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Introduction 
Modernization of Russian economy and industry has been one topic of the state during last years. In the 
year 2009 key areas for economic modernization in which breakthroughs must be achieved were announced 
by president Dmitry Medvedev’s “Rossiya vpered” policy statement. These areas are energy efficiency and 
new fuels, medical technologies and pharmaceuticals, nuclear power engineering, information technologies 
and space and telecommunications. Modernization as a process has mainly concentrated on developing 
Russian industries and infrastructure. 

Modernization in Finnish industrial companies is normally an on-going process and its main target is to 
achieve and maintain national and international competitiveness of the company. Modernization in this 
meaning could and should cover all activities of the company like: 

! Sales and marketing 
! Production resources and processes 
! Supply chain management 
! Product and service development processes 
! Human relations issues 
! Quality and environmental system issues 
! Administration 
! Management processes 
! ICT systems and tools to support above mentioned issues 

Modernization in this broad meaning is supported by many organizations in Finland like the Federation of 
Technology Industries. 
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Why Finland? 
Finland offers a first-class innovation and business environment. Starting a business is easy and fast, and 
highly educated people and public research and development funding is readily available. 

 

Competitive business environment 
The World Economic Forum's Global Competitiveness Report (2013-
2014) (http://www.weforum.org/reports/global-competitiveness-
report-2013-2014) has ranked Finland as the third most competitive 
nation in the world for the second consecutive year. 

According to the Nordic Growth Entrepreneurship Review 2012 
(http://www.nordicinnovation.org/Publications/nordic-growth-
entrepreneurship-review-2012/). Finland has the best framework 
conditions for entrepreneurship in Nordic countries. 

Finland is an easy operating environment for businesses, with 
minimal bureaucracy and stable and competitive economy. 

 

 

Easy access to R&D funding 
Both public and private sector invest in research and development. 
Tekes is the main public innovation funder in Finland. 

Finland invested 3.6% of GDP in R&D in 2012. This is a very high 
figure among OECD countries. 

 

 

Innovation leader 
In the Innovation Union Scoreboard 2013 
(http://ec.europa.eu/enterprise/policies/innovation/policy/innovation-scoreboard/) Sweden, Germany, 
Denmark and Finland are the four innovation leaders in the European Union. 
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Modernisation theory 
Modernization theory is a theory used to explain the process of modernization within societies. 
Modernization refers to a model of a progressive transition from a 'pre-modern' or 'traditional' to a 'modern' 
society. The theory looks at the internal factors of a country while assuming that, with assistance, 
"traditional" countries can be brought to development in the same manner more developed countries have. 
Modernization theory attempts to identify the social variables that contribute to social progress and 
development of societies, and seeks to explain the process of social evolution. Modernization theory is 
subject to criticism originating among socialist and free-market ideologies, world-systems theorists, 
globalization theorists and dependency theorists among others. Modernization theory not only stresses the 
process of change, but also the responses to that change. It also looks at internal dynamics while referring to 
social and cultural structures and the adaptation of new technologies. 

Some nations, including China, see modernization as a guide to rapid development. As a nation that 
developed later than others, some believe that "China's modernization has to be based on the experiences 
and lessons of other countries." 

Modernization theory maintains that traditional societies will develop as they adopt more modern practices. 
Proponents of modernization theory claim that modern states are wealthier, more powerful, and that their 
citizens are freer to enjoy a higher standard of living. Developments, such as new data technology and far 
rans or the need to update traditional methods, it is argued, make modernization necessary or preferable. 
This view makes critique of modernization difficult, since it implies these developments control the limits of 
human interaction, and not vice versa. It also implies that it is purely up to human being to control the speed 
and severity of modernization. Supposedly, instead of being dominated by tradition, societies undergoing the 
process of modernization typically arrive at governance dictated by abstract principles. Traditional religious 
beliefs and cultural traits usually becomes less important as modernization takes hold. 

Historians link modernization to the processes of urbanization and industrialization, as well as to the spread 
of education. As Kendall (2007) notes, "Urbanization accompanied modernization and the rapid process of 
industrialization." In sociological critical theory, modernization is linked to an overarching process of 
rationalisation. When modernization increases within a society, the individual becomes that much more 
important, eventually replacing the family or community as the fundamental unit of society. 

Source: www.wikipedia.org  

The modernization Theory is pretty complicated and wide. We will be concentrated to the practical advises 
focusing to SMEs. 
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Why to modernize the company 
Modernization of company is the series of the changes, which should increase the competitiveness of the 
company in a changing environment. 

There are pro and contra arguments to entering the modernization process: 

 

PRO CONTRA 

New working tools increase the efficiency of 
production 

The investments to working tools could be too high 
for SMEs 

New working methods will increase the effectiveness 
of the employees 

High-qualified and expensive personnel are needed.  

News customer relationship system will increase the 
sales 

Personnel might be against new working methods 

Internationalization of the business is opening of new 
markets 

Business health of company shall be strong to go 
internationally 

Modernization of accounting system provides the 
better planning of the financial resources 

Changes in accounting system might influence to 
“stable working system” 

Investments to R&D bring new competitive 
advantages 

Investments to R&D is a big financial threat for the 
company 

Positive changes in development Risk to break the company by unneeded changes 

 

No doubt, that every company shall make a huge homework 
before entry to modernization process. 

Usually, company is hiring a special consulting companies, 
which carefully planning the modernization process, check 
the tools, which will modernize the existing process, and 
make the staff development plan, which is absolutely 
necessary to implement all modern changes in the company 
day-to-day life. 

It is a good habit for owners of the company to start from the 
checklist or self-assessment tool, which will highlight the 
needs of company in modernization. The sample of the 
modernization self-assessment questionnaire is presented at 
Annex 1. 

The results of the self-assessment is a starting point on a 
long step by step modernization process, which will influence 
to the all aspects of the company development. 

Let’s see what kind of tools are available to modernize the 
company at every stage both in Russia and Finland. 
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What size of the company is good for modernization? 
In fact, every company is ready for modernization. The issue is how deep and 
fast you are going to developing. 

The first issues to check are  

! how big is your company 
! do you have a company structure 
! what is turnover per employee 
! do you have persons, which cannot be replaced 
! do you have job description for every employee, does it cover the whole 

activities of the company 
! how good you are with usage of subcontractors 
! is it education of your staff is good enough 
! do you have people speaking foreign languages 
! do you have protected intellectual property 
! are you ready to go international 

It is essential that company is doing SWOT and PEST analyses before starting 
the modernization activities. 

 

 

SWOT and PEST analyses will help to answer the questions: how good is your company and if business 
environment are ready for innovative and modernized companies. 

There is a certain understanding that Business environment in Finland is ready for innovations but Russian 
one is not. In fact, there are several good signs that Russian economy is looking for innovations and modern 
companies. Indeed, the business environment in Russia is far away from the best practices of European 
countries and China. 

Certainly, we have to understand that modern innovative companies are not stalled by single market but 
enjoying the international approach. St.Petersburg and Leningrad oblast based companies have a special 
privilege, comparing to most other Russian companies, on nearby location to EU border.  

We will study how to use this advantage on developing the existing business. 

SWOT Analyse 

Strengths Weaknesses 

 

 

Opportunities Threats 

 

PEST Analyse 

Political Economic 

 

 

Social Technology 
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Marketing and Sales 
Huge booming in marketing and sales is going on around the world. E-commerce is sounds like an old-
fashion even if it was huge break-down decade ago. The Web and social media have changed how people 
learn about products and services. According to David Meerman Scott's book "The New Rules of Marketing 
& PR," "millions of people use the Web for doing detailed research on products and services," and for many, 
search engines are the first stop for people considering major purchases. Modern marketing tools work not 
through pushy product-speak, but by delivering useful information that's easy for potential customers to find. 
(Read more : http://www.ehow.com/info_7770717_modern-marketing-tools.html) 

Let’s overview what new Sales and Marketing tools available now for modern companies, which are 
available for most of companies with very modest marketing budget. 

Blogging 
Blogging isn't just a way to get your company's information 
out there, but a way to get involved in conversation. 
People blog about all kinds of topics, including those 
relevant to your company and its services. Get out there 
and join the dialog---or start it. Don't make your blog into 
another piece of advertising copy. Talk around your 
products, writing about issues and trends relevant in your 
industry. For example, a Web design software 
manufacturer shouldn't blog directly about the benefits of 
their products, but should show knowledge by writing posts 
about usability, online animation trends and XML. If you 
have trouble building traffic, get yourself back on track by 
remembering that the Internet is a social place. Meerman 
Scott recommends commenting on other peoples' blogs to 
increase interest in your own. 

Widgets 
Relevant for both your blog and any press releases you're 
putting on your website, widget tags can help you spread 
the word about your business and its products. Jeremiah 
Owyang, industry analyst at Altimeter Group, coined the 
term "viral chicklets" to describe these buttons often found 
at the bottom of articles and posts. These buttons link to 
popular content-sharing sites, some of which generate lists 
of top stories through user votes (Digg and Delicious). 
Other buttons, such as those that link to Facebook and 
Twitter, allow people to share content with their friends via 
personal news feeds. 

RSS 
On top of widgets, marketers can add RSS (Really Simple Syndication) links to their pages and blogs so 
subscribers can easily keep tabs on changes and updates. When customers click the link to subscribe to 
your feed, new posts get reported in their RSS feed readers. These readers allow users to see what's new 
on all of their favorite websites on just one screen. Meerman Scott suggests that marketers get on board the 
RSS wagon by trying out the technology themselves. RSS is a great way to stay on top of industry news and 
developments. Feed readers are built into many Web browsers. 

Going Viral 
When something goes viral on the Internet, that means that it's suddenly started getting a lot of attention and 
a lot of user views. Viral content is usually entertaining or controversial, and most people associate the term 
with the popular video-sharing site YouTube. The key to making a video for your company go viral is thinking 
beyond the traditional TV commercial to produce something savvy, sly and authentic. People don't tend to 
pass along sales pitches, but they do pass along parody, controversy and stories that feel real. 
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Twitter, Facebook, Vkontakte Accounts 
These two popular social networking sites give you another way to listen in on and participate in 
conversations with their customers. Use Twitter similar to how you might use a blog, providing timely 
opinions and updates to stir up conversation. You could even operate more than one Twitter account---a 
corporate feed for press release-style information, and an company expert feed to weigh in on relevant 
debates without explicitly mentioning your products and services. Facebook gives customers a way to show 
preference for favorite brands by liking company pages. If possible for your line of business, consider 
offering exclusive perks to people who visit your Facebook page by posting them on your wall, along with 
company news. Watch your Facebook news feeds follower posts for customer comments and complaints. 
Follow up quickly to gain a reputation as a company that cares. 

Customer Relationship Management (CRM) 
The thinking used to be that CRM was setup by IT for 
sales, and that marketing need not worry themselves 
about it. However, with a drive towards accountable, 
ROI-focused marketing, that equation has changed. 
Effective marketers need to know as much as they can 
about customers in order to find more like them. For 
modern marketers to understand the activities that drive 
not just top-of-funnel leads but leads that convert to 
customers — and the different dollar values those 
customers represent — it’s critical that marketing is 
wired into the CRM system (and that everyone actually 
USES it, but that’s a post for a different day). 

Salesforce.com revolutionized the CRM space in 1999 
by making it easy to buy CRM with a credit card and little 
to no IT involvement. Other large players in the space include Microsoft Dynamics CRM (on-premise and 
cloud), Sugar CRM, Sage CRM, Oracle and countless others. Again, much like with a CMS, it’s critical to 
look at what your needs are and what systems you want to integrate. 

Future of Sales and Marketing: Web 2.0 

Marketing  2.0  and  Sales  2.0:  More  than  Just  Fashion  

The web is causing drastic changes in how buyers evaluate products and vendors. Marketers and sales reps 
who want to stay competitive must upgrade to new lead generation and CRM marketing processes and 
technologies. So, “Sales 2.0” and “Marketing 2.0” aren’t just buzzwords – they actually describe the radical 
reboot of the sales and marketing functions. To understand what this reboot really consists of, let’s review 
how marketing and sales functioned in a business to business (B2B) context before this sea change. 

Sales  and  Marketing,  Back  in  the  Day  

Not long ago, marketing was still mostly about advertising and branding. 

Marketing budgets were heavy on print and broadcast, making it very difficult to measure the exact return on 
any marketing expense. Furthermore, when marketing did result in leads (through direct mail or trade 
events), there was no reliable way to understand what happened after Marketing passed them over to Sales. 

Meanwhile, what was Sales up to? They were doing a lot of prospecting and cold calling because most of 
the so-called “leads” from Marketing weren’t very useful. Established sales reps relied on connections into 
key accounts and milked them for years, mostly interacting in person or over the phone. In one respect, 
sales reps had it easy: customers and prospects had few ways of finding out about the value of different 
solutions other than by contacting salespeople. 

How  Have  Sales  and  Marketing  Changed?  

Today, every organization right down to your local hairdresser has email and a website. Larger organizations 
have customer relationship management (CRM) systems integrated with various technologies to track, 
automate, and report on customer and prospect interactions. All of this marks a huge change in the 
environment for sales reps and marketers. 

But the biggest change in today’s environment is that the buyer is driving the sale. In the past, sales reps 
controlled much of the information prospects needed to evaluate solutions and make buying decisions. 
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Today, with just one Google search, prospects can gather a tremendous amount of information, and even 
come to a buying decision on a large-ticket item, without ever speaking to a sales rep. 

The  Birth  of  Marketing  2.0  

To adapt to this new environment, marketers have 
completely revamped their investments. Instead of print and 
broadcast advertising, marketers are focused on inbound 
marketing and online marketing tactics such as social 
media, search engine optimization (SEO), and pay per click 
(PPC) advertising. Company websites are monitored in real 
time and integrated with CRMs so that incoming leads can 
be rated for quality and the good ones routed quickly to the 
right sales reps.  

Marketers have also been pushing productivity by 
automating many processes that were either manual or 
impossible just a few years ago. So, for instance, prospects 
who are not quite ready to be contacted by a salesperson 
can now be put into automated email lead nurturing 
programs that keep the marketer’s brand on the prospect’s 
mind until they are ready to buy. 

But the greatest gain from the Marketing 2.0 revolution is 
that marketers can now get a comprehensive view of 
exactly how their investments have resulted in increased 
revenue, and can prove to the sales team the value of 
online marketing. 

Where  Does  Sales  2.0  Fit  In?  

The revolution has not left salespeople behind. Good sales reps have developed new ways to connect with 
and influence buyers. Instead of cold calling, they’re active in social media and focused on building 
relationships with key influencers. They’ve become LinkedIn ninjas – mining the online community for 
company and contact data. Reps are also hyper-focused on how prospects are accessing online content and 
responding to email campaigns, using specialized tools to compile all the data they need before making that 
all-important first phone call.  

With CRM marketing, sales managers have new ways to monitor and manage sales reps and the pipeline. 
At the executive level, Sales and Marketing VPs are working hand in hand to analyze lead and demand 
generation and close rates of each stage of the sale. In the process, they’re working toward revenue 
performance management and “one view of the truth” – a comprehensive view of exactly how revenue is 
created and what levers they can pull to accelerate it. (see more at http://www.eloqua.com/resources/best-
practices/sales-marketing.html). 
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Supply Chain Management 
Supply chain management (SCM) is the management of 
the flow of goods. It includes the movement and storage 
of raw materials, work-in-process inventory, and finished 
goods from point of origin to point of consumption. 
Interconnected or interlinked networks, channels and 
node businesses are involved in the provision of 
products and services required by end customers in a 
supply chain. Supply chain management has been 
defined as the "design, planning, execution, control, and 
monitoring of supply chain activities with the objective of 
creating net value, building a competitive infrastructure, 
leveraging worldwide logistics, synchronizing supply with 
demand and measuring performance globally." 

SCM draws heavily from the areas of operations management, logistics, procurement, and information 
technology, and strives for an integrated approach. (see more at wikipedia.org) 

Supply chain management 2.0 (SCM 2.0) 
Building on globalization and specialization, the term "SCM 2.0" has been coined to describe both changes 
within supply chains themselves as well as the evolution of processes, methods, and tools to manage them 
in this new "era". The growing popularity of collaborative platforms is highlighted by the rise of TradeCard’s 
supply chain collaboration platform, which connects multiple buyers and suppliers with financial institutions, 
enabling them to conduct automated supply-chain finance transactions. 

Web 2.0 is a trend in the use of the World Wide Web that is meant to increase creativity, information sharing, 
and collaboration among users. At its core, the common attribute of Web 2.0 is to help navigate the vast 
information available on the Web in order to find what is being bought. It is the notion of a usable pathway. 
SCM 2.0 replicates this notion in supply chain operations. It is the pathway to SCM results, a combination of 
processes, methodologies, tools, and delivery options to guide companies to their results quickly as the 
complexity and speed of the supply chain increase due to global competition; rapid price fluctuations; surging 
oil prices; short product life cycles; expanded specialization; near-, far-, and off-shoring; and talent scarcity. 

SCM 2.0 leverages solutions designed to rapidly deliver results with the agility to quickly manage future 
change for continuous flexibility, value, and success. This is delivered through competency networks 
composed of best-of-breed supply chain expertise to understand which elements, both operationally and 
organizationally, deliver results, as well as through intimate understanding of how to manage these elements 
to achieve the desired results. The solutions are delivered in a variety of options, such as no-touch via 
business process outsourcing, mid-touch via managed services and software as a service (SaaS), or high-
touch in the traditional software deployment model. 
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Personnel and organizational culture 
Models of the employment relationship 
Scholars conceptualize the employment relationship in 
various ways. A key assumption is the extent to which the 
employment relationship necessarily includes conflicts of 
interests between employers and employees, and the form 
of such conflicts. In economic theorizing, the labor market 
mediates all such conflicts such that employers and 
employees who enter into an employment relationship are 
assumed to find this arrangement in their own self-interest. 
In human resource management theorizing, employers 
and employees are assumed to have shared interests (or 
a unity of interests, hence the label “unitarism”). Any 
conflicts that exist are seen as a manifestation of poor 
human resource management policies or interpersonal 
clashes such as personality conflicts, both of which can 
and should be managed away. From the perspective of 
pluralist industrial relations, the employment relationship is 
characterized by a plurality of stakeholders with legitimate 
interests (hence the label “pluralism), and some conflicts of 
interests are seen as inherent in the employment 
relationship (e.g., wages v. profits). Lastly, the critical 
paradigm emphasizes antagonistic conflicts of interests between various groups (e.g., the competing 
capitalist and working classes in a Marxist framework) that are part of a deeper social conflict of unequal 
power relations. As a result, there are four common models of employment: 

1. Mainstream economics: employment is seen as a mutually advantageous transaction in a free 
market between self-interested legal and economic equals 

2. Human resource management (unitarism): employment is a long-term partnership of employees and 
employers with common interests 

3. Pluralist industrial relations: employment is a bargained exchange between stakeholders with some 
common and some competing economic interests and unequal bargaining power due to imperfect 
labor markets 

4. Critical industrial relations: employment is an unequal power relation between competing groups that 
is embedded in and inseparable from systemic inequalities throughout the socio-politico-economic 
system. 

These models are important because they help reveal why individuals hold differing perspectives on human 
resource management policies, labor unions, and employment regulation. For example, human resource 
management policies are seen as dictated by the market in the first view, as essential mechanisms for 
aligning the interests of employees and employers and thereby creating profitable companies in the second 
view, as insufficient for looking out for workers’ interests in the third view, and as manipulative managerial 
tools for shaping the ideology and structure of the workplace in the fourth view. (see Wikipedia.org for more 
details) 

Globalization and employment relations 
The balance of economic efficiency and social equity is the ultimate debate in the field of employment 
relations. By meeting the needs of the employer; generating profits to establish and maintain economic 
efficiency; whilst maintaining a balance with the employee and creating social equity that benefits the worker 
so that he/she can fund and enjoy healthy living; proves to be a continuous revolving issue in westernized 
societies. 

Globalization has effected these issues by creating certain economic factors that disallow or allow various 
employment issues. Economist Edward Lee (1996) studies the effects of globalization and summarizes the 
four major points of concern that affect employment relations: 

 

1. International competition, from the newly industrialized countries, will cause unemployment growth 
and increased wage disparity for unskilled workers in industrialized countries. Imports from low-wage 
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countries exert pressure on the manufacturing sector in industrialized countries and foreign direct 
investment (FDI) is attracted away from the industrialized nations, towards low-waged countries. 

2. Economic liberalization will result in unemployment and wage inequality in developing countries. 
This happens as job losses in uncompetitive industries outstrip job opportunities in new industries. 

3. Workers will be forced to accept worsening wages and conditions, as a global labor market results in 
a “race to the bottom”. Increased international competition creates a pressure to reduce the wages 
and conditions of workers. 

4. Globalization reduces the autonomy of the nation state. Capital is increasingly mobile and the ability 
of the state to regulate economic activity is reduced. 

What also results from Lee’s (1996) findings is that in industrialized countries an average of almost 70 per 
cent of workers are employed in the service sector, most of which consists of non-tradable activities. As a 
result, workers are forced to become more skilled and develop sought after trades, or find other means of 
survival. Ultimately this is a result of changes and trends of employment, an evolving workforce, and 
globalization that is represented by a more skilled and increasing highly diverse labor force, that are growing 
in non standard forms of employment (Markey, R. et al. 2006). 

Alternatives 

Workplace  democracy  

Workplace democracy is the application of democracy 
in all its forms (including voting systems, debates, 
democratic structuring, due process, adversarial 
process, systems of appeal) to the workplace. 

Self-‐employment  

When an individual entirely owns the business for 
which he or she labors, this is known as self-
employment. Self-employment often leads to 
incorporation. Incorporation offers certain protections 
of one's personal assets. 

Volunteerism  

Workers who are not paid wages, such as volunteers, are generally not considered as being employed. One 
exception to this is an internship, an employment situation in which the worker receives training or 
experience (and possibly college credit) as the chief form of compensation. 

Indenturing  and  slavery  

Those who work under obligation for the purpose of fulfilling a debt, such as an indentured servant, or as 
property of the person or entity they work for, such as a slave, do not receive pay for their services and are 
not considered employed. Some historians suggest that slavery is older than employment, but both 
arrangements have existed for all recorded history. Indenturing and slavery are not considered compatible 
with human rights and democracy. 

What organizational structure to select? 
The organization structure is strongly depends on the main activities of the company. Please, check the 
following examples: 

IT  industry  

Here we can see many examples of the “off-shore” employment. Your employees can be distributed around 
the world. The contracts can be case-by-case or procurement type. In many cases you need only key 
workers staying full-time for the company and administrative staff. 

Professional  network:  lawyers,  bookkeepers,  consultants  

The grid structure is common in these areas of activities. Self-employment is a keyword. There are several 
successful examples, when network of professionals are successfully competing to large professional 
companies. 
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e-‐commerce  

Most e-commerce type of companies are widely using subcontracting on most stages of the business 
focusing to sales.  

Industrial,  production  companies  

Here we can see most traditional way of the company organizational structure. Meanwhile, modernization is 
requiring new approach even in these traditional sector based on huge subcontracting capacity from China 
and other countries. There are many examples, that industrial companies are the part of the global networks, 
sharing local marketing and sales efforts. Here we need more and more personnel, which is able to work in 
international environment. 

There are many other examples, demonstrating modern approach even in very traditional sectors of 
activities. Fact is, that employers request more skills from personnel based on growing international 
activities. 

Staff education 
A huge number of training companies in specific fields are 
offering the professional education. The needs for that type 
of education would stay for a while. But what new training 
tools are available on the market. 

Open education  
Open education is a collective term to describe institutional 
practices and programmatic initiatives that broaden access 
to the learning and training traditionally offered through 
formal education systems. The qualifier "open" of open 
education refers to the elimination of barriers that can 
preclude both opportunities and recognition for participation 
in institution-based learning. One aspect of openness in or 
"opening up" education is the development and adoption of 

open educational resources. 

Institutional practices that seek to eliminate barriers to entry, for example, would not have academic 
admission requirements. Such universities include The Open University in Britain and Athabasca University 
in Canada. Such programs are commonly distance learning programs like e-learning, mooc and 
opencourseware, but not necessarily. Where many e-learning programs are free to follow, the costs of 
acquiring a certification may be a barrier, many open education institutes offer free certification schemes 
accredited by organisations like UKAS in the UK and ANAB in the USA where others offer a badge. 

Open education is motivated by a belief that learners desire to exercise agency in their studies. Specifically, 
people engaged in the learning process want: to conduct inquiries about potential topics of study; to have a 
hands-on educational experience instead of a strictly textbook-focused education; to take responsibility for 
their educational decisions; to experience the emotional and physical side of education; to understand how 
education and community are related; and, to have personal choice in the focus of their classroom studies. 

e-Learning 
E-learning (or eLearning) is the use of electronic media and information and communication technologies 
(ICT) in education. E-learning is broadly inclusive of all forms of educational technology in learning and 
teaching. E-learning is inclusive of, and is broadly synonymous with multimedia learning, technology-
enhanced learning (TEL), computer-based instruction (CBI), computer managed instruction, computer-based 
training (CBT), computer-assisted instruction or computer-aided instruction (CAI), internet-based training 
(IBT), web-based training (WBT), online education, virtual education, virtual learning environments (VLE) 
(which are also called learning platforms), m-learning, and digital educational collaboration. These alternative 
names emphasize a particular aspect, component or delivery method. 

E-learning includes numerous types of media that deliver text, audio, images, animation, and streaming 
video, and includes technology applications and processes such as audio or video tape, satellite TV, CD-
ROM, and computer-based learning, as well as local intranet/extranet and web-based learning. Information 
and communication systems, whether free-standing or based on either local networks or the Internet in 
networked learning, underlay many e-learning processes. 

E-learning can occur in or out of the classroom. It can be self-paced, asynchronous learning or may be 
instructor-led, synchronous learning. E-learning is suited to distance learning and flexible learning, but it can 
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also be used in conjunction with face-to-face teaching, in which case 
the term blended learning is commonly used. 

Coursera 
Coursera is a for-profit educational technology company founded by 
computer science professors Andrew Ng and Daphne Koller from 
Stanford University that offers massive open online courses (MOOCs). 
Coursera works with universities to make some of their courses 
available online, and offers courses in physics, engineering, 
humanities, medicine, biology, social sciences, mathematics, business, 
computer science, and other subjects. Coursera has 7.1 million users 
in 641 courses from 108 institutions (April, 2014). 

Coursera is a good example of the free training for staff in the 
company. Business courses are covering all major aspects of the 
modern company development. For example: 

! Competitive Strategy 
! Supply Chain Management: A Learning Perspective  
! Advanced Competitive Strategy 
! An Introduction to Financial Accounting 
! Social Entrepreneurship 
! Introduction to Public Speaking 

And may others. Education is for free, supporting the skills of the company’s personal. 
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R&D, production and innovation 
Modernization is meaning the daily investments to 
companies’ innovative products and services. We have 
considered different aspects of the changing the business 
structure of the company and human resources. Why to 
invest to new products? It is about competition on the 
market. Only innovative companies have the opportunities 
to succeed in changing world. 

Good example is Finnish Nokia, which was a huge 
success of Finnish technology and world leader in mobile 
technologies. Unfortunately, wrong estimation of the new 
player – Android – has bring company to very difficult 
financial situation, cut the jobs, lost of market share and, 
finally, total sale of mobile business to Microsoft. Good 
and pity sample of importance of innovations in modern 
world. 

R&D management can be defined as where the tasks of 
innovation management (i.e., creating and 
commercializing inventions) meet the tasks of technology 
management (i.e., external and internal creation and 
retention of technological know-how). It covers activities 
such as basic research, fundamental research, 
technology development, advanced development, 
concept development, new product development, process 
development, prototyping, R&D portfolio management, 
technology transfer, etc., but generally is not considered 
to include technology licensing, innovation management, 
IP management, corporate venturing, incubation, etc. as 
those are sufficiently independent activities that can be carried out without the presence of a R&D function in 
a firm. 

While R&D is often thought of as synonymous with high-tech firms that are on the cutting edge of new 
technology, many established consumer goods companies spend large sums of money on improving old 
products. For example, Gillette spends quite a bit on R&D each year in ongoing attempts to design a more 
effective shaver. On average, most companies spend only a small percentage of their revenue on R&D 
(usually under 5%). However, pharmaceuticals, software and semiconductor companies tend to spend quite 
a bit more. 

Production  

Pretty often the modernization in production is considered as a change of production tools for the new one, 
which is often good things for many companies. In fact, the companies are looking for new ways in 
production of goods or services using the modern possibilities and globalization opportunities. 

For production companies we use the terms of manufacturing. Traditional manufacturing is based on the 
mass production. Modern manufacturing can be précised to the needs of concrete customer. 

Innovations  

Innovation is about finding a better way of doing something. Innovation can be viewed as the application of 
better solutions that meet new requirements, in-articulated needs, or existing market needs. This is 
accomplished through more effective products, processes, services, technologies, or ideas that are readily 
available to markets, governments and society. The term innovation can be defined as something original 
and, as a consequence, new, that "breaks into" the market or society. A definition consistent with these 
aspects would be the following: "An innovation is something original, new, and important in whatever field 
that breaks in to a market or society". 

Often innovation in Russia is equal to high-tech. In fact innovation can be a low-tech product but having new 
properties, which are demanded on the market. 
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Shall company invest to R&D and innovative products and services? Who 
supports? 
Many companies are afraid on investing to modernization because of high costs during transition period. 
From governmental point of view, innovative companies can boom the market. Here we remind Nokia again, 
which were changing the economy of Finland for decades. 

Finland and Russia has several funds, which support innovative companies. Who they are? 

Tekes  –  the  Finnish  Funding  Agency  for  Innovation  

Tekes is the most important publicly funded expert organisation for financing research, development and 
innovation in Finland. We boost wide-ranging innovation activities in research communities, industry and 
service sectors.  

Tekes promotes a broad-based view on innovation: besides funding technological breakthroughs, Tekes 
emphasises the significance of service-related, design, business, and social innovations. 

Tekes works with the top innovative companies and research units in Finland. Every year, Tekes finances 
some 1,500 business research and development projects, and almost 600 public research projects at 
universities, research institutes and universities of applied sciences. 

Research, development and innovation funding is targeted to projects that create in the long-term the 
greatest benefits for the economy and society. Tekes does not derive any financial profit from its activities, 
nor claim any intellectual proprietary rights. 

Full information on Tekes funding is available at http://www.tekes.fi/en/ 

Tekes is working with Russian funding organisations: 

RUSNANO  

The state of Russia established RUSNANO in 2007. The goal is to increase the business turnover related to 
nanotechnology to 30 billion dollars by 2015. 

RUSNANO invests capital also in foreign companies. Finnish Industry Investment Ltd and RUSNANO came 
to an agreement in 2010 about an investment program in nanotechnology, the aim of which was to invest a 
total of 50 million euros in Finland and in Russia in companies applying nanotechnology. 

The three-year "Nanotech Finland Russia" internationalisation activity by Tekes aims to increase, both in 
Finland and Russia, the business of companies utilising nanotechnology. For Finnish companies, Tekes 
provides contacts to Russian companies and financiers and funding for joint projects. 

Full information on RUSNANO funding is available at http://en.rusnano.com/ 

FASIE  

Foundation for Assistance to Small Innovative 
Enterprises FASIE provides seed funding for start-ups. 
Tekes initiated cooperation with FASIE in 2011. In 
projects in which cooperation takes place, companies 
develop innovative products, services and processes. 
Tekes funds the Finnish participants and FASIE the 
Russian participants in the joint projects. 

Full information on Fasie funding is available at 
http://fasie.ru/ 

Skolkovo  

Skolkovo, based on the model of Silicon Valley, is a 
special economic zone to be built in Moscow. Russian 
and foreign companies locating in Skolkovo are offered tax benefits as well as funding and advice 
concerning innovation activities. About 1.5 billion euros have been reserved for the Skolkovo project in the 
2012–2014 budget. Skolkovo will become a Moscow district occupying a part of its southern extent. Its 
operations have begun, to some extent in a virtual mode. 

So far, approximately 900 members have registered themselves in Skolkovo: most of them are start-up 
companies which have received tax benefits or funding and other services. More than 50 capital investors, 
who have committed themselves to invest 350 million dollars, have joined Skolkovo. 
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Skolkovo has a clear aim for international cooperation. Already many large global companies have 
established themselves there, for example the scientific research laboratory of Siemens. Cooperation 
agreements involving Finnish parties have already been signed with Teknopark Ural and Yrityssalo as well 
as with Startup Sauna. Also Spinverse has a unit in Skolkovo. Aalto University has had discussions about 
basing a Skolkovo expert in Aalto's premises. 

Tekes has an agreement with the Skolkovo Foundation. The agreement provides an opportunity for close 
and interactive cooperation between Finnish and Russian parties. Also a funding programme will be 
launched for joint projects. 

Full information on Skolkovo funding is available at http://sk.ru 

Centre  for  Economic  Development,  Transport  and  the  Environment  

The Centres for Economic Development, Transport and the Environment (ELY Centres) are responsible for 
the regional implementation and development tasks of the central government. 

Finland has a total of 15 ELY Centres, which are tasked with promoting regional competitiveness, well-being 
and sustainable development and curbing climate change. 

ELY Centres have three areas of responsibility: 

! Business and industry, labour force, competence and cultural activities 

! Transport and infrastructure 

! Environment and natural resources 

The Centres for Economic Development, Transport and the Environment steer and supervise the activities of 
the Employment and Economic Development Offices (TE Offices).  Not all ELY Centres deal with all three 
areas of responsibility as they can also manage duties on each others' behalf. 

The Centres for Economic Development, Transport and the Environment (ELY centres) can grant subsidies 
for business ventures and the planning of them, depending on the line of business and the location of the 
enterprise. 

Business subsidies or aid are generally discretionary and require that the business’s operations are 
profitable. There is no need to pay back the subsidy or aid. Business aid must be applied for and a decision 
received before any investment is made. Aid for purchases made is generally only paid in arrears. 

Full information on ELY Centres funding is available at http://www.ely-keskus.fi/en/web/ely-en/ 
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Company’s strategy 
Strategic management involves the formulation and implementation of the major goals and initiatives taken 
by a company's top management on behalf of owners, based on consideration of resources and an 
assessment of the internal and external environments in which the organization competes. Strategy is 
defined as "the determination of the basic long-term goals of an enterprise, and the adoption of courses of 
action and the allocation of resources necessary for carrying out these goals." Strategies are established to 
set direction, focus effort, define or clarify the organization, and provide consistency or guidance in response 
to the environment. 

Strategic management involves the related 
concepts of strategic planning and strategic 
thinking. Strategic planning is analytical in nature 
and refers to formalized procedures to produce the 
data and analyses used as inputs for strategic 
thinking, which synthesizes the data resulting in 
the strategy. Strategic planning may also refer to 
control mechanisms used to implement the 
strategy once it is determined. In other words, 
strategic planning happens around the strategic 
thinking or strategy making activity. 

Strategic management is often described as 
involving two major processes: formulation and 
implementation of strategy. While described 
sequentially below, in practice the two processes 
are iterative and each provides input for the other. 
(see more at Wikipedia.org) 

There are many tools, which help to managers on 
strategic way of thinking. The development of web 
2.0 is influencing to strategic thinking as well. 
What is strategy 2.0? 

Strategy 2.0 is a new process that is required to create new plans of action in order to stay in the game and 
thrive.  The marketplace is at war for consumer attention and spending.  The war is not fought with traditional 
tactics rather it is fought using methods of engaging markets, the conversation. 

In his book, The Cluetrain Manifesto, (1999) Doc Searls speaks to the point that “markets are 
conversations.”  He supports this thesis with a thorough discussion on how the growth and widespread use 
of the Internet is facilitating conversations that defy the traditional boundaries of corporations and countries. 
What was once a prophecy has now become a fact – and at an unprecedented rate of speed. This 
movement has not only influenced existing markets and how consumers engage in transactions, it has 
created new markets and new methods of exchange. 

Searls notes that three things happen in all “natural” markets: transaction, conversation and relationship. The 
conventional thinking of almost all corporate cultures is that they understand transaction excessively – 
focusing intensely on the ultimate result: The “bottom line.”  Thus, their understanding of the value of 
genuine conversations and healthy relationships is woefully deficient.  Corporate America rationalizes almost 
all her decisions in terms of transactional value alone. This mindset will not continue to be successful in the 
new economy. 

Cycles  of  Strategic  Transformation  

According to Doc Searls, the acceleration of conversations creates cycles of transformation. These cycles 
have blazed the trail to a new frontier for commerce: Relationship. The networked marketplace can only be 
improved upon and enlarged through relationships. Those who are grasping this recognize the opportunity to 
expand a current market and/or lead to the creation of a new one.  How does this happen? It begins with a 
conversation. 

Strategy 2.0 is about applying knowledge of this dynamic marketplace and implementing a plan to maximize 
your competitiveness in the marketplace of conversations.  Strategy 2.0 is about anticipating the evolution of 
your intended strategy into an emerging strategy whose cycle of transformation doesn’t occur at a tidy 
annual corporate planning retreat; rather, it is an ongoing, everyday occurrence. 
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Strategy 2.0 doesn’t wait for quarterly and annual reports to be compiled; it is being discussed and formed 
among the daily conversations between employees and customers. But Strategy 2.0 is not only about the 
use of an advancing technology. Actually, it’s more basic than that.  Strategy 2.0 begins and ends as a 
conversation. 
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Conclusion 
Summarizing the references presented at the present Guide, the modernization is not something to start and 
end but day-to-day company’s philosophy. Same as environmental thinking, you can be “green” today and 
wasting the nature tomorrow. You either “green” or not.  

We have developed the self-assessment tool, which you can find at Annex 1, helping you to identify the 
initial steps on changing from conventional company to modern one. Step-by-step, you will improve the self-
assessment tool your-selves learning from doing. 

We believe that current manual will help you to start the long journey to modern world. 



 

22  

Bibliography 
1. The World Economic Forum web-site: http://www.weforum.org/ 
2. Nordic Innovation web-site http://www.nordicinnovation.org/ 
3. Wikipedia web-site http://www.wikipedia.org/ 
4. eHow.com web-site http://www.ehow.com/ 
5. Eloqua product page by Oracle http://www.eloqua.com/ 
6. Tekes – the Finnish Funding Agency for Innovation – web-site http://www.tekes.fi/ 
7. RUSNANO Corporation web-site http://www.rusnano.com/ 
8. The Foundation for Assistance to Small Innovative Enterprises web-site http://www.fasie.ru/ 
9. Skolkovo Foundation web-site http://www.sk.ru/ 
10. The Centres for Economic Development, Transport and the Environment http://www.ely-keskus.fi/ 

 

 



 

 
23 

More Info 
Wirma Lappeenranta Ltd 
Wirma Lappeenranta Ltd provides services for start-up enterprises, established businesses, and tourists in 
the Lappeenranta region, along with developing the operating environment and competitiveness of the 
region. Wirma is specialised in helping businesses and public sector bodies alike in increasing their 
competence in doing business and promoting partnerships in Russia. 

Wirma Lappeenranta is part of Lappeenranta Business & Innovations Service Unit (B&I), which guarantees 
busy entrepreneurs, and those considering entrepreneurship, easy access to all the services in one place. 
The services are provided by Wirma Lappeenranta Ltd and Lappeenranta Business Premises Ltd. 

Wirma Lappeenranta Ltd is a non-profit regional development company owned by the City of Lappeenranta 
and the neighbouring municipalities of Lemi, Luumäki, Savitaipale and Taipalsaari. 

 

Contacts 
Wirma Lappeenranta Ltd 

Laserkatu 6 

FI-53850 LAPPEENRANTA 

FINLAND 

info@wirma.fi 

www.wirma.fi 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
South-East Finland - Russia European Neighbourhood and Partnership Instrument 2007-2013 

Project SE312 “Innovation and Business Cooperation” 
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Annex 1. Self-assessment tool 
 
A. BACKGROUND INFORMATION   
 
1. Name of the company  ____________________ 
2. Your position in the company  ____________________ 
3. Year of foundation  __________________ 
 
4. Type of company, ownership   _________________________ 
 
 2012 2013 2014 (estimated) 
5a. Turnover (thousand €) _______€   _______€ ________€ 
5b. Number of personnel  _______ _______ ________ 
 
6. Personnel structure  

Sales and marketing  

     

 %  
Product development   

     

 % 
Production and logistics   

     

 %  
Administration  

     

 % total 100%  
 
7. What percentage of your company’s personnel has  

University degree 

     

 %  
College or vocational high school degree 

     

 %  
Other education 

     

 %    total 100%  
 
8. What stage of development would best describe your company: 

Start-up/ Conception & Developement      
Commercialization     
Growth (both options possible) 
- on the local market     
- internationally     

Stability   
Decline   

 
 
9. How do the following statements characterize your company’s business environment? (1 = totally disagree, 7 = 
totally agree) 
  1 2 3 4 5 6 7 
Customer needs and product demand change rapidly        
Customer preferences are very vague         
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In our sector it is difficult to forecast changes in customer  
needs and demand         
Our sector is highly complex with regard to technology          
The technological environment is highly uncertain         
The technological development paths are difficult to forecast         
Competition in our field is very intense         
It is difficult to forecast market competition         
 

 
B. MARKETING & SALES 

 

1. How do the following statements characterize your company? (1 = totally disagree, 7 = totally agree)
 (market orientation) 
 1 2 3 4 5 6 7 
 All out functions (not just marketing and sales) are responsive to, and integrated  
 in, serving target markets        
We have routine or regular measures of customer service        
Our firm’s strategy for competitive advantage is based on our thorough  
understanding of our customer needs        
All our managers understand how our business can contribute to  
creating customer value         
Our firm responds quickly to negative customer satisfaction information  
throughout the firm        
Our firm’s marketing strategies are to a great extent driven by our  
understanding of possibilities for creating value for customer        
Information on customers, marketing success, and marketing failures  
is communicated across functions in the firm         
Our top managers discuss very frequently competitive strengths and weaknesses        
We exploit very frequently the targeted opportunities to take advantage  
of competitors’ weaknesses        
If a major competitor were to launch an intensive campaign targeted at  
our customers, we would implement a response immediately        
 

 

2. How would you compare your organization's performance over the last three years to that of other 
organizations operating in the same sector? (1 = performed very poorly, 7 = performed very well)  
 1 2 3 4 5 6 7 
Growth in sales        
Market share        
Profitability        
Return on investment        
New products/services success rate        
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INTERNATIONALIZATION  
 
3. Does your company have international activities (e.g. sales, R&D and/or production abroad)? 

 Yes, since (year) _______  
 No 
 No, but we are planning to have in the future 

 
4. What share of your turnover comes from foreign markets? 

     

 % 
 
5. What share of your company’s employees worked full-time abroad in 2013? 

     

 % 
 
6. In how many countries, in addition to Finland (Russia), does your company operate/have clients?  

     

 countries 
 
7. What is your opinion on the following statements regarding the growth possibilities of your company?   
(1=disagree completely, 5=agree completely) 
 1 2 3 4 5 

Strong growth is necessary to ensure our future positions      
Our company is of optimum size as it is      
We seek steady growth      
Growth can be achieved mainly through internationalization      
There is still enough growth potential in domestic markets      
Risks related to internationalization are too high      
We need partners in order to internationalize      
We have enough resources to internationalize      
It is important for our company to internationalize quickly      

 

 
C. SCM 

 

1. To what extent the following SCM practices are implemented in your organization?  
(1 - “not at all implemented”; 5 - “fully implemented”). 

   1 2 3 4 5  
1. Close partnerships with suppliers       
2. Close partnerships with customers      
3. Maintaining flexible supply capabilities      
4. Maintaining flexible manufacturing capabilities      
5. Just in time supply      
6. Strategic planning      
7. Supply chain benchmarking      
8. Few suppliers      
9. Holding safety stock      
10. E-procurement      
11. Outsourcing      
12. Subcontracting      
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13. 3PL (third party logistics)      
14. Suppliers selection criteria       
  
 
2. How did your business perform over the last three years relative to their major competitors on each of the 
SCM-related performance criteria? (1- “definitely worse”; 5 - “definitely better”) 

 1 2 3 4 5  
1. Flexibility       
2. Resource planning      
3. Reduced inventory level      
4. Logistics expenses      
5. Cost saving      
6. Reduced lead time in production      
7. Quality of out-going products       
8. Forecasting      
 

 

3. Please indicate the importance/magnitude of the following factors hampering your company’s SCM  
(1 - “very low”; 5 - “very high”)  
 1 2 3 4 5  
1. Lack of skilled individuals to drive supply chain development      
2. Lack of knowledge/experience of electronic trading       
3. Doubts that benefits exist outside current practices      
4. Lack of power in the supply chain      
5. Lack of interest through the supply chain to participate      
6. Lack of trust among supply chain members       
7. Geographical distance from customers/suppliers       
 
 
D. PERSONNEL and ORGANIZATIONAL CULTURE 
 
1. To what extent are the following statements true? 

(1= disagree completely, 7= agree completely) 
 1 2 3 4 5 6 7 
Our employees learn many important skills by cooperating  
with each other        
Our employees learn many important things by discussing  
with each other        
Our employees learn many important skills by observing each  
other’s work methods        
We make effective use of employee feedback and improvement  
suggestions        
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Whenever possible, everybody’s opinions are taken into  
consideration when decisions are made.         
Our company is good at accumulating knowledge and learning  
from past experience        
If we cannot solve a problem with traditional methods,  
we develop a new method        
We continually try new practices        
This company encourages challenging the established  
ways and practices        
Our company has a lot of useful information in  
documents and databases        
Our company employs effective and functional information systems        
Our company utilizes many projects and practices to enhance the  
sharing of knowledge between employees  
(e.g. discussions, mentoring, job rotation)        
Most of knowledge sharing takes places in an informal way        
Our company employs many practices to enhance the sharing of  
knowledge with external parties (e.g. meetings, conferences,  
seminars etc.)        
Our company strongly emphasizes informing the staff of  
things important to them        
In our company problems are not hidden but handled openly        
Our company emphasizes fair and just practices         
We do a lot of work to make our staff trust our company         
 
 

2. To what extent are the following statements regarding the HR practices of your company true? 

(1= disagree completely, 7= agree completely) 
 1 2 3 4 5 6 7 
We have a clear strategy to develop the employees skills and  
knowledge        
Considerable amount of training is provided for the employees.        
Performance appraisal emphasizes outcomes         
In determining compensation, we emphasize the individual’s  
contribution more than job title         
Our benefits package is designed to be more competitive that  
other organizations        
Benefits are intended to promote employee retention         
Employee turnover should be kept to a minimum         
We prefer to promote senior people from inside within rather than  
hiring from outside of the organization        
 

3. In which of the following HR domains does your company experience challenges. (1 - “minor challenge”, 5 – 
“most significant challenge”). Which practices are outsourced? 
 1 2 3 4 5 Outsourced 
HR planning        
Recruiting/selection       
Compensation/benefits       
Training/development       
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Performance appraisal       
Labor relations (labor unions, labor laws)       
 

 
E. R&D, PRODUCTION AND INNOVATION 
 2012 2013 2014 (estimated) 

1. R&D expences (thousand €)  

     

 €  

     

 € 

     

 €  
2. Number of R&D personnel (in man-years) 

     

 

     

 

     

 
 
3. Please evaluate your R&D and set the following fields in their order of importance from your company’s 
perspective.  
 Most  Second Least 

 important important important 
Product/service development     
Development of production processes     
Development of business processes     

 

4. How well do the following statements apply to the capabilities and resources of your company?  
(1= disagree completely, 7= agree completely) 

 1 2 3 4 5 6 7 
We could manufacture products remarkably more advanced  
than our current products if there was demand        
Our technological capabilities are top class        
Our manufacturing process is unique         
Our R&D know-how is specified and hard to transfer to other  
activities          
Our technological know-how can be applied to many kinds  
of products         
Our company has specific know-how which is hard for others  
to imitate        
It is easy to get technology experts needed in our company        
Technological collaboration with other companies is vital for us        
In the case that the course of technological development changes  
radically, we are in danger of loosing our competitiveness        
 
5. How would you compare your organization's performance over the last three years to that of other 
organizations operating in the same sector? (1 = performed very poorly, 7 = performed very well) 
 1 2 3 4 5 6 7 
Replacement of products being phased out        
Replacement of services being phased out        
Extension of product/service range within main market        
Extension of product/services range outside main market        
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Development of environment-friendly products/services        
Opening of new markets abroad        
Opening of new domestic target groups        
  
6. Please indicate the importance of the following factors hampering your innovative activity. (1 = not important, 7 
= very important) 
  1 2 3 4  5  6 7 
High risk with respect to the feasibility of the innovation project        
High risk with respect to the market changes of the innovation        
Unforeseen innovation costs        
High cost of the innovation project        
Long pay-back period        
Lack of capital        
Lack of qualified personnel        
Lack of technical equipment        
Non-matured innovative technologies        
Internal resistance against innovations        
Long administrative/authorization process        
Legislation        
Unofficial standards created by consortiums        
Standards set by official organizations        

 

 
F. COMPANY’S STRATEGY  
 

1. What is the content of your company’s strategic plans? 
Mission/vision statement  Sales targets   
Business level objectives  Cost targets   
Departmental/divisional objectives   Market share targets   
Production/output/volume targets   Personnel assessment  
Profit targets   Personnel development & training  
 
2. How strong are the competitive advantages of your company in the following areas, and how closely are 
these areas linked with the firm’s strategy? 
 Competitive advantages Linkage to firm’s strategy 
 Weak Strong Low High  
1. R&D and Innovation           
2. Production           
3. Supply Chain Management           
4. Marketing and Sales           
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5. Human Resources           
6. Extensive Networks of Partners           
7. Financial Management           
 

 

3. Please point out the areas with most significant challenges/problems in your company currently  
(Challenges are 1 - “least significant” to 5 - “most significant”)  
 1 2 3 4 5  
1. Obtaining external financing      
2. Internal financial management      
3. Sales/Marketing      
4. Product/technology development      
5. Production/operations management      
6. Protecting firm’s innovations      
7. General management      
8. Human resource management      
9. Economic environment      
10. Regulatory environment      
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