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How Finland will solve the world’s most wicked problems
CONSIDER IT SOLVED!
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MISSION FOR FINLAND

HOW FINLAND WILL DEMONSTRATE ITS STRENGTHS
BY SOLVING THE WORLD’S MOST WICKED PROBLEMS

Final report of the Country Brand Delegation

Summary

IN 2030 FINLAND WILL BE THE PROBLEM-SOLVER
OF THE WORLD

Finland is already the best country in the world. Considering its small size,
Finland has an unbelievable array of strengths and opportunities to solve some
of the world’s most wicked global problems. If Finland did not exist, it would

have to be invented. We have a mission.

Finland's greatest strength is the unbiased, solution-focused approach to prob-
lems, which derives from our history and culture. When faced with an impossible

situation, we roll up our sleeves and double our efforts.

Right now, the state of the world seems in many ways impossible. We are
facing global-level challenges: the world must find a sustainable way of life,

ways to reduce poverty and ways to produce fewer disposable solutions.

Finland is simply duty-bound to demonstrate that we are able to solve such
problems. Finland offers the world functionality and sustainable solutions in the
form of both products and services as well as a functional society. Finland offers
the world its ability to negotiate so that the world can be a better place to live.
Finland offers the world clean water and food and related expertise. Finland

offers the world better education and teachers.
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We want to harness our solution-focused mindset to solve issues that threaten
Finns, Finland and the world in general. There is a demand right now for a
problem-solver like Finland. We must also understand this ourselves, proclaim

it and even take some blatant pride in it.

The delegation has approached the issue by defining three themes to which our
way of working is particularly appropriate. The functionality of Finnish society, our
close relationship to nature and a system of basic education that is among the
best in the world are not just something to be proud of. If used properly, they can
also be efficient tools. The delegation wished to approach global problems from
a solution-focused perspective so that culture and the economy, for example, are

not regarded as separate areas, but are interwoven under the same themes.

If we are to efficiently utilise our strengths, Finland as a whole must set its targets
sufficiently high and involve everyone in the effort to achieve them. If Finland has
a mission, there are plenty of sub-tasks for us all. Each one of the three themes —
functionality, nature, education — has been divided into concrete tasks, the
undertaking of which will help us develop both our own country and the world,

while also demonstrating our strengths to the whole world.

Finland’s mission is also to learn to tell the world that we are the very ones who

can solve the problems.

Our goal is that by 2030, Finland as a country, Finnish companies as companies
and the Finns as a nation are known for the fact that we are not afraid of chal-
lenges, no matter how strange they may sound, but can truly show our mettle
when the situation looks impossible. Consider it solved! In this way, we will be
developing Finland’s image in the only correct way: by making Finland, and the

whole world, a better place to live.

THEREFORE, THE DELEGATION ASSIGNS
A MISSION TO FINLAND

Below we present a few examples of the missions assigned by the delegation.

THE MOST FUNCTIONAL COUNTRY IN THE WORLD

FUNCTIONALITY: FINLAND TO BE DEVELOPED INTO A SILICON
VALLEY OF SOCIAL INNOVATIONS

The value of industrial products is decreasing in the global market. China manufac-

tures cheap goods at a pace that leaves others far behind. However, solutions to



OHAONAON A
HAOHNAOHNAS®
OHAONAONA
HAOHAOHNA®
OHAONAONA
HAOHAOHA®
OHAONAONA
HAOHAOHA®
OHAONAON A
HAOHNAOHAS®
OHAONAON A
HAOHAOEAS®

SUMMARY

problems are in short supply. Climate change, population ageing, a resource crisis

and migration are problems for which solutions are currently in high demand.

The employees, facilities and equipment of Finnish companies form a pool

of resources, a large proportion of which goes unused. Factories being aban-
doned and the available labour form a resource which can be exploited. Finland
should utilise this resource for the purpose of developing and promoting social
innovations. The Young Foundation in the UK has developed a model in which
small user- and employee-oriented organisations develop new initiatives, and
factories and major organisations use their own efficient machinery to imple-
ment them. This model can be put to use in industrialised areas in Finland to
develop new production, new kinds of activities, which will contribute even to

the export of social innovations.

DRINK FINLAND

NATURE: LET’S MAKE THE LAKES DRINKABLE AND SERVE ORGANIC FOOD
Thanks to strict protection measures, advanced environmental technology and
research, the condition of Finnish inland water systems has improved mark-
edly in the past few decades. But there is still much that can be improved. The
delegation is of the opinion that Finland should take action right now to ensure

that the majority of our water bodies are potable by 2030.

Cleaning up water bodies is a major national project in which the full range of
Finnish water expertise could be utilised. If this project is carried out, it will send
a strong signal to the world on the key strengths of Finnish society. Equally as

important, it will also enhance the quality of life for all Finns.

Cleaning up the inland waters requires extensive measures in the agricultural
and forestry sector in particular. Consequently, the delegation proposes that
the emphasis of Finnish agriculture should increasingly be shifted to organic
production. The goal is that by 2030, organic production should account for at

least one half of the overall production.

If this objective is to be achieved, extensive cooperation is needed between
agriculture, research, technology, the food industry and the trade sector. Finland
has the opportunity to take the lead in a globally important issue at the image

level, in research and in commerce.
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TEACHERS WITHOUT BORDERS

EDUCATION: FINNISH TEACHING PROTECTION FORCE IN PEACE WORK
Numerous international surveys have proved it: Finnish basic education is at the
top of the table. High-quality education based on equal opportunity has other-
wise played a key role in the success story of Finnish society. Education has cre-
ated prosperity, safeguarded democracy and evened out differences between

regions and social classes.

Our expertise in education also offers Finland an excellent opportunity to help
emerging countries ravaged by conflict. The delegation proposes that Finland
establish an international organisation that would focus on the provision of
basic education in crisis areas and serve as a first aid force in education, in the
same way as the Médecins Sans Frontieres movement, which was started by the

French and acts in the field of medicine.

The organisation would assist local teachers in protecting the provision of basic
education. With the help of the Finnish example, the organisation would also sup-

port the power of education as a remedial force that promotes social change.

BOLD ENOUGH TO TELL

These are just a few examples of the missions assigned by the delegation.

The missions are many; some of them major, some minor. Some will take years
to complete, some just a moment. The final report of the delegation mainly
contains missions directed at society and major actors. However, the website
launched at the same time as the publication of the report lists numerous small
tasks for all Finns. The principle is that every Finn should find at least one task

appropriate for him or her.

The common feature of the missions and individual tasks is that they present
a challenge for Finland and Finns. It is not enough that we solve problems and

do it well. We must do it in the best way in the world.

We must also be able to tell the world about our achievements. The interna-
tional communication on Finland’s brand will be based on the fact that Finland's
strengths can be presented with one voice by as many actors as possible. This
is why a strong joint actor is needed for managing international communication

and for coordinating and building up the network of key organisations.
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THE COUNTRY BRAND DELEGATION THANKS EVERYONE

The Country Brand Delegation was appointed in 2008 for the purpose of creating
a strategy for Finland that addresses the external and internal challenges associ-

ated with Finland's image.

Building a lasting image requires more than short-term projects or marketing
campaigns. We need real actions that capitalise on Finland’s strengths and abili-

ties and thus demonstrate them to the whole world.

Most of the impressions people around the world have of Finland are positive, as is
demonstrated by a number of international surveys. However, they also show that
Finnish reality is even more positive than these impressions and that our country

is not at all well known outside our immediate neighbours. International impres-
sions simply do not reveal everything about our genuine strengths. In other words,

Finland has not managed to successfully communicate its strengths.

By developing Finland’s image we can develop the economy, tourism and inter-
national status of our country — as well as a Finland which offers all Finns an even
better place to live and work. Through this effort, we can also show Finns even

more reasons for being proud of their country, a country which reflects their values.

The delegation thanks all the Finns who have contributed to the country brand-
ing work during the past two years: those who participated in the environmental
workshop, those who posted their views on the website, the specialists attend-
ing business, education and youth seminars, those who attended the session for
marketing sector volunteers, those who submitted their ideas to the television
programme... and the hundreds and thousands of Finns who voluntarily gave

up their time for a joint project.

Our aim was to involve the Finnish people in the country branding work. Thank
you for your participation. We hope that the outcome of this work will pave the
way for the work that will develop Finland's image as a problem-solver. We also
hope that the work done to develop Finland’s image will help Finnish students,
job-seekers and companies, for example, in the international market. Above all,
we believe that this effort will improve our quality of life in this country, the best

country in the world.

Now we have a job to do.
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Alexander Stubb, the Minister for Foreign Affairs, appointed a delegation

to develop Finland’s country brand in September 2008, and Jorma Ollila,
Chairman of the Board of Directors of Nokia and Shell, was invited to be its
Chairman. The other members of the delegation are Esko Aho, Executive
Vice President; Paulina Ahokas, Director; Eija Ailasmaa, President & CEO;
Jukka Hienonen, CEQ; Jan Hultin, Director; Mika lhamuotila, President and
CEQ; Professor Laura Kolbe; writer and MEP Lasse Lehtinen; Chancellor llkka
Niiniluoto; René Nyberg, CEO; Helena Petaistd, correspondent; Kirsi Piha,
communications consultant; Osmo Rauhala, artist; Aki Riihilahti, sportsman;
Kai Seikku, President; Petri Tuomi-Nikula, Head of Department; Erkki Virtanen,
Permanent Secretary; Batulo Essak, midwife, nurse; Kristiina Helenius, Manag-
ing Director; Helena Hyvénen, Executive Dean; and Maarit Toivanen-Koivisto.
Marco Mékinen, Managing Director, acted as an expert member of the del-

egation.

This report is based on work carried out by the delegation over the past two
years. The delegation and its various working groups have compiled material
and determined which are the core elements of Finland's country brand. The

various working groups prepared reports on the results of their work.

Next, a separate management group compiled the ideas into a report. In the
third stage, the management group examined the chosen themes in more
detail and turned them into concrete proposals for action. The delegation also
invited the think tank Demos Helsinki to take part in this work. Demos Helsinki
has created the content and text on the themes chosen by the management
group using material previously prepared by the delegation. This result of this
work can be seen in the introduction to this report and the chapters on the

three themes.

The report, which is based on the work of the delegation, was prepared and
written by the following people: Antti Isokangas, communications consultant;
Demos Helsinki (Tuuli Kaskinen, Tuula Kousa, Outi Kuittinen, Tommi Laitio,
Antti Lippo, Roope Mokka, Aleksi Neuvonen, Tuula Tuomi and Simo Vassinen),

and Harri Kilpi, project assistant, Ministry for Foreign Affairs.



“You could argue that for anyone other than a Finn,
it is a disaster to spend three years in Finland, as | have
just done. Finland is flat, cold and far from the busy
centres of European life. Nature has not favoured Finland,
nor has art for that matter.

Up until quite recent times, the residents of Finland have
included peasants, hunters, fishermen, and a small
group of foreign rulers who spent most of their money
elsewhere. The rich cultural history of Europe has left

fewer marks in Finland than anywhere else in the Western

world, perhaps excluding Iceland. Finnish cuisine deserves

an extra punishment for its barbaric dreadfulness:

only the mushrooms and crawfish are worth mentioning.”

- Sir Bernard Ledwidge, Ambassador of the UK,
on Finland in October 1972

FOREWORD

IS THERE A FINN
ON BOARD?

Many films feature a scene where a passenger on an aircraft is suddenly taken
ill. At the critical moment, people start looking for someone who could help.
The voice of a crew member comes over the loudspeaker: “Is there a doctor

on board?”

It is easy to compare the present-day world to a long-haul flight. Problems are
shared, as those on board have only one another to depend on. When a crisis

strikes, each individual has a duty to help everyone else.

Every problem is also an opportunity. For Finland, problems offer a unique
opportunity to raise our international profile and to promote global awareness

of Finland as a problem-solver.

Finland's greatest strength is the unbiased, solution-focused approach to
problems, which derives from our history and culture. When faced with an

impossible situation, we roll up our sleeves and double our efforts.

Of course, a small country cannot expect to solve everything. We should
rather focus on the areas in which we have a proven track record — functional-
ity, nature and education — and find a way to solve global problems in these
areas in the best way in the world. We are simply duty-bound to demonstrate

that we are able to solve such problems.

Finland offers the world functionality and sustainable solutions in the form of
products and services as well as a functional society. Finland offers the world
its ability to negotiate so that as many people as possible can have the op-
portunity to lead good, safe lives. Finland offers the world clean water and
related expertise. Finland offers the world better education, better teachers

and education-related expertise.

This way we will help the world as well as ourselves. And the world will learn,

when faced with a problem, to ask: “Is there a Finn on board?”



JOINTLY WITH FINNS

WORKING GROUP DAY FOR CULTURE
A working group day on the country brand of the cultural sector was organised at
the Aalto University School of Art and Design on 8 May 2009. The event was attended
by 40 representatives of music, fine arts, sports, design, cinema, dance and other fields of
culture. Finland's country brand was discussed in six different groups, and the issues that
emerged included the depth and edge of Finnish culture, the Finnish relationship with nature,

organic production, sustainable products and a functional society.

LEVI SUMMIT
The Levi Summit expert seminar was organised in Levi on 3 November 2010, the theme of which was the
exploitation of Finland's country brand in the business operations of companies. The contributors at the seminar
addressed the international image of Finland from the particular perspective of corporate marketing, but also from
the perspective of culture and sports. In the workshops, the participants worked on practical ideas and proposals

for actions and tools that would make life easier for Finnish companies on the international markets.

LOOKING FOR THE LOST YOUTH
On 3 December 2009, the City of Helsinki Cultural Office Stoa organised a seminar entitled Looking for the lost
youth, during which the social exclusion of young people and its causes were discussed, and more importantly, solutions

were sought and proposed by various people including Youth Researcher Tommi Hoikkala, ETLA CEO Sixten Korkman,

Demi magazine's Editor-in-Chief Jenni Lieto and the editorial staff of the Nuorten Aéni publication.

ENVIRONMENTAL WORKSHOP
A workshop was organised in Helsinki on 21 January 2010, attended by one hundred environmental
experts from various associations, organisations and companies. Instead of giving lectures,
the participants divided into small groups in which they worked on proposals for
practical actions. The subjects included Finland’s role in solving global
environmental problems, changing the Finnish way of life to make it
more environmentally friendly, as well as the
responsibilities of individuals

and institutions.
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IMPRESSIONS MATTER

Finland is not very well known outside its immediate sphere of influence.
There are only a few Finns enjoying world-wide fame. Marketing and commu-

nication skills are still not among our greatest strengths.

A Country Brand Delegation was appointed in 2008 to meet these challenges:
to create a strategy for Finland which will make the world turn to us for help,

more often and more efficiently.

Six key objectives have been set for the development of the country brand:

e Increasing the appreciation of the fruits of Finnish labour, that is,
promoting the export of Finnish products and services

® Promoting international investments in Finland

® Promoting inbound tourism to Finland

e Promoting the international status of the Finnish State

e Promoting the appeal of Finland among international professionals

e Raising the national self-esteem of Finns

The objective of branding is to promote the Finnish economy, tourism and
Finland’s international status. However, in essence this is not just a project car-
ried out for the government or trade and industry. Branding work is part of the
effort to develop a Finland that will offer all Finns an even better place to live

and work. This will also help Finnish businesses.

Nation branding requires a different effort than branding a yoghurt or tooth
paste. Countries are associated with much more complex issues than prod-
ucts; the related impressions are richer, and the behaviour and communication
of a country’s organisations, businesses and citizens are much more fragment-

ed and more difficult to steer than a company’s marketing campaign.

However, just like the products displayed in shops, countries compete with
each other in many ways. The competition is about people's choices. Shall |
buy Finnish or Korean? Shall | travel to Finland, Sweden or New Zealand for

a holiday? Shall | organise the summit in Finland or in Switzerland? Shall | hire
a Finnish expert or a specialist from India? Thousands of such choices are
made daily, and together they have a significant effect on whether Finnish

people have jobs and on the types of opportunities which will open up for us.



SIKALA SUMMIT
More than one hundred professionals in marketing communications
convened in an informal cooperation event at Restaurant Sea Horse, Helsinki,
on 3 March 2010 to brainstorm ideas on making Finland world famous. The results
of this voluntary work, including the branding of silence and an online service that would

allow Finns to solve the world's problems, were presented to the Country Brand Delegation. .

SEMINAR ON EDUCATION
A seminar, open to the public, was organised at the University of Jyvaskyld on 25 March 2010 under the
title “The Finns are the world’s best teachers and learners — how do they do it?”. The discussions focussed on
three themes: education of the future, working life of the future and the role of education as part of the image
of Finland. The presentations given at the event included ones by the author Carl Honoré (Slow — live slower!

Family under pressure?), the futurologist Mika Mannermaa and Kirsti Lonka, Professor of Pedagogical Psychology.

MISSION FOR FINLAND
A live TV show entitled 'Task for Finland’ was broadcast on the MTV3 channel on 14 April 2010. It had more than

300,000 spectators. Finnish private persons, companies and organisations sent almost two hundred ideas for actions

to the Task for Finland website. From them, the pre-jury selected seven ideas, after which the jury of experts headed by
Jorma Ollila selected the top three that qualified for public voting. The winner was a proposal entitled Uplift for Finland
from water expertise. The runner-up was a proposal entitled Let's make Finland the country of organic
produce and third was the idea of a Martti Ahtisaari Centre.

WHAT IS FINLAND?

More than 200 proposals on various subjects related to Finland and being Finnish were published on the
www.mitasuomion.fi website between February 2009 and summer 2010. More presentations were also
compiled in the book Mitéd Suomi on? (What is Finland?) published in February 2010 The subjects
in the book vary from starting school to the commercialisation of technologies and from
pop music lyrics to the deepest essence of being Karelian. The writers included
Outi Nyytdja, Stan Saanila, Heikki Turunen, Maija-Riitta Ollila and Jyrki 69 — plus
dozens of other famous and less famous Finns. 15,000 copies of the book
were printed, and it was available for free from many

libraries and Europe Information Points.
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Finland and its future should also be regarded from the perspective of a
brand, in other words, the perspective of reputation and the impressions it
gives rise to. Images of Finland can be very different, depending on whether
you look at the country though the eyes of a Finn or a foreigner, or whether or

not you have first-hand knowledge of the country and its people.

While we Finns are the best experts on our own country, we are often also
blind to its strengths. When Newsweek ranked Finland as the world's best
country on the basis of criteria emphasising the environment, education and
the quality of life, this was hard for us to accept. The grass is not necessarily

greener on the other side of the fence, but it definitely looks like it.

Impressions of Finland vary greatly even outside the borders of our country.
We are best known in our neighbouring countries, since many of our neigh-
bours have visited Finland and met Finns. But the majority of the world’s
people — even the majority of those who make important decisions affecting
Finland on a daily basis — do not have any personal experience of our country.

The only thing they have to go on are images.

Even if you cannot brand a nation, what you can do is to define a target
image. The country, its organisations, enterprises and citizens can also take

concrete action to develop the image in the desired direction.
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CONSIDER IT SOLVED - A STRATEGY BASED ON
A SOLUTION-FOCUSED APPROACH

The theory of brands differentiates between three elements:
1) ‘target image' refers to a description of the aspects through which the busi-
ness (in this case, a country) wishes to establish a positive image of itself. It

describes the targeted brand content.

2) ‘Brand’ is the sum total of all of the impressions, experiences and informa-
tion an individual has concerning a given object. A brand is always true, even

if it is different from the company’s or country’s intent.

3) ‘Brand building’ refers to the work a company does to ensure that the
brand perceived by the public is as close to the company’s or country’s target

image as possible.

The task assigned to the Country Brand Delegation was to determine Fin-
land's target image. The target image of Finland is to be a country which
solves problems. Functionality, nature and education are also integral aspects

related to this image.

Besides providing a description of the target image in its report, the delegation
also assigns various missions to different actors. If realised, these missions will de-
velop the image of Finland in the targeted direction. All of the missions take the
form of concrete actions and constitute a part of the brand building work. In this

case, this does not mean logos, slogans or marketing campaigns, but actions.

The delegation involved the Finnish public in its effort to define a brand for
Finland. It has compiled information, discussed matters with Finnish and inter-
national experts and involved the Finns in the country branding work through
seminars, media campaigns, online services and, most importantly, through
face-to-face discussions. The goal has been to ensure that anyone wishing to

contribute to the work has had an opportunity to do so.

The work has shown that besides challenges, Finland has genuine strengths
and unparalleled opportunities. There is something particularly unique about
our culture. While the Finnish cultural sector does not produce world-famous

entertainment for large audiences, the number of talented, individualistic
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performers at the top of their chosen field is exceptionally large in relation to
our population. This persistence, which characterises our art, is also reflected

in the way we address problems.

Our opportunities lie in how we can harness this solution-focused mindset
to solve issues that threaten Finns, Finland and the world in general. We are
even justified in thinking that the world currently needs a problem-solver
like Finland. If Finland did not exist, it should be invented.

DURABLE PRODUCTS, CLEAN WATER AND
TEACHERS

The delegation attaches special importance to three themes which are partic-
ularly close to Finland and to which our way of working is particularly appropri-
ate. The functionality of Finnish society, our close relationship with nature and
a system of basic education that is among the best in the world are not just

something to be proud of. If used properly, they can also be efficient tools.

In the image competition against other countries, Finland cannot, and should
not, focus on anything else but its actual strengths and the factors that make it
stand out. An effort to associate Finland with images that are not true will not
make the country stronger. But if we reinforce the image of Finns as a nation
with a solution-focused mindset, a nation which functions, which enjoys the
best education in the world and for which nature is an important resource, Fin-

land could become extremely attractive on the basis of aspects that are true.

In its consideration of Finnishness and Finland's strengths, the delegation

did not apply a traditional classification which considers, for example, the
economy and culture as separate areas. This is why we did not wish to con-
sider culture as a theme separate from society in general. Culture is such a key
element of our identity that it has a strong presence in all of our key strengths.
The themes of functionality, nature and education are also based, above all,

on the distinctive characteristics of our culture.

If we are to efficiently utilise our strengths, Finland as a whole must set its
targets sufficiently high and involve everyone in the effort to achieve them.
This also requires sharing the targets. Under each one of the three themes

— functionality, nature, education — the delegation has identified missions,
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the undertaking of which will help us develop both our own country and the

world, while also demonstrating our strengths to the whole world.

The missions are not easy. Under the functionality theme It Works, the open-
ness of the Finnish culture and its lack of hierarchical structures are employed
to solve problems related to society, working life and consumption. The
environmental theme Drink Finland sets as a goal that by 2030, all of Finland’s
inland water bodies will have been cleaned so as to be potable, and that in
agriculture, the share of organic production will have increased considerably.
The educational theme Finland Gives You a Lesson further emphasises the
role of education in Finnish culture and the key importance of pedagogic

expertise in Finnish society.

All of the missions have three levels: a global, national and individual level.
Some of the missions are directed at political leaders or all Finns, some at
specific sectors or social groups. Carrying out the major missions will require
the performance of several challenging sub-tasks. Cleaning up water bodies,
for example, requires radical agricultural reforms, while the international repu-
tation of the Finnish education system should be promoted by establishing a

global training programme for the best teachers in the world.

The time span of the missions is long. Some will take years to complete, some
will take decades. The greater challenge involved is to imbue the Finnish peo-

ple with the necessary faith and will — and to susta