
in Finland. It assists companies to locate operations in Finland and is funded by the 
Ministry of Trade and Industry. Its main objectives are to deliver practical assistance, 
information, guidance and to find a good location and even partners for the companies 
that are ready to enter Finland. Services of Invest in Finland are free of charge.  

 

To get the business specialist’s point of view I interviewed the person who is respon-
sible for IT-cluster markets and new businesses in Finland, Investor director for the 
ICT-cluster Jari Ängeslevä.   

 

Monitor is part of the ICT (Information and Communication Technology) sector. The 
sector grows rapidly, 10 percent every year. Turnover of the sector is around 50 bil-
lion euros. The fastest growing industry in this sector is the gaming industry. The 
ICT-sector is divided into three different sub-sectors.  

 

 
 
Figure 5. ICT Sector in Finland. Source: Statistics Finland. www.stat.fi  
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Figure 6. ICT sector is divided into three different sectors: Goods, Service and Content production. 
Source and recommendation given by Statistics Finland.  
 

According to Ängeslevä the three most popular ways for foreign companies to enter 
the Finnish markets are merger, green field start-up and finding local partners.  

Merger is a good method when a company wants to progress quickly but stay in con-
trol. In a merger the company that wants to enter the new business market searches 
for a suitable company and buys it. Companies that merge successfully use to have the 
same profile, same kind of customers and personnel that work in the same way and 
have same values. In a green field start-up entry method the company that wants to 
enter the new market founds a subsidiary and employs personnel. This method re-
quires lots of energy, a good network and reliable people who already know the new 
market. To find local partners, re-sellers or distributors that start to sell the company’s 
product is also a viable method to enter the new market. This is a quick method, 
doesn’t require a lot of capital, but the company cannot control the business in the 
same way as through a company of its own. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 7. Three ways to enter the new market. Source: Ängeslevä.  
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The most common way to enter the Finnish market is a merger. Swedish companies 
are typically looking for companies with similar growth and similar type of personnel 
structure. The typical reason to enter to Finland is that a customer starts up an office 
in Finland and the service provider follows. Many Swedish companies also want to 
become leaders in the Nordic markets. To buy a company in Finland is estimated to 
cost a few million euros. A green field entry typically costs some hundred thousand 
euros per year. It’s a good consideration to found the company outside of the Hel-
sinki-region because of its expensive rents and labour, if cost is an issue. For Swedish 
companies the west coast i.e. Swedish-speaking part of Finland is a very good alterna-
tive. “Swedish companies invest a lot of money in the entry and usually the decision 
to enter the new market is very well considered” (Ängeslevä). The Swedish compa-
nies that have succeeded in Finland are also typically strong in their home markets. 
They are typically aggressive to seek growth which means more customers, more 
market share and bigger turnover.  

 

Many Swedish companies want to come to Finland and take advantage of the Russian 
and Baltic borders. Coming to the Finnish market is a natural and quite painless way 
to go international and reach the eastern markets. At the moment more than 1000 Fin-
nish companies are registered in Russia, and 4000 companies are co-operating with 
Russian companies. The commerce between Finland and Russia is growing very fast 
and it provides a good potential for Swedish companies.  

 

Finland is the only Nordic country with the euro. Other Nordic companies can deal 
their euro-business via an own company in Finland. This is a way to minimise cur-
rency risks. Company taxation is lower in Finland than in Sweden. Salary taxation is 
also lower and business laws are very much the same. Swedish is an official language 
in Finland. This appeals to many Swedish companies as all the registration- and other 
documents can be written in Swedish. All communication with authorities can be 
done in Swedish. 

  

According to Ängeslevä, Finland has a solid and sound ICT industry with strong key 
areas of expertise. Finland is an outstanding test market as a result of high user accep-
tance of new products and concepts, market size and IT penetration. A Swedish com-
pany can find qualified and competitive workforce with good language skills (easy to 
go international). ICT’s future in Finland seems bright. The mobile cluster is very 
strong and there is a strong competence and tradition in ICT. The biggest mobile 
phone company in the world, Nokia, has a strong influence: also subcontractors have 
become success stories. The Finnish economy is growing and doing well. Universities 
and high schools are educating more and more ICT professionals and they have good 
co-operation with companies. 

Competitors  

 

The ICT-business is changing rapidly and daily and therefore the competitor analysis 
becomes old information almost as soon as it is printed. A group of researchers from 
the Helsinki University of Technology have run a survey among software companies 
in Finland. Some of these results are important for Monitor to see and the results pre-
sented below when I describe the competitors in the field.  
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Regional Distribution of the Companies 
 

The ICT/software industry is geographically very concentrated in Finland, since 88 % 
of the companies are located in the proximity of technology centres and universities. 
In addition, 58 % of all the companies and 72 % of the large companies (i.e. compa-
nies, whose software product business revenue is over 3 million euros) are located in 
the capital district. Tampere and Jyväskylä are other districts with more than 20 com-
panies. Together, these three provinces hosted 74 % (70 % in 2006) of the responding 
companies.  

 

The regional distribution could indicate the reasons for the “centralisation” of the 
companies: six provinces representing the highest number of the responding compa-
nies have universities, which provide high-level technological education and technol-
ogy centres in the population centre. Despite a good infrastructure that enables tele-
commuting, and excellent communication networks, software product companies are 
still mostly located in the largest cities.  

 

The seven most popular Finnish cities, listed in figure 8, hosted 208 companies, which 
represents 75 % (71 % in 2005) of all of the respondents. The most popular cities 
were the same as in previous year’s survey. In Table 8 we present the software prod-
uct companies divided into five groups according to their revenue in these seven cit-
ies. The table also shows that the larger companies are mostly located in the technol-
ogy centres and in the major cities. 

 

 
Figure 8. Location of the Companies by City and Software Business Revenue. Source: Finnish Soft-
ware Product Business: Results of the National Software Industry Survey 2007-research. 
 

A possible explanation for the geographical concentration of software product com-
panies is the importance of technology centres and universities, which often enable 
networking and supporting services, highly valued by the software product compa-
nies. 

 

The age of the responding software product companies varied a lot. The average age 
of the responding companies was 11 years (13 in 2005) and the median age was 10 
years (11 in 2005). The share of young companies (age under 3 years) is 9 % (3 % in 



 
 

 25 

2005, 5 % in 2004). This year’s clearly greater share of young companies is a conse-
quence of the more thorough coverage of small (usually young) companies in the 
sampling frame than in previous years. The age distribution of software companies is 
presented in Figure 9. 

 
 
 
 

 
 
Figure 9. Age distribution of Software Product Companies 
 
 
 

2.3. Trends affecting the ICT market 
 

ICT-market is very sensitive to trends. One who can look forward and correctly pre-
dict the future can make lots of money, get good reputation and be successful in his 
business. Entering new business markets requires foreseeing and a willingness to take 
some risk. You can never really know if the investment will be fruitful or not. It’s im-
portant and necessary to read the reports about future trends and visions.  

 

By combining the  

1) theoretical facts and proven models,  

2) common sense,  

3) empirical findings and  

4) future visions 

 

the investment in new business in a new market is more likely to be successful. Based 
on these facts I find it very important to present the list of ten global information soci-
ety trends, presented to the Finnish Parliament’s Committee for the Future by Pekka 
Himanen in a report published in spring 2004. The description of the trends is not lim-
ited to the viewpoint of ICT investments, but they give a picture of the factors affect-
ing the ICT market.  

 

1. Toughening international taxation competition  

Countries often compete for investments and experts by lowering taxes.  
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2. New global distribution of work  

Routine production is moved to cheaper countries (the China Syndrome). Especially 
China and India have a strong upward trend going, but other winners include Indone-
sia, Pakistan, Russia and Brazil. In the more developed countries, routine work 
doesn’t have much of a future. These countries must specialise in creative work based 
on a higher level of competence, improving productivity through adding more value 
to the products and developing production processes. At the same time, the rising 
large developing countries offer a new large market to the products of the developed 
world, bringing on the next stage of economical growth.  

 

3. Ageing of the population  

In Europe, the ageing of the population is a major development. If the current trend 
continues in Finland, in 2030 one in four Finns will be over 65 years old and only one 
in six under 15. In the 1950s, almost one in third was under 15 and only one in four-
teen over 65. Already in 2020, the largest single age group will be women 73–74 
years old, while in 1996 it was men 48–49 years old. We are moving from a country 
of young people through the current middle aged period into a country of retirees. 
This will largely be a reality already in 2010, when the number of working people will 
be quickly decreasing.  

 

4. Increasing welfare pressures  

The ageing of the population creates financial problems for the welfare state, due to 
direct costs as well as the dependency ratio. At the same time, toughening interna-
tional tax competition and the new global distribution of work increase the pressure to 
cut the welfare state. The future of the welfare state is only possible by improving its 
productivity through innovations. The future of the welfare state is a creative welfare 
society.  

 

5. Stage two of the information society:  

From technological development to social development. During stage 1 of the infor-
mation society, the main focus of development was on the technical level, for example 
the network connections. During stage 2 (already in progress), the technical level con-
tinues to be developed, but the scope is extended to a wider social development, with 
the focus on changing the organisational methods of the operations. 

 

6. Rise of cultural sectors 

The information economy will gain ground especially in cultural sectors, such as mu-
sic, TV, films, games, and literature, design and learning materials. Technological 
convergence also has an effect on this, with digitalised content and convergence of the 
IT, telecommunications and media branches.  

 

7. Rise of the bioindustries  
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During the next development stage of the information society, bioindustries will rise. 
Together with IT, genetic engineering will become a central technology. Other rising 
areas include medicine, biotechnology and welfare technology. These are increasingly 
important due to the ageing of the population (cf. geotechnology, the field of technol-
ogy aiming at improving the life of the elderly).  

 

8. Regional concentration  

For the first time in the history, the global urbanisation rate has reached 50%. Large 
concentrations of competence have gained increasing control over innovations and the 
economy, because staying at the top of global competition requires large competence 
clusters. Regional concentration continues, and pressures for further concentration 
increase.  

 

9. Widening global divides  

With the current trend, inequality and exclusion become increasingly critical both 
globally and nationally. During the first stage of the information society beginning in 
the 1960s and ending at the turn of the millennium, the income difference between the 
poorest and the richest fifth of the world doubled. At present, the ratio is approxi-
mately 75:1. This development is maintained especially by the distorted global trade 
and the information gap between the developing and the developed countries, and the 
situation can only be improved by fixing these.  

 

10. Normalisation of the state of emergency  

The speed of development increases continuously, adding to the volatility of the 
economy and the constant state of emergency in working life. Deepening social gaps 
increase tension, which in turn increases pressure for keeping up the state of emer-
gency. Increasing instability characterises the development. In a risk society such as 
this, the challenge of sustainable development, seen from a human and ecological 
point of view, becomes crucial.  

 

In addition to these, there naturally are other major trends, which are left out of this 
review. Major issues of the development of the entire society include the advancement 
of democracy and the state of the environment. Correspondingly, important themes 
relating more directly to the technical level include information security and increas-
ing the number of network connections. Since these issues already are considered in 
the Government’s Information Society Programme, they will not be repeated here. 

 

3. CONCLUSIONS 
 

Monitor would certainly find its place in the Finnish software/ICT arena. According 
to this study the Finnish business field would be easy to enter. It’s near Sweden and 
the practical preparations necessary are quite similar to Sweden. Also, the possibility 
to use Swedish language in official meetings and documents makes things easier for a 
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Swedish company. I would recommend starting the preparations for entering the Fin-
nish market as soon as possible. The opportunity seems well worth the risk. 

 

3.1. Reflections on the analytical framework 
 

The decision of being passive or proactive will be made by Monitor’s leaders. The 
purpose of the results and reflections of this work is to give a basic understanding of 
the Finnish ICT-market and to show a way to use proven business models when 
evaluating decisions. Monitor has a great history and a real business story to tell. This 
is always fascinating and it would certainly be a part of the market entry strategy from 
the marketing point of view.  

 

Entry methods 

 

Since Monitor historically has taken a careful approach to new things, probably the 
best way to entry to the Finnish market would be to find a good re-seller / local part-
ner. This entry method does not need much financial investments and is quite free of 
risks in that way. It would be ideal to find a distributor that could complete its product 
palette with Monitor. The distributor would sell and market Monitor with local Fin-
nish-speaking salesmen. Monitor could all the time have control over the product 
sales and marketing. If the partnership would work well, Monitor could think of 
founding an own company or subsidiary in Finland. Also, if the partnership would fail 
it would not be a catastrophe for Monitor.  

 

If we look at Grant’s model of developing new capabilities (Grant, 2005) I would see 
merger as a possibility for Monitor to enter the Finnish market and create new capa-
bilities at the same time. Moreover, expanding the business is always a risk but it can 
also be a way to grow in a positive way. This is the idea behind Grants new capabili-
ties: to find a positive way to do something new and grow as a company. The green-
field start-up presented in the Ängeslevä-interview is also as good a possibility as the 
merger.  

 

Merger – If the company is in a hurry and want to reach some specific target i.e. to 
reach Russia markets via Finland or launch a new product before competitors. Merger 
needs to be done with the support of professional business people who can help to 
create contacts in Finland and help to find a suitable company to buy. The suitable 
company should have similar values and way to work as Monitor has. The company 
could be smaller than Monitor but profitable and creative. There are risks in a merger, 
too. Monitor has always been independent and has never merged with another com-
pany. The choice of the merger-partner should be done very carefully. Values that 
Monitor has should absolutely meet with the partner-company.  

 

Green field start-up. This method also suits Monitor if there is no urgency or particu-
lar timeline. In this case Monitor should find at least one trustworthy person who 
would lead the Finnish operations, create contacts, hire people, create the market-
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entry strategy and implement it with the help and support of Monitor’s leaders. Find-
ing a good manager for the start-up is very essential.   

 

Customers and competitors 

 

Monitor’s potential customers are typically in the manufacturing industry. This indus-
try branch is doing well and it has lots of small and medium-sized companies in 
Finland. The future looks bright. The big companies are not Monitor’s target segment 
but the sub-contractors of these big companies are exactly in the target group. This 
segment could be a starting point for Monitor.  

 

Monitor has already translated its ERP-system into the Finnish language. This makes 
the entry to the Finnish market easier. If Monitor would get more users for the Finnish 
version of its ERP-system it would soon cover the development/translation costs the 
Finnish version.  

 

From the competitor point of view Monitor should be systematic and keep the same 
target group that it has in the Swedish market. In this way Monitor could use the same 
marketing methods and understand the new market’s customers better. Also the busi-
ness strategy could better be localised to the new market if the target group would be 
same as in Sweden. It’s essential that Monitor would put effort into creating a proper 
marketing strategy.  

 

One of Monitor’s strengths is its user-friendly system that can really win a lot in a 
new environment. Monitor has always tested its business systems with real users. This 
is a good asset when Monitor is compared to its competitors.  

 

Monitor has been nominated as the best company among Swedish industrial workers 
(Sif-research, 1997). It has also got the User Awards –certificate as the first IT-
company in Sweden. These hard facts are good assets as well when planning market-
ing and communications actions in the new market. Monitor has done its product de-
velopment work in a different way compared to its competitors. When other software 
requires big computer systems can Monitor be installed easily with a CD or via the 
Internet on a normal PC. These little specific details are important for the end-user 
and customer that is deciding which system to use. 

 

Location 

 

If Monitor ends up in a merger with another company the location is already set. If 
considering a green field start-up, the location is one of the most crucial questions. In 
my earlier findings I have discovered that 88% of the companies are located near 
technology centres and universities. This issue might be more important than other 
facts. Being near technological education and technology centres is important for the 
development of the company. Finding competent and language-skilled people is easy 
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everywhere in Finland. If the company succeeds to be a good brand among the em-
ployees, there is no doubt that the right people will find their way to Monitor. Monitor 
works a lot in a virtual world so it’s not must to be in the Helsinki-area.   

 

Monitor is growing very fast. The location-question is also important because Monitor 
can use Finland as a gate to the east. As mentioned earlier, Monitor can start look at 
eastern markets via Finland. This is why it’s recommended to look for a location near 
major airports and boat connections. 

 

Legislation and official contacts 

 

As concluded in the PEST-analysis’ political part, Finland is ready for new ICT-
companies. Although Finland has its Finnish language as a very strong demand in 
business life it’s good to keep in mind that Swedish is another official language in 
Finland. This fact makes it easy for Swedish companies to enter the country. Also the 
long-lasting co-operation between Nordic countries makes the network work well. 
Monitor’s personnel is quite young. This is a great potential to use when going abroad 
and starting business abroad. Young people are often free of suspicious thoughts and 
they can already speak several languages and many are ready to work globally.  

 

Cultural differences 

 

There is not a big gap between cultural differences. Swedes and Finns have always 
worked successfully together and if the play is fair, everyone is happy. There are more 
similarities than differences in the cultural aspects. Sweden and Finland have a com-
mon history and Finland can offer all the official services in Swedish to the compa-
nies that need it. This is a big benefit and it makes it easier for Swedish companies to 
expand to the Finnish markets. 

 

Although Monitor would enter to the Finnish market it can still be a Swedish com-
pany and keep its traditions and values as they are.  

 

4. FINLAND FOR A SOFTWARE COMPANY 

 

Finland is one of the world leaders in innovations. Relative to the GDP, the Finnish 
R&D investments are the third largest in the world. Also the number of patents, espe-
cially in the ICT field, is among the highest of the world, when proportioned to popu-
lation. Well-known technologies and services originating from Finland include Linux, 
the SMS, ring tones and Internet banking services. Finland is also known as a pioneer 
in telecommunications. Finnish developers have had a strong influence, for example, 
on the development of the GSM and UMTS standards. There are also several other 
high technology areas for which Finland is globally known for within certain indus-
tries.  
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Due to the innovation-friendly business environment, Finland has remained at the cut-
ting edge of technological development. Enterprises, universities and research units 
work in close co-operation for research and development, strongly supported by the 
public administration. Despite the public investments, Finland is also one of the lead-
ing countries in commercial R&D investments (Invest in Finland, 2007). 

 

The following picture emphasises the fact that Finland is a forerunner in ICT business 
and a good possibility for a company like Monitor to go international.  

 

 
 
Figure 10:  
Factors of research and development in Finland, the G7 countries and in the world. Source: World 
Bank Knowledge Assessment Methodology, 2007.   
 

The foundations for competitiveness are in good shape. Finland has a skilful work-
force, good international reputation, and plenty of technological know-how. Regard-
ing the weaknesses – lack of experience in international sales and markets, lack of 
capital funding, and resource and competence gaps of small companies – these have 
been addressed by several focused development programs. (Rönkkö et al, 2007). 

 

The most common way to start a business in Finland is to merge with some Finnish 
company. Swedish companies are typically looking for companies with similar 
growth and similar type of personnel structure. A typical reason to enter to Finland: 
the customer starts its office in Finland, and the service provider follows after. 

Many Swedish companies want to become leaders in the Nordic markets and that 
means that they have to have actions in Finland, too. (Ängeslevä).  
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Reasons to come to Finland 

 

Invest in Finland has searched for reasons why ICT companies want to enter Finland. 
As a result of their research they have compiled the following list that explains in a 
nutshell the reasons to enter the Finnish market.  

 

� Finland has top technological know-how. Thanks to Nokia, a strong mobile 
cluster has developed in Finland, including versatile competencies in various 
sectors of wireless technology. Relative to the GDP, Finland is a major inves-
tor in technological R&D. Finland is one of the world leaders in R&D invest-
ments.  

� Most of Nokia’s R&D operations are located in Finland. More than 60% of 
the product development of the world’s largest mobile phone manufacturer is 
done in Finland.  

� Truly new innovations are developed in Finland. Finnish enterprises are 
known for utilising their own ideas, not copying those of others.  

� Labour loyalty is high in Finland. Employees typically stay with the same 
employer for a long time.  

� Labour is cost-efficient. Trained workforce is more affordable in Finland 
than in other Western European countries or the U.S.  

� High and consistent level of education. The Finnish school system has 
proven itself in international comparisons, and there are no large differences in 
the level of education, for example, between social classes. Thus, competence 
is high on all levels of the business organisations.  

� Excellent knowledge of the English language. English is commonly used in 
business operations.  

� The willingness to operate internationally. Due to a limited home market, 
Finnish enterprises are used to expanding internationally.  

� The Finnish corporate culture is well-suited for the fast decision-making 

necessary in the technology industry. The moral responsibility of the em-
ployees is high and no separate work supervisory level is necessary in the or-
ganisations. Employees carry the responsibility of their actions. Less organisa-
tional levels are needed, which keeps costs low. This is especially beneficial in 
the ICT business, where quick changes and fast decisions are necessary.  

 

Registration of a company in Finland 

Business can be conducted as a private entrepreneur, as a partnership or limited liabil-
ity company formed of one or more individuals or legal entities, or a cooperative. A 
foreign entrepreneur may also establish a branch in Finland. In certain circumstances, 
those not resident/domiciled in the EEA need a permit from the National Board of 
Patents and Registration. While the establishment of a partnership (general or limited 
partnership) does not require adherence to any specified form, a written agreement 
should always be made for the trade register. For legal purposes, limited liability 
companies and cooperatives are only established when they have been entered in the 
trade register maintained by the National Board of Patents and Registration. 

Enterprises submit the basic declaration to the trade register using the start-up notifi-
cation, with which they may also apply for registration in the trade register, employer 
register, prepayment register and/or VAT register. (Enterprise Finland, 2008) 
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Taxes 

In Finland, the State, the Municipalities, the Evangelic Lutheran Church and the Or-
thodox Church all have the power to levy taxes. Payable taxes are either indirect or 
direct. Direct taxes include state income tax, wealth tax, inheritance and gift tax, and 
asset transfer tax - which are payable to the State - municipal tax payable to the ap-
propriate Municipality and church tax payable to the Church. Indirect taxes are levied 
and accounted to the State by taxpayers. The final tax burden is transferred to the 
buyer in the prices of products. Indirect taxes include value added tax, excise and cus-
toms duties.  

 

Employment contracts 

In employment contracts and employment relationships, employers must comply with 
the minimum requirements on employment terms and conditions stated in a nation-
wide collective labour agreement considered to be representative in the sector. An 
employee posted to Finland is entitled to the salary determined by a universally valid 
Finnish collective labour agreement for the sector. According to the Employment 
Contracts Act, the employer must provide the employee with a description of the most 
essential terms and conditions of employment if they are not indicated on a written 
employment contract. The employer has a statutory obligation to take out accident and 
pension insurance for the employees; the employees are also provided with group life 
assurance and unemployment insurance in connection with the statutory accident in-
surance. The employer must arrange for statutory occupational health care. The em-
ployer is responsible for paying any withheld taxes and social security contributions 
to the tax authorities, and for submitting annual notifications to the tax authorities, and 
the pension and accident insurance companies, with information on the wages and 
salaries paid to employees. (Enterprise Finland, 2008) 
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More Information for a company that seeks a business opportunity in Finland 

can be found at the following instances:  

 Information on business opportunities in dif-
ferent sectors and how to start a company in 
Finland 

Ministry of Trade & Industry: Entrepreneurship Policy Programme, devel-
opment of enterprises, financing, operating 
environment, industrial property rights, ac-
counting, auditing 

Start-up Grants for Entrepreneurs: Ministry of Labour - Grants for unemployed 
job-seekers aiming to be self-employed (PDF 
- requires Acrobat Reader)  

Europa: Activities of the European Union for enter-
prises, guide to European law 

Tekes: The National Technology Agency of Finland; 
public organisation providing funding and ex-
pert services for development projects  

Sitra: The Finnish National Fund for Research & 
Development; independent public foundation 
providing development and financial services 

Finnvera: Provides risk financing to small and medium-
sized enterprises with a sound business idea  

T&E Centres: Employment & Economic Development Cen-
tres; support and advice for small and me-
dium-sized enterprises 

SME Foundation: Develops and promotes business manage-
ment skills and offers consultancy services for 
small and medium-sized enterprises 

Finpro: Provides services, support and information to 
help Finnish companies enter the international 
market (Finn / Eng / Swed) 

Federation of Finnish Enterprises: The largest central business organisation in 
Finland, lobbying for entrepreneurial interests 

Confederation of Finnish Industries: Safeguards and promotes the competitive-
ness of Finnish business 

Federation of Finnish Commerce: Promotes the interests of commerce and 

trade 

Chamber of Commerce of Finland: Monitors the joint interests of all enterprise 
and strives to improve the climate for busi-
ness 

Finlex: A database of translations of Finnish acts and 
decrees into other languages, mostly English. 
Free 

Suomi.fi: Online forms in English, Finnish and Swedish 
from numerous government authorities, agen-
cies and organizations 

 
 
Figure 11. Information sources for a foreign company that comes to the Finnish market.  
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