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1 INTRODUCTION 

 

Event management requires constant vigilance and the ability to control and act on 

changes. Identifying areas for development necessitates practical implementation of 

an event. The development work of events is enabled by interaction between people. 

These factors reflect to the objectives and narrate the reasons behind our thesis work; 

organizing an international event. The overall purpose of the thesis was to identify the 

process of organizing a successful event and measure the successfulness with ques-

tionnaires and research done during and after the seminar.  This research focuses on 

three aspects of organizing an international event; planning, implementation/execution 

and evaluation. The results indicate valuable development suggestions.  

 

The organization that commissioned our thesis work is Mikkeli University of Applied 

Sciences. Mikkeli University of Applied Sciences is a modern higher education insti-

tution offering education in 18 degree programmes, both in Bachelor’s and Master’s 

level. Mikkeli University of Applied Sciences is located in Southern Savo Finland. 

The institution was established in 1992 and at the moment it has campuses in the 

towns of Mikkeli and Savonlinna. The main campus is located in Mikkeli and the 

Savonniemi campus is located in the city of Savonlinna. The specific commissioner 

for our thesis is the Business Department of the University of Applied Sciences.  

 

Events are organized to deepen interaction, networking and cooperation between part-

ners. The event that was planned, organized and managed was called “Bridging entre-

preneurship education between Russia and Nordic countries” and implemented in Au-

gust 2013 in Mikkeli University of Applied Sciences. The event was a part of a pro-

ject. “The Innovative Entrepreneurship in Nordic-Russian Context” -project is carried 

out by Mikkeli University of Applied Sciences and partner Universities from Russia 

and Denmark. The purpose of the event was tied to the objectives of the project; in-

creasing networking and cooperation between the partner institutes. This reflects to 

the purpose of creating the event; to increase cooperation between the Universities and 

focusing on certain objectives. The aspects of focus were entrepreneurship education, 

networking, and innovation in an international context.  

 

The project objectives were also tied to promoting students’ skills to reflect innova-

tions and reinforce entrepreneurial mind-set. For teaching, the objective was to in-
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crease the entrepreneurial teaching competences of the teachers. These factors led to 

inviting students along as guests in the event and organizing a 24hour Challenge for 

them. The 24h Challenge for students was arranged in the premises of a real company. 

The students were given a challenge with which they had to work for 24 hours. The 

platform for the challenge came from Junior Achievement Finland. Junior Achieve-

ment Finland educates students through experiential, hands-on programmes. We were 

able to get acquainted with the programmes as Turo Numminen who is the pro-

gramme manager of Junior Achievement Finland came to train us during the planning 

stage of the event. We were able to get material to be used in the Challenge as we 

were piloting it for the first time.  

 

The Challenge was managed by three teachers, two from Mikkeli University of Ap-

plied Sciences and one expert in the field of long challenges from Denmark. The chal-

lenge was implemented as a course called “Innovation Competences”. The course 

consisted of team-work, presentations, and a final report by the challenge groups. The 

assessment criteria was built on the usage of professional terminology, gathering of 

information in the essential sources of information in the field, the usage of the main 

models, methods and techniques of their professional field, and ways of working in a 

team. At the end of the event, the students presented their results to the seminar partic-

ipants and the entrepreneurs of the company who were the commissioners of the chal-

lenge work.  

 

The planning of the event programme was a process that lasted approximately for half 

of a year. The planning was executed by meeting regularly with our commissioner, 

and using other control systems such as creating and following a budget, and forming 

a project plan to ensure staying in the schedule and keeping up with the expenses and 

activities. The constant monitoring in the planning process was the key in achieving 

the set objectives as we were planning and implementing the event.  

 

The results of the event are based on a quantitative and qualitative research that was 

targeted for all of the participants regarding the seminar as a whole and a separate re-

search for the students participating in the 24h Challenge. The event questionnaire 

was targeted to all of the event participants and the questionnaires for the students 

were split into three categories which were executed the following way: before the 

Challenge, during the Challenge, and after the Challenge.  
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We analyzed the results of the questionnaires with SPPS-programme. Throughout the 

event we also used a qualitative research method observation as a tool to collect data. 

We observed the event as a whole and during the piloting of the 24 hour Challenge; 

we used the method to collect feedback and gain development suggestions. We im-

plemented the research using uncontrolled observation. Interviews were also used as a 

data collection method in the process.  

 

The results of the event discuss the methods used in the research part. The results 

clearly indicate the success factors and the development needs for the future in the 

seminar. The organizing process and implementation of the seminar gave valuable 

information on aspects on which to focus more closely in the future events. The pro-

gramme should be built in a way that it enables more time for free conversation and 

communication. The real-life stories of the speakers got positive feedback, which 

stresses out the importance of including them in the programme. The piloting of the 

24h Challenge indicated the areas for the development in the future. The importance 

lies in the information flow and tying the students fully in the project, making sure the 

focus is in the given assignment, and the purpose is internalized by them. 

After the introduction, the thesis is divided into six sections. The first part describes 

the theoretical context of event management. After the literature review, the focus 

moves over to cultural aspects, as the organized event was international and specific 

nationalities were present in the seminar. The thesis proceeds to the realization part, 

where the planning and implementation of the arranged seminar are precisely de-

scribed. After the realization part, the research methods used in the research are intro-

duced and the results are extracted using the methods introduced. Validity and relia-

bility of the research are also examined in the chapter. The thesis is concluded in the 

conclusion part which contains discussion for future development and gives our per-

sonal evaluation of the process. 

 

2 EVENT MANAGEMENT 

 

The term ‘event management’ refers to the practice of managing events. According to 

Goldblatt (2002, 7) it involves researching, designing, planning, coordinating and 
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evaluating events (Quinn 2013, 37). To define management of special events briefly, 

it involves designing, planning, marketing and staging events, managing the logistics, 

legal compliance and risk issues involved, and evaluating and reporting after the 

event. (Quinn 2013, 37.) 

 

To arrange a well-planned, organized and implemented event requires professionals. 

Professionals act as supervisors for event workers who are also required to be properly 

trained and experienced event professionals. The Event manager is the head of organ-

izing the event and responsible for achieving the event and marketing objectives. As a 

profession, event management is exciting. Still, managing events is demanding and 

includes a lot of hard work and responsibility. (Mehndiratta 2009, 34.)  

 

According to Saget (2006, 1), a comprehension of the objectives and the organizer 

units’ internal and external clients’ sales initiatives act as the fundamental key for an 

event to obtain success. Looking at the event as a big picture is the first step. The pro-

cess of strategic event management is all about the network, the relationships. Creat-

ing an event network can also become a powerful tool in the strategic marketing. Eve-

ry event is a communications opportunity. Realization of objectives, understanding 

and establishing them, comes through conversations with the leaders of a company 

and lead of an event arranging team. (Saget 2006, 1.) 

 

2.1 Characteristics of events  

 

According to Carter (2012, 4) an event is any gathering of people for a specific pur-

pose. There are multiple types of events and multiple reasons why events are being 

organized. When the type of an event is known, goals can be set and plans formed. 

The goals, objectives, and plans reflect the reasons why a certain event is organized, 

and thus knowing the focus and direction for the event is very important in order to 

make it successful. Success is strongly linked to the objectives and plans of the event, 

and to how those are implemented. (Carter 2012, 4-8.)  

 

Shone and Parry (2010, 5) divide events into four different categories based on the 

concept of events having leisure, cultural, personal or organizational objectives. How-

ever, it should be noted that the categorization is not strictly limited and there are fre-

quent overlaps, meaning that certain events might belong to more than one category. 
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Regardless of the category of the event, there are several characteristics that events 

generally have in common; uniqueness, perishability, labor-intensiveness, fixed time-

scales, intangibility, personal interaction, ambience, and ritual or ceremony. (Shone 

and Parry 2010, 5.) 

 

 
FIGURE 1. Event characteristics. Adapted from Shone & Parry 2010, 16. 

 

Shone and Parry (2010, 4) suggest that events are non-routine occasions set apart from 

the normal activity of the daily life of a group of people, but they also highlight the 

specialized nature events generally have. The key element of an event is that every 

event is different, in other words unique. This doesn’t mean that a certain event 

couldn’t or wouldn’t be repeated, but that elements in the event make it unique such as 

the participants, surroundings, or any other variables. When an event is being repeat-

ed, for example an annual conference where the structure is the same but the subject 

different, it is not routine nor is it producing the same item of work repetitively. 

(Shone & Parry 2010, 4-5, 15-16.) 

 

The perishability of events means that if regarded unique, there cannot be two exact 

same events. The perishability strongly relates to the use of facilities for events and 

thus event managers must pay attention to the effective use of facilities and services. 

For example if a certain facility is unused on one day in a week, the potential revenue 

of that day is lost; perishable. Also many items used in events are often unique and 
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cannot be used again. In consequence events can be expensive to provide. (Shone & 

Parry 2010, 16-17.) 

 

Events are related to service activities, and as services are intangible so are events. 

Event providers are often trying to make the intangible more tangible by offering 

some tangible item to participants that can act as a memento that the experience hap-

pened and can be shown to other people. Even the smallest tangible items such as pro-

grammes, guest lists, and brochures help in sustaining participants’ idea of how good 

the event has been. (Shone & Parry 2010, 17.) 

 

Rituals and ceremonies have played an important role in the history, and nowadays 

many modern events with ceremonial activities are reinvented versions of traditions. 

Original traditions might be forgotten, but the actual ritual of doing it still continues. 

Not all modern events rely on old traditions, instead new ceremonies and new tradi-

tions are constantly invented. (Shone & Parry 2010, 17-18.) 

 

When thinking of the outcome and success of an event, ambience is the most im-

portant element. If an event has the right ambience, it can be a huge success and vice 

versa. Event managers should pay attention to detail and try to encourage the desired 

outcome to make the event successful. However ambience cannot be forced. The out-

come and success of an event are also very dependent on its audience as people are 

part of the process. Audience reactions, interactions, and backgrounds can make or 

break an event, and that is why it is important when planning an event to know and 

understand the target audience. (Shone & Parry 2010, 18-19.) 

 

Labor-intensiveness of an event depends on the complexity and uniqueness of it. The 

more complex and unique structure it has, the more labor intensive it is in terms of 

organization and operation. In order to the service delivery to be efficient there is a 

need for relatively complicated planning and a high level of communication, which 

can take a lot of time and effort. Due to this, some events are outsourced to event sup-

pliers such as caterers. The labor-intensiveness of an event is unpredictable as it de-

pends on the type of an event. (Shone & Parry 2010, 19.) 

 

As mentioned earlier, events are non-routine occasions and thus run to a fixed time-

scale. The timescale can be very short such as a ribbon-cutting ceremony or very long, 
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even years. Events can also be organized in a sequence of short bursts of activity with 

breaks in between as long ceremonies might become boring. Timing must be taken 

into consideration to be able to organize a successful event; an event should be inter-

esting and capture its audience’s attention. The fixed timescale can be varied too; par-

ties may carry on longer as planned or an event might be otherwise extended or short-

ened for a specified reason. (Shone & Parry 2010, 20.) 

 

2.2 Planning of events 

 

Planning is basically choosing a right strategy to achieve the desired goal. An event 

cannot be planned at once because of the changing surroundings. Planning is mostly 

done during the actual planning phase, but it is required through-out the project, even 

during the execution and closing phases due to changes and new prerequisites. There 

can be lots of variables and even when well-prepared, not everything can be foreseen 

in the beginning. However, planning helps dealing with the uncertainties of events. 

(Shone & Parry 2010, 90.; Tonnquist 2008, 105.) 

 

The purpose of the planning stage is to establish an overview of what is to be done 

and in which order; it should lead to a schedule. Thus planning also helps with time 

management and communication. The event planning process begins with the concep-

tualization of the event and continues through several planning phases where the ideas 

are formalized into action plans, which then are executed in order to successfully stage 

an event.  In some cases with new events, planning may start from just a vague hunch 

or intuition, but can be rather quickly worked up into something more useful and rele-

vant. (Carter 2012; Shone & Parry 2010, 90.; Tonnquist 2008, 105.) 

 

Purpose, vision, and mission 

 

Every event should have a clear statement of purpose and vision. The statement de-

pends on the stakeholders with an interest in the event. Stakeholders for an event may 

for example include client organizations, the local community, government, potential 

attendees, sponsors, and volunteers. (Bowdin et al. 2011, 125-128.) 

 

In many cases the statement sets the focus and direction for an event. However in the 

case of a larger scale, more complex events, a deeper approach might be beneficial. It 
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is fairly common for such events to have both the vision statement and the mission 

statement which guide their implementation and development. Vision and mission can 

be either separated from each other or combined. The vision statement declares an 

event’s goals and what it seeks to become and achieve in a longer run. It is often mo-

tivational and a source of inspiration. Vision needs to be well communicated and clear 

so that it is understood by all those individuals who are involved in the event. (Bowdin 

et al. 2011, 125-128.) 

 

The mission statement describes the purpose of the event and guides the actions and 

decision making of the event organization. If an event has also a vision statement, the 

mission must be viewed in terms of fulfilling the vision. The most advanced mission 

statements seek not only to define the purpose of the event, but identify major benefi-

ciaries and target groups, indicate the nature of the event, and state the operating phi-

losophy of the event organization. The mission statement is the foundation for setting 

up goals and objectives, and establishing strategies. It also helps in establishing a 

common direction in a team and promoting unity among its members. (Bowdin et al. 

2011, 125-128.) 

 

After deciding on the event’s mission statement, the event management must establish 

goals and objectives. These two are distinct concepts and the terms should not be used 

interchangeably as both have their purpose in the event process. Goals provide direc-

tion for the people involved in the event organization. Depending on the nature of the 

event, it might not be necessary to create goals. Setting up goals is considered im-

portant when the event is more complex and involves rather many stakeholder groups. 

Then goals can be useful in building on the mission statement, providing focus and 

direction. (Bowdin et al. 2011, 125-128.) 

 

Objectives quantify the progress towards the goals. Objectives set performance 

measures and thus allow assessing the success or failure of the process. SMART-

formula is a useful tool when objectives for an event are being set. The formula is 

designed to minimize misinterpretation, and objectives can be tested with it to make 

sure they are specific, measurable, achievable, realistic, and timely. (Shone & Parry 

2010, 187.) 
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Situational analysis 

 

A useful starting point for choosing a suitable strategy for an event is conducting a 

situational analysis, i.e. SWOT analysis. It provides a detailed analysis of an event’s 

internal and external environment. The external environment consists of factors sur-

rounding the event, which can affect the outcome of an event. Opportunities and 

threats can be identified through this process. Analyzing the external environment also 

helps event management in making decisions concerning various and different event 

activities, such as the target market selection, and the creation of promotional messag-

es. The main factors within the external environment include: 

 

TABLE 1. Analyzing external environment. Adapted from Bowdin et al. 2011, 129-

131. 

 
 

After the external environment analysis is finished, it is time for the internal environ-

ment analysis. The internal analysis is focused on the event organization’s physical, 

financial, informational, and human resources, and thus showcases the strengths and 

weaknesses of an event. (Bowdin et al. 2011, 129-131.) 

 

•Laws and regulations Political/legal 

•Unemployment, inflation, interest rates, level of salaries Economic 

•Changes in population's ethnic, religious, and leisure 
behavior Social/cultural 

•Technology development Technological 

•Composition of society in terms of age, gender, 
education, and occupation Demographic 

•Pollution, waste generation Physical/environmental 

•Competing events attracting similar target markets Competitive 
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FIGURE 2. Situational analysis. Adapted from Bowdin et al. 2011, 129-131. 

 

2.2.1 Strategy  

 

Environmental analysis provides useful information for event management when 

choosing a right strategy to achieve the event’s predetermined mission, vision or pur-

pose. Thus a chosen strategy should be compatible with the analysis. Summarily a 

strategy should use strengths, minimize weaknesses, avoid threats, and utilize oppor-

tunities. There are different generic strategies which can be adopted by event man-

agement; growth strategy, consolidation strategy, retrenchment strategy, and combina-

tion strategy. (Bowdin et al. 2011, 131-133.) 

 

Many managers often have the idea that bigger is better, and thus they are striving to 

make their events bigger than previous ones or larger than other similar events. 

Growth can mean many things; not just increased revenues, but more event compo-

nents, more visitors, or a bigger share of the event market. The growth strategy can be 

suitable when the demand has increased or if the increased revenue is a necessity. The 

management should keep in mind that to become better, an event does not necessarily 

have to grow in size. Quality control, careful positioning, and improved planning can 

be just as effective if they serve a purpose. (Bowdin et al. 2011, 131-133.) 

 

A consolidation strategy means that attendance is maintained at a given level. It can 

be also called a stability strategy. Maintaining the attendance level, even in the case of 

higher demand, might give the event organization certain freedom for example with 

pricing. When applying a retrenchment strategy, the scale of an event is reduced, but 
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value is added to already existing components. Sometimes deleting additional parts of 

an event helps in focusing on the core activities. The retrenchment strategy is appro-

priate when the operating environment changes for example due to unfavorable eco-

nomic environment such as economic crisis, or major changes in the socio-cultural 

environment. The retrenchment may seem like a negative strategy, but it might be 

crucial in certain circumstances. A combination strategy includes elements from more 

than one of the generic strategies. (Bowdin et al. 2011, 131-133.) 

 

Before selecting a strategy, the alternatives can be evaluated by using three main crite-

ria. The first criterion is appropriateness and suitability. Selected strategies need to 

complement each other and be consistent with the environment, resources, and values 

of the event organization. Secondly, the selected strategy must be feasible. It has to 

work in practice with available resources and also meet the identified key success fac-

tors. The third criterion is acceptability and desirability. The chosen strategy must be 

the means for achieving the event objectives. An environmental analysis identifies the 

important and unimportant, and a strategy has to be capable of either focusing on or 

disregarding those aspects. In addition, event management must pay attention to pos-

sible risk in strategies. (Bowdin et al. 2011, 132-133.; Johnson, Scholes, and Whitting-

ton, 2005.; Thompson, and Martin 2005.)  

 

Strategic questioning and operative questions 

 

According to Vallo and Häyrinen (2012, 93-94) the following aspects of the “Strategic 

triangle” have to be contemplated precisely: 

 

 
FIGURE 3. Strategic triangle. Adapted from Vallo & Häyrinen 2012, 93. 
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The goal and reasons behind arranging the event have to be clear. It has to be well 

thought through what the arranging organization wants to communicate via the event. 

The goal of the event has to be kept clear in the minds of the organizing unit. Another 

basic question at the beginning stage of event planning is the target group. The ele-

ments such as how well the target group is known and how to reach them in the best 

way show importance in this stage of the planning process. (Vallo & Häyrinen 2012, 

93-94.) 

 

Targeting a group of participants is a key tool in arranging a successful event. Vallo 

and Häyrinen (2012, 111-114) emphasize that the context of a target group has to be 

known relatively well to modify an event that addresses the targeted group. Multiple 

target groups can address differing aspects in an event. A good event organizer can 

relate to the target groups’ position. When arranging an event, a key is to remember 

that the event will be arranged keeping in mind the target group’s needs, not the per-

sonal interests of the arranging party.  Important element is that every event is orga-

nized in a way that regardless of the target group the event will be planned and im-

plemented through in a commendable way. (Vallo & Häyrinen 2012, 111-114.) 

 

In the stage of answering the question what will be arranged, the nature of the event 

and the degree of authenticity have to be determined. At this point, there is a variety of 

choices, and the right kind of event model can be concluded by asking and answering 

questions that relate to the needs of the wanted target group and serve the goal of the 

event.  The questions of the strategic triangle above have to be answered by the people 

in charge of organizing the event. These three questions often lead to inventing the 

idea for the event. This solution, idea, can in the long run result in a concept that could 

be advanced in the future events, but the practical implementation can change in time. 

(Vallo & Häyrinen 2012, 93-94.)  

 

According to Vallo and Häyrinen (2012, 95-98), the operative triangle bases on the 

three following questions: 
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FIGURE 4. Operative triangle. Adapted from Vallo & Häyrinen 2012, 95-98. 

 

The operative triangle relates to the implementation of an event. The three questions 

in the triangle answer to the question of the event’s theme. In the first stage, it has to 

be defined how the event will be executed to target the desired goals and to convey the 

desired message. The event has to be arranged in a way that the idea it bases on will 

be clear throughout the event. The arrangers have to keep clear in their minds that an 

event is a process where there are three main stages: the planning stage, the execution 

stage and the post marketing stage. The programme and the content in an event are 

linked to the goals and the target group. The importance of the target group is the most 

important factor in this stage of the planning process. The speakers, performers and 

the programme have to be linked to the wanted target group of the audience participat-

ing in the seminar.  There is a great responsibility when arranging an event. The role 

of the hosts is pivotal. Hosting is demanding and it tops off an event. Even if there are 

challenges and the event faces difficulties, succeeding in hosting can save the whole 

event. (Vallo & Häyrinen 2012, 95-98.) 

 

Strategic triangles have to be in a balance. In the case of imbalance, some parts of the 

event will become stronger than others – and usually participants can sense inaction 

which can in fact be the main thing on their minds after the event is over. The strategic 

and operative triangles are helpful tools that lead to successful events when properly 

utilized. The main factors in the organizing process are to keep in mind the idea and 

the theme of the event. When all of the questions of the strategic and operative trian-

gles are checked and analyzed meticulously, the starting point for executing a success-

ful event is favorable. (Vallo & Häyrinen 2012, 95-98.) 
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2.2.2 Financial planning and control 

 

Financial planning as well as financial control are important aspects in the event man-

agement. Regardless of the type or size of an event, it is important to know how much 

money can be spent. The majority of events have both income and expenditure, but 

the financial control is also important in terms of success to those events which are not 

intended for profit-making. As the event needs objectives, so does the financial plan-

ning of events. ‘Event organizers may be faced with a range of financial choices de-

pending on what has been decided about the objectives’ (Shone & Parry, 105). Putting 

time and effort on the early stages of planning helps ensuring good financial manage-

ment of the event, and that all possible expenditure and income have been identified. 

(Shone & Parry 2010, 104-105.) 

 

The overview of the event’s financial aspects must be provided already at the planning 

stage of an event, but also during the event, and in the end. A budget must be devel-

oped before the event, so that the event organizers can determine if the event is likely 

to be a success in financial terms. Possible investors often want to see the budget be-

forehand to decide whether or not they will take part in the event. The budget is also 

needed afterwards as a guide to see if the event has met its financial objectives suc-

cessfully. (Shone & Parry 2010, 105.) 

 

Budgeting  

 

Budget is an important tool for event management. In many cases most aspects in 

events need to be paid before any revenue is acquired. Especially cash flow needs 

continuous attention from the event management. Usually sponsors and other sources 

for funding need an event budget before committing any resources. (Bowdin et al. 

2011, 302.) 

 

Budget is a plan expressed in numerical terms, and as it is a planning tool, it also may 

be the most important of control plans. The process of budgeting includes costing, 

estimations of income and allocation of financial resources. The event budget consists 

of actual and projected costs and revenues which then can be compared; expenses 

must be proportional with the income. In addition, it is important to calculate the esti-
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mations of expenditures in each operational area. There are different forms a budget 

can take, for example in the case of large and complex events, instead of one inclusive 

budget,  the budget can be broken down into several sub budgets that apply to speci-

fied areas within the event. (Bowdin et al. 2011, 302-306.) 

 

The budgeting process can be approached from the project management point of view. 

In the beginning development of a budget requires forecasting resources needed for 

the project, in this case an event. Forecasts must include also quantities of those re-

sources, as well as information when they will be needed, and how much they will 

cost. It is important to remember that with forecasts, there is always a certain amount 

of uncertainty and also risks involved. (Meredith & Mantel 2003, 336.) 

 

A preliminary budget estimate begins with the project schedule and continues by es-

timating the cost for every activity in the schedule. After the resources have been 

planned, their costs must be assessed, and the cost multiplied with the time they need 

during the project. Estimates should always equal to available financial funds. If the 

costs are higher than available funds, there is a problem of lack of the financial re-

sources. It can be fixed by doing re-estimation with cheaper resources or even evaluat-

ing the project again, and setting up a totally new plan to achieve the objectives. In 

case these alternatives are not possible, the project manager might ask for a bigger 

budget or ask permission to change the goal or narrow the project. In any case, the 

budget and preliminary estimate have to be in balance when the project starts. 

(Tonnquist 2008, 144,147.) 

 

Calculating the cost of a project is relatively easy with the help of a detailed schedule 

and resource planning. When the duration and cost for each project activity in the 

schedule is known, it is only a matter of simple calculations. In most cases it might be 

the best to make a difference between project costs and product costs. The project 

costs are those costs which occur during the actual project. The product costs are the 

costs for materials when producing the product, for example project’s result. 

(Tonnquist 2008, 143.) 

 

There are two distinct ways to calculate the cost of a project; total absorption costing 

and job costing. The total absorption costing indicates that the project has to take all 

its costs; direct project costs as well as a reasonable amount of the company’s indirect 
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costs. It can be difficult to define a right balance with the indirect costs. There should 

be neither too many, nor too few indirect costs. Estimations on work efforts and other 

resources should also be made as many as it is possible. Job costing includes only 

those specific costs that occur in the execution of the project itself. The overhead costs 

have been incorporated by other projects and thus will not as such have an implication 

on the execution of a new project. (Tonnquist 2008, 143-144.) 

 

Budgeting for projects tends to be more difficult than budgeting for more permanent 

organizational activities. When budgeting for a project there is no tradition, no past 

budgets to be relied on. Similar past projects can sometimes serve as guides, but as 

every project is unique so is the budget. However, in general all project budgets build 

on the forecasts of resource usage and the associated costs. (Meredith & Mantel 2003, 

337.) 

 

2.2.3 Risk management  

 

Success of an event is related to many variable factors within the event, and this un-

certainty makes an event special, thus it makes the event also vulnerable to risks. An 

event risk is generally any future incident which will have a negative influence on the 

event and its success. Typically risks are seen to be related to safety and financial mat-

ters, but they might as well occur in other areas in the event management. Project 

management sees risks as a measure of uncertainty, which is directly linked to infor-

mation. (Bowdin et al. 2011, 319.; Heerkens 2002, 142.; Shone & Parry 2010, 172.) 
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PICTURE 1. Risk relationship between information and uncertainty. Adapted 

from Heerkens 2002, 142.  

 

Event management and organization should acknowledge the possibility of risks and 

the importance of taking action to reduce or mitigate them; risks need to be managed. 

According to Parry (2003), risk management is to look at any aspect of a project or 

activity to identify its risks. The purpose is to help leading the event through any risks 

that should occur, and in some cases risk management could even uncover new oppor-

tunities. Bowdin et al. (2011, 318) identify four distinct stages in the process of risk 

management; understanding the context of risk, risk identification, evaluation, and 

control. The process is applicable to all areas of event management, and should be 

employed throughout the event. In case the management of an event is approached by 

using project management practices, risk management becomes an underlying process 

that is applied in every area of the management. (Bowdin et al. 2011, 318, 320.; Shone 

& Parry 2010, 172.) 

  

First, it is important to understand and consider the context of risk. The context in-

cludes event type, the management structure, stakeholders as well as the general risk 

environment. The surrounding environment can have a major impact on the event and 

thus it needs to be considered in the risk management process. The organizational cul-

ture of the event company itself can be seen as part of the context. (Bowdin et al. 

2011, 321.) 

 

Total certainty

Some information Relative uncertainty

No information Total uncertainty

Complete 
information

Amount of risk
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Risk identification is the second stage in the process. Preventing possible problems 

from happening might require specific skills, experience and knowledge. Bowdin et 

al. (2011, 321) suggest that a risk assessment meeting could be organized to gather 

expertise on risk management from all the event personnel. Such a meeting can also 

be an opportunity to educate and motivate staff in the awareness, minimization and 

control of risks. Work breakdown structure (WBS), which can be used for planning 

and controlling purposes, can also assist in the risk identification. (Bowdin et al. 2011, 

321.) 

 

Sometimes risk assessment meetings can reveal such a wide range of possible prob-

lems that it spreads a pessimistic approach to the whole planning process. This can 

become a risk on its own, and the event team should acknowledge and anticipate it. 

The third stage in the process is evaluation where the risks are organized by the event 

team in order to be managed. Firstly the risks should be described and then mapped 

according to their probability of occurring and consequences if they do occur. It is 

crucial for clear communication to describe risks properly. Clear communication helps 

in avoiding any misinterpretation. Risk assessment meetings are an important tool in 

the risk management process, and thus need to be managed and focused. At their best, 

meetings produce extensive and realistic analyses of the potential risks in a risk regis-

ter. The risk register is the document output of the risk management process. (Bowdin 

et al. 2011, 323-324.) 

 

Once the risks have been identified and evaluated, the event management must create 

systems to control the possible problems. Controlling risks is the fourth and final stage 

in the risk management process. Generally risk management transfers the risks to a 

part in the event management which is capable and has the necessary resources for 

handling it. Generally risks are very rarely completely eliminated, but the probability 

of occurring and consequences are reduced. (Bowdin et al. 324-325.) 

 

Berlonghi (1990) suggests various risk control strategies, such as canceling and avoid-

ing the risk, diminishing the risk, distributing the risk, and transferring the risk. In case 

a risk turns out to be too great, it might be necessary to cancel the event or a part of it. 

If a risk cannot be avoided totally, it needs to be diminished into minimum. Some-

times the risk can be distributed across different areas in the event as a precaution. 
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Then if the risk should actually occur, the impact is reduced. As mentioned in the pre-

vious chapter, another way is to transfer the risk. (Bowdin et al. 325.) 

 

2.3 Implementation of events 

 

In project management, implementation is generally a part of the execution phase, but 

it can be a separate phase as well. However, it is important that the implementation 

process is planned with care. The implementation stage involves application of all the 

plans as well as monitoring and controlling the plans. As the organizing progresses, 

the plans should be tested and confirmed of their relevance. During the implementa-

tion, event management should be able to make decisions based on the comparison 

between plans and reality. Many elements in the event management begin at the plan-

ning stage of an event, such as marketing and financial planning, and continue 

throughout the event all the way to the end. Active risk management should be a part 

of the planning process, but also present in the implementation stage of events. 

(Bowdin et al. 2011, 269.; Tonnquist 2008, 239.)  

 

2.3.1 Operational plans 

 

Once the right strategy is in place, it is time to begin with the implementation of the 

plan. This process can be executed by setting up and using series of operational plans. 

At this point of the event management process, applying project management practic-

es and techniques can be very useful. (Bowdin et al. 2011, 133.) 

 

According to Bowdin, Allen, O’Toole, Harris, and McDonnel (2011, 133) ‘operation-

al plans are needed in areas which are central to the achievement of an event’s objec-

tives and the implementation of the strategy’. Each event is different so operational 

plans also vary depending on the event. However, it is common that operational plans 

are created in areas such as budgeting, marketing, administration, research and evalua-

tion, risk management, programming, merchandising, and staffing. Each area with an 

operational plan requires its own set of objectives that assist the overall event strategy; 

action plans and schedules; details of individuals responsible for handling the various 

aspects of the plan; monitoring and control systems, including a budget; and an alloca-

tion of resources. (Bowdin et al. 2011, 133.) 

 



20 

Many events are not a one-time thing, but occur at regular intervals and thus so called 

standing plans can be utilized in many operational areas. Standing plans are invented 

policies, rules, and standard procedures, which aid the event management by reducing 

decision-making time as the plans have been already established. Thus similar situa-

tions in repeat events can be handled in a predetermined and consistent way. Policies 

guide decision-making, for example an event may have an established policy of hiring 

only staff members that meet certain criteria. Policies follow procedures which are 

basically detailed instructions. Rules guide and govern actions of individuals involved 

in the event process in specific situations. Event management should keep in mind the 

rapidly changing nature of events, and constantly be prepared to adapt and adjust the 

strategic plan and the operational plans due to changing circumstances. (Bowdin et al. 

2011, 133-135.) 

 

 Useful project management techniques 

 

Event management and project management have similarities. Many techniques de-

veloped and used for managing projects can be applied in event management. As 

events, projects are also unique, time limited operations. “A project is a temporary 

endeavor undertaken to create a unique product, service, or result” (PMBOK GUIDE 

2008, 5). Projects are temporary meaning that they have a definite beginning and an 

end. However, the temporary nature does not mean that projects would necessarily be 

short-lived as those can have long-lasting social, economic, and environmental im-

pacts. The project ends when the defined objectives have been met, or it is evident that 

the objectives cannot be met. There might not be the need for the project anymore. 

(PMBOK GUIDE 2008, 5.) 

 

As mentioned above, there are various different techniques which can be adapted from 

project management to fit event planning purposes. Those techniques include the use 

of work breakdown structures, project planning techniques including identification of 

critical tasks and external dependencies, Gantt charting and risk assessment. (Shone & 

Parry 2010, 187-188.) 

 

The work breakdown structure means that the job, in this case an event is broken 

down into its component parts. It is the first stage in the planning process so basically 

what has to be done, and no specific details are needed yet. It is similar to an organiza-
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tion chart as it is hierarchical, and it starts at the top with the actual event or a major 

event activity and flows down the chart to the ending point. (Shone & Parry 2010, 

188.) 

 

Event management can benefit from various different project planning techniques too; 

for example the identification of critical tasks and external dependencies. If a work 

breakdown structure has been drawn up, critical activities for an event can be easily 

identified. Critical activities are those which strongly relate to the success of the event. 

Event planning consists of a sequence of activities, and critical activities are the ones 

which need to be completed first in order to proceed. Thus event planners recognize 

the activities central to the event process and can concentrate on those. Deadlines can 

be set, and time management becomes easier as the identified critical activities set the 

pace when they need to be completed on time in order to continue with the following 

activities. These follow-on activities are called dependencies. (Shone & Parry 2010, 

188-189.) 

 

 In addition to dependencies, there can also be external dependencies which are not in 

the direct control of the event planners. Shone and Parry (2010, 189) state that the 

more external dependencies a project has, and the more unusual they are, the more 

risk there is of the project going wrong or failing completely. Thus an initial work 

breakdown sheet must be revised into a more detailed version which shows the se-

quence of activities and most importantly how long each activity takes. All activities 

must be clearly identified in order to stay up to date on the process. However, the ac-

tivities need to be clear enough; they should not be over specified in order to leave 

space for creativity. (Shone & Parry 2010, 189.) 

 

To show the activity sequences visually, Gantt charting can be used. It is a method 

often used in project management and it shows the various activities needed to be 

done in a time-sequence order. It shows how much time each task should take and 

when those should be completed. Gantt chart also helps identifying what can happen if 

a critical activity is not handled in time. However, Gantt chart has its limitations. It 

does not necessarily show the resources needed to handle the activities. Nor does it 

necessarily show if the activities are well organized in terms of staffing. Gantt chart is 

not very suitable for large scale projects, but it can still be of help in event planning. 

Shone and Parry (2010,191) suggest that this planning technique might be best applied 



22 

backwards; starting at the end and working back in order to find out how long han-

dling an activity will really take. The latter is very important with the chart, because 

without accurate information it is useless. (Shone & Parry 2010, 191-192.) 

 

 
FIGURE 5. Gantt chart. Adapted from Shone & Parry 2010, 190.  

 

2.3.2 Event marketing  

 

Event marketing should start at the planning stage of an event and continue through 

the implementation to the end. Marketing should not only be seen in the sense of sell-

ing and advertising, but in a broader sense of satisfying customer needs by exchanging 

products or services for something of a value. Kotler and Armstrong (2006, 5) define 

marketing as a process by which companies create value for customers and build 

strong customer relationships in order to capture value from customers in return. 

When the needs of a customer have been understood; the product provides superior 

value; and when priced, distributed and promoted effectively, it will also sell easily. 

(Bowdin et al. 2011, 179-181.; Kotler and Armstrong 2006, 5-6.) 

 

Consumers are the key in marketing, and companies want to form strong and profita-

ble relationships with their customers. Organizations must fully understand and satisfy 

their customers’ needs and wants, in order to win customers from competitors. Mar-

keting function is responsible for creating and executing programmes that will give 

the organization long-term competitive advantage. Events create awareness for a 

company: they allow the company to show the marketplace what they have to offer in 

its best light; to show the breadth of products, services and solutions that clients can 
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rely on (Saget, 2006, 3). (Czinkota and Ronkainen 2010,19.; Kotler and Armstrong 

2006, 46-47.)  

 

The service concept 

 

Services can be looked at through the benefits they offer, and the features and specific 

attributes linked to those benefits. Actual service offerings can be divided into distinct 

levels which relate to customer need-satisfactions, benefits and features. Three main 

levels are the core benefit or service, the expected service, and the augmented service. 

(Bowdin et al. 2011, 209.; Lovelock & Wirtz 2004; Woodruffe 1995, 125.) 

 

 
FIGURE 6. The service concept. Adapted from Woodruffe 1995, 125. 

 

The core benefit/service is concerned specifically with customer need satisfaction; it 

satisfies the need or solves the problem of a customer. The expected service refers to 

the expectations customers have on the services available to fulfill their needs. Thus it 

reflects the need-satisfaction standards required or expected by customers. The 

augmented service basically means augmenting or making the service offering better. 

By fine-tuning the marketing mix, service providers strive to differentiate their 

services from competition in order to influence the choice of consumers. Adding extra 

features anad benefits to the expected service helps attracting potential customers. 

Woodruffe (1995, 126) suggests that in augmenting the service, innovation is often the 

key. (Woodruffe 1995, 125-126.) 

 

Even though events are considered as services, the marketing concept can be applied 

to them as well as it is applied to basic products. Events as services are still very dif-
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ferent from products as events must be experienced to consume them. The delivery 

and consumption of an event must happen at the same time. Because of the immediate 

consumption, the quality of the event experience for the consumers can vary daily or 

each time the event is organized. Event managers and marketers must find a way to 

manage the changing quality of the experience. In most cases the people who take part 

in the event, as staff members or visitors, are central to the delivery of an event. Em-

ployees enable many functions within the event, and how the employees succeed has a 

direct effect on the event experience the consumers get. Likewise the behavior of the 

visitors affects the level of enjoyment of other people attending the event. Thus man-

aging the quality of the event experience depends largely on the management of an 

event’s human delivery and on the behavior of the visitors. (Bowdin et al. 2011, 181-

185.) 

 

Events consist of multiple functions, and the outcome and the experience for consum-

ers depends on the execution of all the different functions and how they work togeth-

er. Thus event marketing has to work closely with an event’s human resources man-

agement and operations management. Cooperation and synergy between these de-

partments ensure that consumers’ needs and expectations have been understood and 

fully met. This relationship between the departments is called the services trinity. 

(Bowdin et al. 2011, 181-185.) 

 

  
FIGURE 7. The services trinity. (Adapted from Bowdin et al. 2011, 183.) 
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As other services, events are intangible by nature and thus have only experimental 

qualities. Event marketers often aspire to add tangible qualities to an event, but still 

primarily it is an intangible experience for the consumers. The challenge for event 

marketing is to be able to provide the potential consumers with leads about the nature 

of the event experience in advance. Another challenge for the marketing function is to 

manage the perishability of the event. As events are delivered at the same time they 

are consumed, the demand and supply must be well understood in order not to waste 

any supplies. (Bowdin et al. 2011, 181-185.) 

 

Event as a whole needs a strategy, but so does the event marketing function. The event 

marketing strategy should be constructed in a way that it aims to achieve the overall 

event objectives. Basically strategic event marketing combines the business and mar-

keting objectives and the environments in which they occur with appropriate market-

ing strategies to answer to the consumers’ needs. (Kotler and Armstrong 2006, 46-47.) 

 

Market segmentation, target marketing and market positioning 

 

It is impossible for one company to be able to serve all consumers in a given market; 

consumers are different and want different things from events. Most companies can 

serve some market segments better than others. Thus it is important that companies 

divide up the total market and choose the best segments to serve, and then create an 

appropriate strategy for serving the chosen market segments profitably. This process 

consists of three distinct steps; market segmentation, target marketing, and market 

positioning. (Kotler and Armstrong 2006, 47.) 

 

The market segmentation is the process of ‘dividing a market into distinct groups of 

buyers, who have distinct needs, characteristics, or behavior and who might require 

separate products or marketing mixes’ (Kotler and Armstrong 2006, 47). The market 

segmentation can occur in various ways based on geographic, demographic, psycho-

graphic, and behavioral factors. It should be noted that there are certain characteristics 

for the chosen market segments. First of all, chosen segments should be measurable; 

characteristics of a segment, such as a social status, age, and gender of the consumers, 

must be accessible to the event marketing. Secondly, it is probably not worth targeting 

too small segments and thus any chosen segment should be substantial in size. Chosen 

segments should also be accessible by normal marketing communication channels, 
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and actionable by the organization in terms of the marketing budget and other re-

sources. (Bowdin et al. 199.; Kotler and Armstrong 2006, 47.; Morgan 1996) 

 

It is the marketer’s job to decide which segments should be served in order to achieve 

the company objectives. Before making the selection of which market segment or 

segments a company should enter, each segment should be evaluated based on its at-

tractiveness, which is the process of target marketing. The target market should be 

chosen based on how it matches the company’s offerings and thus can be the most 

profitable. The company should be able to generate customer value and also sustain it 

on the chosen target market. (Kotler and Armstrong 2006, 47-49.; McCabe 2009, 

145.) 

 

Companies can either enter only one or many segments in a given market, depending 

on their goals. Generally companies with limited resources might be wise to choose to 

target only one or a few special market segments or market niches. In some cases a 

company might decide to target several segments that are somehow related, for exam-

ple segments that consist of different kinds of customers who share the same basic 

wants. Sometimes companies can even serve the whole market by offering a complete 

range of product or services. However, normally companies start up by serving only 

one segment and if they do it successfully they might continue by adding more seg-

ments. (Kotler and Armstrong 2006, 47-49.; McCabe 2009, 145.) 

 

After determining the suitable market segments for the company to enter and serve, it 

is time for positioning the product or service. The position of a certain product means 

the place it has on consumers’ minds compared to that of its competitors. It is im-

portant that marketers develop unique market positions for the company’s prod-

ucts/services as consumers won’t buy the product if they see it as similar to other 

products on the market. When marketing has positioned the products in a way that 

those differentiate from the competing ones in the minds of consumers, it can give the 

company a strategic advantage on the target market.  (Bowdin et al. 2011, 205.; Kotler 

and Armstrong 2006, 49-50.; McCabe 2009, 145.) 

 

In event marketing, events can be positioned in various different ways for example 

based on the existing reputation, price or quality, or the purpose of the event. Regard-

less the way a product is positioned, it should be kept in mind that if a company posi-
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tions its product in a certain way, it must also deliver accordingly. When the position 

has been chosen, it must be effectively delivered and communicated to target consum-

ers. The whole marketing programme should support the positioning strategy. (Bowd-

in et al. 2011, 206.; Kotler and Armstrong 2006, 49-50.; McCabe 2009, 145.) 

 

Another part in strategic marketing, after segmentation and positioning, includes de-

veloping and operationalizing the marketing mix elements. Kotler and Armstrong 

(2006,50) describe the marketing mix as a set of controllable, tactical marketing tools 

that the firm blends to produce the response it wants in the target market. The market-

ing mix consists of activities a company can undertake in order to influence the prod-

uct demand. As there are numerous possibilities, they can be collected into four 

groups of variables; the “four Ps”: product, price, place, and promotion. Product 

means those products and/or services the company offers to its target market, and 

price is the amount of money customers need to pay for those. Place includes all those 

activities that make the product or service available to the target market, such as chan-

nels, inventory, and logistics. Promotion means the activities that communicate the 

value of the products to the customers. Promotion includes advertising, personal sell-

ing, sales promotion, and public relations. (Czinkota and Ronkainen 2010, 20.; Kotler 

and Armstrong 2006, 50.) 

 

Event ’services marketing’ mix 

 

There are different variations to the original marketing mix and it has also been 

adapted to meet the marketing purposes of the event and other services. Described 

below is an adaptation of Getz’s (2005) event marketing mix, presenting nine closely 

related components of events marketing. Each of these components is considered im-

portant in terms of strategy and can be divided into five distinct groups. (Bowdin et al. 

2011, 208-209.; Woodruffe 1995, 127.) 

 

The first element in the event ‘services marketing’ mix is the event product experi-

ence; the core service. In the same group belongs also event’s programming and pack-

aging. Programming means the variety of components involved in the event and the 

quality or style of those components. Packaging is the mix of opportunities within the 

event or marketing of the event with other external attractions, accommodation, and 

transportation. (Bowdin et al. 2011, 208.) 
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The first element in the second group is the place; location or several locations where 

the event is held and its physical setting. The physical setting is concerned with the 

layout of the venue relative to consumer needs. Another element belonging to the 

same group is the on-site event processes; the activities during the event. The third 

group consists of people and partnerships. People are all those individuals who take 

part in the event, such as cast, audience, hosts, and guests. By partnerships is meant 

the stakeholders of an event such as possible sponsors and media. (Bowdin et al. 2011, 

208.) 

 

The next element is price or other exchange of value to attend the event. The last ele-

ment in the mix is the integrated marketing communication. Marketing communica-

tion is concerned with the media and messages which are used to build relationships 

with the event markets and audiences.  (Bowdin et al. 2011, 209.) 

 

 
 

FIGURE 8. Event ‘services marketing’ mix. Adapted from Bowdin et al. 2011, 208-

209.) 

 

2.3.3 Control systems 

 

Control systems monitor and ensure that actions follow the implemented operational 

plans. These systems enable performance to be constantly compared to objectives. 
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Control affects every area of the event management and its basic nature remains the 

same in each of the areas. Control has to stay up-to-date on the event planning and 

respond to possible problems. Control may mean changing, adjusting, updating of 

event plans in order to keep the process on the right track. Budgets, meetings, and 

reports are generally central to the control process. Bowdin, Allen, O’Toole, Harris, 

and McDonnel (2011, 294) state that ‘event planning can be effective only if the exe-

cution of the plan is carefully controlled’. (Bowdin et al. 2011, 294.) 

 

Beniger (1986) has described control by identifying two complementary activities. 

The first activity is information processing, which is a necessity for all planning. 

When an event has its goals, event planning is aiming to achieve those goals, and it 

allows for continuously comparing the goals against the progress of planning. The 

other activity is reciprocal communication or feedback. When an area of an event is 

controlled, there has to be ongoing interchange between the controlled area and its 

controller. Both of these activities rely on effective communication within the event 

organization. (Beniger, 1986; Bowdin et al. 2011, 295.) 

 

Generally the control process consists of three main steps: establishing standards of 

performance, identifying deviations from the standard, and correcting those devia-

tions. These steps are also called the control cycle (Burke, 2003). The cycle is applied 

repeatedly with varying frequency depending on the scale and complexity of the 

event. (Bowdin et al. 2011, 295.) 

 

 
FIGURE 9. The control process. Adapted from Bowdin et al. 2011, 295 

 

Controls can be divided into two different types; operational and organizational. Op-

erational controls are utilized in the everyday running of events, whereas organiza-

tional controls relate to the overall objectives of the event organization. In addition, 

Gullet and Hicks (1976) suggest that controls can be categorized according to their 

timing; predictive, concurrent, and historic. Predictive control generally attempts to 
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predict and identify possible problems and deviations from plans before those even 

occur. Concurrent control functions in the present; it identifies problems and devia-

tions as they occur. Historical controls are generally organizational. Those analyze 

and review already concluded events in order to improve subsequent events. (Bowdin 

et al. 2011, 295-296.) 

 

In order to keep the planning process, event management must develop appropriate 

control mechanisms. These mechanisms have several key characteristics. First of all 

they should be meaningful and efficient, meaning that they should be used only in 

areas that contribute to the success of an event. These specific areas must be identified 

in the event plan. (Bowdin et al. 2011, 297.) 

 

Controls should also be simple as they must be communicated to many levels within 

an event. Controls have to be relevant. They are prepared for specific areas in the 

event management and then distributed to individuals responsible for carrying them 

out. It is important that the mechanisms are timely and flexible. Possible problems and 

deviations must be noted early before they have time to develop further. Controls must 

respond to changes and adaptations of the event plans until the last moment, which 

then may require flexibility. (Bowdin et al. 2011, 297.) 

 

The most useful control mechanisms suggest actions to be taken when it is necessary. 

If any gaps in the plan should occur and those are not addressed with appropriate cor-

rective actions, staff easily becomes confused and management overloaded with un-

solved problems. (Bowdin et al. 2011, 298.) 

 

Control methods 

 

Control methods point out deviations from the event plan, which then can be corrected 

by event management. Some control methods are very simple and straight forward 

whereas some can be very complex and might require expertise in financial reporting. 

The most common control methods are probably reports which follow and evaluate 

the progress of an event. Reports are conducted by teams or individuals who are re-

sponsible for certain areas of an event. Reports are then presented at management or 

committee meetings. The frequency of the meetings depends on the proximity of an 

event. Normally annual events have monthly meetings throughout the year and in-



31 

crease to weekly meetings when the event gets closer. The purpose of the reports is to 

assist in decision making in meetings. Reports point out possible gaps in any area of 

an event, which then can be closed by the individuals responsible for that area. This is 

also called management by exception as it assumes that everything is running well and 

that any routine matters are handled by subcommittees. Event coordination interferes 

only if any significant deviations from the event plan should occur. (Bowdin et al. 

2011, 298-299.) 

 

A project status report is a review of the progress of an event. They can also be called 

as work in progress (WIP) reports, which is a common term used in the event indus-

try. In case of large and complex events, WIP reports often include headings: WBS, 

funds committed, risked register and variances or exceptions. WBS means areas 

which are filled according to their progress. Sometimes the commitment of funds is 

informal, but still affects the amount of funds available. Informal commitment means 

for example oral contracts. Risk register basically showcases a list of risks and their 

status on how they are treated. Variances or exceptions are any possible changes to the 

original event plan. (Bowdin et al. 2011, 299.) 

 

It is impossible for event management to control every area of an event. Event activi-

ties can be delegated to specialist groups, for example subcommittees. Each subcom-

mittee is obliged to solve any possible problems before reporting further. Delegation 

is of great help to event management as delegated groups are responsible for control-

ling their own areas of specialization, and thus the event manager doesn’t have to even 

try to control everything. Subcommittees restrain their actions to their own area and 

the job of the event manager is to stay up to date on any problems that should appear 

across the different subcommittee areas as sometimes solving a problem on one area 

of an event can result in problems in another area. (Bowdin et al. 2011, 299.) 

 

Quality  

 

Defining and controlling the quality of services is more difficult than the quality as-

surance of products. There are several characteristics in service industries which make 

the service quality control less manageable; however it should be treated as important 

as in manufacturing. The level of quality expected is harder to predict within the ser-

vice industries. There are several characteristics which have an effect on the service 
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operations, such as the intangible nature of the services, image of the providing organ-

ization, and behavior of delivery person(s). According to Ross (1999, 15) the most 

significant problem with the delivery of services is that it is generally measured at the 

customer interface. During the delivery of the service there is a definite interaction 

between the supplier and consumer, and thus if any problems should occur, it is al-

ready too late to fix those. (Ross 1999, 15.) 

 

 
FIGURE 10. Characteristics affecting service operations. Adapted from Ross 

1999, 15. 

 

In project management, quality and the level of ambition are closely connected. Re-

sources and time are based on the demands for the end result. Thus the project goal, 

together with the time and resources available should be considered when establishing 

the quality standard that a project should follow. (Tonnquist 2008, 156.) 

 

The quality of a particular event and the event organization itself can be controlled 

with various different systems. The quality control is dependent on customer feedback 

as well as on the performance of the event personnel in delivering quality service. In 

total quality management (TQM) the aspects of quality controlling are integrated with 

the overall strategy of an event. The total quality management aims at continuous im-

provement in the quality of services within an organization. (Bowdin et al. 2011, 299.)  
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Management system 

 

Bowdin et al. (301) suggest that the most thorough way of developing control methods 

is to establish a management system. The project management system is applicable for 

events. A system resembles blueprints which are used in designing a house. The blue-

print shows what is to be done and how in order to all the parts to fit together. It also 

points out any inconsistencies that might occur. (Bowdin et al. 2011, 301.) 

 

A work breakdown structure (WBS) combined with a schedule and a task list is the 

blueprint for an event. If there is no such a blueprint, the event management will not 

be aware of possible gaps in the event plan until they occur or it is otherwise too late. 

An efficient management system separates the most significant problems in need of 

instant attention from minor problems. (Bowdin et al. 2011, 301.) 

 

2.4 Evaluation of events 

 

Evaluation of an event concentrates on its impact and level of success. When honestly 

and critically executed, evaluation is a source for valuable information and a key for 

further improvement both in individual events and in the whole industry. Event man-

agers should acknowledge the importance of the evaluation stage in terms of the 

whole event management process. It should also be of a high priority for event man-

agers to distribute the evaluation for stakeholders and other interest groups. (Bowdin 

et al. 2011, 412-413.; Shone & Parry 2010, 245.) 

 

There are two key evaluation issues; whether or not the event has met its objectives 

and what could be improved for the next time if there will be one. Sometimes it might 

be the case that there were activities in the event which went well but could be 

strengthened further. It might also be the case that there are activities that went so well 

they don’t need any improvement and thus are best left untouched. Sometimes it 

might be that certain activities went badly and will need improvement. (Shone & Par-

ry 2010, 246-247.) 

 

Events have both tangible and intangible impacts. The tangible impacts include eco-

nomic costs and benefits, and they can be measured easily for example with a survey. 

The intangible impacts can be impacts on the social life and well-being of a communi-
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ty, the sense of pride generated by events, and long-term positioning of a place or 

tourist destination. It is often more difficult to measure the intangible impacts, but still 

they should not be forgotten in the evaluation. (Bowdin et al. 2011, 421.) 

 

Basically the event evaluation is concerned with observing, measuring, and monitor-

ing the implementation of an event, in order to assess the outcomes accurately. Based 

on those, a profile can be formed, which indicates the basic features and important 

statistics of an event. The profile gives feedback for event stakeholders and it can be 

used as a tool for further analysis and improvement. Evaluation can be based on a 

formal or more informal research, from which the latter is common in case of small 

events. (Bowdin et al. 2011, 413-414.; Shone & Parry 2010, 246.) 

 

To be able to improve the event in the future, it might be necessary to execute some 

formal or structured research and observation. Problems cannot be identified and pre-

vented from happening again if there isn’t enough information on the origin of a par-

ticular problem. There is a variety of sources of information, which are shown in the 

table below. (Shone & Parry 2010, 246.) 

 

TABLE 2. Sources of information for evaluation. Adapted from Shone & Parry 

2010, 246. 

 
 

The event management process benefits from the evaluation process as inputting and 

analyzing data enables more informed decisions to be made. The event planning be-

• Questionnaires, visitor perceptions Visitor observation 

• Observations and notes Co-ordinators  

• Views of publicity, level of awareness Sponsors 

• Views, comments, logbooks Staff and volunteers 

• Participant observation Mystery guests 

• Reports about any incidents, crowds Security  

• Reactions  and notes Specialists & department 
leaders 

• Community views Council 
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comes more efficient and the event outcomes improve. When the management gains 

information from an event, it can be incorporated in the planning of repeat events to 

improve the whole process and its outcomes. (Bowdin et al. 2011, 413-414.; Shone & 

Parry 2010, 246.) 

 

Evaluation can be useful at a general level too.  The lessons learned from the previous 

experiences of any individual event contribute also to the overall knowledge and ef-

fectiveness of the events industry. The event evaluation also helps in spreading and 

developing innovation in event communications, products, and technologies. This is 

not only leading to better and constantly improved individual events, but also to an 

ever-growing knowledgeable events industry. (Bowdin et al. 2011, 413-414.; Shone & 

Parry 2010, 246.) 

 

2.4.1 Event evaluation process  

 

Evaluation process should be present throughout the event management cycle, but 

there are three key periods when it especially should be undertaken. Already very ear-

ly during the research and planning stage, some kind of evaluation usually takes place. 

This pre-event assessment can be called a feasibility study which determines what 

level of resources is needed, and also whether or not the event should be organized at 

all. The feasibility study often might include a market research on target audience re-

actions towards the event, and also research and predictions on attendance figures, 

costs, and benefits. At this stage the event can be compared with previous similar 

events and their outcomes. Based on the study targets might be established against 

which the success of the event will later be measured. (Bowdin et al. 2011, 414-415.) 

 

Events consist of various variables and event planners should always keep up with the 

constantly changing situations and environment. During the stages of implementation, 

an event needs to be monitored in order to adjust any event governing factors if and 

when necessary. For example, when the event budget is monitored throughout the 

implementation stages, it may result in cutting of the expenses or on the contrary free-

ing up money for other expenditures. Monitoring of the event can lead to necessary 

changes and improve the delivery of the event, thus making the outcome better. It is 

vital to the quality control, but it also provides information for the final evaluation and 

also for the future planning of events. (Bowdin et al. 2011, 414-415.) 
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Post-event evaluation is the most common of evaluations. How an evaluation turns out 

to be depends very much on the purpose of the event and for which audience it is 

meant for. Post-event evaluation is mostly gathering statistics and data from the event, 

which is then interpreted in relation to event objectives. Sometimes the objectives are 

translated into measures that can be applied to indicate the success of an event. The 

Important aspect of usually the evaluation is forwarding the results of an event and the 

evaluation for key participants and stakeholders. The post-event evaluation may also 

include questionnaires or surveys of the event participants. The purpose of the ques-

tionnaires is to examine audience opinions and clarify the level of satisfaction with the 

event. (Bowdin et al. 2011, 415.) 

 

Questionnaires and surveys vary in their content depending on the purpose and the 

needs and resources of an event.  The simplest questionnaires are often feedback 

forms targeting event partners and stakeholders, and they can often be designed and 

distributed within internal resources of the event organization. Surveys are used when 

the event management wants to receive statistical information on audience profiles 

and reactions, on visitor patterns, and expenditure. Surveys can be conducted by direct 

interviews with participants or by written forms. Generally face-to-face interviews 

generate higher response rates. Regardless of the scale and approach, there are a few 

important aspects that event management should consider before conducting a survey. 

(Bowdin et al. 2011, 419-420.) 

 

 
FIGURE 11. Survey characteristics. Adapted from Bowdin et al. 2011, 419-421. 
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 Every survey should have a clearly defined purpose; what is wanted to achieve with 

conducting it. Surveys with a clear purpose are likely to be well-targeted and thus lead 

to effective results. The design of a survey should be kept simple and the questions 

unambiguous. Usually if the design and content are too complicated, the focus will be 

lost, in which case the effectiveness of the survey also suffers. It is recommendable 

that the survey questions are tested beforehand. The size of sample, ie the number of 

respondents should be relative to the whole audience in order to provide representative 

sample. The selection of the sample should be random, so that the respondents are not 

chosen based on any bias of age, sex, or ethnicity. When calculating the outcomes for 

an event, a collection of support data is also sometimes needed. (Bowdin et al. 2011, 

420-421.) 

 

2.4.2 Media coverage 

 

Media coverage, depending if it is positive or negative, can make or break an event. 

Thus it is an important aspect of event management, which needs to be taken into 

careful consideration. What kind the media coverage will turn out to be, depends on 

the event outcomes, the impact the event has on the community, and the built-in rela-

tionships with the media. The coverage can for example include articles in the news-

papers, and radio and television interviews. (Bowdin et al. 2011, 427.) 

 

Recording and monitoring the media coverage is an important part of the documenta-

tion of an event, which can be then used in the event evaluation. It can also be utilized 

in profiling an event for possible future sponsors and partners. However, it should be 

kept in mind that the coverage is not always positive and it is always wise to analyze 

the content. Negative attention from media can hurt the reputation of an event and 

thus has an effect on the stakeholders of an event too. (Bowdin et al. 2011, 427.) 

 

It is possible to estimate a monetary value for the media coverage of an event. Gener-

ally it is valued three times the cost of corresponding advertising space. The valuation 

is based on the assumption that consumers are likely to find the editorial coverage 

more reliable than advertising itself. Nevertheless, it should be noted that this kind of 

valuations are only approximate. However it can be beneficial when utilized as a 

comparative assessment of the media coverage. (Bowdin et al. 2011, 427.) 
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3 CULTURAL ASPECTS 

 

Moran R, Harris, and Moran S. (2011, 10) define culture as human means of adapting 

to circumstances and transmitting this coping skill and knowledge to subsequent gen-

erations. Culture defines individuals, influence on their behavior, and also give them a 

sense of belonging. Within working places, culture has an influence on behavior, mo-

rale, and productivity. It also includes values and patterns that have affect the attitudes 

and actions of an entire organization. It is possible for cultures to change, but it is gen-

erally very slow. (Moran et al. 2011, 10.) 

 

3.1 Hofstede dimensions of national culture 

 

Professor Geert Hofstede conducted a study of how values in the workplace are influ-

enced by culture based on a large data base of employee value scores collected by 

multinational corporation IBM between 1967 and 1973. The data base covered alto-

gether more than 70 countries from which the first 40 largest countries were used, but 

later on the analysis extended to 50 countries and three regions.  Based on the findings 

the countries could be distinguished from each other by values which then became the 

Hofstede dimensions of national culture. First there were four dimensions: Power dis-

tance, Individualism versus collectivism, Masculinity versus femininity, and Uncer-

tainty avoidance. Each country was scored using a scale of 0 to 100 for each dimen-

sion; the higher the score the more that dimension is present in society. Later on a fifth 

dimension called Long-term orientation was also added to the theory. Even later on in 

2010 another sixth dimension: Indulgence versus restraint was presented. (http://geert-

hofstede.com/national-culture.html [Referred 14.11.2013].) 

 

The first dimension power distance (PDI) showcases the distribution of power and the 

degree to which the less powerful members of a society accept and expect that power 

is distributed unequally. The power distance is based on the fact that all individuals in 

a society are not equal and how a society deals with inequalities among people. If the 

power distance is at high level, a hierarchical order is accepted in the society; every-

one has their place and no further justification is needed.  Low power distance socie-

ties strive to equality in the distribution of power, and in the case of inequalities there 

http://geert-hofstede.com/national-culture.html%20%5bReferred
http://geert-hofstede.com/national-culture.html%20%5bReferred
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must be justification for it. (http://geert-hofstede.com/dimensions.html [Referred 

14.11.2013].) 

 

Individualism (IDV) is the high side of this dimension, whereas the low score means 

collectivism. Individualism in societies means preference for loose-knit communities, 

where individuals are expected to take care of themselves and their immediate family 

only. On the contrary collectivistic societies prefer a tightly-knit community, where 

individuals expect their relatives or other members of a certain in-group to look after 

them in exchange for unquestioned loyalty. In individualistic societies people’s self- 

image is defined as “I”, whereas in collectivistic societies the self-image is defined as 

“we”. (http://geert-hofstede.com/dimensions.html[Referred 14.11.2013].) 

 

The foundation for the dimension masculinity versus femininity (MAS) is what moti-

vates members of a society. Masculine societies have a preference for achievement, 

heroism, assertiveness and material rewards for success. In masculine societies suc-

cess is defined by winning and being the best. These societies embrace this kind of 

value system early at school and it continues throughout organizational behavior. The 

masculine societies are generally more competitive than feminine societies. Feminine 

societies strive for cooperation, modesty, caring for others and quality of life. Success 

in a feminine society arises from the quality of life and instead of being competitive, 

feminine societies tend to have focus on common understanding and standing from a 

crowd is not seen as admirable. (http://geert-hofstede.com/dimensions.html [Referred 

14.11.2013].) 

 

The uncertainty avoidance (UAI) expresses a society’s level of convenience with un-

certainty and ambiguity.  This dimension is based on how a society deals with the fact 

that the future can never be known; are people striving to somehow control the future 

rather than just letting it happen? Societies which score high on uncertainty avoidance 

maintain strict codes of belief and behavior, thus these societies have zero tolerance 

for abnormal behavior and ideas. The societies with low uncertainty avoidance score 

value practice over principles. (http://geert-hofstede.com/dimensions.html [Referred 

14.11.2013].) 

 

A fifth dimension called long-term orientation versus short-term orientation (LTO) 

was added in 1991 based on the research by Michael Bond. This dimension explores 

http://geert-hofstede.com/dimensions.html
http://geert-hofstede.com/dimensions.html
http://geert-hofstede.com/dimensions.html
http://geert-hofstede.com/dimensions.html
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societies’ search for virtue. Short-term oriented societies generally are concerned with 

establishing the absolute truth and the members of these societies are normative in 

their thinking. They respect traditions and focus on achieving quick results, and their 

tendency to save for the future is relatively low. Long-term oriented societies are quite 

the opposite; people believe that truth depends on a situation, context, and time. Tradi-

tions are adapted due to the changing environment, tendency to save and invest is 

stronger, and results are achieved with great perseverance. (http://geert-

hofstede.com/dimensions.html [Referred 14.11.2013].) 

 

In 2010 a sixth dimension ‘indulgence versus restraint’ was presented, which is based 

on Michael Minkov’s analysis of the World Values Survey data for 93 countries. In-

dulgence stands for societies that allow relatively free gratification of basic and natu-

ral human drives which are related to enjoying life and having fun.  Restraint stands 

for societies that discourage gratification of needs and also regulate it with strict social 

norms. (http://geert-hofstede.com/national-culture.html [Referred 14.11.2013].) 

 

An important point in Hofstede’s dimensions of a national culture is that culture only 

exists by comparison. The country scores on the dimensions are relative; societies are 

compared with each other. Without making the comparison between the different so-

cieties, the score is meaningless. The country scores have been proved to be quite sta-

ble over decades. Generally shifts in culture are global or continent-wide, meaning 

that cultures in many countries shift at the same time together, and thus their relative 

positions remain the same. (http://geert-hofstede.com/national-culture.html [Referred 

14.11.2013].) 

 

Finland 

 

Finland scores low on the power distance with only 33 points. The Finnish society can 

be characterized as being independent and hierarchies are only for convenience if exist 

at all; equal rights are very much valued.  Within organizations power is decentralized 

and control is very much disliked. Managers trust on the capabilities and experience of 

their team members and employees expect to be consulted. Power distance being low, 

superiors are accessible, leaders coach the staff, and management facilitates and em-

powers the subordinates. Attitude towards managers and those in higher positions is 

http://geert-hofstede.com/dimensions.html
http://geert-hofstede.com/dimensions.html
http://geert-hofstede.com/national-culture.html
http://geert-hofstede.com/national-culture.html
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informal and generally on a first name basis. Communication is direct and participa-

tive. (http://geert-hofstede.com/finland.html [Referred 15.11.2013].) 

 

Finland scores 63 in the second dimension and it is an individualistic society. The 

members of society prefer loose-knit social framework and individuals are expected to 

take care of themselves. Within organizations contracts are based on mutual ad-

vantage, and hiring and any promotion decisions should be based only on individuals’ 

merits.  Management is the management of individuals rather than of groups or teams. 

(http://geert-hofstede.com/finland.html [Referred 15.11.2013].) 

 

Finland scores quite low, 26, on the dimension of masculinity versus femininity, 

which makes it a feminine society.  People live their lives with their focus on “work-

ing in order to live”. Management is based on common understanding and supporting 

employees. Any conflicts should be resolved with compromising and negotiation. As 

people preferably choose their well-being over statuses, they value equality, solidarity, 

and quality in working lives. (http://geert-hofstede.com/finland.html [Referred 

15.11.2013].) 

 

Finland, with a score of 59 has a medium high preference for avoiding uncertainty. 

Uncertainty makes people feel uncomfortable and thus there is an emotional need for 

established rules whether those work or not. Security motivates individuals and it 

brings certainty to people’s lives. Generally time is money, and people have an inner 

urge to work hard and keep themselves busy. Thus also precision and punctuality are 

highly valued. (http://geert-hofstede.com/finland.html [Referred 15.11.2013].) 

 

Finland is a short term orientation culture with a score of 41. In short-term oriented 

societies people respect traditions and strive to establish the normative. It is common 

that in these societies people generally haven’t got the tendency to save for the future 

and are impatient for achieving results as quickly as possible. It is typical for western 

societies to be at the short-term end of this dimension, and the same applies to the 

countries in the Middle East. (http://geert-hofstede.com/finland.html [Referred 

15.11.2013].) 

 

http://geert-hofstede.com/finland.html
http://geert-hofstede.com/finland.html
http://geert-hofstede.com/finland.html
http://geert-hofstede.com/finland.html
http://geert-hofstede.com/finland.html
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FIGURE 12. Finland. Adapted from http://geert-hofstede.com/finland.html [Referred 

15.11.2013]. 

 

Denmark 

 

Finland and Denmark both are Nordic countries and thus national cultures of these 

two countries resemble each other. However, they should not be confused as being 

exactly the same. Denmark scores very low, only 18 points on the power distance. The 

Danes are not leaders by nature, instead they coach, and it is very important to have 

employee autonomy. As in Finland, the Danish society believes in equality and inde-

pendency. Managers are accessible and trust in their employees’ experience. Man-

agement facilitates and empowers. Atmosphere within workplaces is informal, and 

communication is preferably direct and involving. (http://geert-

hofstede.com/denmark.html [Referred 15.11.2013].) 

 

On the second dimension, Denmark scores 74 points, which makes it an individualis-

tic society. The members of a society are expected to take care only of themselves and 

their immediate family. This applies also to the business world, as creating relation-

ships is not in a key role when starting to do business. As mentioned earlier the Danes 

prefer a very direct form of communication and small talk is kept at a minimum. 

(http://geert-hofstede.com/denmark.html [Referred 15.11.2013].) 

 

Denmark again scores low, with only 16 points on the masculinity versus femininity, 

and therefore is a feminine society. The balance between life and work is important, as 

is it important that all are included. The Danes have a very egalitarian mindset, as 

equality alongside with solidarity and quality in the working life are very much val-

http://geert-hofstede.com/finland.html
http://geert-hofstede.com/denmark.html
http://geert-hofstede.com/denmark.html
http://geert-hofstede.com/denmark.html
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ued.  Considering the importance of balance between life and work, free time as well 

as flexible work hours and place are appreciated.  An effective manager is considered 

to be supportive of the staff and involving others in the decision making processes. 

Managers are willing to work hard to achieve consensus, and if any conflicts should 

occur, those are resolved by compromising and negotiation. (http://geert-

hofstede.com/denmark.html [Referred 15.11.2013].) 

 

 
FIGURE 13. Finland in comparison with Denmark. Adapted from http://geert-

hofstede.com/finland.html [Referred 15.11.2013]. 

 

Unlike Finland, Denmark scores low on the uncertainty avoidance with 23 points, 

meaning that the Danes are quite at ease with uncertainty in their working life. They 

do not need lots of structure and predictability, therefore it is convenient that plans 

change and new things emerge. Curiosity is natural and encouraged, and innovation is 

highly valued. Creative industries flourish in Denmark. What comes to long-term ori-

entation, Denmark scores 46 points, which makes it a short-term orientation culture, 

same as Finland and typically other western societies too. However, with 46 points it 

is very close to the middle. As the Danes are short-term oriented, business life is fo-

cused on the present instead of what might happen in ten years. As the focus is on the 

current, rationality and analytical thinking are in a key role. (http://geert-

hofstede.com/denmark.html [Referred 15.11.2013].) 

 

Russia 

 

With a score of 93 points, Russia is one of the most power distant societies in the 

world. Russia is very centralized country, and there is a great discrepancy between the 

http://geert-hofstede.com/denmark.html
http://geert-hofstede.com/denmark.html
http://geert-hofstede.com/finland.html
http://geert-hofstede.com/finland.html
http://geert-hofstede.com/denmark.html
http://geert-hofstede.com/denmark.html
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less and the more powerful people, therefore status symbols are very important. In 

business life it is very important that behavior reflects and represents the status roles. 

The approach in business is always top-down and appropriate authorization for any 

task is a must. (http://geert-hofstede.com/russia.html [Referred 15.11.2013].) 

 

Unlike Finland and Denmark, Russia scores low on individualism, and with 39 points 

it is considered as a collectivistic country. The Russians need other people in getting 

along with their everyday life as well as in the business life too. Family, relatives, 

friends and even neighbors are considered very important. In the business life, person-

al, genuine, and trustful relationships are a crucial source for obtaining information, 

getting introduced or succeeding in negotiations. Communication style is quite indi-

rect. (http://geert-hofstede.com/russia.html [Referred 15.11.2013].) 

 

 
FIGURE 14. Finland in comparison with Russia. Adapted from http://geert-

hofstede.com/finland.html [Referred 15.11.2013]. 

 

Even though status symbols are considered very important in Russia, it scores rather 

low, with only 36 points on the masculinity versus femininity dimension, making it a 

feminine culture. Status symbols are related to the high power distance, and dominant 

behavior is accepted only from leaders/managers, but not appreciated among peers. 

Generally in both their everyday and business life, the Russians understate their per-

sonal achievements and talk modestly about themselves. (http://geert-

hofstede.com/russia.html [Referred 15.11.2013].) 

 

Russia is a society with a high score of 95 on the uncertainty avoidance. People feel 

very uncomfortable in ambiguous, uncertain situations, which might explain the ex-

http://geert-hofstede.com/russia.html
http://geert-hofstede.com/russia.html
http://geert-hofstede.com/finland.html
http://geert-hofstede.com/finland.html
http://geert-hofstede.com/russia.html
http://geert-hofstede.com/russia.html
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tremely complex bureaucracy of the country. In business meetings presentations are 

not prepared at all when the focus is on the relationship building or then they are very 

well prepared and detailed. In addition detailed planning and briefing is common as is 

the preference for having context and background information. When meeting with 

strangers, the Russians tend to be very formal and distant which is a sign of respect. 

(http://geert-hofstede.com/russia.html [Referred 15.11.2013].) 

 

Comparison between Russia and Denmark 

 

The cultures of Russia and Denmark differ quite a lot in terms of each national dimen-

sion. The biggest difference is the power distance where Denmark scores very low and 

Russia scores very high. This indicates that the Danish society puts high value on 

equality amongst people, whereas the Russian society values hierarchy where status 

symbols are important. (http://geert-hofstede.com/russia.html [Referred 15.11.2013].) 

 

Comparison between individualism and collectivism within these two cultures resem-

bles the comparison of Finland and Russia. Denmark and Finland are both individual-

istic cultures as opposed to Russia which is a collectivistic culture. Rather unexpected-

ly all of these three cultures are on the feminine side of the masculinity versus femi-

ninity dimension. These similar scores indicate that all these three societies value the 

quality of life over the competition of the highest achievement. (http://geert-

hofstede.com/russia.html [Referred 15.11.2013].) 

 

In addition to the power distance, another great difference between the Danish and 

Russian societies is in the uncertainty avoidance. Denmark scores low on this dimen-

sion, which indicates that people within the society are embracing change and innova-

tion. What comes to Russian society, the results indicate the opposite; people tend to 

be rather conservative, and they need rules and regulations to feel comfortable in their 

lives. The last dimension, long-term orientation, cannot be compared between Russia 

and Denmark as there are no scores available of Russia. (http://geert-

hofstede.com/russia.html [Referred 15.11.2013].) 

 

http://geert-hofstede.com/russia.html
http://geert-hofstede.com/russia.html
http://geert-hofstede.com/russia.html
http://geert-hofstede.com/russia.html
http://geert-hofstede.com/russia.html
http://geert-hofstede.com/russia.html
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FIGURE 15. Russia in comparison with Denmark. Adapted from http://geert-

hofstede.com/russia.html [Referred 15.11.2013]. 

 

3.2 Cultural synergy 

 

According to Moran, Harris, and Moran (2011, 233) synergy is a cooperative or com-

bined action, and occurs when diverse or disparate individuals or groups collaborate 

for the common cause. Shared perceptions and experiences, insights and knowledge 

can at their best lead to increased effectiveness. Synergy begins with colleagues, then 

extends to organizations, and ultimately involves even countries. The variety and dif-

ferences of the people and societies in the world can lead to a mutual growth and ac-

complishment, which couldn’t be achieved without the contribution of each party. 

Synergistic actions, such as sharing of distinct perceptions and cultural backgrounds, 

can be used for improving and strengthening problem solving and decision making 

processes. (Moran et al. 2011, 233-234.) 

 

Some cultures are more synergistic and cooperative than other cultures, which on the 

contrary are more individualistic and competitive. Within high-synergy societies, mu-

tual advantage and common good are very important and emphasized, thus a win-win 

situation is considered ideal. The society strives to use community resources for the 

commonwealth and power is used for the benefit of all members in the society. The 

high-synergy society is an open system of secure people, who are generally consid-

ered to be kind, gracious, helpful, friendly, and generous. Any existing belief system, 

religion, or philosophy is comforting and life in overall is consoling. These societies 

generally have low rates of crime and mental illness. (Moran et al. 2011, 234-235.) 

http://geert-hofstede.com/russia.html
http://geert-hofstede.com/russia.html
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Low-synergy societies are by nature uncooperative, individualistic, and very competi-

tive. The society does not encourage collaborative actions and social arrangements are 

self-centered. People within these societies tend to be aggressive and hostile towards 

one another, which can often lead to either psychological or physical violence. Power 

is used for personal profit and overall individual benefit is emphasized, while poverty 

can be totally ignored. Power elites are common and accepted, as well as the exploita-

tion of poor and minorities. The low-synergy societies are closed systems with inse-

cure people, who tend to be suspicious, ruthless, and jealous. Unlike in the high-

synergy societies, the rates of crime and mental illness are high. (Moran et al. 2011, 

234-235.) 

 

Highly synergistic cultures are often also highly monocultural. It is easier for people 

living in monocultural societies to find a common understanding with each other, as 

one group makes up the majority of all the people within the system. In some coun-

tries it might be the case that there are multiple different groups, with different and 

even conflicting beliefs, values, religions, and cultures, living in proximity with each 

other. (Moran et al. 2011, 234-235.) 

 

Cross-cultural conflicts 

 

Conflicts cannot be avoided in human interaction and communication whether it is 

due to cross-cultural conflicts or not. Thus conflicts must be learnt to be resolved. It is 

very important for managers to learn how to resolve any conflicts efficiently and keep 

them from spreading to other parts of an organization. Unresolved conflicts can have 

severe negative influence, which extends far beyond the conflicting parties, to the 

whole organization. When ignored, conflicts may decrease productivity and weaken 

morale. By studying organizational conflict, it is possible to learn how to get along 

better with others. Within a working place, supervisors can learn how to predict a be-

ginning of a conflict and how to utilize a productive response to conflicts. Supervisors 

can also learn how to help their employees to resolve conflicts when they occur. (Mo-

ran et al. 2011, 235-236.; Schneider & Barsoux 1997, 9.) 

 

When it is a matter of a cross-cultural conflict, it can be difficult to predict individu-

als’ behavior towards it. However, there are certain guidelines which explain a likely 
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behavior from a dualistic point of view, where cultural traits can be separated to be 

more individualistic or more collectivistic by nature. (Moran et al. 2011, 235-236.) 

 

TABLE 3. Comparison between individualistic and collectivistic cultures in 

terms of behavior towards conflicts. Adapted from Moran et al. 2011, 235-236. 

Individualistic cultures Collectivistic cultures 

• Emphasis on analytic, linear logic. 

 

• Emphasis on holistic logic and group-

oriented, collective normative expec-

tations. 

• Separation is made between the con-

flict and involved parties. 

• Integration of the conflict and con-

flicting parties. 

 

• People tend to be direct and confron-

tational. 

 

• People tend to be indirect, non-

confrontational, and passively ag-

gressive.  

 

• Dealing with conflicts: 

 Solution and action orientation 

 Open and direct communication 

 Linear logic with the use of ra-

tional and factual rhetoric 

• Dealing with conflicts: 

 Priority is in saving face and 

one’s relations 

 Intuitive, affective, ambiguous, 

and indirect rhetoric strategies. 

 Point-logic styles of communica-

tion. 

 

 

4 REALIZATION OF THE BRIDGING –SEMINAR 

 

This chapter outlines the description of the event and introduces the co-operatives 

vital for the seminar implementation. The chapter focuses on the important back-

ground factors for enabling the execution of the seminar and describes the process of 

planning, keeping inside identification of the event, and the reasons behind the realiza-

tion. The implementation of the seminar “Bridging entrepreneurship education be-

tween Russia and Nordic countries” is described closely in the chapter. The chapter 

goes through the whole process of planning, organizing and implementing the event.  
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4.1 Description of the seminar 

 

The overall purpose was to organize a successful international event. The size of the 

event was determined at the beginning stage of the start-up process, as it acted as the 

platform of planning the frame. We decided to arrange a small-scale seminar in the 

autumn 2013. The idea was to bring students as part of the target audience of the sem-

inar participants. The students would be invited as guests in to the seminar with the 

other participants, professors and professionals.  

 

The objectives included organizational and cultural factors. The partner organizations 

would be acting as a major part in the event. The idea was to focus on certain aspects 

such as entrepreneurial, innovative and cultural ones. The marketing of the event 

would be targeted towards certain partner universities of Mikkeli University of Ap-

plied Sciences. The purpose of the seminar was to strengthen networking between the 

partner universities and pilot a 24-hour workshop for the students in the event.  

 

The event was organized to increase cooperation between the partner universities and 

the focus of the event was determined in certain aspects: entrepreneurship education 

and innovation. These factors acted as the platform as we started to form the big pic-

ture of how the event would be built and what kind of activities would be included. 

The innovation aspect and entrepreneurial attitude led to an idea of executing a sepa-

rate programme for the students and arranging a 24-hour Challenge for student partic-

ipants (see Junior Achievement Finland, page 52). 

 

Commissioner 

 

The organization that commissioned our thesis work is Mikkeli University of Applied 

Sciences. The specific commissioner is the Business Department of the University of 

Applied Sciences. Marja-Liisa Kakkonen, the Head of the Department of Business 

Management was our client. With our client, we had meetings on a regular basis from 

January 2013 to August 2013, as we processed, planned and organized the seminar.  

 

Mikkeli University of Applied Sciences serves the area of Eastern Finland with two 

campuses in the cities of Mikkeli and Savonlinna; the main campus in Mikkeli and 

Savonniemi campus in Savonlinna. Mikkeli UAS is a modern higher education institu-
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tion, offering high quality education and a variety of different study fields. There are 

degree programmes available at both bachelor’s and master’s levels. Altogether there 

are 18 degree programmes to choose from, three of which are in English.  

 

There are over 700 new students starting in studies leading to a degree every year, and 

the total amount of students is about 4500. The fields of study are the following: hu-

manities and education, natural sciences, natural resources and the environment, tour-

ism, catering and domestic services, social services, health and sports, technology, 

communication and transport, social sciences, business and administration. The staff 

in Mikkeli UAS is highly educated. There are approximately 400 staff members, of 

which 200 are full-time lecturers. About 40 of the lecturers hold a doctoral or licenti-

ate degree. (http://www.mamk.fi/muas [Referred 24.10.2013].) 

 

According to the strategy of Mikkeli University of Applied Sciences (2013), the pur-

pose of international activities is to increase the multicultural know-how of all the 

members –employees and students of the institution. The possibility of developing 

international know-how increases the attractiveness of the institution. The cooperation 

with Russia is a key element in deepening the internationalization process. The coop-

eration with the country includes the fields of training, project activities and exporting 

of services. 

(http://www.mamk.fi/instancedata/prime_product_julkaisu/mamk/embeds/mamkwww

structure/20831_Mamk_2017_strategia_low.pdf [Referred 2.11.2013].) 

 

Innovative Entrepreneurship in Nordic-Russian Context 

 

The information of the project bases on interviewing our commissioner, Marja-Liisa 

Kakkonen. The project Innovative Entrepreneurship in Nordic-Russian Context is part 

of the Nordic-Russian Cooperation Programme in Education and Research. The pro-

ject started in June 2013 and will end in June 2015. The event that we planned is a 

part of the project. The event was the first of six planned activities in the project. In-

novative entrepreneurship in Nordic-Russian context -project is carried out by Mikkeli 

University of Applied Sciences and the partner universities from Russia and Denmark 

(figure 16). The seminar as a part of the project had the same purpose and goal as the 

project has; networking and cooperating between the partners. All of the partner insti-

http://www.mamk.fi/muas
http://www.mamk.fi/instancedata/prime_product_julkaisu/mamk/embeds/mamkwwwstructure/20831_Mamk_2017_strategia_low.pdf
http://www.mamk.fi/instancedata/prime_product_julkaisu/mamk/embeds/mamkwwwstructure/20831_Mamk_2017_strategia_low.pdf
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tutions of the project would be participating in the organized event. In addition part of 

the funding for the seminar came from the project. 

 

The purpose of the project is to strengthen networking between the partner universi-

ties. Strengthening co-operation between the higher education institutes and with their 

industry partners in Russia and the Nordic countries is also mentioned as an objective 

of the project. The specific objectives of the project are promoting students` skills to 

reflect innovations and enhance entrepreneurial mindset, training students´ under-

standing of value creation for customers/markets, and increasing the entrepreneurial 

teaching competences of the teachers. The specific objectives will be achieved by 

training them through innovation pedagogy and creating the entrepreneurial, innova-

tive, and interdisciplinary module.  

 

 
FIGURE 16. Partners in project Innovative entrepreneurship in Nordic-Russian 

context.  

 

Junior Achievement Finland 

 

The platform of Junior Achievement Finland was used and utilized in the event as the 

plan was to execute the programme for the students. The information bases on the 

web-pages of Junior Achievement Finland. Junior Achievement Finland educates stu-

dents on topics related to workforce readiness, entrepreneurship, and financial literacy 

through experiential, hands-on programmes. These programmes aim at helping young 

people to be ready for the real world by offering educational methods to generate in-

• Mikkeli University of Applied Sciences Finland 

• Saint-Petersburg State Forest Technical 
University 

• Saint-Petersburg State Technological 
University of Plant Polymers 

Russia 

• Academy of Higher Professional Education, 
Lillabaelt  Denmark 
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novation and inspiration, and methods to apply entrepreneurial thinking. Junior 

Achievement Finland offers education in multiple programmes. One of the pro-

grammes is the JA Challenge:  

 

“JA Challenge is a one-day innovation programme for businesses and college level 

education institutions. It is organized in collaboration with JA-YE Finland, a business 

partner and a college level institution. The programme begins with the business part-

ner issuing a challenge to students. This challenge has to do with some aspect of run-

ning a business, for example marketing, new product ideas, product development, 

customer service or business models. During the day students will create their own 

solution to the given challenge in groups and present it to the jury who then chooses 

and rewards the best solution. The goal of JA Challenge is to harness students’ skills 

already during their studies and provide an interaction link between schools and busi-

nesses.” (http://finland.ja-

ye.eu/pls/apex31mb/f?p=17000:1002:7727901765275580:::1002:P1002_HID_ID,P10

16_HID_INSTITUTION_ID:11204,6 [Referred 22.10.2013].)  

 

JA Challenge refers to the 24-hour Challenge that was implemented to the students as 

a part of the event. The Challenge is an event that is carried out in cooperation with 

companies. During the event, the representative company gives the students a chal-

lenge. The Challenge is something that the company can take benefit from and use in 

developing their business. The event lasts for one day, 24 hours.  The day keeps inside 

getting familiar with the company, mentoring during the Challenge, and judging the 

results of the Challenge work. (www.finland.ja-ye.eu/ [Referred 22.10.2013].) 

 

The national office of Junior Achievement Finland organizes these types of challenges 

in cooperation with organizations and companies. The language of the programme is 

Finnish or English. JA Challenge is a 24-hour innovation camp that proceeds in an 

entrepreneurial way. The theme is given by the commissioning company or can be 

free-choice in some cases. Junior Achievement Finland offers the implementers of 

their programmes all the tools, guidebooks and needed materials that can be used and 

exploited during the challenges. (www.finland.ja-ye.eu/ [Referred 22.10.2013].) 

 

 

 

http://finland.ja-ye.eu/pls/apex31mb/f?p=17000:1002:7727901765275580:::1002:P1002_HID_ID,P1016_HID_INSTITUTION_ID:11204,6
http://finland.ja-ye.eu/pls/apex31mb/f?p=17000:1002:7727901765275580:::1002:P1002_HID_ID,P1016_HID_INSTITUTION_ID:11204,6
http://finland.ja-ye.eu/pls/apex31mb/f?p=17000:1002:7727901765275580:::1002:P1002_HID_ID,P1016_HID_INSTITUTION_ID:11204,6
http://www.finland.ja-ye.eu/
http://www.finland.ja-ye.eu/
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Living Labs -training  

 

Living Lab training is a part of the seminar programme and partly used as a method in 

the 24 hour Challenge. Living Lab refers to User-Driven Service Development. Heik-

kanen & Österberg (2012, 11-15) divide the core elements of the activity as user driv-

en approach, open innovation, ecosystem, and a real-life setting. Living Lab roles are 

divided into providers, users, beneficiaries, and developers. The Living Lab method 

enables multi-disciplinary activities. The method offers an open environment enabling 

innovation implementation. The User-Driven Service Development is a useful tool for 

all the participants in the activity as it is a meeting point of different skills, and the 

participants develop their own skills also by learning from others. The Living Lab 

method is a good way for students to gain valuable real-life experience. Heikkanen & 

Österberg (2012, 11-15.) 

 

The purpose of the activity is to gain more competitive products and services, creating 

value and satisfaction to clients. Companies are able to develop their products and 

services, and also to continue to apply the method independently in the future as they 

have become familiar with the activity and how to apply it. For educational institutes 

the method enables producing experts who have the skills to apply the method. In ad-

dition, the inhabitants and residents of areas benefit from the development of products 

and services. (Heikkanen & Österberg 2012, 13-15.)  

 

The Living Lab method is a way to answer to the defined goals of universities of ap-

plied sciences. Considering the advantages, Heikkanen and Österberg (2012, 17) point 

out that the activity enables close cooperation and networking with companies and 

operators in the society. This enforces the possibility to develop the activities and co-

operation between operators in universities of applied sciences. (Heikkanen & Öster-

berg 2012, 17.) 

 

4.2 The planning process 

 

The start-up for the seminar planning process was in the spring 2013. In the beginning 

of the planning stage, we had regular meetings with our commissioner and contem-

plated the content that the seminar would be built upon. The process of creating a 

frame for the seminar started by defining the purpose for the event: to whom it is tar-
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geted and how it would be executed in a suitable way. The aim was to execute a suc-

cessful event, and measure the successfulness with questionnaires and research done 

during the seminar. Observation was also determined as one of the research methods.  

 

In the early stage of the planning process, we determined the frame the seminar would 

be built upon. The event was about to be implemented to increase cooperation and 

activities between the earlier mentioned partner universities. Through our meetings 

and discussions, networking and cooperation became the actual body for the seminar. 

The idea was to arrange a seminar that also stresses out entrepreneurial and cultural 

aspects. Innovativeness was another aspect that was included in the event frame, and 

therefore the workshop for the students was decided to be executed.  

 

It was realized that the name of the seminar should depict the content clearly. The 

seminar was planned as a part of the earlier mentioned project Innovative Entrepre-

neurship in Nordic-Russian Context (see page 50) so the name should reflect the 

background factors and purpose of the seminar. After pondering the right name for the 

event, the name formed to became: “Bridging entrepreneurship education between 

Russia and Nordic countries”. The name described precisely the purpose of the semi-

nar, and gave a ground to build the programme based on the networking theme, 

among the other included factors.  

 

The seminar was decided to take place in August 2013. In this case, the timing and the 

size of the seminar walked hand in hand. The timing was challenging because of the 

holiday season. We estimated the amount of participants to be approximately 50 per-

sons. The targeted guests were the professors, professionals and students of the institu-

tions from Denmark, Russia and Finland.  

 

After the name, frame and timing for the seminar were determined the process of cre-

ating the first marketing materials began. The logo was designed in cooperation with 

the marketing department of Mikkeli University of Applied Sciences. The logo was 

based on an idea that it demonstrates and reflects the name of the seminar. We wanted 

to emphasize the elements “bridge” and “networking” between the countries in the 

logo. (Appendix 1.) 
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At the beginning of the planning process we assessed the labor-intensiveness of the 

seminar. It had to be ensured that there would be enough staff members to take care of 

all the necessary actions during the seminar. The process of planning the seminar 

would be hard work for us as we were working and studying partly at the same time, 

but we were determined to take full responsibility of the activities in planning, organ-

izing and executing the event successfully. We estimated that there is no need for “ex-

tra hands” during the seminar, as we were on the scene constantly, and if not, the 

commissioner Marja-Liisa Kakkonen would be present and in charge of the activities.  

 

As some of the factors that would be included in the seminar had already been deter-

mined and the base of the topics the seminar would concentrate on defined, it was 

time to choose the right strategy to achieve the desired goals. We had to internalize the 

fact that planning is a continuous process, which meant fully focusing on the details 

included in the planning.  Being able to manage changes and act on them had to be 

internalized as changes occur on a constant basis in the planning stage, and a respon-

sibility has to be taken.  

 

The process started by establishing an overview of the seminar. The seminar had to be 

built in a way that the implementation corresponds to the purpose. Factors such as 

appropriateness and suitability had to be kept in mind when putting the frame of the 

seminar together.  The seminar plan had to be the kind that it could be implemented in 

practice. The content also had to be built up keeping in mind the fact that it would 

attract the targeted group of participants’ interest. 

 

4.2.1 Marketing and media 

 

To begin marketing the event, we started to plan the seminar invitation letter (appen-

dix 2) after identifying the key subjects the event would be built upon. The aim was to 

attract attention, so we put a lot of focus in the planning of the content and design to 

create interest. After determining the structure of the content and outlook of the letter 

with our commissioner, we started to plan a frame for the letter.  

 

The invitation letter consisted of a welcome part and the preliminary programme was 

announced in it. The letter included important dates for the registration and paper 

submissions as a publication was made based on the seminar subject. As we had de-
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termined the participation fees, they were included in the invitation letter, and we end-

ed up setting an early registration benefit for the participants who signed up in the 

spring. The students were able to register free of charge in the case they registered 

early. The reason behind this was to get early registrations and to get a clear picture of 

the amount of participants at an early stage to ease the process of planning the semi-

nar.  

 

Other important details, the registration link and the e-mail address for the seminar 

were announced in the invitation letter. The registration form was created with the 

Webropol-programme. The seminar letter included information of the seminar host, 

Mikkeli University of Applied Sciences. We added a link to the web-pages of the host 

and other useful links were also published in the invitation – links to hotels’ webpag-

es, and other links to get acquainted with the city of Mikkeli.   

 

Another aspect in the practical issues was to determine the pricing for the seminar. As 

we had already targeted the participants as professors, experts and students, we were 

able to assess the pricing in the most suitable way. To prompt participants, the pricing 

of the seminar was planned in a way that by registering early, one would get discounts 

and students would be free of charge with the professors. The “early bird” discount 

aimed at getting people to register in time to enable us estimate the amount of partici-

pants as it would affect what would be arranged for the seminar. 

 

The invitation letter was sent directly to the partner institutions of the project Innova-

tive Entrepreneurship in Nordic-Russian Context. We also designed a marketing spot 

for the event in the web-pages of Mikkeli University of Applied Sciences.  The web-

page included information of the seminar, the link to the registration, and a prelimi-

nary programme. The webpage was monitored and edited as the programme of the 

seminar was updated.  

 

Press call 

 

Before the event, we made a press call aiming to attract the media attention. The press 

call was organized via the marketing department of Mikkeli University of Applied 

Sciences. The publicist sent the invitation to media connections in the Mikkeli area. 
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The press call aimed at informing the press about our piloting of the 24h Challenge as 

a part of the seminar. (Appendix 3.) 

 

The press call gave information of the event as a whole. The 24h Challenge was intro-

duced as a workshop that develops innovativeness and problem solving skills by using 

new learning methods. The press was welcomed to both, the seminar in Mikkeli and 

the 24h Challenge in Haukivuori. Ikihyvä Ltd, the company that the students were 

going to spend 24 hours in, was mentioned and information of where the company is 

located was given to the press. The press call also mentioned the countries where the 

guests were coming from.  

 

As the event was a part of the project Innovative Entrepreneurship in Nordic-Russian 

Context, the project was mentioned in the press call. The press call was viable for us, 

as we were able to attract the local media in Haukivuori and the teachers were inter-

viewed for a local radio station.  

 

Publication 

 

Before the seminar, the Russian partners in the project Innovative Entrepreneurship in 

Nordic-Russian Context planned to execute a publication (appendix 4) with the organ-

izing partner Mikkeli University of Applied Sciences. In the earlier mentioned invita-

tion letter, it was announced that the best papers would be selected and published after 

the seminar. The papers were planned to be presented during the seminar.  

 

The first part of the publication concentrated on education. It dealt with cultural dif-

ferences and co-operation between Russia and Finland. There was also a release of 

user-driven innovation process. The second part concentrated on projects. The part 

included releases of intensive weeks as a way of internationalization, development of 

entrepreneurship, implementation of entrepreneurial marketing, and lessons learned 

joint project planning. The publication is peer-reviewed and was written by eight per-

sons from Mikkeli University of Applied Sciences and partners from Russia. The pub-

lication is available as a hard copy and as an electronic version.  
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4.2.2 Seminar programme 

 

The planning of the programme was a process that lasted approximately for half a 

year. The planning started at the early stage of the process, and the programme was 

constructed step by step as the event became closer. We had regular meetings with our 

commissioner, and through our discussions a preliminary programme was created, and 

based on that, the marketing process began. As mentioned earlier, the preliminary 

programme was set up on the webpages of Mikkeli University of Applied Sciences.  

 

The purpose of the evening programme in the seminar was to offer new memorable 

experiences for the participants. Arranging the evening programme gives a good bal-

ance and acts as a counterweight in an event. Planning programme for evenings offers 

the possibility to get acquainted with the other participants and network with people in 

a relaxed way. It is also a good way to arrange cultural experiences and enable the 

guests to enjoy the nature in Finland as enjoying the beautiful nature has a big role in 

the Finnish society.  

 

The planning for the evening programme consisted of pondering multiple different 

ideas with our commissioner. We contacted several restaurants and places in the Mik-

keli area, asking for offers, and finally choosing the ones that suited our purpose. The 

evening programme consisted of a cruise in the lake Saimaa with m/s Jaarli, including 

a trip to 4000 years old Astuvansalmi rock paintings and a dinner at Kallioniemi, in 

Ristiina. We also included a dinner in a local restaurant Sali & Keittiö. For the last day 

of the seminar, we planned a Russian menu in the restaurant Pruuvi for the professors 

as the students were given free time to shop and get acquainted with the city.  

 

We started to plan the frame for the seminar programme more accurately as the group 

of the participants became clearer. As we were aware of the aspects the programme 

would be based on, our commissioner proposed ideas of good speakers for the semi-

nar. The frame for the seminar programme was built upon the name “Bridging entre-

preneurship education between Russia and Nordic countries”. The subjects discussed 

were determined in the beginning of the planning process, so the main focus was on 

entrepreneurial, cultural, international, and innovative factors. It was decided that the 

seminar would be hosted by our commissioner; Marja-Liisa Kakkonen. 
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Speakers 

 

The seminar programme needed expedient speakers, and specific persons were chosen 

and asked to speak in the seminar. As the subjects for discussion had been identified, 

the speakers had to be professionals in the specific fields. The chosen speakers for the 

seminar are introduced in the following paragraphs.  

 

Hilde Hoefnagel is an international coordinator from Artesis Plantijn University Col-

lege, Antwerp, Belgium. She comes from the department of Education Management.  

Meg Sønderlund is a senior lecturer from DK-Academy of Higher Professional Edu-

cation, Lillebaelt. Both of the ladies have knowledge and interesting perspectives to-

wards cultural factors, and would be giving a session on cultural factors together.  

 

Ville Majanen is the Managing Director of Digi Electronics Ltd, e-ville.com. Mr. Ma-

janen is an entrepreneur and a former student of Mikkeli University of Applied Sci-

ences. He lives and operates his business in Hong Kong, China. Mr. Majanen has suc-

ceeded as an entrepreneur in international business. Mr. Majanen brings an interesting 

aspect to the seminar with sharing his personal story in becoming an international suc-

cessful entrepreneur.  

 

Matti Koiranen’s title is Professor Emeritus. He comes from Jyväskylä University 

School of Business and Economics. He is an expert in the field of entrepreneurship 

and brings much expertise and know-how to the seminar. Mr. Majanen and Mr. 

Koiranen were also to arrange a panel discussion of entrepreneurship which would 

enable deeper discussion on the topic and include the audience to participate in the 

conversation.  

 

Kimmo Rönkä is the Managing Director from Movense Ltd. Mr. Rönkä is an expert in 

the field of Living Labs - User-Driven Service Development. The seminar is a good 

place to introduce the guests to the Living Lab method which is a useful, innovative 

tool in developing services and products.  The method is also useful in educational 

aspect in educational institutes as it can be exploited in teaching.  
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4.2.3  Financial planning and risk management 

 

Control and risk management have to be included when planning events. In events, 

anything can happen and there is always some amount of uncertainty present, which 

has to be taken into consideration throughout the event management process. Changes 

are a part of the process in event management which makes it vital to stress out metic-

ulousness and constant adaptation to the changing environment in the planning stage 

of the event.  

 

To ensure that the planning would proceed and lead to the aimed results, it is vital to 

monitor the activities. Controlling activities has a key role in event management. Our 

commissioner was in charge of the administration of the event. Still, we were respon-

sible for the activities which needed to be implemented to proceed in the planning 

process. To control the progress, we had regular meetings with our commissioner 

throughout the process of planning the event. We started to plan the event in January 

2013 and the work continued until August 2013 when the seminar was executed in 

practice.  

 

The practical arrangements in event planning consist of multiple factors that have to 

be monitored and controlled throughout the process. Therefore, we created an excel 

sheet in which we arranged all the activities that had to be taken care of, and planned a 

schedule to be followed. We divided the activities in a way that they would be imple-

mented in a certain period of time. The created “action plan” enabled us to follow our 

tasks and helped in anticipating the necessary time and timing to implement different 

activities. 

 

As our seminar was a relatively small scale event the level of uncertainty was not that 

high, and thus the amount of identified potential risks was not high either. By a careful 

planning of the event activities we were able to reduce the risk level to a minimum. 

When identifying potential risks we also assessed the consequences if a potential risk 

should actually occur during the event. As said, there weren’t too many risks, so the 

consequences were not severe either. Probably the biggest risk was weather as we had 

planned outdoor activities for the first day; the boat trip and we also wanted to exploit 

the outdoors during the 24-hour Challenge. As the weather in Finland tends to be quite 

unexpected, we were prepared for the bad weather by ensuring that in the boat there 
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would be enough room to be inside, and the same within the Challenge. In that way 

we were able to reduce the risk of the weather ruining the activities.   

 

Budget 

 

To monitor expenses throughout the planning process, we created and followed a cer-

tain budget. As event management refers to constant changes, a budget is vital for 

following expenses and planning activities. The budget was the main tool for us in the 

planning stage of the seminar. Within the budget we were able to list and categorize 

all the different activities and related expenses, and thus following the event’s finan-

cial aspect was made easier. Following-up the expenses was especially important on 

the commissioner’s point of view as the estimated budget and available funds for the 

event need to correspond. The budget is also important in terms of the sources for 

funds.  The budget indicates the expenses, and if the event activities support the objec-

tives of the funders.  

 

The budget was built based on the schedule for the seminar. The schedule shows all 

the main activities which need funding, so it was a logical way for starting to construct 

the budget. We identified all the activities within the event, and estimated the re-

sources and costs for those activities. The expenditures for the event included for ex-

ample expenses for the guest speakers, expenses for the social programme, and ex-

penses for all the needed materials.  

  

The funding for the event was covered by two different operators; the funding was 

partly covered by Mikkeli University of Applied Sciences and partly by the project 

Innovative Entrepreneurship in Nordic-Russian Context. We made a clear distinction 

in the budget in terms of the sources of funding to follow up the expenses also sepa-

rately. The budget is not disclosed as an attachment in the thesis as the content is pri-

vate. 

 

Cultural factors 

 

As the guests for the seminar became clearer, we started to consider cultural factors 

that would have to be taken into account when planning the event. Cultural factors are 

introduced more precisely in the chapter 3 called Cultural Aspects (see page 38). As 
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the nationalities of the guests were known, we were able to take cultural factors into 

account when planning the event.  

 

The international aspect gives value to the event as different perceptions and back-

grounds can bring added value to conversations and education. The main advantage is 

learning from each other; learning by different perspectives. Still, these things cannot 

happen if the cultural factors are not taken into account. As the 24h Challenge has 

participants from different nationalities, it is vital to monitor the group-work in multi-

cultural groups to ensure minimizing conflicts and misunderstandings that are often 

the case in a multicultural environment.  

 

4.2.4 Producing the materials 

 

The actual organizing process started weeks before the seminar. The practical organiz-

ing before the seminar included producing all the necessary materials such as the 

name lists, guides, programmes, nametags, and seminar bags. Producing the necessary 

materials was time-consuming, as there were multiple different materials to be pro-

duced which included not just printing, but also laminating and modifying the data in 

a way that it fitted our purposes. 

 

We also prepared folders for us organizers in order to have all the necessary materials 

and information with us at all times. The folders aided in staying up to date. We in-

cluded in the folders the lists of the participants, all the programmes, reservations and 

the menus of the restaurants included in the evening programme as well as our task 

lists.  

 

The days before the seminar kept us busy. The premises of the seminar had to be 

checked and everything had to be ready for the seminar to begin. We needed to place 

the marketing material promoting Mikkeli University of Applied Sciences and make 

sure that there were everything needed, such as a flipchart, at the auditorium where all 

the main activities during the seminar took place. It was also important to arrange IT-

support in case there would be any complications with technical matters.  

 

In addition to making the premises ready, we also had to produce and arrange the ma-

terials for the seminar and the 24h Challenge. There were also several different certifi-
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cates for the participants and we needed to have those signed and ready. First of all, 

we prepared official certificates of participation for the Russian professors as they 

needed those for their institutes back in Russia (appendix 5). It was very important 

that the certificate was signed by the representatives from each of the participating 

schools. It was also important that the representative person was in a high position. 

 

Other certificates we produced were related to the JA Challenge and thus meant for 

the students. There were certificates of participation (appendix 6) as well as certifi-

cates for the Challenge winners (appendix 7). As we had access to ready-made JA 

Challenge materials, it was easy to modify the ready forms to fit our Challenge. How-

ever, it was still rather time consuming as there were many students, and we needed to 

pay careful attention to spelling their names correctly.  

 

We designed seminar bags with the seminar name and logo (picture 2). The outlook of 

the bags was designed in cooperation with the marketing department of Mikkeli Uni-

versity of Applied Sciences. The purpose of creating the bags was to welcome the 

participants and provide them with helpful material. As within events it is important to 

try somehow to make the intangible nature of the event more tangible, the purpose of 

the bags was also to give the guests something to remember from the seminar and 

Mikkeli University of Applied Sciences.  

 

 
PICTURE 2. The logo of the seminar bag.  
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We had to produce different bags for the students and the rest of the participants as 

students’ programme (appendix 8) differed from the rest of the participants’ pro-

gramme (appendix 9). Otherwise, the seminar bags had the same content. The bags 

contained the seminar programmes, pens, notebooks, some Finnish candy, leaflets, 

and a brochure/map of the Mikkeli area as well as a hairband that promoted Mikkeli 

University of Applied Sciences.  

 

 
PICTURE 3. Leaflet included in the seminar bags. 

 

Questionnaires 

 

To gain and indicate the results from the seminar, we designed questionnaires. The 

objective was to get an overall perspective of the seminar execution as a whole, and 

examine the piloting of the 24h Challenge more precisely. The seminar questionnaire 

(appendix 10) aimed at getting information regarding the seminar programme and to 

evaluate the success of the event. It was directed to all of the participants including the 

students.  
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The 24h Challenge questionnaires were spread into three questionnaires: before the 

Challenge (appendix 11), during the Challenge (appendix 12), and after the Challenge 

(appendix 13). The aim was to clarify the expectations of the students, how their ex-

pectations met the realization, and most importantly gain development suggestions for 

the future as we were piloting the Challenge. The objective for both of the question-

naires was to get precise feedback from the seminar guests to ensure the availability of 

development suggestions for the future.  

 

4.2.5 JA Challenge 

 

The participants of the event included international students, so the idea was to do 

something new and different. We decided to arrange a 24h Challenge for the student 

participants. The idea was a total focus for one day, working 24 hours in multi-cultural 

groups. There was an all set platform that we could use in the piloting of the pro-

gramme for the students. Junior Achievement Finland was an expert in the field of 

long challenges for students.  

 

We were able to educate ourselves about the Challenge as Turo Numminen the pro-

gramme manager of Junior Achievement Finland became to train us for the Challenge. 

He was the expert in the field of the 24-hour Challenge. Junior Achievement Finland 

had a platform which we were able to exploit. The platform consisted of materials 

including guides for the students, nameplate-models, certificates for participants and 

winners among multiple other tools to use. The meeting with an expert was helpful as 

it was the base for our plans concerning the 24-hour Challenge. 

 

First we had a plan for the Challenge to take place in the campus area of Mikkeli Uni-

versity of Applied Sciences. After the meeting with Turo Numminen, our commis-

sioner had an innovative idea. The idea was to execute the Challenge in a real-life 

environment with an actual client. It became reality that we had the opportunity to 

execute something innovative and new as we were able to collaborate with a company 

in Mikkeli area.  

 

The students would implement the Challenge as a course from which they gained 

three credits. The scope of the course was 3 ECTS. The course was called “Innovation 
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Competencies”. The course would focus on the development work made for the com-

pany.  

 

The course was described to the students before the Challenge. The description was 

that a local company gives challenges that the students would be solving for 24 hours. 

The course would consist of team-work, a presentation and a final report. The assess-

ment criteria was built on the usage of professional terminology, gathering of infor-

mation in the essential sources of information in the field, usage of the main models, 

methods and techniques of their professional field, and ways of working in a team.  

 

4.2.6 The cooperative company 

 

The cooperative company in the 24h Challenge for the students was Suomen Ikihyvä 

Ltd. The company operates in the field of health care for elderly people and people 

suffering from memory disorders. Suomen Ikihyvä Ltd is located in two locations, 

Ristiina and Haukivuori. Both of the premises are nearby the city of Mikkeli. We con-

centrated on the Haukivuori premises as it was the location the students would imple-

ment their 24h Challenge in.  (http://www.ikihyva.fi [Referred 24.10.2013].) 

 

Päivi Valli is the Managing Director of the company. The company Suomen Ikihyvä 

Ltd was founded in 2008. At the moment the company employs 40 persons including 

the staff in both of the business premises. The business premises in Haukivuori were 

opened in the spring 2012. The company offers supported housing for elderly people 

and specializes in treating memory disorders. Rehabilitation, domiciliary care, training 

and consulting are among services. Ikihyvä in Haukivuori is the home of many elderly 

and memory disordered people. (http://www.ikihyva.fi [Referred 24.10.2013].) 

 

We visited the company with our thesis commissioner in the summer before the semi-

nar. We discussed with the entrepreneurs, got acquainted with the business premises, 

clientele and the wishes of the entrepreneurs regarding the Challenge. We also dis-

cussed the practical issues related to the Challenge. The entrepreneurs were eager in 

participating in our piloting and willing to let the students use their premises as their 

location.  

 

http://www.ikihyva.fi/
http://www.ikihyva.fi/
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After meeting the entrepreneurs and visiting the company premises, it became clear 

that the company would be ideal for our piloting purposes. The fact that we could be 

in a real-life environment inspired us as the results would be much deeper as the Chal-

lenge would be implemented in the ideal place, the actual business premises where it 

all happens. The fact that the students could operate in the company to whom they 

were completing their Challenge work was a way to increase the innovativeness in the 

process.  

 

The nature of the business was the type that behavioral factors needed to be empha-

sized for the participating students. The customers live in Ikihyvä, and therefore the 

Challenge is taking place in the home of the customers. A home is a person’s “person-

al space”, which has to be respected. Therefore it was important to stress out behav-

ioral factors for the students before the Challenge. Also, the fact that the students 

would spent the night in the business premises means that the customers of the com-

pany are sleeping, and they shall not be disturbed by the groups of students working in 

the company premises.  

 

4.2.7 Implementation plan of the Challenge 

 

The Challenge was planned to be implemented in practice by three lecturers, two from 

the Department of Business Management in Mikkeli University of Applied Sciences 

and one expert of the 24-hour Challenges from Denmark. The professional from 

Denmark, Flemming Bech Thøisen, was an expert in organizing and implementing 

these kinds of Challenges. Reijo Honkonen and Sami Heikkinen were the lecturers in 

charge of the Challenge from Mikkeli University of Applied Sciences.  

 

The idea was that the students would spend 24 hours in the business premises of the 

company, creating innovative solutions to a Challenge given by the co-operative com-

pany and the teachers. As there would be an expert of long challenges present in the 

workshop planned for the students, he would be participating also as a mentor for the 

other teachers in the Challenge.  

 

As we had planned a separate Challenge for the students, the arranged seminar would 

materially consist of multiple different programmes. We found implementing different 

programmes for the students and other participants useful, as it would be much clearer 
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for the guests and also decrease any confusion. This is the reason why we implement-

ed different programmes for students and other participants of the seminar. Besides 

differing seminar programme, the students also had their separate Challenge pro-

gramme (appendix 14). 

 

Before the seminar, we sent a welcome letter for the students (appendix 15). The wel-

come letter kept inside vital information for the students. The course description of the 

course “Innovation competencies” was given in the letter, and the assessment criteria 

of the upcoming Challenge were introduced for the students. The students were an-

nounced that further information they would get in Mikkeli, in the beginning of the 

Challenge. Before the Challenge the students were also sent information via e-mail, as 

they were given advices on how to dress up warmly and in case possible, taking their 

laptops and sleeping-bags with them as they could be useful for them during the Chal-

lenge.  

 

Arranging the teams 

 

The student participants were from different countries and as the idea was to have 

multicultural groups in the Challenge, we arranged the teams before the Challenge in a 

way that the nationalities were spread evenly. This way we were able to eliminate the 

complexity of forming the teams just during the Challenge itself. In case the teams 

would have been formed at the scene, it would have been more time consuming.  An-

other reason for pre-teaming the students was that we were able to produce the materi-

als such as workbooks and name tags for the teams before the Challenge. We were 

again able to utilize the ready materials so we needed to just modify the ready forms 

into our purposes. We had divided the teams by colors; each team had a distinct color. 

So we made also their name tags in different colors to identify the members of each 

team more easily. 

 

4.3 Implementation of the seminar 

 

This part describes the seminar “Bridging entrepreneurship education between Nordic 

countries and Russia” by our personal observation in detail from the beginning to the 

end. We had prepared the event for months before the execution, and as the day be-
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came to implement the event as well as planned, we were excited and eager to see if 

the planned event would match our goals in practice.  

 

4.3.1 The first day of the seminar 

 

On the first seminar day, the participants were welcomed in a registration point in the 

University. The participants were registered and given the seminar bags into which we 

had gathered all the necessary information. They were welcomed and were able to 

enjoy morning coffee in the restaurant Dexi next to the registration. We faced some 

surprises as all of the students that had registered to participate did not arrive, and we 

also had one new participant which was found out at the moment of the registration. 

This meant new arrangements in a rapid speed for us as all of the team materials had 

been laminated and prepared based on the registered students. Luckily the changes did 

not mix our arrangements as we were able to rearrange the groups and prepare new 

materials for the new groupings. 

 

After the registration and morning coffee, the programme started together with the 

students, as the seminar was opened and everyone welcomed by the rector of Mikkeli 

University of Applied Sciences. After the opening ceremony, the Head of the Business 

Management Department welcomed the participants and  gave the information con-

cerning the 24h Challenge, as the students were about to start their journey towards 

the Challenge premises. The participants were able to ask questions related to the 

Challenge to make sure that everything was clear. On the first day, the participants 

excluding the students continued the seminar programme in Mikkeli University of 

Applied Sciences.  

 

The first day programme for the professors and experts included sessions on cross-

cultural communication by Hilde Hoefnagels and Meg Sønderlund, and cultural as-

pects in setting up a business in Hong Kong by Ville Majanen. When asking our thesis 

commissioner Marja-Liisa Kakkonen who was present during the first days pro-

gramme, the first day of the seminar went as planned. For the first evening of the sem-

inar, we had planned a Finnish evening for the professors and experts. The evening 

started with a cruise in Lake Saimaa from Mikkeli harbor. The cruise took the guests 

to see Astuvansalmi rock paintings and after the sightseeing the boat took the guests to 

enjoy a dinner at Kallioniemi, Ristiina. It was raining quite much during the first day, 
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so luckily we had ensured that there were inside spaces for the guests in the boat in 

case the weather would be rainy.  

 

4.3.2 24h Challenge 

 

Before the Challenge, the students had been given information of the course “Innova-

tion Competencies” they were about to attend (see page 65). The journey towards the 

24h Challenge with the students started by a bus drive towards the company premises 

in Haukivuori. Besides the teachers, we had two Russian experts along as they wanted 

to observe the Challenge as it would be a learning experience for them as well.  

 

In the bus, the students were given some information regarding the Challenge, but the 

Challenge work was still unannounced. The students became familiar with the type of 

business the company operates as we were driving towards Haukivuori. Our plan was 

to do a research during the Challenge and the bus drive was the perfect occasion to 

implement the first part of the questionnaire. The students were asked to answer an 

inquiry of their expectations to get research material to analyze the success of the 

event afterwards. The bus was an ideal place to execute the survey, as the students 

were all gathered in the same place, and we were able to monitor that everyone an-

swered the questionnaire.  

 

As we reached our destination, we were welcomed by the entrepreneurs of the compa-

ny. We started the day by gathering together with the entrepreneurs of the company 

and teachers. The introduction process started with a mini brief regarding the Chal-

lenge. After briefing we moved to the location where the students would be working 

throughout the Challenge and had a welcome dinner that the company had prepared 

for the participants. 

 

During the dinner a journalist from a local magazine was also there to interview us 

related to the Challenge. The journalist observed us for a while and interviewed us 

about the purpose of the Challenge and what the students were going to do during the 

next 24 hours. The press representative also took some pictures as we were enjoying 

the welcome dinner.  
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After the dinner we got acquainted with the business premises and the surrounding 

areas of them. We walked in the surrounding areas aiming at giving inspiration of the 

closeness of nature and environment for the students as it would be useful for the stu-

dents to get acquainted with these issues regarding their Challenge work.  Afterwards, 

the teachers, students and entrepreneurs gathered together and the real briefing for the 

actual case started. The company had arranged a capacious space for the students 

where they could work and spend the next 24 hours indoors. After we had gathered in 

the premises, the entrepreneurs gave information about the company, the reasons they 

do business, and how they do business. The students were able to ask questions before 

they would get started with their work.  

 

Teaming up 

 

The students were divided into small teams that were already determined in the plan-

ning stage of the seminar and they had some time to get to know each other before 

they started processing the Challenge work. The students were teamed up and given 

name tags. The name tags were divided by colors, different groups having different 

colored tags. The teachers briefed the students the case, and the needed materials were 

given to each participant. The materials included a workbook with information and 

instructions for the actual task of the Challenge as well as the schedule on how the 

Challenge will proceed.  

 

The entrepreneurs told more about their business, giving facts and information related 

to the field of business in Finland and their own motives and ways to do business. The 

entrepreneurs were really eager in getting young people’s opinions and fresh ideas 

related to how they could market their services in a wider context in Finland and Rus-

sia. They were also interested in all sorts of new ideas to improve their services and 

becoming more appealing to larger target groups. Thus, the entrepreneurs emphasized 

the fact that the company operates in a customer-oriented manner, even though mak-

ing profit is crucial for every business.  

 

Idea generation / Brainstorm 

 

After the information session was over, the students started to form ideas firstly by 

taking “idea-walks” individually. The students were able to go anywhere, such as 



72 

walking in the beautiful nature surrounding the company area. During these idea-

walks the students pondered innovative ideas in their own privacy and made notes of 

their ideas. After the walk it was time to share the ideas in the teams. The teams gath-

ered together to brainstorm. After sharing every member’s ideas, the teams discussed 

and deliberated one idea that they would concentrate on developing in the Challenge 

work. Every team member was given a guide book to help in the Challenge by Junior 

Achievement that they could follow as they processed the teamwork. The teachers 

were available for each team in case they needed advice and guidance.  

 

Group work requires an effort from each member of the group. Multiple factors can 

affect the effectiveness and the atmosphere of the group. It is common for students to 

wish working in groups with people they already know. However, the utility of work-

ing in groups comes specifically when working with people from different cultures 

and backgrounds. The versatility of a group can be a huge advantage when exploited 

in a right manner. When we were dividing the groups, some of the students asked us 

to change the groups in a way that they could work in the same teams with their 

friends. We were glad that we had already divided the groups before the Challenge, as 

it might have been more difficult on the spot. 

 

As the teams started to work in teams, they were worried of the lack of internet avail-

ability. Some of the students were able to get Wi-Fi connection, some not. The pur-

pose was not to base the task on information. The task was to be innovative, to form 

ideas based on the unique factors that most of the information was given to the stu-

dents as they were able to execute the Challenge in the real-life environment, the 

company premises. The surroundings and the ability to grow ideas based on what they 

see were emphasized to the students as they seemed to be concentrating their energy 

on the lack of Internet.  

 

After the teams had formed their ideas and started to process their work step by step, 

the entrepreneurs had arranged a bonfire by the lake where all the participants gath-

ered to enjoy a typical Finnish evening with barbecue dinner and peaceful landscape. 

During the dinner the teams communicated their ideas to the whole group and were 

able to share their thoughts and ask questions related to the Challenge. The bonfire 

was also an opportunity for the students to see what kinds of experiences the company 

can already offer its customers, in a real-life environment. There was also conversa-
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tion related to the fact that there is cooperation between the entrepreneurs around the 

area. During the dinner a local entrepreneur came to tell about his canoe services, 

which the company was already able to use with their customers.  

 

Working in teams 

 

After the get together by the lake, the teams returned to the house where they contin-

ued their group work. The teachers monitored and assisted the groups to ensure the 

groups progressed in their Challenge. The team-work noticeably differed in different 

groups. It was obvious that in some groups conversation flied freely and in some cases 

the groups did not communicate that much. This is why it was good that the teachers 

assisted and monitored the group-work constantly to make sure each group made pro-

gress in their task. The teachers assisted the students until midnight, and were availa-

ble throughout the night in case of an emergency. The students had some sleeping 

bags in case they wanted to take a rest once in a while. They had time to process and 

finalize their challenge work until the next morning.  

 

During the night some of the students were working late, and some tried to get some 

sleep. They had the night to prepare their work in its final form, so depending on the 

group, the students spent their night working or resting. The students were able to rest 

in the same place where they worked in groups. There were a couple of mattresses on 

the floor that the students were able to use if they needed rest.  

 

Presentation training 

 

In the morning after a demanding night, the students had a presentation training ses-

sion, when a teacher from Mikkeli University of Applied Sciences came to give in-

structions on how to form and implement a well-structured and executed presentation. 

Presentation skills were a part of the challenge as the teams would be evaluated based 

on the ideas and the presentations. After the training the students returned their teams’ 

results for the teachers and were able to enjoy sauna and swimming to wash up and 

experience a real Finnish sauna. At midday the bus came to pick the group up, and the 

demanding 24 hours were over. The students were driven to their hotels, and they 

were able to go to rest and sleep to recover from the Challenge.  
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4.3.3 The second day of the seminar 

 

The second day of the seminar consisted of sessions by Matti Koiranen, Ville Majanen 

and Kimmo Rönkä. Matti Koiranen’s session focused on teaching entrepreneurship in 

higher education. After this session, Ville Majanen shared his story about how he be-

came an entrepreneur after finishing his studies in Mikkeli University of Applied Sci-

ences. After the presentations by the two professionals, they had a panel discussion 

where they discussed issues based on their presentations. Conversation topics were 

related to the entrepreneurial teaching methods and the importance of entrepreneurial 

learning and teaching. Also the audience had an opportunity to ask questions and take 

part in the discussion.  

 

In the afternoon the programme continued with Living Labs training (see page 52) by 

Kimmo Rönkä from Movense Ltd. The speaker gave an outlook and examples of the 

User-Driven Service Development. The method was not familiar to most of the people 

in the audience, so including some new educational aspects was a good decision when 

planning the programme for the event.  

 

In the evening the whole group of the seminar quests gathered together in a local res-

taurant to enjoy an international dinner. During the dinner the participating students 

had arranged some programme and performed during the evening. The students had 

planned nice singing and dancing performances. The atmosphere in the dinner was 

informal and relaxed; people were communicating and networking freely with each 

other.  

 

4.3.4 The closing day of the seminar 

 

The third day of the seminar was the closing day. The day started with the morning 

coffee possibility and the day was opened with the results of the 24h Challenge as the 

students had presented their results to the whole seminar audience. The entrepreneurs 

of the company that was the commissioner in their Challenge work were also present 

to evaluate the presentations. The groups presented their ideas one group by one, and 

after all the groups had given their proposals and presented their ideas, the evaluation 

team which consisted of the teachers and the entrepreneurs grouped to evaluate the 

presentations and ideas of the teams to decide the winning teams of the Challenge. 
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The evaluation was based on two different criteria: the best presentation and the best 

idea.  

 

After the decision of the winners was made, all of the groups were called one by one 

back to the stage to get feedback of their ideas and presentation. After the feedback 

session was over, the winners were announced and called to the stage. The members 

of the winning teams were awarded with winner certificates and Mikkeli University of 

Applied Sciences hoodies. All of the students were also awarded with certificates for 

participation. After the students had been awarded, they were given the opportunity to 

go and have some free-time and end the seminar on their behalf as their work had al-

ready been done and they were eager to get familiar with the city and do some sight-

seeing and shopping. All of the groups had come up with really good ideas during the 

Challenge. The entrepreneurs saw that some of them would be viable and the compa-

ny could actually use the ideas in their service development.  

 

The day continued with the professors and experts giving paper presentations based on 

the publication (appendix 4) that was an outcome of the cooperation between the par-

ticipating organizations in Russia and Mikkeli University of Applied Sciences. The 

subjects that were introduced focused on cultural differences, co-operation, user-

driven innovation, entrepreneurial aspects and internationalization. After the papers 

were presented, it was time to close the seminar. Our commissioner closed the semi-

nar officially but the quests still had programme in the evening. We had arranged a 

Russian dinner at a local restaurant. The evening programme was directed for the pro-

fessors and experts. The purpose for the dinner was to have also a more informal end-

ing for the seminar, where guests would still have time to socialize in a more relaxed 

atmosphere. 

 

 

5 RESEARCH METHODS 

 

This chapter focuses on introducing the research and data collection methods used in 

our research. The approach on the research is both qualitative and quantitative. The 

analysis is based on observation and questionnaires implemented during the event and 

a telephone interview with the managing director of the co-operative company. This 

chapter also introduces the different evaluation criteria for a research.  
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5.1 Quantitative research 

 

Quantitative data can be counted and expressed numerically. ‘Statistics is branch of 

mathematics that is applied to quantitative data in order to draw conclusions and make 

predictions’ (Wilson 2010, 212). Statistics are used in analyzing past and current data, 

and in forecasting future projections. There is a variety of different quantitative ana-

lytical techniques which can be utilized in analyzing and interpreting data. These 

techniques include everything from simple tables to multivariate tests. (Wilson 2010, 

212.) 

 

In quantitative data analysis, it is important to have a representative sample. However 

that doesn’t mean that the sample would have to be large in size. It is not always 

needed to have large quantities of data for the analysis. The quantitative analysis can 

be divided into descriptive statistics and inferential statistics. The descriptive statistics 

summarize and describe data, while the inferential statistics are used for making rea-

soning in relation to a wider population. (Wilson 2010, 212.) (Silverman 2000, 3-5.) 

 

Quantitative data analysis as a process consists of four stages. The first stage involves 

preparing data so that it is ready to be analyzed. The second stage is summarizing and 

presenting data using tables and graphs, which is usually the first step in the actual 

analysis. On the third stage of the process, data is described by using suitable statisti-

cal methods, often descriptive statistics. Finally in the last stage, the strength of the 

relationships between different variables is assessed. (Wilson 2010, 212.) 

 

 
FIGURE 17. Process of quantitative data analysis. Adapted from Wilson 2010, 

213. 

1) Preparing data for analysis 

2) Summarizing and presenting data using tables and 
graphs 

3) Describing data using suitable statistical methods 

4) Examining relationships and trends between variables 
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5.2 Qualitative research 

 

Qualitative data analysis is exploratory by nature. It can involve an eclectic mix of 

data sources; observations, spoken word, written text and visual data. The main quali-

tative data collection methods are observation, interviews and focus groups. Moreover 

it often deals with large amounts of raw data. It is useful to come up with a plan on 

how to analyze the data effectively. However, there is no definite approach to carry 

out qualitative data analysis and different authors suggest different kinds of approach-

es. (Silverman 2000, 7-8.) (Wilson 2010, 253-254.)  

 

Wilson (2010, 255) proposes four generic steps in the qualitative data analysis. First 

step is the transcribing of data. It is likely that a qualitative analysis is based on an 

interview transcripts or field notes taken from observational research which have to be 

transcribed. This is likely to be a very time consuming part in the analytical process 

and must be completed before moving on to the next step. The next step is reading and 

generating categories, themes and patterns; coding. The reading process helps in iden-

tifying patterns and themes in the data whereas coding is simply choosing elements of 

the data relevant to the research. Coding the data can be inductive (emergent coding) 

or deductive (priori coding). When the approach to the coding of the data is inductive, 

categories will develop through examining the data whereas when the approach is 

deductive, the categories are determined prior to the analysis. The approaches can also 

be combined when there will be more flexibility. (Wilson 2010, 255;258.) 

 

 
FIGURE 18. Steps in qualitative analysis. Adapted from Wilson 2010, 255. 

 

Step three is interpretation, which means basically developing a deeper understanding 

on the findings. It is not enough to reduce and code the data and develop patterns and 

categories, as a research should not just illustrate findings, but also to interpret those 

findings. The interpretation of the data is looking for connections between the identi-

Transcribing 
the data 

Reading and 
generating 
categories 

Interpreting 
findings 

Writing the 
report 
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fied categories within each transcript. The final stage in the process is to write the ac-

tual report. (Wilson 2010, 262.) 

 

5.3 Data collection 

 

The primary data collection refers to a method where the data is collected by using a 

range of collection tools. The primary data collection doesn’t rely on already existing 

data sources and thus the collected data are unique to a particular study. There is a 

variety of data collection methods which can be utilized in the primary data collection. 

Three main collection tools include interviews, questionnaires, and observation. (Wil-

son 2010, 135-136.) 

 

 
FIGURE 19. Primary data collection tools. Adapted from Wilson 2010, 137. 

 

Secondary data have been collected by other researchers; individuals, groups, or a 

body working on behalf of an organization. It can include for example annual reports, 

promotional material, parent company documentation, magazines, journal articles and 

newspaper reports, and governmental printed sources. It is typical for researches to 

begin with secondary data analysis and after that the outcome of the analysis destines 

if a primary research is needed or not. The secondary data can be classified in differ-

ent ways. It can be classified based on its format into electronic or written, and then 

these groups can be divided based on whether their intended target audience is aca-

demic or commercial. (Wilson 2010, 170,174.) 
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FIGURE 20. Classification of secondary data. Adapted from Wilson 2010, 175. 

 

The use of primary data might be necessary when secondary data is not available. If a 

topic of a study is fairly new, it might be that the number of academic publications is 

still very limited. Sometimes it might be the case that available existing secondary 

data is not appropriate for a particular study. Thus the nature of a study can determine 

whether to use primary or secondary data or both. (Wilson 2010, 136.) 

 

A mixed methods approach to data collection  

 

The three main primary data collection methods (interview, questionnaire, observa-

tion) don’t have to be chosen in isolation. Generally qualitative and quantitative data 

collection methods are separated, but research methods can still be mixed. Thus dif-

ferent triangulation methods can be used in the primary data collection. Triangulation 

is an especially useful method in complex researches. According to Denzin (1970) 

triangulation is ‘collecting information from a diverse range of individuals and set-

tings, using a variety of methods’. (Wilson 2010, 164.) 

 

 Easterby-Smith, Thorpe, and Lowe (1991) identify four types of triangulation, which 

are data triangulation, investigator triangulation, methodological triangulation, and 

triangulation of theories. The data triangulation refers to a method in which data can 

be collected at different times or from different sources. In the investigator triangula-

tion, researchers collect data independently on the same phenomenon and then com-

pare the results with each other. The methodological triangulation refers to using both 
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quantitative and qualitative methods of data collection. Finally the triangulation of 

theories refers to an approach where a theory is taken from one discipline and used for 

explaining a phenomenon in another discipline. (Wilson 2010, 164.) 

 

According to Strauss (1987) using a triangulation approach in data collection can re-

duce the risk of chance associations and of systematic biases. If a study has been done 

using only one method, there is a chance it is more vulnerable to errors linked to that 

particular method that has been used. When multiple methods are used for collecting 

different types of data, the study provides cross-data validity checks. Whether or not 

to use a mixed methods research normally depends on the general research approach, 

access to data, previous research, and time and financial constraints.  (Wilson 2010, 

164.) 

 

Questionnaires 

 

Brace (2008, 7-8) describes a questionnaire as a vital part of the survey process. The 

first step in the stage of planning a questionnaire is to be aware of the objectives to 

strive at expedient results. In case the specific objective has been determined the ques-

tions should be formed in a way that they enable getting the most suitable answers 

leading towards the wanted results. In case the research is exploratory, the focus 

should be in the type of data that needs to be collected. The most suitable way to col-

lect data should also be determined in the case of explanatory research.  (Brace 2008, 

7-8.) 

 

Phillips & Stawarski (2008, 2) divide question types of a questionnaire to the follow-

ing groups: open-ended questions, checklists, two-way questions, multiple-choice 

questions and ranking scales. The advantage of open-ended questions is the unlimited 

answers. Respondents have much space to answer freely. A checklist-question con-

sists of a list of items. The respondents are asked to check those that apply in the situa-

tion. Two-way questions have two alternatives, such as yes and no, from which the 

respondents choose the most suitable alternative. Multiple-choice questions enable 

several answers. In a multiple-choice question the respondent selects the most appli-

cable alternative. The final question type, ranking scales, asks the respondent to rank a 

list of items. (Phillips & Stawarski 2008, 2.) 
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Brace (2008, 7-8) stresses out the importance of defining the sample, the target group, 

before any questions can be asked. At this stage of the research plan, the sampling 

method and the way to collect the data must be determined. These stages are im-

portant to ensure the questionnaire answers to the research objectives. (Brace 2008, 7-

8.) 

 

There are certain advantages in using questionnaires as a data collection method. 

Firstly, questionnaires allow obtaining accurate information. Secondly, questionnaires 

are a cost-effective and reliable way to gather feedback that can be qualitative and 

quantitative. Finally according to McClelland (1994, 22) ‘a survey questionnaire can 

provide accurate and relevant data through thoughtful design, testing and detailed ad-

ministration’. (Wilson 2010, 148.) 

 

There are also some disadvantages in using questionnaires, which should be taken into 

consideration. Questionnaires often tend to be administered in a way that makes them 

impersonal; if any confusion should occur, the respondent cannot ask for clarification. 

This might lead to inaccurate data or no answer at all from the respondent. Another 

potential problem is the misinterpretation of questions, and in that case, the response 

cannot be used in the final analysis. (Wilson 2010, 149.) 

 

Data needs to be analyzed after it has been collected. Brace (2008, 8) emphasized that 

the analyzing method has an influence on the form of the questionnaire and the way 

that it is structured. Determining the method to analyze the results can help in deter-

mining some questions that have to be included in the questionnaire. The data analyz-

ing method and the way the questionnaire has been formed should respond to each 

other. (Brace 2008, 8.) 

 

Observation  

 

Krishnaswami & Satyaprasad (2010, 93-94) describe observation as a physical and a 

mental activity. The authors narrate observing from a researcher´s perspective in the 

following way: “Observation is selective. A researcher does not observe anything and 

everything, but selects the range of things to be observed on the basis of the nature, 

scope and objectives of his study.”  The purposeful nature is also stressed out. The 

observation should be built on a specific purpose. It is expedient that the observation 
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should happen in a natural setting where the observed person’s behavior can be evalu-

ated in a real context. (Krishnaswami & Satyaprasad 2010, 93-94.) 

 

Observation is a useful method for collecting data. Phillips & Stawarski (2008, 28-29) 

have described observation basing on observing participants and focusing on changes 

in their behavior. Commonly a staff member or a person close to the subject observed 

can act as the observer. Still, the authors emphasize that a third-party observer can act 

more objectively even though using an external observer can be more costly. The au-

thors stress out the fact that observations should be systematic. The process has to be 

well planned to ensure a successful implementation. There is importance in knowing 

how to interpret and report the observed data. (Phillips & Stawarski 2008, 28-29.) 

 

 
FIGURE 21. Types of observation. Adapted from Krishnaswami & Satyaprasad 

2010, 94. 

 

Krishnaswami & Satyaprasad (2010, 94) divide observation in two following classifi-

cations: participant observation and non-participant observation. The participant ob-

servation is an activity where the observer is part of the observed group or phenome-

non. The observer acts as an observer and also participates in the activities with the 

group the observation focuses on. This method allows a deeper understanding and 

deeper insight of the experiences of the group observed. The downside in this method 

lies in the emotional aspects, as in case the researcher participates in the observation 

emotionally, the objectivity of the research is lost. In the case of non-participant ob-

servation, the observer does not participate in the activities of a phenomenon. This 

method requires skills for observing the phenomenon or the group in an unnoticed 

manner. (Krishnaswami & Satyaprasad 2010, 94.) 

 

Personal observation of an event is referred as direct observation. Krishnaswami & 

Satyaprasad (2010, 95) see the flexibility and the ability to observe the event as it 

takes place as an advantage of the direct observation. The availability to change the 
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focus during the observation also reinforces the foundation for extensive results. The 

problem of the method is the wide scope of the observation. The observer could be 

unable to cover all relevant occasions that take place during the research. (Krish-

naswami & Satyaprasad 2010, 95.) 

 

Indirect observation is the reverse version of direct observation. The observer does not 

have to be physically present when observing indirectly. Krishnaswami & Satyaprasad 

(2010, 95) describe the method as less flexible compared to direct observation. The 

researcher has to rely on research made by others. There is a risk for incorrect results 

as the researcher is not able to verify the accuracy of the results. (Krishnaswami & 

Satyaprasad (2010, 95.) 

 

In controlled observation the observed group is aware of the fact that they are being 

observed. This limits the credibility of the research, as the awareness of the observa-

tion may affect the behavior of the observed. The method is highly controlled as the 

what, how and when to observe are determined precisely. Uncontrolled observation 

can be exploited in participant observation. The observation is executed in a way that 

no techniques are used during the research. The research bases on observing by listen-

ing and looking at the observed. (Krishnaswami & Satyaprasad (2010, 95.) 

 

Interviews 

 

There are three types of interview methods; structured, semi-structured and unstruc-

tured. The structured and standardized interviews consist of a fixed set of interview 

questions for all participants. There are mostly ‘what’ questions. In some cases, stand-

ardized questions produce fairly short answers, which make it easier for the researcher 

to compare the results between respondents. Generally structured interviews also per-

mit a greater number of questions to be answered, as the respondents are supposed to 

give short and precise answers to these questions. However, it should be kept in mind 

that short answers might limit the interviewees. Thus some potentially interesting data 

might not be revealed during the interview. (Eriksson & Kovalainen 2008, 81-82.) 

(Wilson 2010, 146.) 

 

Unstructured informal, open and narrative interviews are typical for qualitative re-

search. Unstructured interviews are used when a particular topic is explored from the 
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participant’s point of view. The interview often begins with a broad question and con-

tinues depending on the answers given by the interviewee. Sometimes the interviewer 

might not ask any direct questions, but invites the interviewee to discuss particular 

themes. (Eriksson & Kovalainen 2008, 82.) (Wilson 2010, 146-147.) 

 

According to Fontana and Frey (2000) unstructured interviewing differs from struc-

tured interviewing in several ways. Firstly, even though there is some guiding ques-

tions or core concepts, there is not any structured and formal interview protocol. An-

other thing is that when the interview is unstructured, it allows for moving the conver-

sation in any direction of interest.  Because of the nature of the interview, it can pro-

duce insights that a researcher cannot anticipate beforehand. However, the interviewer 

must know how to interact with the interviewee in order to have the best results. 

(Eriksson & Kovalainen 2008, 82-83.) 

 

A semi-structured and guided interview is basically a hybrid of the structured and un-

structured approach. It consists of an outline of topics, issues, or themes, but the word-

ing and order of questions can vary in each interview. The flexible nature of semi-

structured interviews allows the interviewer to introduce questions depending on the 

answer of the interviewee. The tone of the interview is often informal and conversa-

tional. (Eriksson & Kovalainen 2008, 82.) (Wilson 2010, 147.) 

 

Telephone interviews can be used to collect primary data in both qualitative and quan-

titative research. Those can be a good alternative to face-to-face interviews and there 

are many advantages in conducting a telephone interview. It can usually be adminis-

tered easily and over a short period of time, so it is a fairly quick way to collect data 

and also the costs are low. As telephone interviews don’t require much of planning or 

special arrangements, only an interviewee’s consent and access to telephone, it is ideal 

for a wide geographical coverage. Thus it is also often linked to cross-cultural re-

search. Because of its easiness and low costs, it is possible to develop a large sample 

size. Interviews made on the phone can also be recorded. (Wilson 2010, 142.) 

 

5.4 Evaluation of research 

 

The three concepts of reliability, validity and generalizability provide a basic frame-

work for the evaluation of research in social sciences as well as in business research 
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(Eriksson & Kovalainen 2008, 291). Reliability is a classic evaluation criterion which 

is commonly used in quantitative research. Reliability refers to the extent to which a 

certain measure, procedure or instrument produces the same result on repeated trials. 

Therefore, the question of reliability is related to the establishment of a degree of con-

sistency in research in the sense that another researcher can replicate the study and 

come up with similar findings (Eriksson & Kovalainen 2008, 292). 

 

Yin (2003) suggests three principles which can help in establishing reliability in a 

study. The first principle suggests that it is useful to use multiple sources of evidence. 

When data has been collected from multiple sources, an investigator has the possibil-

ity to cover a broader range of historical, attitudinal and behavioural issues. Thus the 

findings of a study are likely to become more accurate and convincing. Secondly, it 

might be advisable to develop a formal database for a case study project. A database 

allows for other investigators to review the evidence directly instead of being limited 

just to the written report. The third principle is maintaining the chain of evidence, 

which allows an external observer to follow the derivation of any evidence from orig-

inal research questions to case study conclusions. It is also important that the external 

observer can trace the process in either direction; from the conclusion back to the re-

search questions or vice versa. (Wilson 2010, 118-119.) 

 

Another classic criterion for the evaluation of research is validity. The validity deals 

with the findings/conclusions of a research and whether those give an accurate expla-

nation or description of what has happened. If it is said that research conclusions are 

valid, it basically means that the conclusions are true and certain. In qualitative re-

search, validity is defined rather differently; the aim is to provide the research a guar-

antee that the report or description is correct. Validity can be established by using for 

example these common methods: analytic induction, triangulation or member check. 

(Eriksson & Kovalainen 2008, 292.) 

 

The validity of a research can be improved in different ways. First of all, the research 

questions and objectives should be clearly defined, understood and workable. Second-

ly, it is advisable to engage possible research stakeholders in the process. Thirdly, any 

measures used in the research should be related to the initial research questions and 

objectives. Finally the measures used should be compared with the measures of previ-

ous research. (Wilson 2010, 122.)  
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Generalizability refers to the ability to extend the research results into a wider context. 

In the case of quantitative research, generalizability deals with representative samples 

whereas in qualitative research it means a well-grounded and argued selection of re-

search cases or people. (Eriksson & Kovalainen 2008, 293.) 

 

According to Eriksson and Kovalainen (2008, 293), Yin (2002) makes a distinction 

between ‘statistical’ generalizability and ‘analytic’ generalizability. This helps in see-

ing the differences in the quantitative and qualitative research logic. Analytic general-

izability compares the empirical results of a study with a previously developed theory. 

It is a case of replication, when at least two or more cases support the same theory. 

(Eriksson & Kovalainen 2008, 293-294.) 

 

 

6 RESULTS OF THE SEMINAR 

 

Within this chapter the focus is on analyzing and presenting the results of our re-

search. The results indicate the successfulness of the seminar and the piloted 24-hour 

Challenge for the students. The results are based on quantitative and qualitative prima-

ry data collection methods: questionnaires, observation and interview (see chapter 5).  

 

We designed and targeted a questionnaire for all of the participants regarding the sem-

inar as a whole (appendix 10) and another three questionnaires for the students that 

focused on the 24h Challenge (appendices 11, 12, 13). The questionnaire for all the 

seminar guests was implemented in the end of the closing day of the seminar. The 

questionnaires for the students were split into three categories which were executed in 

the following way: before the Challenge, during the Challenge, and after the Chal-

lenge. As the questionnaires were both quantitative and qualitative by nature, we 

needed to analyze the quantitative, statistical part of the questionnaires with SPPS-

programme.  

 

Throughout the event we also used a qualitative research method observation as a tool 

for collecting data. We observed the seminar as a whole and during the piloting of the 

24 hour Challenge to collect feedback and development suggestions. Our approach to 

observation was the uncontrolled and direct observation method. We were closely 
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monitoring the students from the beginning of the Challenge to evaluate their behavior 

by listening and watching them. 

 

Another data collection method for our research was interviews. We arranged a tele-

phone interview with the managing director of the co-operative company. We aimed 

to find out about the company’s point of view of the Challenge. It was important in 

terms of evaluating the success also to know how the Challenge had succeeded in the 

company’s perspective. 

 

6.1 Questionnaires 

 

As our research is based on both quantitative and qualitative analysis, the question-

naires were formed to respond to the both analyzing methods (see pages 80-81). When 

we started creating the questionnaires we knew our target group and the objectives of 

our research. The questionnaires (appendices 10, 11, 12, 13) aimed at getting results 

of the satisfaction of the event as a whole. Another goal was getting development sug-

gestions, as they are vital for improving the activities in the future.  

 

The questionnaire intended for all the participants of the seminar included open-ended 

questions, two-way questions, multiple choice questions as well as ranking scales of 

different aspects of the programme. The main point was to collect data on the re-

spondents` satisfaction with the seminar and development suggestions. When we were 

designing the questionnaire, we wanted to create simple and clear questions in order to 

avoid any misinterpretation by the respondents. It was also important to include ques-

tions that would serve the purpose of our research.  

 

The Challenge questionnaire included open-ended questions, two-way questions, and 

ranking scales. We wanted to find out about students’ expectations and satisfaction 

with the Challenge. In addition, with the ranking scales questions we aimed to find out 

more about the Challenge as a learning experience. Again the design of the question-

naire followed the objectives of our research. The questionnaires also needed to be 

rather short as we didn’t want them to take too much time from the students so that 

they would be interested in answering to all the questions with care.  
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As mentioned earlier in the chapters, both questionnaires included different types of 

questions. The point was to keep the questionnaires respondent-friendly. With the 

open-ended questions we wanted to ensure that the questions did not limit the re-

spondents too much. We wanted that they would be able to write freely any comments 

they had about the seminar and/or the Challenge.  

 

The questionnaire for the whole group of the participants was conducted on the last 

day of the seminar. The amount of the respondents was 30. In terms of the question-

naire to provide with enough data for the quantitative research, we needed to have a 

representative sample. However as our research is only based on the seminar we orga-

nized and the purpose is not to compare it to other seminars or in any way generalize 

the results in relation to a wider population, the size of the sample doesn’t have to be 

larger in size. As we received 30 responses, meaning that almost every participant 

responded, our sample can be considered representative for our research purposes.  

 

The same applies to the Challenge questionnaires, as we received 16 answers from 

two of the first questionnaires and 15 answers from questionnaire conducted after the 

Challenge. As there were 16 students participating altogether in the Challenge, we can 

consider our sample representative.  

 

The quantitative analysis of the questionnaires began with preparing the data so that it 

was ready to be analyzed. We input the data to the SPSS programme and were able to 

summarize and present the data in tables and graphs. We also used Microsoft Excel in 

the preparation and presentation of the data. The analysis is based on descriptive sta-

tistics; we summarize and describe the collected data with the help of tables and fig-

ures. The collected data also allowed for comparison to be made between variables.  

 

The qualitative analysis process began also with preparing the data; we assembled all 

the responses in one file to be able to easily continue with the process with coding of 

the data. We used inductive coding and thus developed categories as we were going 

through the data. When we had organized our data we started the process of interpret-

ing and writing down the results. 
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6.1.1 Results of the seminar questionnaires 

 

We wanted to collect information of the amount of participants on separate days of the 

event. According to the respondents, the amount of participants varied during the 

event from 23 to 28 participants. The results showed limitations in accuracy, as there 

were participants who were present only during some sessions in two other days and 

not when filling in the questionnaire was implemented. This affects the validity of the 

interpretation of the results. As the amount of the respondents was 30, and the ques-

tionnaire was answered by the guests on Friday, the results show that the results are 

not totally reliable.  According to the results, the amount of the participants on Friday 

was 25, but still the questionnaire was filled up by 30 participants on the closing day 

of the seminar.  

 

 
FIGURE 22. Attendance of respondents. 

 

Most of the respondents, 50 percent, were students. The number of professors among 

the respondents was 43.3 percent and other respondents 6.7 percent. This makes the 

students the biggest group of participants in the event. The students were in a big role 

in the seminar, as they had their own special programme. The programme was divided 

quite equally between the students and other participants that acted as the other half 

among the seminar guests.  
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FIGURE 23. Role of respondent.  

 

We wanted to find out what the guests enjoyed mostly in our event. There were mat-

ters that amplified in the answers of the respondents. The atmosphere was mentioned 

as one of the things the guests enjoyed the most. This meant that we had succeeded in 

creating a nice atmosphere as it is the base for a successful event. The multi-cultural 

environment was also a factor that was mentioned enjoyable in the feedback.  

 

A couple of matters came to prominence in the feedback. One of them was the pro-

gramme. The guests seemed to enjoy the programme during the three-day seminar. 

Meeting new people was another matter that was mentioned multiple times. As the 

objectives of the event were related to co-operation and networking, this indicates the 

fact that people had been networking and getting acquainted with each other during 

the seminar.  

 

Future recommendations from the respondents 

 

When the participants were asked for future recommendations, some issues emerged 

from the results. More time for networking was recommended. As the networking had 

succeeded in some level, if we reflect to the earlier results where networking was 

found to be one of the most appealing matters during the seminar, it is something that 

should be paid attention to in the future. Time for networking should be arranged and 
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find solutions to ensure that networking is taking place. More conversations could be 

included in the programme and think of ways to enforce networking e.g. during the 

evening programmes.  

 

The schedule was mentioned as quite tight. The Finnish people tend to be punctual. 

The results indicate this fact quite straight-forward. We can develop our style of ar-

ranging schedules by adapting to other cultures. In this case, we could have planned 

the programme schedule by evaluating the participant countries styles in time-

management and adapted these in to our programme plan. In the future, this could be a 

good way to develop the time-management in a multi-cultural environment, firstly 

getting acquainted with other cultures` habits and styles.   

 

The respondents suggested that the programme should include more time for discus-

sions. Another wish related to the programme was having more time for the panel 

discussions and unofficial discussions. These answers highlight the importance of 

arranging more time for discussion in the programme. The time for discussion will 

enable sharing information from different perspectives, which leads to the fact that the 

sessions will become much more educative and fruitful for all of the participants.  

 

What comes to the 24h Challenge, it was recommended that more participants should 

be included in the programme for students. Since during the seminar the holiday sea-

son was on, Finnish students were still on their holidays and it was hard to get partici-

pants willing to participate during their holiday. Therefore, to enable the growth in the 

amount of the students, the timing of the event should be planned in a way that the 

semester in studies is in progress and more students are willing to participate.  

 

The fact that the 24hour Challenge was piloted for the first time affected the amount 

of students as it would have been much more difficult to arrange an event in real com-

pany premises for a huge amount of students. As it was smaller, the instructors were 

able to concentrate on the teams` work at a much deeper level than in a larger group.  

 

It was suggested that the event could include more real-life stories. This comment 

referred to the speaker Ville Majanen’s presentation (see page 59). Real-life stories 

are always interesting as they tell about reality and can act as inspiration. As entrepre-

neurship had a role in the event, the fact that Mr. Majanen shared his story with the 
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seminar audience seemed to be one of the most liked factors in the seminar pro-

gramme. For the future, these kinds of real life stories could be lifted to a higher role 

in events as they seem to interest people and what comes to students, real-life stories 

can even affect their future plans. The stories of becoming entrepreneurs should be 

shared more to increase and enhance entrepreneurship by real-life stories. 

 

One of the respondents suggested concentrating more in more cooperation. This re-

flects the fact that these kinds of events are needed and have to be arranged in order to 

network and interact. Cooperation is useful for all participants as each party benefits 

from new experiences and shared knowledge. This was the first kick-off seminar un-

der the Innovative entrepreneurship in Nordic-Russian context –project and the coop-

eration will continue with seminars in Russia and Denmark.  

 

The event was described as “a new, unique experience” by one of the respondents. 

This made us really happy as we were able to create something new and unique in-

stead of organizing a common event that was familiar to all of the participants. Since 

the purpose of the event activities was also to bring out and show the foreign guests 

the Finnish scenery, it seems that it was conveyed to the participants.   

 

The speakers received praise in the feedback. The speakers in the event were profes-

sional people from different fields. The variety of the speakers seemed to please the 

audience. The fields which were cultural, entrepreneurial and innovation linked fac-

tors were all different but all vital to be combined to meet the objectives of the event – 

and they seemed to be organized in an effective way in the programme.  

 

Ratings of the event aspects 

 

We asked the respondents to rate the following perspectives of the event: programme, 

organization, information flow, materials, scheduling and timing, atmosphere, social 

programme and networking (table 4). Next we go through the results that rated the 

event from different perspectives.  

 

The results indicate that 50 % of the respondents rated the programme excellent.  27 

% rated the programme as satisfactory, 15 % as good. This indicates that we had suc-

ceeded in creating the programme quite well. The organization of the seminar was 
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rated excellent by 53 % of the respondents. There were similarities between the rating 

between the programme and organization, as 17 % rated the organization good, as in 

the programme rating. 27 % of the respondents rated the organization satisfactory.  

 

Information flow divided opinions. 31 % thought the information flow was excellent 

and satisfactory. 17 % rated the flow good and other 17 % as tolerable. 3 % rated in-

formation flow as poor. This was the only aspect that received poor rating in the ques-

tions. Even though we imagined that all of the information had been very clear, this is 

something that can be developed in the future. More specific information seems to be 

needed and the way to get the shared information to flow needs to be evaluated to 

make sure improvements can be done in the future.  

  

The seminar materials were excellent according to 38 % of the respondents. 17 % rat-

ed them as good, and 38 % as satisfactory. The opinions seem to vary quite much. The 

factors behind this answer might be that the students might have answered this ques-

tion related to the 24hour Challenge materials, not concentrating on the seminar mate-

rials in their answers. Still, the feedback indicates that we can develop the materials in 

the future by focusing more closely on the participants` position and trying to evaluate 

the materials from their perspective, leaving our personal perspective aside.  

 

Scheduling and timing was rated excellent by 40 % of the respondents. 23 % rated the 

timing as good and other 17 % as satisfactory. This is interesting to interpret as the 

feedback based on the open questions showed areas for development. The major part 

of the respondents rated the scheduling and timing excellent, so in this case we can 

say that on the other hand punctuality can also be seen as a positive factor in these 

kinds of occasions.  

 

The atmosphere was the most highly rated. The atmosphere was excellent in the opin-

ion of 60 % of the respondents. 23 % rated the atmosphere good and 17 % satisfacto-

ry. We are really happy to gain these results from this part of the evaluation, as we 

were seeking to create a nice atmosphere for the guests, hoping that they would enjoy 

the seminar and feel welcome. The social programme was also highly rated. 57 % 

rated social programme as excellent. 23 % rated the social programme good, 17 % 

satisfactory. This indicates that we were in the right track when planning and execut-

ing the evening programme.  
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We asked the respondents to rate networking during the event. The results indicate 

that 40 % was completely happy with networking with the reply excellent in the ques-

tion. 33 % experienced networking as good. As mentioned earlier in the results, some 

of the participants highlighted the need for more networking possibilities during the 

seminar. Therefore, the method to implement and reinforce networking could be ex-

amined before arranging an event, and find ways to ensure deepening the networking.  

 

The question of rating the event gave us valuable feedback of the satisfaction of the 

seminar guests. We are able to identify the most successful parts and the ones that 

need further development in the future. The variety of answers describes how individ-

ually persons can experience different things. The rating of the extracted question can 

be seen more closely in the table 4. 

 

 
TABLE 4. Ratings of the event aspects.  

 

0% 10% 20% 30% 40% 50% 60% 70%

Program

Organization

Information flow

Materials

Scheduling and timing

Atmosphere

Social program

Networking

Program Organiza
tion

Informat
ion flow

Material
s

Scheduli
ng and
timing

Atmosph
ere

Social
program

Networki
ng

Excellent 50% 53% 31% 38% 40% 60% 57% 40%
Good 17% 17% 17% 17% 23% 23% 23% 33%
Satisfactory 27% 23% 31% 38% 23% 17% 17% 17%
Tolerable 7% 7% 17% 7% 13% 0% 3% 10%
Poor 0% 0% 3% 0% 0% 0% 0% 0%

Ratings of the event aspects  

Excellent Good Satisfactory Tolerable Poor
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We asked the guests would they be willing to participate in the seminar again in case 

it was organized. Most of the participants were eager to participate in the seminar 

again, which indicates the satisfaction of the experience for most of the participants. 

The results show that 10 percent were not willing to participate in the event again in 

the future. 30 percent would possibly be willing to participate again, from which we 

can conclude that possibly 90 percent of the participants could possibly come back in 

case the seminar was arranged in the future.  

 

 
FIGURE 24. Attendance next year 
 

Although we emphasized rating the seminar questionnaire focusing on the seminar as 

a whole as the papers were given to the respondents during the seminar and stressed 

out that the 24h hour Challenge should be excluded from the feedback, some of the 

respondents mentioned the Challenge in their feedback multiple times. In the future, 

the questionnaire should probably highlight this fact to direct the focus on the right 

issues.  

 

6.1.2 Results of the Challenge questionnaires 

 

The results of the Challenge base on the questionnaires that were executed before the 

Challenge, during the Challenge and after the Challenge. The students were also ob-

served during the 24 hours and the observation was also used as a way to collect data 

of the process.  



96 

 

Before the Challenge 

 

The first questionnaire was given to the students in the bus as we were on our way to 

the company premises in Haukivuori. At the time the students had just had the infor-

mation that the Challenge was about to be executed in the premises of the company in 

Haukivuori. They knew the field of business the company operates in, but they were 

not aware of any details of their Challenge yet. In the questionnaire the students were 

asked about their expectations regarding the upcoming Challenge.  

 

One of the participants replied: “I think it will be interesting to meet new people from 

other countries to work with them, to get new knowledge about innovation in busi-

ness.”  

 

The results indicated that the students were eager to meet new people from other cul-

tures and work with them in a multi-cultural environment. Some of the respondents 

seemed to be quite abashed as they were unaware of what would actually happen and 

what the destination was going to be like. The expectations of the respondents includ-

ed the wish to learn from others. When working in multi-cultural teams, another wish 

that was learning from others seemed also possible. The students also hoped for nice 

teams to work in and making new friends. New ways of work and learning more about 

entrepreneurship were also in the wish list of the students. The students also wished to 

be able to enjoy the beautiful nature.  

   

During the Challenge 

  

The second questionnaire was given to students during the evening of the Challenge. 

The students were asked to rate the following (1 being the worst, 5 being the best) 

during the Challenge: the ability to learn, ability to network, and ability to express 

their views. The questionnaire was executed as the students had been grouped and had 

started to process the Challenge in the teams. 
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FIGURE 25. JA Challenge questionnaire (during) 

 

All of the abilities were rated in a way that the results indicated the students were sat-

isfied with the abilities during the Challenge. The ability to learn was rated average 

with 3.94. The ability to network was rated average with 3.88. The results indicate that 

the students were mostly pleased with the ability to express their views, with the aver-

age result of 4.44.  

 

During the Challenge the students were asked to share their feelings of the Challenge 

so far. The answers of the respondents differed a lot. Some of the respondents saw the 

given Challenge demanding and were worried how they would be able to manage the 

work. Some saw the Challenge interesting and liked their team, ideas, and thought the 

work was not that demanding. Brainstorming at the beginning phase of the Challenge 

got positive feedback from one respondent. The results also indicated that understand-

ing others was seen demanding and the working methods in individual level differed a 

lot and made the work challenging.  

      

One of the respondents answered in the following way: “It's an interesting experience 

and I'm sure I will learn from it; however it's not ok, that half of the people don't speak 

English and they don't even want to do this project. The mentors save this project a 

little with their support and good positive attitude. If you are going to do such project 

in the future, you should choose people who participate in it more wisely. Neverthe-

less I'm glad I'm a part of it.” There was another answer indicating the same problem: 

“Due to language problems I think that the challenge is quite hard. It's not always easy 

to express yourself.“  
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The language issues came as a surprise for the students, but also for us as there were 

participants who were unable to work using the English language. This was noticed as 

the Challenge began and the results indicate that it became a weak spot for some 

teams as there were problems in communication as there was no common language. 

Preventing these types of situations needs further actions in the future.  

      

After the Challenge  

   

After the students had finished their 24 hour Challenge, they were given the final after 

Challenge questionnaire. The students were asked if the Challenge met their expecta-

tions. Most of the participants disagreed. 60 % answered that the Challenge did not 

meet their expectations as 33 % agreed that the Challenge met their expectations. 7% 

could not say whether they agreed or disagreed. The reason for the result might come 

from the fact that the students had no information regarding the 24 hours’ work before 

the Challenge and their expectations must have differed at individual levels. The 

whole concept of the Challenge and the fact that the Challenge was executed in a real-

life environment in the company premises came as a surprise for all of the partici-

pants. The students were also surprised by the fact that they would work for the whole 

24 hours without sleeping that much.  

 

 
FIGURE 26. Did the JA Challenge meet your expectations? 
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After the Challenge the students were also asked to give feedback on the things they 

liked and disliked in the 24 hour Challenge. The feedback was differentiating as the 

students had experienced the Challenge in different ways. There are multiple factors 

that can affect the experience. Team-work is in the key role in the Challenge. In a 

team where communication flies freely and every member takes responsibility, the 

process can be much easier than in a team that does not function well together.  

 

The students gave some very useful suggestions for developing the Challenge in the 

future. It was mentioned that there should be one room for working and another for 

sleeping and resting during the Challenge. Mostly, the negative feedback based on the 

fact that there were no facilities to sleep in as the students slept on the floor of the 

building they worked in.  

 

The students also wished for more information beforehand. This is something that can 

be improved in the future when these kinds of Challenges are implemented. The stu-

dents should be aware of what are the expectations for them. They should be aware of 

the fact that the Challenge is hard work and can be stressful. The right kind of attitude 

and the ability to interact with each other are matters that lie in a key role in the abili-

ties of the students.   

 

A student was disappointed in the team as the challenge seemed interesting but the 

group did not work hard and seem interested. This reflects the fact that some experi-

enced a bad attitude in their groups as there were team members who had a bad atti-

tude and did not participate in the teamwork properly. One of the respondents dis-

closed that the group where she/he was working was not friendly and it was hard to 

work within the group. This is very common in any kind of group work where people 

have different ways of communicating and personalities vary hugely. It is unfortunate 

and can be something that the person cannot affect oneself, but one point is that these 

types of situation act as learning experiences. Learning how to communicate with dif-

ferent kinds of people can develop communication skills and the understanding of 

different cultures and working methods. Working in a difficult team can give valuable 

knowledge for the future.   

 

To prove the variety of opinions of the Challenge, one of the students replied the fol-

lowing way: “I think it was awesome fresh experience. It was hard for me to work on 
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task because I am forestry engineer with specialization on forest roads construction. 

Students and teachers were awesome, food was tasty especially apples, campfire was 

big, sauna was excellent. Challenge was interesting and I hope it was successful.” 

 

The teams also seemed to differ in communication and effort towards the Challenge as 

one of the students responded in the following way: “Great teamwork. Everybody had 

a chance to say her/his opinion and to share others. A little bit tired, but happy.” This 

indicates the differences of the experience in individual level.  

  

We all experience matters from our individual perspective. Therefore, opinions vary 

based on our backgrounds and personalities. To ensure that the teamwork is enjoyable 

for all of the participants, the applicants have to be evaluated before they are accepted 

to these kinds of activities as participants. On the other hand, it is not easy to know the 

working methods of an individual before you see them in action, but to make sure the 

participants are eager and motivated to work, have the necessary capabilities such as 

proper education and language skills, these things have to be tested somehow before 

choosing the participants.  

 

The students had difficulties in the field of business the Challenge based on. They saw 

it demanding as they were not acquainted with the Finnish business life and especially 

it was seen difficult as the Challenge was focusing on the field that they had no 

knowledge of. Therefore, we suggest giving more background information of the 

Challenge before the implementation.  More information and details were asked be-

fore the execution.  

 

Food, nature, teachers and staff received positive feedback from the students. We can 

thank the company for arranging such an amazing opportunity to experience the 

uniqueness of enabling the students to work in the actual company premises. The 

company offered the students and teachers a valuable experience. The teachers were 

giving the students all the needed tools and were available all the time in case they 

needed help.   

 

After the Challenge the students were asked again to answer the question how they 

saw the ability to learn, ability to network and the ability to express their views in the 

Challenge. The ability to learn stayed at the same level with the result of 3.93, differ-
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ing only 0.01 % from the result from the question asked during the Challenge. The 

ability to network had dropped to 3.5. The ability to express views had dropped from 

the previous results. The results indicate that the situation during the Challenge has 

been better. The group work has become more difficult as the teams have worked a 

longer period of time together in their groups.   

 

 
FIGURE 27. Comparison of the results (during and after) 

 

As a pilot, the questionnaire feedback from the Challenge sums up meeting the ex-

pected goals: “This is extremely good starting point/piloting. Thank you for the teach-

ers guiding in Haukivuori.” The results indicate clearly where the development actions 

should focus. As the results show these spots, the next arranged Challenge can easily 

be improved with the help of the research executed.  

 

6.2 Observation  

 

The observation in the seminar was done in a way that the participants were aware 

that we are arranging the seminar as our thesis work, but they were not aware that we 

were observing them during the seminar. The same applies to 24h Challenge, in which 

we participated as arrangers but were not participating in the activities, and the stu-

dents were not aware of being observed during the Challenge.  
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We approached the observation with the uncontrolled and direct observation method 

(see pages 82-83). We were closely monitoring all the participants throughout the 

seminar and in addition the students during the Challenge. We aimed to collect data 

by carefully monitoring: listening and watching their behavior, and evaluating our 

findings. The observation was analyzed by following the qualitative research process.  

 

6.2.1 Observing the seminar 

 

We used observation as a method to assess the success of the event. Firstly we have to 

state out that the way that people behave might not describe the true feelings inside 

their hearts and minds. We might tend to act politely even in the case there would be 

matters that did not correspond to our expectations. Still, the observation gives added 

value to the research as it can show differences and similarities when compared to the 

feedback from the questionnaires.  

 

As we observed the seminar participants, everything seemed to proceed nicely and the 

participants seemed content. The participants joined in the conversations during the 

sessions by asking questions and presenting their own points of view. This created a 

relaxed atmosphere even though the sessions were quite formal by nature. All in all 

the participants seemed interested by the presented topics. During any coffee or lunch 

breaks, the participants seemed to network and enjoy the company of each other. 

 

Sometimes the cultural factors were emphasized; for example the punctuality of Finns 

can be strange to other nationalities. Most of the time participants were on time as the 

sessions began, but there were a couple of occasions when the guests came in late. 

This indicates the cultural differences, as the Finnish people tend to be always on time 

or even ahead of time whereas other cultures don’t see it perhaps that important. It 

might also indicate the fact that the schedule was a bit too tight as was mentioned in 

feedback too.  

 

As there were participants from three different cultures present in the seminar, it was 

interesting to point out how people got along with each other. There were not any cul-

tural conflicts, instead people worked well together and the variety of cultures present 

was certainly a positive aspect throughout the seminar.  
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It was delightful to point out that if the participants needed help with anything they 

seemed to approach us without any doubts. The atmosphere seemed open and relaxed, 

which was also shown in the feedback questionnaires as the atmosphere in the seminar 

was ranked excellent by most of the participants. 

 

In the last day of the seminar, the atmosphere was even more relaxed and the partici-

pants seemed to be in good spirits and pleased with the seminar. The weather was 

warm and sunny, which also seemed to be reflected in people’s moods. When it was 

time to close the seminar, many of the participants were thanking us for organizing the 

seminar.  

 

6.2.2 Observing during the Challenge 

 

The students were observed during the Challenge. The observation was based on mon-

itoring the students during the day and evening of the Challenge. We were not present 

throughout the Challenge and thus cannot comment the Challenge as a whole. 

 

As mentioned earlier, the students were aware that arranging the event was our thesis 

work; however they were not aware that we were specifically observing them during 

the Challenge work. Therefore, we were able to spot certain things via the observation 

as the students seemed to be quite open and honest about their feelings, and they ex-

pressed their feelings openly during the challenge.  

 

As the results of the questionnaires also indicated, the feelings of the students changed 

as the Challenge proceeded. They were getting more tired as the time went by and the 

teamwork proceeded. Some of the groups seemed to communicate very fluently, but 

some seemed to have some difficulties. This observation bolsters the fact that the 

feedback from the students gave similar signs. There were groups where some of the 

students were excited and anxious to proceed in the challenge, but also individuals 

who were not so motivated to work.  

 

We came to witness the significance of a working team in a project like this, as it is 

the base for gaining the wanted results and reaching the needed objectives. The team-

work acted as a major part of the Challenge, and the team in which the students 
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worked in seemed to have varying effects on the feelings and motivation of the stu-

dents at an individual level.  

 

As we observed the teams throughout the Challenge, we were able to make interesting 

remarks. In the very beginning when the Challenge work began in teams, we were 

able to point out two teams in which the students were working very well together. In 

the end, it was exactly these two teams which were able to produce the best results 

and win the Challenge.  

 

The differing cultural and educational backgrounds of the students became highlighted 

as the Challenge proceeded and we could easily indicate the cultural differences be-

tween the students. Some students were more independent and some more inexperi-

enced in new uncertain situations. In some groups, the differences seemed to be rich-

ness and create synergy, whereas in others it generated difficulties and even minor 

conflicts.  

 

Even though students were divided to work in teams, it didn’t seem to affect the over-

all atmosphere of the whole group. The femininity of all these three cultures showed 

as even though the Challenge was also a competition, the students didn’t seem to be 

affected by that. Instead of focusing on competing with others, students were socializ-

ing and getting to know each other.  

 

Another thing we noticed during the Challenge was how the majority of the students 

wanted to have access to the Internet. This also came out in the Challenge question-

naires. We tried to emphasize the fact that the task was actually about innovation and 

not so much about the Internet. However, the lack of Internet seemed to flatten the 

motivation of some of the students.  

 

6.3 Interview  

 

We interviewed Päivi Valli, the Managing Director of Ikihyvä Ltd regarding the re-

sults that were gained in the 24h Challenge for the company.  The interview was done 

via telephone. We chose to use the unstructured interview method (see page 83), be-

cause we wanted to get the entrepreneur’s point of view on how the Challenge suc-

ceeded from the company’s perspective. We also wanted the interview to be more 
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conversational and informal by nature and produce insights we wouldn’t necessarily 

be able to ask directly. 

 

Interview with the entrepreneur 

 

As advantages that the company gained from the experience Valli mentioned factors 

such as future development of the business, ideas for projects, and ideas for coopera-

tion. The experience was seen useful as the company was able to closely experience 

the 24hour Challenge and gain insights of how young people see the world. What 

comes to the ideas of the students, some were seen as realistic, some utopian. Not all 

of the formed ideas fit in the environment the business operates in. Still, it was em-

phasized that all of the ideas were good and very much welcome.  

 

As a working method, innovative ideas do not need Internet sources. Valli suggested, 

that in case these kinds of events will be executed in the future, the participants could 

be informed that Internet does not act as a source of information. Valli emphasized 

that Internet usage in this kind of innovative process may narrate the creativity. As 

development suggestions Valli also mentioned the students could get acquainted with 

the field of business instead of the actual company. She mentioned there are sector 

reports that can be useful in the pre-information given to the students. It was suggest-

ed that there should not be too much preparation before the event. Some aspects 

should be stressed out such as the ability to problem solving.  

 

To get acquainted with the surroundings of the company was another matter that was 

discussed during the interview. Valli emphasized the importance of getting to know 

the area where the business operates in such as directions, services and other factors 

that the vicinity of the company keeps inside. In this case, a map of Finland would 

have been a useful tool and information discussed before such as the field of business 

and getting acquainted with the surrounding areas could have been accessed before the 

Challenge. These factors can enable the focus the time usage during the event in the 

real objectives, innovation and creativity, as time does not go to waste by collecting 

this information during the Challenge. Still, she emphasized that information of the 

actual company the challenge is implemented in should not be described that much 

before the challenge as it can affect the idea forming during the challenge. 
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Valli mentioned that it is the entrepreneur`s responsibility to find out how the ideas fit 

in to their business; not the students. Therefore an open mind of students is an im-

portant factor in these kinds of challenges, not concentrating on the fact how the ideas 

fit in the specific surroundings in practice.  

 

Valli concluded that it was interesting to see their company through the eyes of others. 

The challenge enforced to believe in openness and innovation. It was realized that 

there should be more multiple kinds of operators working together and forming ideas 

as it is much more fruitful to see matters from different perspectives. When asking 

would the company cooperate in this kind of challenge again, Valli answered yes. She 

describes the experience as refreshing and nice.  

 

At the end of the interview, we discussed cooperation as the enabler for development 

activities. There are students carrying out internships from the health sector in the 

business premises, and the idea behind our discussion was that more fields of busi-

nesses could be tied in the activities that combine the business to educational insti-

tutes, such as students from the tourism sector.  The cooperation between companies 

and educational institutes should be increased, and a person to examine and execute 

these kinds of opportunities would be needed to enable the implementation and devel-

opment of cooperation.  

 

6.4 Media coverage of the seminar 

 

Before the seminar, the event was marketed on the web-pages of Mikkeli University 

of Applied Sciences. Still, the nature of the event did not aim at marketing the seminar 

on a large scale what comes to participants, as the seminar was targeted for a specific 

group that was identified in the early stages of the planning process. In addition to 

marketing the seminar to a certain target group, the seminar was also marketed for the 

staff in Mikkeli University of Applied Sciences.  

 

The press-call (appendix 3) was sent to local media a couple of days before the semi-

nar began. The aim was to attract local media and gain some attention towards the 24h 

Challenge. The seminar gained attention from the local media. The press call attracted 

the local magazine in Haukivuori. We were interviewed and photographed during the 

Challenge. The reporter also called after the Challenge to interview and to get an 



107 

overall picture of what were the outcomes of the Challenge. The interview led to a 

newspaper article which can be seen in appendix 16.  

 

The teachers of the 24h Challenge, Reijo Honkonen and Sami Heikkinen were inter-

viewed for a local radio station Radio Mikkeli before the event. The interview was 

based on the workshop for the students and how the 24h Challenge would be imple-

mented. The interview was aired before the challenge occurred.  

 

As the seminar was a part of the project Innovative entrepreneurship in Nordic-

Russian context a publication was produced based on the objectives of the project. 

The publication was presented more specifically in the realization part of the thesis 

(see page 57). The writers of the publication presented their work during the seminar. 

 

6.5 Validity and reliability of the research 

 

Eriksson and Kovalainen discuss (see page 85) that validity deals with the find-

ings/conclusions of a research and whether those give an accurate explanation or de-

scription of what has happened. As the research is based on the process of planning 

and organizing the Bridging entrepreneurship education between Russia and Nordic 

countries -seminar we have described the actual process truthfully in detail. The find-

ings and conclusions are drawn from the actual organized seminar and the results cor-

respond to that.  

 

To increase the reliability of a research, Yin suggests (see page 84) that it is useful to 

use multiple sources of evidence. We chose to combine several research methods as 

well as data collection methods to evaluate the arranged event in order to improve the 

accuracy of the results. Data collection methods of our choice were the feedback ques-

tionnaires for seminar participants, observation of the participants during the seminar, 

and interviewing the cooperative company. We designed the seminar questionnaires to 

include different types of questions instead of only using one type. This was done to 

increase the validity of the results from the questionnaires. As during the observation 

the participants didn’t know about the observation, it doesn’t harm the credibility of 

the research.  
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From the very beginning we had defined the objectives for the research. The purpose 

of the research was to find out whether or not the seminar was a success and how to 

arrange a successful seminar. We also wanted to gain feedback for future develop-

ment. Wilson suggests (see page 85) that the validity of a research can be improved 

when the research questions and objectives are well defined, understood and worka-

ble. In our case both research and data collection methods were chosen according to 

the correspondence with the initial objectives of the research.  

 

For the future research, we would suggest using multiple different methods to gain as 

valid and reliable data as possible. As the open-ended questions were fruitful in our 

research, we highlight the use of them in questionnaires. Another suggestion would be 

to include more interviews in the data collection process to get even deeper insight of 

the feelings and opinions of the participants. During the Challenge, participant obser-

vation would be a useful method to deepen the understanding of the observed group.  

 

 

7 CONCLUSIONS & DISCUSSION 

 

The overall purpose of the thesis was to identify the process of organizing a successful 

event and measure the success with questionnaires and research done during the semi-

nar. Arranging the seminar was a useful learning experience for us. The ability to ex-

perience the whole process: planning/organization/management, coordination, and 

evaluation of an event gave us a valuable overview of the process as a whole. We 

were able to realize that anticipating is crucial in event planning and organizing.  

 

Each organized event is unique but the process of event management keeps inside lots 

of similarities. Previous knowledge and theoretical background provide tools for plan-

ning and proceeding in the process. Event management and project management have 

similarities. According to PMBOK GUIDE (see page 20) many techniques developed 

and used for managing projects can also be applied in event management. As events, 

projects are also described as unique, time limited operations. Combining the earlier 

knowledge from project management and event management can act as a helpful 

method when planning events.  
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Event planning can be a long process which needs to be executed by professionals. 

Mehndiratta (see page 4) emphasizes the need of properly trained and experienced 

individuals behind the event planning. The author describes event management as 

demanding and as a project that encapsulates hard work and responsibility. As we 

executed the process of event planning, organization and implementation, we can 

agree with the author. The process of arranging events is hard work and the responsi-

bility is big as there are so many changing elements in the activities. Therefore, the 

ability to react to changes is momentous in the planning and implementation of an 

event. The organizer has to realize that anything can happen, even the unexpected. 

Internalizing this and being capable to act on situations where change occurs are key 

elements in handling the changes that occur during events in a successful way.  

 

The planning process has a lot to do with the outcomes of an event. Therefore, we 

were able to internalize the importance of even small details as they can cause harm in 

case not taken into consideration. Risk-management is vital in event management. 

Bowdin et al. (see page 18) suggested that in case risks have been identified and eval-

uated, systems to control them have to be executed. As there are factors that we can-

not affect, such as weather, it is important to evaluate possible risks to find solutions 

in case risky situations occur. Careful planning can minimize the risks, but event 

planners should be able to control all of the elements and act quickly as anything can 

and will happen in events.  

 

Event planners have a lot of responsibility and therefore it is vital to have the right 

kind of mind-set when starting a process of planning and executing events. The plan-

ners have to be motivated towards creating the best outcome of the event and eager to 

reach the set goals. The work does not stop after the event has been implemented. To 

gain the full benefits of an event, development is vital. Therefore, added value lies in 

the research done during the event and acting on the results as they are the key to fu-

ture development.    

 

7.1 Development suggestions 

 

Based on the feedback from the participants of the seminar and our own observation 

during the seminar, we are able to make development suggestions regarding the semi-

nar as a whole, and the piloted Challenge for the students. The seminar as a whole was 
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a success. Still, there are improvements that can be done in the case this seminar or the 

24 hour Challenge will be arranged again in the future.  

 

Firstly, we suggest that the timing for the seminar would be different. As the holiday 

season was still on when the seminar was arranged, it was harder to get participants 

for the event. This meant that the students in Mikkeli University of Applied Sciences 

were also on holiday, so it was demanding to recruit Finnish participants for the Chal-

lenge. Therefore, an ideal timing to arrange the event would be during study semes-

ters. The students of Mikkeli University of Applied Sciences could be participating in 

these kinds of events as arrangers via projects, and as participants gaining credits for 

their studies. It is important to continue these kinds of activities, as repetition is the 

best way to develop an activity.  

 

The guests had a wish for more time to network and communicate with other guests. 

We think that it would be a good idea that at the beginning of the seminar all of the 

participants would introduce themselves briefly to others. This could inspire the guests 

to communicate with each other as they get interested, when they would know who 

the others are and what they do. There could also be more time for communicating 

and free conversations. The guests experienced the schedule quite tight, so there could 

be more free-time between the sessions to enable the free communication between the 

participants. The fact that the guests get to know each other better can be fruitful for 

the seminar because it can lead to more discussion during the sessions as the people 

could feel more relaxed and eager to share their ideas and thoughts.   

 

The international aspect of the seminar puts the focus on cultural matters. During the 

seminar, we learned that for one of the countries we had guests from, Russia, the 

names of the students have to be written exactly the same way in the certificates as 

they are in their passports. Although the participants had sent a name list before-hand, 

there were still mistakes in the names, which led to rewriting some of the certificates 

for the students as it is very strict in Russia that the name is written correctly in offi-

cial papers. As the certificates usually need to be signed by multiple persons and 

therefore have to be prepared beforehand, the fact that the names are correctly given 

has to be checked. It is also good to anticipate this kind of situation as anything can 

happen during events and problems have to be solved as they appear.  
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In a multi-cultural environment, the possibility of cross-cultural conflicts exists. Mo-

ran (see page 47) discusses that as a cross-cultural conflict occurs, it can be difficult to 

predict individuals’ behavior towards it. The author divides cultural traits into more 

individualistic or more collectivistic by nature. As we had guests from Denmark and 

Russia, we could witness cultural differences. Each culture has its own uniqueness and 

ways of communications, and the working methods differ. Therefore the multi-

cultural environment can act as a learning ground to learn and understand different 

ways of doing things, and the different aspects usually bring added-value as new ideas 

and styles of executing activities can come into existence. 

 

There were external factors that were beyond our control. One of them was already 

mentioned, the weather. During the seminar, it was raining heavily. There is nothing 

we can do about the weather, but it is good to prepare in a way that the activities are 

not tied to factors like the weather. In our case we had a boat trip in the lake Saimaa, 

and when the students were in Haukivuori in their Challenge, it was raining heavily. 

Perhaps some indoor activities could be included in the programme in case external 

factors such as weather cause difficulties to ensure the comfort for the guests.  

 

The seminar lasted for three days. We suggest that the seminar could be for example 

one day longer. This would enable more flexibility in the tight schedule and more time 

for the communication the guests wished for. This would also give more time for the 

sessions in the programme, as the participants wished for more time for conversations.  

To make the seminar a day longer would enable the guests the time to experience the 

city and have some free time as this time it was limited. As there were students partic-

ipating, we suggest that there could be some free time in the schedule, a free night 

when there is no arranged programme. There could be an evening programme for 

those who are willing to participate, and at the same time enable free time for those in 

need of it.    

 

7.2 The 24h Challenge  

 

The 24h Challenge was a useful learning experience for all of the participants; the 

students, teachers, and entrepreneurs of the company. The execution was valuable as 

the process was completed for the first time.  The process of planning, collecting in-

formation, implementing the workshop in practice, and evaluating the results give 



112 

valuable recommendations on how to improve the workshop in case it will be imple-

mented in the future.   

 

As the piloting of the 24 hour Challenge was executed, the activity proved to have 

many focuses of development. The piloting showed the importance of the recruiting 

process. The applying process of the students should be conducted in a way that the 

language skills, motivation, communication skills and teamwork skills would be prov-

en in the applications. The students applying could be asked to write a motivation let-

ter and an ideal situation would be that the students give evidence of their willingness 

to participate with a positive, hard-working attitude. We witnessed that this time some 

of the students who had registered did not arrive, so the solution could be that the stu-

dents would be asked to sign a registration form where they confirm the fact that they 

will be participating in the activity.  

 

As mentioned earlier, the timing of the seminar made it difficult to recruit Finnish 

students to participate in the 24h Challenge, and as a result there was only one Finnish 

student in the Challenge. As we were observing the Challenge and from the feedback 

we could see that the other students were astonished by the fact that the Challenge 

took place in Finland and there was only one Finnish student. They also seemed to 

wish there were more Finnish students in the group. This is something that needs to be 

taken into consideration if the 24h Challenge will be organized again. Probably the 

changing of the timing would help recruiting more Finnish students, but there could 

also be more internal marketing efforts to attract Finnish students to take part in the 

Challenge.  

 

As we witnessed some issues with the language skills of the students, we would sug-

gest a language check that could be implemented e.g. via Skype. That would assure 

that the exact person is the one speaking and would enable evaluating the language 

skills in reality. The language skills act as a vital part in the 24h Challenge; it is the 

way of communication. Without a common language, the teamwork cannot proceed 

effectively.  

 

The students had also wishes regarding the Challenge. They wished for more infor-

mation before the Challenge. There was a reason for not giving too much information 

beforehand as the Challenge was a surprise, but after observing the whole piloting 
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through we can see that more instructions are needed before the Challenge. They 

should be ready for surprises and somehow know what to expect. In turn, the students 

should also be aware of what are the expectations from them regarding the Challenge. 

This is a fact that has to be clear for each participant before the Challenge begins.  

 

The interview with Päivi Valli (see page 105-106) gave valuable future recommenda-

tions. The information given to the students before the Challenge should be based on 

the field of the business and the surroundings of the business to facilitate the begin-

ning of the process for the students. The company itself should not be described that 

deeply as it can harm the process of innovation. We were able to witness that multiple 

details can affect an innovative process. This stresses out the importance of making 

sure the students focus on the given assignment instead of getting side-tracked.   

 

As we live in a time of information overload, we were able to point out the ratio be-

tween the task given to students as their Challenge assignment and the fact that Inter-

net is seen as the object of all necessary information. The question is if the era of time 

affects our innovativeness and harms it. By observing during the Challenge and via 

the results we noticed that it was hard for the students to understand the purpose of the 

Challenge: innovation and ideas. The students should be able to think more “outside 

the box”. This time the task for them was to be creative and it seemed they were very 

focused on facts, statistics and data as they should have been more inspired by the 

real-life environment and form ideas based on what they see. The students were con-

stantly asking for Wi-Fi connection and some of them were panicking over the fact 

that they were unable to use the Internet. This is something that should be thought of 

if or when arranging the Challenge again – how to make the students really understand 

the purpose of the Challenge.  

 

This time we used a material from the JA Challenge to carry out the Challenge. Some 

of the students had difficulties in seeing the big picture of the Challenge and were 

confused on what to do and how to do it. We suggest that the material would always 

be produced depending on the case. There could be a frame for the material which the 

teachers could use and build up the Challenge based on the purpose and goal of it. In 

case these kinds of Challenges will continue in Mikkeli University of Applied Scienc-

es, it would be helpful to create a frame of all the materials that would be needed in 

this kind of activity. The frame would include the guidebooks for students, pro-
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gramme, name tag models and other necessary materials. This would ease the process 

for the teachers and it would enable them to concentrate on the real issue - creating the 

Challenge. The availability of the ready materials could also inspire teachers to ar-

range and be part of these activities.  

 

We witnessed some difficulties in the team-work in some of the teams. Some of the 

students gave information how there were students who were unable to communicate, 

listen to others, and participate in the group work. The solution could be to observe 

the group work closely throughout the Challenge and in some point of the Challenge, 

ask the students one by one to have a conversation with the teachers to clarify if there 

are problems. It is likely the students would individually tell and open up in case there 

were problems to be solved. This would enable solving the problems during the Chal-

lenge and can have an impact on the outcome of the group work.  

 

As there were many issues that were identified in the implementation process, the re-

sults and feedback are useful for the future events. There were many areas of difficul-

ties that can now be evaluated and acted on to develop the activities in the future. The 

24h Challenge was a learning process for us, the teachers, the entrepreneurs and the 

students. We believe that each participant left the Challenge with new knowledge that 

can be exploited in the future.  

 

7.3 Personal evaluation 

 

Bodwin et al. (see page 10) suggested that often events are seen as better if they are 

bigger in size.  The authors state that an event does not have to grow in size to become 

better. Other methods, such as quality control, careful positioning and improved plan-

ning are suggested as equally efficient methods. We can agree with the author. As we 

organized a small scale event, it was easier to put effort in the quality and careful 

planning. The ability to focus on the planning more closely enabled looking into de-

tails more closely. 

 

Labor-intensiveness of an event can be dependent on how well the event has been 

planned. We were able to plan the event in a way that extra hands were not needed 

during the seminar. In case the planning process had not been done in detail, there 

could have been situations that might have needed extra hands. We learned that the 
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labor-intensiveness and planning are tied to each other. With careful planning, the 

labor-intensiveness can be reduced.  

 

Event planners have to be flexible and able to solve unexpected problems effectively. 

The atmosphere and the satisfaction of the quests are closely attached to each other. 

Even though something did not happen in a planned way, a good atmosphere could 

save everything. Moran, Harris and Moran (see page 46) state that the atmosphere is 

opportune to sharing cross-cultural knowledge and learning from each other. We were 

able to identify that the event was successful in the aspects of the atmosphere. As cre-

ating a guest friendly atmosphere has such a vital part in events, the fact that we were 

able to create a good atmosphere indicates the success of the seminar.  

 

The multi-cultural environment is a valuable resource in a learning environment. Mo-

ran, Harris and Moran (see page 46) suggest that shared perceptions and experiences, 

insights and knowledge can at their best lead to increased effectiveness. Arranging 

international events can act as an enabler in the creation of cultural synergy. The au-

thors also stated that the variety and differences of the people and societies in the 

world can lead to a mutual growth and accomplishment. The event was a part of the 

project which aimed to strengthen networking between the partner universities. 

Strengthening co-operation via events can be proved as a utilitarian way, as events 

enable communication and the exchange of experiences, knowledge, and can lead to 

increasing the effectiveness of the co-operation, creating new ideas and innovations 

which all of the participants can gain benefit.  

 

7.4 Conclusions 

 

To conclude, the possibility to arrange an international event and see the whole pro-

cess was educating for us. The experience gave a deep insight into event management 

and planning in a real life context. Although the process as a whole was demanding 

and time-consuming, the benefits are greater than the work-load. We gained more 

capabilities and can now see the event planning process as a whole much more clearly 

than in case the experience hadn’t occurred at a practical level.   

 

The most valuable part of organizing the seminar was the results that were gained dur-

ing the event. We could identify many parts of future development and see this as the 
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main advantage of the thesis work as our commissioner is able to use the results in 

future event planning processes. Shone & Parry (see page 33) divide the evaluation in 

two issues which are presented as whether or not the event has met its objectives and 

what could be improved for the next time. We can analyze the arranged seminar in a 

way that we think the objectives were met, and there were a lot of development ideas 

for the future, meaning the evaluation has been purpose-built and properly conducted.  

 

Piloting the 24h Challenge was exciting as it was new for most of the operators taking 

part in it. Creating something new is always exciting and problems can easily occur, 

but we have to remember that the piloting is only the beginning. The practical execu-

tion of the challenge leads into pointing out the areas of development. This in turn 

leads into arranging the activities in an improved way and developing them in the fu-

ture. Development is a continuous process which should never come to an end.  

 

This thesis can serve as a foundation for further research. The lessons that were 

learned and the results that were gained gave a deep insight into improving the process 

of the 24h Challenge and international seminars. In case the seminar will be rear-

ranged in the future, the results and suggestions that the thesis work presents can act 

as valuable source of information for the arranging team of the next seminar. The ad-

vantages of the realization of the seminar have a value. The process as a whole:  plan-

ning/ organization/ management, coordination and evaluation enable a learning expe-

rience for the arranging team and give valuable development proposals for the com-

missioner. This makes the situation favorable for every party.  
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