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This research studies the market potential of language education services in South-
Eastern Finland. The market potential is examined through four aspects: 1. Person-
nel development 2. Training needs 3. Service design and 4. Aspects that affect
training partner selection. The research defines types of training needs (languages
and skills), the most potential customer segments, the most feasible training format
and what are the most attractive attributes in service provider. In light of these as-
pects the research defines the market potential of the examined market.

The research data was collected with an email survey and included respondent from
17 industries. The results of the study indicate that for organizations in South-East-
ern Finland employee’s language know-how is quite important in on their operations.
However, language training is seldom considered as a part of employee training
program and organizations rely on employees’ previous education and organiza-
tions rarely provide language training for their personnel. The most important factors
when choosing language training course and partner is the possibility to customize
the training format, duration and content.
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Taman tutkimus tarkastelee kielikoulutuspalvelujen markkinapotentiaalia Kaakkois-
Suomen alueella palveluntarjoajan néakdkulmasta. Tutkimuksessa markkinapotenti-
aali maaritelladn neljan eri osa-alueen kautta: 1. Henkiléston kouluttaminen ja ke-
hittdminen organisaatioissa, 2. Koulutus- ja kehittamistarpeet, 3. Koulutuspalvelun
formaatti ja muotoilu seké 4. Palveluntarjoajan valintaprosessi. Tutkimus pyrkii maa-
rittelemaan, minkalaisia koulutustarpeita organisaatioilla on (kielet ja taidot), poten-
tiaalisimmat asiakassegmentit, parhaat koulutusmuodot seka palveluntarjoajan
houkuttelevimmat ominaisuudet asiakkaiden nakokulmasta. Naiden aspektien va-
lossa tutkimus maarittelee markkinoiden potentiaalin palveluntarjoajan nakokul-
masta.

Tutkimuksen aineisto kerattiin séhkopostikyselylld, johon vastasi organisaatioita 17
eri toimialalta. Tutkimuksen tuloksista voidaan todeta, ettd Kaakkois-Suomen alu-
een organisaatioille henkiloston kielitaito on tarkeda, mutta kielitaidon kehittdminen
on harvoin osana henkildsténkehittamissuunnitelmaa ja organisaatiot luottavat hen-
kildstonsé jo aiemmin hankittuun kielitaitoon tai omatoimiseen kielitaidon kehittami-
seen. Kielikoulutuspalvelun ja palveluntarjoajan valinnassa organisaatiot painotta-
vat mahdollisuutta kustomoida koulutuksen muoto, kesto ja sisélto tarpeidensa mu-
kaan.
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1. INTRODUCTION

This chapter introduces the reader to the topic and context of the thesis.

1.1 Background

As the world becomes more united as a result of globalization the language know-
how has become more and more important in every industry. This point is especially
highlighted in Finland due to the fact that the economy is export driven. This thesis
examines the potential of Language Teaching Services industry in the South-East-
ern part of Finland.

This research is conducted in order to establish the potential for language training
services. The first step was to establish how companies develop, educate and train
their employees, like: Do organizations use personnel development programs and
if so is how big part language training is in the programs. Second, this research tries
to establish the most feasible service design for language training and its character-
istics. The third objective is to define the most important factors in training partner
selection process. After these questions are answered the research tries to answer
what kind of organizations are the most potential customers for language training

company.

The reason to examine this particular topic lays in the fact that market research is
the essential base for marketing. Every marketing plan or strategy starts from mar-
ket research and therefore market research creates the base for marketing strate-
gies and plans. Also, the topic is very interesting and essential for every marketing

professional.

The particular geographical region to which the research concentrates on adds also
interest to this study. South-Eastern region of Finland is very popular holiday desti-
nation for tourists from around the world. This also creates business opportunities

for export companies and service companies.



Especially the interest of this study is concentrated on the market potential and char-
acteristics of the Language Teaching Services Market in this particular area. The
study tries to identify if the Language Services Unit of the Lappeenranta University
of Technology Language Centre has the resources and potential to enter this mar-
ket.

1.2 Research Objectives and research problems

The main research problem of the thesis is the following:

What kind of potential there is for a language training company?

The research concentrates on Language Teaching Services market in South-East-
ern part of Finland. The purpose of this research is to define what kind of organiza-
tions use external language training services, what kinds of aspects influence lan-
guage training partner selection and what kind of language training services are

needed.

In order to answer the broader main research problem, it is divided into following

smaller sub-problems:

What kind of role language training has in employee development?

Do organizations include language training in their employee development program

and if they do how large part language training has.

What kind of language training needs organizations have?

Define the specific languages and language skill training that is needed.

What kind of language training design is the most suitable?



What would be the most feasible format of language training from potential clients’

perspective.

What are the most important factors in language training partner selec-

tion?

What aspects the potential clients look for in language training partner.

What kind of organizations are potential clients?

Define the organizations types that have the most potential to purchase language

training services in the future.

1.3 Definitions of the key concepts

Personnel development is the sum of education, skills, training effectiveness and
quality of employees work life. The employee development process consists of sev-
eral varying steps depending on development type and development goals. (Kul-
karni, 2013)

Whereas personnel development is concerned of organization level improvement,
personnel training aims to improve individual employee development. From or-
ganizational perspective, the main purpose of personnel training is to ensure avail-
ability of willing and skilled workforce. There are four objectives that personnel train-
ing addresses: Organizational, individual, functional and social level development.
(Kulkarni, 2013)

Training needs assessment is a process in which information is gathered to iden-
tify needs related to training in order to help organizations to reach their objectives
by developing effective programs for employee training. (Altschuld, 2003, Brown,
2002)



When defining Professional service firm (PSF) there are three important charac-
teristics that are to be considered: knowledge intensity, low capital intensity and
professionalized workforce. Knowledge intensity is the most fundamental aspect of
the three and indicates that firms output is highly reliable on substantial amount of
complex knowledge. Low capital intensity refers to the fact that firms’ output doesn’t
require large amounts of financial investment. Professionalized workforce consists
of two aspects: ideology, which can be referred as professional code of ethics, and
self-regulation, which is the monopoly of profession on the use of knowledge. It has
to be noted that firm may not have all of the three fore mentioned characteristics but
it still can be defined as a professional service firm and thus PSF is hard to be de-
fined accurately. (Von Nordenflycht, 2010)

Service design is the critical stage of service development enabling service quality
and it consists of service concept, service system and service process. (Edvards-
son, 1997)



1.4 Theoretical framework

TRAINING
NEEDS SERVICE DESIGN
ASSESSMENT

PERSONNEL SERVICE
DEVELOPMENT PROVIDER
SELECTION

MARKET
OPPORTUNITY

Figure 1. Theoretical framework.

The theoretical framework of this study is based on four aspects that have an effect
on market opportunity from service providers’ perspective. Personnel development
aspect defines how organizations develop their employees, do they have personnel
development program and what does it include. Training needs assessment defines
the specific needs that potential clients have and service design part defines how
service should be designed in order to meet the expectations, demands and needs
of potential clientele. Service provider selection aspect studies what aspects are

important to potential clients when selecting service provider.

1.5 Literature review

The theoretical foundation of this study is based on four individual theory fields em-

ployee development, training needs analysis, service design and service provider



selection. The different fields are reviewed from market opportunity and potential

point of view and applied accordingly.

Employee development literature used in this study is focused on defining personnel
development and personnel development plans. Employee development and train-
ing have long history and they have been studied from different perspectives (Lado
& Wilson 1994). Ben-Hur, Jaworski and Gray (2015) introduced a framework, which
is applied in this research, that aligns personnel development with organizations

leaderships business priorities.

Nowadays the research on training needs analysis and recently developed methods
are more scientific and professional than the early ad-hoc frameworks (McGehee &
Thayer, 1961; Ford & Noe, 1987). Whereas previously TNA was an ad-hoc process
and even unnecessary more recent research has discovered that the best benefit
for training program design is created by continuous assessment of training needs.
(Brown, 2002; Jen-Chia et al., 2012)

Service design has evolved from a narrow description of a phase in new service
development and much of the research concentrates on new service development
(Yu & Sangiorgi, 2014). Goldstein et al. (2002) state that service concept is the key
component to service design and development process research. By understanding
and defining service concept further research is easier to conduct. Thus, this re-

search applies parts from new service development.

Service provider selection has been studied widely from the 1970 onwards (see for
example; Almossawi, 2001). Professional services are more popular as a research
object compared to nonprofessional services and thus there is a generic framework
for it (Grace, & O'Cass, 2003). Day and Barksdale (1994) presented a decision-
making model for organizations purchasing professional services. This model is a
variation to generic decision-making model and it describes the service provider

selection of professional services more accurately.



1.6 Research Methodology

The research methodology in this study is a combination of quantitative and quali-
tative research methodologies. The reason for combining these two research meth-
odologies lies in the required data for conducting the study. A thorough marketing
research requires both quantitative and qualitative data and therefore both research
methodologies are applied. The analysis of the data is mostly conducted using qual-
itative analysis methods supported by some quantitative analysis. The research
methods used in this research are more thoroughly described in chapter Six.

1.7 Delimitations

This research studies the Language Teaching services market and particularly the
institutional Language Teaching Services market. As the research is concerned on
the institutional Language Teaching Services Market the private personnel Lan-
guage Teaching Services are excluded from this study.

Geographically this study is limited to concern the Language Teaching market in the
South-Eastern part of Finland. The reason for limiting the study to examine this par-
ticular geographical area is that the Lappeenranta University of Technology Lan-
guage Services is located in Lappeenranta and the services provided are aimed at

organizations that operate in this particular area.



2 PERSONNEL DEVELOPMENT

In today’s competitive world employee training and development play an important
role and how high these factors are ranked in company’s marching order might
make the difference between winning a large market share and falling into a bank-
ruptcy. Training in many occasions is considered as teaching new physical skills
that enhance organizations work functions and thus improves the quality of work life
and conditions of the employees. Development is more of a process when com-
pared to training and is more concerned with knowledge, values, attitudes and be-
havior without forgetting specific skills. Therefore, training can be defined as time-
consuming improvement of specific areas, functions or objectives and development
process is longer and needs influencing on human factors such as values, attitudes
and behavior. (Kulkarni, 2013)

Despite the fact that training and development are defined as separate functions
they have a strong correlation. Training of particular function or skill has impact on
for example attitude and behavior of employees, which are aspects of development,
and thus have an impact on development. On the other hand, organizations value
changes influence employees’ attitudes and thus have an effect on success or fail-

ure of training. (Kulkarni, 2013)

There are four objectives that training fulfills: Individual, Organizational, Functional
and Social. Employees set their individual objectives or goals and these objectives
help them to measure their personal success and therefore ensure that employees
try to reach their best performance. Personnel effectiveness is the building block of
Organizational objectives and supports the organizations primary objectives. Func-
tional objectives ensure that contribution of every department is at a suitable level
from whole organizations point of view. Social objectives are set in order that the

organization meets the ethical and social challenges and needs of the society.

Organizations are forced to continuous learning in almost every market nowadays,
even when competent and educated employees are available for hire. (Kulkarni,
2013) Informal learning, deliberate practice, incidental practice, workplace learning



and self-development which are forms of continuous learning that is becoming more
and more important for the human capital resource development. (Noe et al., 2014)
By creating training and development programs for employees’ organizations can
avoid the turmoil that is affected by continuous personnel changes and thus main-
tain current workforce. Effective training and development programs also motivate

employees. (Kulkarni, 2013)

Until nowadays learning in organizations has occurred through mandatory formal
training and development programs. Geographically dispersed workforce, workload
demands and budget constrains create obstacles that make attending hard for em-
ployees’ and thus organizing the training difficult from organizations point of view.
The solution for these problems is usually online delivery and instructional methods.
(Noe et al., 2014) According to Miller (2013) 39% of organizations’ in 2012 provided
technology-based training.

2.1 Personnel development

Especially training new skills that employees need in the future show that organiza-
tion is planning a head and committing to their employees in the long run. It also
creates higher level of motivation and commitment among employees as they take
it usually as a challenge and opportunity to improve their professional skills. The
appreciation of the employees’ is then showing in contentment of belonging to the

organization and simply hard work. (Sahinidis & Bouris, 2008)

2.2 Personnel development programs

In order to induce employees to learn and develop themselves many organizations
have created personal development plans for their employees. Personal develop-
ment plan can be used as a strategic tool for personnel development in order to

improve performance and occupational expertise. Personal development plans
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serve as an assessment tool, that gathers information about employees’ competen-
cies and aspects that employee considers he or she needs further training and de-
velopment, for human resource department beside personnel assessments’ and ap-
praisals. Nowadays personal development programs are used widely in organiza-
tions around the world. (Eisele et al., 2013; Beausaert, et al. 2013)

The type of training and development programs that are used is subject to the re-
quirements of job profile, company profile and industry. Various types of programs
are described by researchers. Kulkarni (2013) divided the types into two categories:
On the Job-Training and Off the Job-Training (see Table 1). On the Job-Training
occurs during the time when employees are doing their assigned tasks and Off the
Job-Training is conducted in a classroom or by simulations and job related games

on separate occasions from work. (Kulkarni, 2013)

According to Floodgate et al. (1994) personal development plans should be de-
signed in accordance with employee’s desires and needs. By giving the employee’s
a chance to influence on the plan organizations encourage their workforce to take
responsibility of their own learning.

Table 1. Types of training (Kulkarni, 2013)

Types of traning

On the Job-Training Off the Job-training
Job Instructions Programmed Instructions
Apprenticeship & Coaching * Class Room Lectures
Job Rotation « Simulation Exercises
Committee Assignment Business Games
Internship Training  Case Study Method
Training through step by step * Audio- visual Method

* Experiential Exercises

* Vestibule training

» Computer Modelling

* Behavioural Modelling

* Role Playing

 Conference/ Discussion Method
» Workshop / Seminars
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At this competitive era, organizations must ensure they have competent workforce
in order to meet the needs of potential customers. One key aspect that individuals
are interested in when applying for a job or during their career in an organization is
enhancement in their career. Training and personnel development is a good way to

make sure that employees are motivated and skilled for their tasks.

2.3 Personnel development program planning

Ben-Hur, Jaworski and Gray (2015) suggest that the best results can be achieved
when training and development are aligned with organizations strategy. Profes-
sional training and development service provider can help their potential clients in
the aligning process and possibly cultivate the organizations awareness about their
apparent and possible hidden needs regarding training and development.

2.3.1 Mapping CEO agenda

First step in the process is mapping CEO agenda. The information for mapping CEO
agenda is gathered from personal interviews and secondary sources *(i.e. analyst
reports, corporate websites). The CEO agenda identifies the company’s top leader-
ships concerns about mission-critical aspects and helps the service provider to tailor

the discussion to that agenda. (Ben-Hur et al., 2015)

2.3.2 Aligning learning and development resources

After the CEO agenda is mapped the existing learning and development resources
and processes should be inventoried. This inventory should consist of determination
of current resources and practices and possible infrastructure. The inventory should
be done regularly in order to keep the training and development resources and pro-
cesses aligned with the organizations strategy. At this point organization can start
to do the necessary changes and in some cases, build the learning and develop-

ment resources. (Ben-Hur et al., 2015)
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2.3.3 Buy-in for the learning agenda

All of the changes that are made on to the training and development program should
not be made by an isolated group or a team. Stakeholder management is usually
crucial in order to gain buy-in for the learning agenda. Decision makers and key
influencers from all parts of the organization should be able to participate and give
their input in the content of training and development program. The more the deci-
sion makers and key influencers can affect on the learning agenda the more likely
it is to succeed. Also, the essential strategic initiatives for corporate learning are
taken into consideration when larger group of key people are in on the process.
When the development program is designed in order to meet the essential strategic
initiatives it's easier to justify and its worth to the organizations operation is clear.
(Ben-Hur et al., 2015)

2.3.4 Activating the learning agenda

In order to attract key personnel interest to the learning and training development
learning leaders should have some kind of plan. The plan is dependable on organi-
zations structure and culture and should be designed in accordance. Another issue
to address is identifying the key personnel that have the most influence on the suc-
cess and in some cases unsuccessfulness of a personnel training and development
program. In many cases the key person for the training program is not the manager
but the CFO for example. On way to ensure that the development agenda is aligned
to strategy is creating governance mechanisms or advisory boards for development
programs. The functions of these organs can adjust the curriculum as needed and
in accordance to organizations strategy, local and business unit needs. (Ben-Hur et
al., 2015)
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3 TRAINING NEEDS ASSESMENT

Training needs assessment (TNA) is a process that helps organizations to develop
their training syllabus and habits in order to achieve their organizational objectives.
TNA should be an ongoing process in which data is gathered to guide what kind of
training is required within the organization. Problem identification, obtaining man-
agement support data, development of data for evaluation of training results and
determination of costs and benefits of the training are the four main reasons for
conducting TNA. TNA exposes problematic issues within the organization that man-
agement have to address and decide is the problem something that training can fix
or do these problems require other kind of action. Management obtains important
information about their respective departments and employees from TNA and train-
ing is easier to justify when the managers can see the departmental or employee
skill problems and the positive affect of training. Thus Training needs assessment

supports management. (Brown, 2002)

By conducting TNA before training evaluation of training becomes easier. TNA pro-
vides information which can be used as a base for evaluation criteria after the train-
ing. These criteria play an important role in determining the success or failure of the
training. Besides providing information for evaluation of the training TNA also allows
management to conduct cost-benefit evaluation of the training. As training is many
times considered as a mandatory nuisance and waste of money and time TNA pro-
vides the information needed for cost-benefit analysis of training and thus helps
management to become aware of the monetary impact of training. At this day and
age every investment must be justified by pointing out the benefits that they create
TNA allows organizations to treat training as an investment which benefits can be

expressed in currency. (Brown, 2002)
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3.1 Content and purpose of training needs assessment

The purpose of training needs analysis is to produce data for management in order
to establish the specific needs of training. TNA should provide answers at least to
following questions: What is optimal performance or knowledge necessary for or-
ganizations success? What is the state of current actual performance and
knowledge? What are the obvious objects that can be achieved with training and
who are the employees that need training? What causes the current operational
problems? How to solve the current problems? (Rossett, 1987)

Every TNA starts from determination of origin of needs. A thorough training needs
assessment specifies every problem that affects organizations processes and as-
pects that can be improved with training. Every obstacle hindering organizations
operation has a reason and proper TNA defines reasons for these obstacles. When
all of the processes and aspects that need training are determined specific objects
to enhance them must be set. Basically, in this phase of TNA the reasons for prob-
lems that hider the organizations processes are defined. The next phase is to con-
firm the content of needs i.e. confirm what needs to be changed, training purposes,
goals and needs be clarified. In order to meet the training purposes, goals and
needs training content and structure must be designed in correlation. The content
of the training must fully serve the purposes and be designed accordingly. (Jen-Chia
et al., 2012)

Once the training syllabus is created TNA offers a frame for effectiveness assess-
ment. The TNA process provides data for post-training evaluation as the first steps
in the TNA process defines the organizational problems that have occurred previ-
ously and sets the objectives for the training. Thus, the first steps of TNA create a
frame for effectiveness assessment of the training. The assessment can be done
by comparing the estimate done while planning the training course to the actual
effect after the training (Kirkpatrick, 1977) or by Phillips’ (2007) ROI estimation com-

parison for example.
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Taylor and O’Driscoll (1998) define three levels in training needs analysis: Individ-
ual, group/organizational and inter-organizational levels. In individual level the as-
sessment focuses on each individuals needs regarding training and development.
These analyses can be conducted with thorough discussions between management
and individual. Group/organization level assessment focuses on particular task, job
or family of jobs within the organization. Characteristic for group/organization level
TNA is that the results and data is organization specific and may not be applicable
with other organization. The generalizable results and data from TNA is generated
in the inter-organizational level. These results can be applied by other organizations
on particular jobs or job families.

3.2 Training needs assessment process

In practice TNA should proceed and include following steps: Data collection, data
analyzes, decision-making information creation, solution establishment and finally
training implementation (Jen-Chia et al., 2012). Taylor and O’Driscoll (1998) add
evaluation of training as the sixth step in to the process. TNA process and training
evaluation have been addressed as two separate functions but including post-train-
ing evaluation to the TNA process provides valuable information to the decision-
making process. Organization can also acquire training evaluation data from previ-

ous studies related to their line of business or organization type.
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* Determination of origin of needs
* Reasons for the obsticles

.S ific obi
« Confirmation of the content of
needs

* Training content and
structure design

* Training effectiveness
assessment

Figure 2. Training needs assessment process.
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4 SERVICE DESIGN IN PROFESSIONAL SERVICE FIRM

Nowadays customers are important collaborators for Professional Service Firms in
the service designing process. When designing professional services, the best re-
sult is achieved with customer collaboration. Nowadays customers are considered
even crucial for success even developing and delivering customized services.
(Aarikka-Stenroos & Jaakkola, 2012; O'Cass & Ngo, 2011)

Heirati et al. (2016) state that collaboration with customers is one of the most im-
portant factors that affects success of service delivery and design. Service attribute
customization, customer need identification and design error minimization can be
most effectively executed when the professional service firm has enough infor-
mation at hand. The most vital information comes from customers and this is the
main reason for customer collaboration from professional service firms’ point of

view.

The intangibility and complex characteristics of professional services creates high
risk from customers’ point of view and the solution to ease the buying process and
minimizing the customers’ insecurity is customer engagement in the designing and
delivery process of the service. Customers should be encouraged to participate in
the process and thus have the maximum effect on the end product. Customer col-
laboration also creates opportunity for professional service firm to learn as much as

possible from the client and help the design process. (Auh et al., 2007)

4.1 Service design process

Service development process models are in many cases based on tangible product
development literature. Due to the intangible nature of services the design process
is often informal and the stages of the process may overlap each other. The differ-

ence when compared to new product design process is the possibility to modify and
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improve the service during the service development process. Modification and im-
provements are easier to implement into services during the process than to tangi-
ble products. (Menor et al., 2002)

NPD researchers have identified two macro level stages in the product development
process, namely the “fuzzy front end” and the “execution-oriented back-end”.
(Menor et al., 2002). In the “fuzzy front end” processes might be imprecise and de-
cision making impromptu. The early stages are critical for the whole process even if

they seem disorganized and fuzzy. (Bitner et al., 2007)

When applying these into service development process the “fuzzy front end” con-
sists of service concept development activities and precisely what concept of ser-
vice should be developed. Idea generation, concept development and strategic po-
sitioning are in main focus at the beginning of the process. (Menor et al., 2002)

After the early stages the initial service idea must be made more concrete in order
that it can be presented to customers and employees (Bitner et al., 2007). The “ex-
ecution-oriented back-end” consists of all of the activities involved with implementa-
tion of the service concept including selection of the personnel, physical facilities
and communication technologies etc. Whereas the “fuzzy front end” is more mar-
keting centric the back end of the process is more operation centric and requires
more hands-on coordination. (Menor et al., 2002)

At the last stages of the service design the service concept must be refined with the
client. After the refinement, all of the stake holders must know their responsibilities
at the latest. (Bitner et al., 2007)

Both the front end and the back end must be understood and dealt with as a sepa-
rate process but at the same time they must be integrated and coordinated simulta-
neously. If integration and coordination isn’t done simultaneously there is a risk con-
cerning service concept specification. The desired outcome may not be achieved
due to inefficient resources or the service isn’t essentially executable. (Menor et al.,
2002)
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4.2 Service design process and customer involvement

Due to the intangible characteristics of services they are extremely hard to describe
in words which leads to oversimplified and incomplete description. (Bitner et al.,
2007) This obstacle can be overcome with effective customer collaboration in the
service design process. But it must be noted that PSF should not blindly let the
customer dictate the process albeit customer collaboration is effective way to ensure
customer satisfaction. In order to avoid confusion about the nature of customer in-
volvement the role of customer should be communicated clearly. (Heirati et al.,
2016)

Detailed description of service delivery, quality and cost factors must be described
and communicated to customer with respect to their responsibilities in the service
process. The most essential factor at this point is that the details of service process
and delivery characteristics are determined accurately and all stakeholders are
aware of their responsibilities in the process. At this point changes to service design
are relatively easy to make and probably the most desired changes from customers’

side are pointed out. (Bitner et al., 2007)
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5 SERVICE PROVIDER SELECTION

Regardless of industry organizations have to understand the aspects that affect cus-
tomers service provider selection process. Choices in different levels are made and
that factor is important to understand when examining service provider selection
process. Aspects that have the most effect on service provider selection are intan-
gible (i.e. recommendations or interpersonal relationships) whereas goods provider
selection is more affected by tangible aspects such as brand or quality of goods.
Services are also harder to evaluate and in many cases evaluation can be made
during or after delivery. There is also difference within service provider selection
process as the service type plays an important role when examining service provider
selection process. Professional services (i.e. consulting, doctor) are more difficult to
assess and more researched than non-professional services (i.e. auto repair, copy
services). (Day & Barksdale, 1994)

Organizational purchasing of professional services framework by Day and Barks-
dale (1994) includes eight steps that occur during service provider selection pro-
cess. First organization must recognize the need or problem at hand. Second step
is to identify the initial consideration set. Third consideration set must be refined and
after that evaluated. Fourth step is the actual service provider selection. After the
service is delivered evaluation of quality of delivery and outcome follows and leads

to satisfaction or dissatisfaction. (Day & Barksdale, 1994)

5.1 Recognizing the need

The first step that organizations must take is to recognize a problem or need that
has to be addressed. Identifying a problem or need that can be addressed by pur-
chasing professional service. Other options to meet the need include using in-house

personnel or just simply ignoring the problem.
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In order to the buying and service provider selection to begin, organization must
recognize a problem or need that has to be addressed. Once this has been done
the organization must decide how the problem is addressed, there are three choices
that can be utilized the use of in-house personnel, contracting services of another
organization or just simply ignoring the problem and carrying on as is. (Day & Barks-
dale, 1994)

When the choice is made to acquire the services of another organization purchase
goals must be determined. The purchase goals are essential to the process due to
the fact that it is nearly impossible to make sense of the whole process without def-
inition of purchase goals. These goals are not necessarily tangible but they serve
as guideline for the organization during the whole service provider selection process
and determine the criteria used in selection and evaluation. The criteria divide into
two sections, selection criteria and evaluation criteria, and they both are closely re-
lated to quality in one way or another since the aim of the process is to insure the
desired quality level both in service delivery and final outcome. (Day & Barksdale,
1994)

5.2 Identifying the Initial Consideration Set

After the criteria are defined the next step is to identify the initial group from which
the service provider is chosen. In this early stage of service provider selection, the
criteria are broader and the set of potential service providers is large. Basically, this
means prequalification of potential service providers and this is usually done on the
basis of service portfolios and consists of the set of service providers that the or-
ganization is aware of. In a situation where organization doesn’t have any previous
experience of service providers which can meet the need in question, referrals are
the factor that help in the process at this stage. Naturally the service providers that
are selected to carry on to the next phase of the selection process must be capable
of meeting the organizations’ needs and with all likelihood all of the companies that
were selected to consideration set have those characteristics. (Day & Barksdale,
1994)
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5.3 Refining the Consideration Set

When the initial consideration set is defined usually it still contains too many options
that the service provider selection can be done. At this point organizations start to
go thru the potential candidates with more rigorous criteria. Organizations list attrib-
utes that the potential service provider must possess and thus starts to disqualify
candidates and shorten the list. (Day & Barksdale, 1994)

5.4 Evaluating the Consideration Set

When all of the potential candidates that possess the right attributes are gathered
up on a list starts the evaluation phase. The evaluation process is difficult due to the
fact that usually professional services have a few or no attributes that can be verified
before the purchase. Substitutive indicators and other cues must be used at this
phase. These indicators are composed of factual information about the providers
and organization’s own or other clients’ prior experience of the provider. Service
providers have to keep in mind that poor performance in the past is a dictating factor
when predicting future performance and personal experience is usually the most

important factor in evaluation process. (Day & Barksdale, 1994)

It is important that organization makes clear definitions between the criteria with
which the consideration set is evaluated and the criteria that is used to evaluate the
selected service provider and its performance. If these two evaluation criteria are
mixed the evaluation process becomes ambiguous. Criteria used when evaluating
the consideration set should concentrate on attributes that the service provider
should possess in order to be selected and the evaluation criteria for service pro-
vider’s performance should be more concerned on the service itself. (Day & Barks-
dale, 1994)



23

It should be noted that personal relationships and “chemistry” play an important role
when organization is choosing a professional service provider. Professional service
providers must be able to recognize the cues that clients use to assess them and in
many cases this can be very difficult. The problem with personal “chemistry” is that
there are no concrete attributes that define it and the organizations or individual
preferences what it comes to personal service or relationship with service provider.
(Day & Barksdale, 1994)

When the shortlist of potential service providers is created, the next phase is request
for proposal including presentation and interview. In this phase the budget and time
frame is negotiated with the potential service providers and the companies that can’t
meet the clients’ requests are eliminated. This phase can include more than one
negotiation round and is subject to change on occasion. Subjective assessments
play the most important role in the final elimination round. At this point all of the
remaining service providers meet the minimum requirements and the difference be-
tween them is subjective. The clients point of view, values and preferences dictate

the most suitable contender at the end. (Day & Barksdale, 1994)

5.5 Professional Service Provider Selection

The actual service provider selection is done by comparing the contenders to each
other with the determinant attributes. As all of the candidates meet the minimum
requirements somehow difference has to be made between them in order to choose
the best suited service provider. The evaluation criteria are stricter in this phase to
help the differentiation and selection. Change in purchase goals and expectations
or personnel responsible of the selection process can affect the selection criteria
and thus complicate the process from service providers point of view. Although
these changes can occur in any stage in the process the closer they happen to the
final selection of service provider the more unpredictable the result becomes. (Day
& Barksdale, 1994)
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6. RESEARCH METHODOLOGY

6.1 Qualitative research

Qualitative research methods seek the answer to questions how and why certain
things occur and in what context. Qualitative research encompasses a wide variety
of methods approaches and techniques for thoroughly documenting and under-
standing attitudes and behavior of human kind. The role of qualitative research is to
seek and define meanings and motivations behind behavior and attitudes. The re-
searcher’s encounter with people can provide behavioral facts and implications that
may not be available through quantitative research. Qualitative research is espe-
cially most appropriate research methodology when researcher seeks in-depth un-
derstanding of attitudes and behavior. (Carson et al., 2001, 66; Mariampolski, 2001,
7)

The data collection in qualitative research relies upon observations on personal ex-
pressions and behavior of individuals. The observations are conducted either in la-
boratories or in the natural environment and unstructured or semi-structured ques-
tions are preferred in the process (Mariampolski, 2001, 8). Observational and quasi-
observational techniques, projective techniqgues and depth interviews, creative
group sessions and data collection from written documents are the data collection

types used in qualitative research. (Craig et al., 2005, 206; Tuomi et al., 2009, 71)

Craig et al. (2005, 206) identify three data collection types in qualitative research:
observational and quasi-observational techniques, projective techniques and depth
interviews and creative group sessions. Tuomi et al. (2009, 71) add data collected
from different written documents as a data collection type.
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The favored analytical approaches in qualitative research are holistic, speculative
and descriptive. As qualitative research studies the attitudes and behavior qualita-
tive analysis may rely upon interpretations and creative leaps by researcher to de-
fine the mentality, motivations and aspirations of target responders. (Mariampolski,
2001, 8)

The trustworthiness of qualitative research has been questioned broadly in the ac-
ademic field. The validity of qualitative research is based on the dimensions of cred-
ibility, dependability and conformability. These dimensions create validity to qualita-
tive research from careful assessment and use of prior theory throughout research

process. (Carson et al., 2001, 67)

Qualitative research methodology is the main research methodology applied in this

study.

6.2 Quantitative research

Hypothesis-testing research, as quantitative research is often referred, is a research
type in which hypotheses are created form basis of prior theory. Typically, quantita-
tive research follows common patterns of research operations and the purpose of
the research is to validate or reject hypotheses. (Glenn, 2010, 103) Quantitative
research can also be called as statistical research method. The mention of statistics
refers to the fact that quantitative research embodies various statistical research
methods and the answers that researcher seeks answers by quantitative methods
are typically numerical and quantitative by nature (Heikkild, 2001, 16). When quali-
tative research seeks answers to the questions how and why quantitative research

seeks answers to questions how many and how much (Mariampolski, 2001, 22).

Quantitative data is numerical in nature and it can be collected by the researcher,
or already existing data sets can be used in the research. If the research data is
collected by the researcher the most important issues that have to be determined
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are: the target group that the research seeks to study and the data collection
method. The target group refers to the part of the populous that is most suitable and
probable to provide essential information regarding the research. When the target
research group is defined the second step is to decide the data collection method
that is most suitable for the research. These data collection methods include mail
surveys, telephone surveys and face-to-face surveys. The most crucial aspect,
when deciding the data collection method, is selecting the method that provides the
best and most suitable information regarding the research. (Heikkild, 2001, 16; Wil-
son, 2010, 212)

The generalization issues in quantitative research are constantly related to the fact
that can the results of particular research be generalized. The most important aspect
in determining whether the results can or cannot be generalized is sampling. The
research sample has to be representative of the whole population in order to that
the research findings can be generalized to the whole population. (Bryman, 1988,
34-35)

Quantitative research in this study concentrates on supporting the qualitative re-
search methodology. This research doesn’t apply quantitative research methodolo-
gies as such but the questionnaire used applies numerical methods to collect data.
The quantitative data in this study is mainly concentrated on issues concerning mar-
ket-demand analysis and market channel analysis. The data also supports the other

parts of the study.

6.3 Sample

A population is a group of research subjects that is clearly defined and it usually
contains a large amount of data. The large amount of data makes the analysis prob-
lematic and therefore researcher can take a sample which to analyze more thor-
oughly. A sample is a subset of a larger entity that represents the whole population.
Sampling allows researcher to concentrate on analyzing the phenomenon of interest
from many points of view due to the smaller quantity of data than in a whole popu-
lation. (Miller, 1991, 60; Wilson 2010, 189-199)
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6.3.1 Population definition

Sampling process starts from defining the target population. Well defined population
must be defined in terms of elements, sampling units, extent and time. Element is
the research objective group that is studied. Sampling unit is the basic unit of the
research. Extent refers to the geographic area that is studied and time is the

timeframe that is taken into account in the research. (Kinnear et al., 1987, 201)

The population in this study is all of the companies and institutions that have busi-
ness activities and the sampling unit of the study is all the companies that are in-
volved in business activities across country borders. Extent of this research is the
South-Eastern part of Finland and Saint Petersburg region in Russia. The time
frame for the research is from December 2011 to May 2012. The interviews are
conducted between February 2012 and April 2012. The interviews, supported by
guestionnaire results, are the main source of primary data in the research and the

secondary data is collected from internet databases, websites and other sources.

6.3.2 Sampling frame

The next step after population definition is creation of sampling frame. Basically
sampling frame is a list of cases from which the actual sample is taken. The sam-
pling frame must represent well the population in order to be functional. (Wilson,
2010, 191)

The sampling frame can be made by using different units. These units can be for
example geographical or industrial units that can be differentiated from the whole
population. Basically the sampling frame can be a simple list of cases from which
the sample is drawn. (Craig et al., 2005, 279, 282; Kinnear et al., 1987, 202)

Sampling frame in this particular study is defined by geographical criteria and the
particular interest of this study is concentrated on companies that have international

operations. The geographical area of interest in this study is South-Eastern Finland.
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The reason for selecting this particular geographical area is that Lappeenranta Uni-

versity of Technology is located in Lappeenranta South-Eastern Finland.

6.3.3 Sampling procedure

Sampling procedure consists of selection of the sampling technique which is to be
used and sample size determination. Sampling technique can be divided into prob-
ability sampling techniques and non-probability sampling techniques. First re-
searcher must choose between the two broad alternatives and when that choice is
made the specific sampling technique can be chosen. Noticeably researcher can
use multiple sampling techniques during the sampling process. (Wilson, 2010, 193-
194)

The difference between probability and non-probability sampling lays in the proba-
bility that each population element has to be selected for the sample. In probability
sampling every case within the sample frame has the same probability to be se-
lected for the sample where as in non-probability sampling some criteria is estab-
lished to select the respondents. (Craig et al., 2005, 285; Kinnear et al., 1987, 207;
Wilson, 2010, 198)

Non-probability sampling methods include quota sampling, snowball sampling, judg-
ment sampling and convenience sampling. Non-probability sampling is often used
in case study research and qualitative research. The reason for non-probability sam-
pling methods popularity in case study research is that the sample used in the re-
search does not need to be representative or random. The cases included in the

sample in a case study research needs to be rationalized. (Wilson, 2010, 198)

Judgment sampling is based on an assumption that certain persons or cases are
more suitable to be selected into the sample based on their background. Their se-
lection to the sample is in regard to their expert knowledge of the research subject
or they have essential information from the research subject. There are numerous

reasons to include or exclude certain cases in judgment sample. The reason for
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using judgment sample can be that the case is unique, in other words the case has
unique characteristics that are not shared by other cases. Second reason is that the
case could contain critical information regarding to the research. The third reason is
that the focus of the research is on homogenous or heterogeneous groups. Con-
venience sampling is used when the participants are conveniently available. Usually
the reason for using convenience sampling is that the participants have the essential
information regarding the research and other information resources are difficult to
access. (Craig et al., 2005, 285)

The sampling technique selected for this study is propability sampling. The reason
for selecting this sampling methods is that the research tries to create non biased
sample for the questionnaire in order to illustrate the best view of the market poten-

tial.

6.4 Research data

Primary data is collected by the researcher. The data for this research was collected
by using a questionnaire. The advantage of primary data compared to secondary
data is that it answers directly to the specific research questions whereas secondary
data has to be remolded to suit to the purposes of research at hand. Characteristi-
cally primary data is outcome of direct contact between the researcher and the
source. Also, it is notable that primary data is the generated by the researcher by
using specific methodological applications (Blaikie, 2006, 18). Wilson (2010, 136)
presents three reasons that support the use of primary data: unavailability of sec-
ondary data, the appropriateness of secondary data to the study and the researcher
shows an intimate knowledge of the research issue. By collecting the data inde-
pendently to every study researcher secures the uniqueness of the data (Wilson,
2010, 135).

In this research, the primary data is collected by questionnaire.
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6.5 Data collection

Data for this study was collected using online survey tool and the survey was sent
by email. The survey population consisted of four hundred ninety-eight recipients

from which hundred four answered the survey.

6.5.1 Questionnaire

The difference between interviews and questionnaires lays in the information gath-
ering method. In interviews the information is gathered as verbal answers and in
guestionnaires the answers are written (Schwab, 2005, 41). A questionnaire can
include both open-ended questions and questions to which the response options
are predetermined. Questionnaire can also apply different scales, such as Likert-
scale, to record answers (Oppenheim, 1997, 100). Broadly defined questionnaires
are measuring instruments that ask respondents to answer a set of questions
(Schwab, 2005, 39).

Basically, questionnaire has twofold purpose. First is to reveal information about the
research interest. The second purpose is to record responses. The main function of
guestionnaire is measuring, the variables that questionnaire should be determined

prior to the questionnaire creation. (Schwab, 2005, 43)

The arrangement of items and item wording in a questionnaire has an obvious effect
on the responses obtained. The items should be arranged in a questionnaire in order
to keep the respondent interested and willing to complete the questionnaire.
(Schwab, 2005, 43)

Schwab (2005, 43) presents four general guidelines concerning item wording: Keep
the respondent in mind, make it simple, be specific and be honest. The respondents’
knowledge and interest about the research topic may vary so the questionnaire
should be constructed in order to keep the respondent interested and motivated to
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answer. The wording on the questions should be kept simple so that all of the re-
spondents’ can understand the question without explaining. The questions in the
questionnaire should also be specific. The respondents’ may not share the same
frame of reference with the researcher so to avoid misunderstandings the questions
should be constructed as if the respondents’ have little or no understanding about
the research subject. (Schwab, 2005, 43-44)



7. DATA ANALYSIS

The Survey was sent to 480 companies in South-Eastern region of Finland and the
answers were gathered from the end of November to end of December 2012. Com-
panies to which the questionnaire was sent were picked randomly and represent all
industry trades that are represented in the region. From 480 companies 104 com-
panies responded to the questionnaire. The questionnaire was sent by email and
the contacts were gathered from various internet sources. The industry trades that
were the most represented were undisclosed services, wholesale and retail, accom-

modation and catering and construction. Table 2. presents the number of answers

per industry.

Table 2. Number of survey answers per industry.

Other services 21
Wholesale and retail trade; motor vehicle repair 12
Accommodation service; catering service 9
Construction 8
Art, entertainment 7
Real estate management, trade and development 7
Healthcare and social services 6
Information and communications 6
Transport and logistics 4
Administrative and human resources service 3
Science and technical development 3
Industry 3
Agriculture, forestry and fishery 3
International organization activities 1
Education 1
Finance and insurance 1
Mining 1
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The size of the companies that were selected to the research wasn’t limited in any
way but most of the companies that answered were small. Approximately seventy-
five companies that answered the survey employ 1-10 persons, 19 companies em-
ploy 11-50 persons and 10 companies have over fifty employees. Figure 4. illus-

trates the answers by company size.
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Figure 4. Employee distribution.

The turnover of the companies that answered the question varies quite a lot despite
the fact that the average company that has answered the survey is small or midsized
(see Figure 5). The majority of the companies informed that their turnover is less
than 500 000 euros per year. The interesting part when inspecting the companies'
turnover is that 29.81 percent of the companies stated that their turnover is more
than a million euros per year. When compared the number of companies that stated

their turnover between 500 000 and one million is the lowest in the survey.
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Figure 5. Turnover distribution

When asked what kind of foreign stakeholders they are in contact with little over two
third answered clients. The second highest percentage, 19%, is ‘business partners’
and 16% mentioned ‘suppliers’ (see Figure 6). Only 10 percent of the respondents
stated that they do not have any kind of international clients or other stakeholders.
Notably the bigger the company is by employee count or turnover wise the more
foreign interest group it works with. Especially supplier and subcontractor number

rises steeply when company’s size rises.

Foreign interestgroups
9%

10 %

46 %

16 %

19 %

= Clients = Business partners = Suppliers = None = Subcontractors

Figure 6. Foreign interest groups
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The companies which stated that their whole clientele and other interest groups
consists only of domestic parties are from manufacturing industry, wholesale and
retail trade, transport and logistics, information and communication, health care and
social services and general services industries. Notably the proportion whose stake-
holders are domestic is small in almost all of the fore mentioned industries. Only in

general services industry the percentage of domesticity is high at forty percent.

Languages needed in daily operations
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0,00% .

English Russian Swedish German French Spanish Other

Figure 7. Languages needed in daily operations

The languages that the respondents need in their daily business vary. When leaving
Finnish beside the consideration, English was the second most needed language
before Russian and German. Swedish is the fourth by quite large margin. When
comparing English and Russian languages the difference between these two is no-
table but due to the geographical confining of the study, not as large as could be
assumed. Behind the fore mentioned languages come Spanish, French and other
languages. When asked about other languages that were not mentioned in the
guestion the respondents mentioned Estonian, Italian, Norwegian, Dutch and Chi-

nese. (see Figure 7)

When comparing the survey results between English and Russian languages the
results are quite different outright. As mentioned above English language is more

used among the survey population and it can be established that the bigger the
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company is by employee count the more important English becomes. The anomaly
with English language arises when examining the survey population by turnover
rate. Companies whose turnover is between two hundred fifty thousand and five
hundred thousand and those over one million regard English language more im-
portant in their operations than companies with under two hundred fifty thousand

and between five hundred thousand and one million turnover rate.

Importance of language efficincy with foreign
stakeholders
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Figure 8. Importance of language efficiency with foreign stakeholders

The distribution of answers concerning Russian language is more even when ex-
amining from employee count perspective. The average of the answers is that about
forty percent of the companies regard Russian language as important or very im-
portant in their operations. The only anomaly that can be established is that within
companies whose employee count is more than fifty the neutral versus negative
ratio is larger, favoring neutral, than in answers of the smaller companies. When
examining the answers by turnover rate, the group of companies whose turnover is
between two hundred fifty thousand and five hundred thousand stands out. From
those companies’ sixty percent regard Russian language as important in their oper-
ations. In other groups the distribution is quite similar compared to English language,

the bigger the turnover is more important Russian language becomes.
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The importance of language know-how was strongly determined within the survey
population (see Figure 8). Over 80 percent of the companies that answered the
guestionnaire stated that ability work and co-operate with foreign languages is either
important or highly important. Thirteen percent of the answers were neutral and only
four percent stated that language know-how is peripheral in their line of business.

Employee number wise there can be found a slight anomaly. Companies who em-
ploy ten to fifty persons consider the importance of language efficiency when in con-
tact with foreign interest groups slightly less important than other companies. The
anomaly is about ten percent but remarkably still seventy-four percent of the fore
mentioned companies perceive language efficiency as important or very important.
With turnover classification, it can be established that companies whose turnover is
between five hundred thousand and one million regard language efficiency less im-
portant by little more than ten percent than companies with smaller or larger turno-

ver.

Companies from construction (sixty-three percent), health care and social services
(sixty-seven) and real estate management (seventy-one percent) value language
efficiency the least. The average percentage from other industry trades that value
language efficiency when conducting business with foreign stakeholders is about

eighty-eight percent.

7.1 Employee training and personal development

In order to achieve understanding of the importance of language education and
training within the survey population the questionnaire asked about the importance
of personnel development of the companies replied to the survey. Only five of the
companies answered that they haven’t put effort in the personnel development ever.
Over fifty percent answered that they have put quite often or regularly effort in per-
sonnel training. Forty percent of the survey population has put effort in developing

and enhancing their business process. (see Figure 9)
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Figure 9. Prior employee training.

The companies that have used language training services previously can be divided
into two categories; they are either small companies’ whose turnover is less than
five hundred thousand euros per year. The second group is the companies whose
turnover is more than one million euros. The common denominator with these com-

panies is that they are mostly small one to ten employee companies.

Accommodation service industry was the most represented within the two fore men-
tioned categories. Sixty percent of Accommodation service companies have either
frequently or continuously trained their employees’ language skills. The second in-
dustry with higher appreciation to language training was unspecified services with
approximately twenty-seven percent. After these come general industry (20 %), in-
formation and communications (17 %), art and entertainment (12,5 %), and whole-

sale and retail trade (8 %).

The factors that have most impact on personnel development programs are current
personnel know-how and almost as equally changes that their respected industries
face, as Figure 10 illustrates. 40 percent respondents answered that current per-

sonnel know-how is a key factor in personnel development program planning and
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38 percent valued industry development and change. Only one third of the respond-
ents consider the internationalization of their customers to beat the level where it

has an effect on their personnel development plans.

Aspects affecting employee training program
design

22 %

40 %

38 %

= Personnel know-how = Industry changes = Internationalization of clientele

Figure 10. Aspects affecting employee training program design

Within small and large companies, largest factor that affects personnel development
planning is the evolution of industry and for medium sized companies’ personnel
know-how is the most important aspect when creating personnel development pro-
gram. Companies from general manufacturing, administrative and human resources
services and arts and entertainment regard industry evolution as the most important
aspect and companies from wholesale and retail trade, transportation and logistics,
accommodation services, real estate management services, health care and social
services and general services industries stated that personnel know-how has the

biggest impact on personnel development program planning.

Thus, far the companies within the research population have dependent on employ-
ees’ self-guidness in education and professional development. Over half of the com-
panies replied that the employees develop their abilities on their own time and on
their own planning (see Figure 11). Less than twenty percent of the companies cre-

ate personal development plans for their employees.
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Employee training plans
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Figure 11. Employee training plans

When comparing companies by their employee number the answers differ and there
is a pattern that can be established. Smaller companies seem to rely on employees’
self-guidness, medium sized companies rely also on employees’ self-guidness but
do have programs with which to train their employees. Larger companies have more
specific plans regarding their employee training and rely less to employees’ self-
guidness. The more education and specialization the industry trade requires the
more planned employee training is. Health care and social service companies train

their employees the most.

Only 23 companies have considered language education as a part of their employee
training program. The most important aspect of employee training seems to be per-
sonnel task and skill oriented training. Second highest importance seems to be the
business process development. Language know-how got the lowest rating of the
answers and only 23 companies regard language training as a part of their person-

nel development program.
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Content of employee training program
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Figure 12. Content of employee training program

When examining the companies that have language training as a part of their em-
ployee training program by employee count and turnover perspective it can be es-
tablished that smaller companies are more eager to improve their employees’ lan-
guage efficiency. Companies whose turnover is less than half a million euros and
employee count up to ten more likely have language training as a part of their em-

ployee training program.

Companies from accommodation services (4), wholesale and retail trade (4), gen-
eral services (3), information and communications (3), arts and entertainment (2),
Healthcare and social services (2), Administrative and human resources services
(2), construction (1) and education (1) stated that they have employee language
training as a part of their employee training program.

Majority of the respondents answered that they have used some kind of personnel
training service before. Only 22 companies have not used any kind of service pro-
vider to train their personnel. Almost all of the companies that have used personnel
training services have used personnel know-how training and/or company proce-
dure enhancement training. Approximately one out of four of the companies that

answered the questionnaire have not used any kind of personnel or other training.
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Prior use of external training partners

25%

47 %

28 %

= Personnel know-how training
= Business process enhancement training

Product training

Figure 13. Prior use of external training partners

As stated above, personal know-how is the most developed aspect and there is not
any kind of pattern to be established from company turnover or employee count
perspective but from industry trade perspective there are slight anomalies to find.
Sixty percent of the companies from construction industry have not used any kind
of external training services previously. Product training is the most used external
training in wholesale and retail trade. Personal know-how training and company pro-
cedure enhancement training are equally used external training services in six dif-
ferent industries. And personal know-how training is the most used in five different

industry trades.

The range of monetary investment willingness varies quite much among the re-
spondents (see Figure 14). Almost forty percent of the companies invest up to 200
euros per employee to training and education. Forty-seven percent invests between
two hundred and five hundred per employee and almost fifteen percent more than

five hundred euros per employee.
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Yearly investment on employee training
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Figure 14. Annual investment on employee training

Companies who employ more than fifty persons are spending slightly more than
smaller companies. From ten companies who employ more than fifty persons thirty
percent spend more than five hundred euros and twenty percent invests from two
to five hundred euros per person to personnel training. With smaller companies the
figures are vice versa. When examining the companies by their turnover the same
pattern cannot be established. The bigger the turnover is the figures moderate and
are almost even but still the first option (from 0 to 200 euros) is more popular than

the third option (more than five hundred euros).

Information and communications trade is an anomaly among the industry trades due
to the fact that the responses are even. Each alternative represented 33.33 percent.
The second most even answers came from wholesale and retail trade. Forty-six
percent of wholesale and retail companies are spending maximum of 200 euros and
twenty-three percent spend more than five hundred euros. Also worth mentioning is
Administrative and human resources services trade in which all of the companies
spend more than two hundred euros per person for employee training. On the other
end companies in transport and logistics, real estate management, trade and devel-
opment and Science and technical development industries spend below five hun-

dred euros per person to employee training.
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7.2 Personnel language training

Question concerning language training within the employee training program, the
results are quite astounding. Almost 80 percent of the companies stated that lan-
guage training is not a part of their employee training program. This seems to be
consequence of the fact that companies try to hire employees who have the required
language skills already when hired. The other explanation to this is that companies
do not consider language skills essential to their business and/or to their employees.
Twenty percent state that language training is needed and they have taken it as a

part of their employee training.

Positive answers include twenty percent of the companies that employ maximum of
ten people, eleven percent of whose employee count is between ten and fifty and
forty percent of companies with more than fifty employees. One anomaly can be
found when examining the answers from turnover point of view. All of the companies
whose turnover is between five hundred thousand and one million answered that
they do not have language training as a part of their employee training program.
With other turnover figures the distribution is almost the same; twenty-five percent
positive and seventy-five negative.

From industry classification perspective there is only one industry whose organiza-
tions consider language training as a part of their employee training program and
that is administrative and human resource services industry. Information and com-
munication and health care and social service industries are split even. Strict nega-
tive answer came from arts and entertainment and real estate management, trade

and development industries.

Surprising fact was established when the companies were asked how important lan-
guage know-how of their own employees is to the company. Eighteen percent con-
sider that it is highly important that their staff is able to work with foreign stakeholders
with their own languages or with shared foreign language. Forty-eight percent state
that it is important and twenty-six percent expressed that it is not important or unim-

portant that their employees are able to work with foreign languages. Only eight
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percent regards the ability of their employees to speak or write foreign language as

peripheral to their companies.

The industries in which employees’ language proficiency is very important are ac-
commodation services, transport and logistics, wholesale and retail trade. Fifty per-
cent of accommodation services and transport and logistics companies stated that
language proficiency is very important in their industry. On the other hand, almost
fifty percent of general services companies stated that language proficiency is in-

significant in their business.

When examining the answers from company employee quantity and turnover point
of view it can be said that the bigger the company is by employee quantity the more
important the language proficiency grows. Of companies who employ more than fifty
persons eighty percent consider employee language proficiency as important or
very important. From turnover perspective there are no differences that could be
established among different groups. Generally, the distribution is as follows; sixty-
one to seventy-two positive, sixteen to twenty-nine neutral and seven to eleven per-

cent negative.

Language training is not a common part of employee training program as only nine
percent of the respondents consider it as very important and thirty-seven percent
consider it as important part of employee training. Approximately forty-four percent
of the replies were neutral and eleven percent stated that it is peripheral for their

company. (see Figure 15)

Employee number has quite big impact on how companies perceive the importance
of employee language training. Small and big companies consider employees’ lan-
guage training important and mid-sized companies are neutral. The same remark
can be seen when examining the companies by turnover rate. Sixty-six percent of
companies whose turnover is between five hundred thousand and one million are
neutral what it comes to employee language training and only seventeen percent

regard it important. Of the companies whose turnover is less than half million euros,
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fifty-two percent regard language training as important for their employees. With

companies whose turnover is over one million the percentage is forty-two.

The only industry in which the companies’ opinion of employee language training is
positive is accommodation services. On the positive note are also companies from
arts and entertainment, information and communication services and real estate
management services. The most negative opinion towards language training is from

general manufacturing.

Importance of language efficinency and
language training
47,57%
50,00% ’ 43,69%
45,00%
40,00% 6,89%
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30,00% 26,21%
25,00% .
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15,00% 74% 8,74%
10,00% 5,83%
5,00% - 1,94%,94%
0,00% f—
Very important  Important Neither Unimportant Not important
important or at all
unimportant
m Importance of language efficiency Importance of language training

Figure 15. Importance of language efficiency and language training.

Only twenty-two percent of the companies have used language training services
previously. As a follow up the questionnaire asked to name the service provider
used and if the initial answer was negative the follow up question was why language
training services have not been used. The most used external training service was
Etela-Karjalan kansalaisopisto and open/summer university courses. Commercial
companies which provide language training services that were mentioned are EF

Language training, Aktiva and AAC Global.
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Explanations with negative answers vary. The most mentioned aspect was lack of
need, time or resources. Five of the respondents stated that they only hire employ-
ees with suitable language know-how and few answered that studying new lan-

guages were left as the employees’ responsibility.

The larger the company is by employee count the greater the possibility is that they
have used external language training partners previously. According to the query
results, from companies who employ more than fifty persons, half have used exter-
nal language training partners previously. Within companies who have between ten
to fifty employees the percentage drops almost to half, twenty-six percent and

among the small companies the percentage is seventeen.

When examining industry trades the highest percentage comes from accommoda-
tion services. Half of the accommodation service providers have used external lan-
guage training partners. The second highest percentage comes from manufacturing
(forty percent), third health care and social services (thirty-three percent) and fourth

Science and technical development services at twenty-five percent.

Only about nineteen percent of the respondents have used external language train-
ing services more than once previously. Seventeen percent of the companies whose
employee count is maximum of then have used external language training partner
previously, within ten to fifty employee companies the percent is twenty-six and
those who employ more than fifty the percent is fifty. Companies whose turnover is
up to five hundred thousand the percentage is twenty-three and within over million
turnover rate class it is twenty-nine. Remarkably companies whose turnover is be-
tween five hundred thousand and one million have not used external language train-

ing services at all.
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Use of language training in the past
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At least one company from eleven different industry trades has used external lan-
guage training services more than once. Four out of ten companies from accommo-
dation services, two out of three from administrative and human resources service

and two out of five from general manufacturing were represented the most.

The regularity of language training is low among small companies and rises when
employee count and turnover rate rises. It also seems that either the companies
have used external language training within a year or more than two years ago. This
suggests that the regularity with which language training is used is low. Only 24
percent of the population has used language in 2012. In 2011 11 percent have used

services and almost 65 percent over two years prior to the survey.
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Previous time when the respondents have
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Figure 17. Previous time of use of external language training.

When comparing the answers by employee count and turnover wise, the pattern is
that the larger the company is it has more likely used external language training
services in 2012. The smaller the company gets the more time has passed from the

last time of external language training.

The companies who have used external language training services are from mining,
general manufacturing, wholesale and retail trade, accommodation services, infor-
mation and communication, real estate management, education, administrative and
human resources service and international organization services industries. More
than two years has passed since majority of companies from construction, transport
and logistics, finance and insurance, science and technical development, arts and
entertainment and general services industries have used language training ser-

vices.

From companies who have used external language training services more than
once previously seventy-six percent have used the same service provider more than
once (see Figure 18). From those companies sixty-two percent have used the same

training partner every time.
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Frequency of using the same language
training partner
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Figure 18. Frequency of using the same language training partner.

Twenty-six percent of the respondents are planning to use external language train-
ing partners before. From those sixty-seven percent is small one to ten employee
companies, fifteen percent ten to fifty employee companies and nineteen percent
more than fifty employee companies. The respected percentage distribution by turn-
over was forty-six percent (0-250 000 euros per year), nineteen (250 000 — 500 000
euros per year) and thirty-four percent (over one million per year). And from industry
trade perspective at least one company from each industry trade that was repre-
sented in the survey have plans on using external language training services in the
future. Table 3 presents the number of companies from each industry trade and the

percentage of the companies from respected industry trade.

Fifty-eight percent of the companies who are planning on using external language
training services in the future have used the services previously. From those com-
panies eighty percent have used the services more than once previously and two

thirds have used the same service provider every time.

The companies who are not planning on using external language training services
in the future were asked the reason why. The most common answer was lack of
time and/or resources. Also few respondents mentioned that they have strict lan-

guage efficiency requirements in their recruitment process.
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Table 3. Number of companies that are planning on using external language training

services in the future

Industry trade Number Percentage
4
Healthcare and social services 3 49 %
Information and communications 2 33 %
Real estate management, trade and development 2 28 %
Art, entertainment 2 25%
Wholesale and retail trade; motor vehicle repair 2 15 %
Science and technical development 1 25 %
Administrative and human resources service 1 33%
Mining 1 100 %
International organization activities 1 100 %
Education 1 100 %
Transport and logistics 1 25 %
Agriculture, forestry and fishery 1 33 %
General services 1 5%
Finance and insurance 1 100 %
Construction 1 12 %
Manufacturing industry 1 20 %

7.3 Training needs

Less than four percent stated that the ability to work with the language used in the

target market is not important when working with international interest groups. Four-

teen percent were neutral with their answers and forty-four percent think that it is

important. The remaining thirty-eight percent consider foreign language know-how

highly important in international affairs.
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Figure 19. Importance of language efficiency of trading partner’s language

Industry trade wise organizations from wholesale and retail, agriculture, transport,
accommodation services and administrative and human resources services value
language efficiency highly. IT and real estate management companies value lan-
guage efficiency the least. Large organizations who employ more than 50 people
and companies whose turnover is higher than one million euros per year value lan-
guage efficiency more than smaller organizations when examining the data from

employee count and turnover perspective.

As the survey was conducted among companies that are located in South-Eastern
Finland the emphasis of Russian language was inquired. Almost half of the compa-
nies perceive Russian language very important or important for their business. 34
percent of the answers were neutral and approximately 17 percent of the companies

regard Russian language unimportant or totally unimportant for their business.
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Importance of Russian language efficiency
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Figure 20. Importance of Russian language efficiency.

Again, companies whose employee count and turnover is larger value specifically
Russian language efficiency. It can be seen that companies from industries that
potentially are more involved with Russian business contacts, including construc-
tion, wholesale, transport, accommodation and surprisingly administrative & human

resources services, value Russian language highly.

The respondents were asked to rate factors concerning language know-how that
could enhance their competitiveness especially with Russian speaking stakehold-
ers. The respondents value oral language proficiency the most which is in line with
other results in the survey. The second most valued is written language proficiency.
As the following graph illustrates oral and written language know how are the only
ones that are valued above the average. Industry trade specific language profi-
ciency and cultural knowledge were almost even as third and fourth. General lan-

guage proficiency was the last in the ranking.
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Figure 21. Language skills and competitive advantage.

The trend that can be seen from the data is that smaller organizations are in need
of oral and written language know how and the larger the organizations get the
needs shift towards industry specific, cultural knowledge and general language
know-how. Similar trend can be seen when examining industry trades. Organiza-
tions from general manufacturing, construction, transport, accommodation and real
estate management are in need of oral and written language know how whereas
agriculture, information & communication and general services organizations are

more in need of cultural knowledge and general language know-how.

When asked about the importance of different aspects of employee development
the most important part of the employee development program is the proficiency
and task oriented development. 43 of the respondents remark this aspect to be the
most important part of the employee development program. 27 regard it as the sec-
ond most important and only 17 answered that it is the third most important aspect.
Language education and training on the other hand differs from other asked as-
pects. Nearly half of the respondents regard it as obsolete and only one of four

regards it as an important part of employee training program.
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Figure 22. Future training needs.

Eighty-two percent of the companies that remark that they need future improvement
in language efficiency among their employees are small companies’ employee
count up to ten and their turnover is two hundred and fifty thousand euros or less.
The companies are from arts and entertainment (19 %), general services (14 %),
wholesale and retail trade (14 %), accommodation services (14 %) and transport
and logistics also 14 percent. Notably 75 percent of the transport and logistics com-

panies remarked that they need to improve their language efficiency.

7.4 Service design

The respondents implicate that the best possible solution for language training for
them would be the possibility to customize the training to meet their individual needs.
Fixed course assortment was preferred by seventeen percent of the respondents
and combination of customized and fixed course assortment was answered twenty-

nine percent.
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The most feasible form of training
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Figure 23. The most feasible training format.

Although majority of organizations prefer custom syllabus design there are differ-
ences between industry trades and different sized organizations. Contrary to larger
organizations, smaller companies, by employee count or turnover rate, prefer fixed
course syllabus over combination of fixed and custom training syllabus. The only
organizations that clearly prefer fixed training syllabus over other options are from
real estate management. Organizations from construction industry prefer slightly
fixed syllabus and agriculture, wholesale and general services industry organiza-
tions prefer heavily custom training syllabus. The rest of the organizations prefer
slightly combination syllabus over fixed syllabus.
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Language know-how needs
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Figure 24. Language know-how needs.

It was made clear that the skill that requires the most improvement among the re-
spondents is oral expression. The second most desired know-how is trade language
proficiency. Surprisingly written language proficiency comes as third, but it might be
due to the fact that majority of the research population has some kind of sales con-
tact with foreign businesses or consumers. Organizations from agriculture and man-
ufacturing industries were the only ones that stated that majority of their need is
other than oral language know-how. Agriculture organizations need industry specific
language know-how and manufacturing organizations need general language know-
how. It has to be noted that the fore mentioned differences are only slight. Size of
the organization has only little impact on the results as smaller organizations needs

are little more dispersed than those of larger ones.

Format for language training that would suit the majority of the respondents is inde-
pendent course. After the independent course second best option is physical les-
sons supplemented with online assignments. Language training as a part of larger
training program is the third choice of the respondents. Surprisingly training con-
ducted fully based on online assignments was only the choice of thirteen percent of
the respondents. Other mentioned option is to recruit employees who have the re-

quired language know-how.
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Figure 25. Training outlet.
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The distribution of training format preference varies quite a lot among different in-

dustry trades. Organizations from construction industry are the only ones of which

majority prefer training fully based on online assignments. Also, more than half of

general services organizations prefer independent course as the training format.

Preferences of the rest of the industries vary quite much. What comes to organiza-

tion size, smaller organizations, who employ maximum of ten persons or their turn-

over is lower than 250 000€ per year, prefer combination of classroom and internet

teaching after independent courses where larger organizations prefer training for-

mat in which different training is combined in a package.
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Duration of training class
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Figure 26. The most feasible duration of training class

The answers to the question about the duration of one single training session vary
a lot. The most favored duration is 90 minutes per session this option was 29 per-
cent’s’ favorite. Second and third in order are 60 minute and 45 minute sessions
which were divided only by two percentage points. Surprisingly full eight-hour train-
ing day was the choice of twelve percent of the survey population. The wide disper-
sion of the answers is probably due to the fact that companies desire customized
language training and due to that fact expect the possibility to influence on the train-

ing session duration.

When asked about how the training should be divided the responses were quite
even. Thirty-nine percent of the respondents consider form in which training lessons
were divided in span of two to three months two times a week. For thirty-six percent
considered that one lesson per week in span of four to five months would be the
best format. Intensive course format was the choice of twenty-six percent of the

respondents.
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Figure 27. The most feasible duration of training course.

Larger organizations prefer more the longer timespan for training courses than
smaller organizations. In agriculture, manufacturing, transport and real estate man-
agement industries the longer duration is clearly preferred as none of the respond-
ents favored intensive course training method. Accordingly, in art & entertainment

and accommodation services industries the shorter options got the most preference.

The best location for language training according to the survey population would be
location that was organized by the service provider. Other possible physical location
could be the clients’ office. With the physical location service providers must bear in
mind that if the geographical distance between service provider and client is long
the best option to execute the training would be as near the client as possible.
Twenty-eight percent of the respondents stated that training via internet would be
the best solution.
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Location of training
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Figure 28. The most feasible location of training.

Even when the distribution of answers varied, the smaller companies clearly prefer
more of the option in which service provider provides the location for training. And
surprisingly, medium and large organizations prefer organizations own location the
most. In agriculture, construction and administration & HR service industries clear
majority prefers training fully via internet. In wholesale and healthcare & social ser-
vices industries the most preferred location for training is their own location. Rest of

the industry trades lean on service provider organized location.

The willingness of spending money on language education among the companies
seems to be quite low. 44,6 percent of the companies replied that the amount of
money targeted to language education is less than 100 euros per employee. But on
the other hand almost 20 percent of the companies are willing to educate their staff
for over 250 euros, 36 percent companies replied between 100 and 250 euros.
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Willingness of investment on language
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Figure 29. Investment on language training.

The most influential aspect to this survey is the size of the companies that answered
the questionnaire. Simply the smaller companies need to focus on their core busi-
ness routines and improve their efficiency and profitability in order to be able to
invest more on employee training. Organizations only from real estate management
industry stated that majority of them were willing to invest heavily on language train-
ing. Accommodation service organizations were the second and organizations from
wholesale and general services industries were the cheapest ones with their invest-

ments.

When asked about future plans on using external training and education partners’
thirty-eight percent of the companies answered that they have plans on using them.
The follow up question with positive answer was when they are planning to use
external partners. Most of the answers were inaccurate and stated that within the
next year or two but did not give the accurate date or month. Sixty-two percent an-
swered that they do not have any plans on using external training and education

partner.

According to the questionnaire approximately seventy percent of the companies
who employ more than ten persons are planning on using external training partner.

When examining how the answers divide between different turnover classes the



64

results are mixed. In the classes where turnover is between two hundred fifty thou-
sand and five hundred thousand euros or over one million the company is more

likely to exploit services of external employee training service.

All of the health care and social service organizations are planning on using external
partners to train their employees. Construction and transport and logistics compa-
nies are divided as half of them are planning on using external partners as the other
half is not. The most negative companies towards using external partner on em-
ployee training are in agriculture, forestry and fishery and administrative and human
resources services industries, none of the companies are going to exploit external

services.

7.5 Service provider selection

The companies valued as the most important aspect when choosing the training
and education training partner the ability to customize the courses to suit their
needs. The second most important aspect is price and as the third comes reputation
and brand image of the service provider. Surprisingly the possibility of combining
different kind of training is not regarded important at all, only 5 of the 104 responders
regarded combining different training as very important aspect when choosing a

partner for employee training.
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Aspects affecting training partner selection
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Figure 30. Aspects affecting training partner selection.

Organizations from agriculture, construction, transport, accommodation services
and healthcare & social service industries give the most influence on price when
choosing training partner. Surprisingly information & communications and real es-
tate management industries value brand image and reputation the most. When ex-
amining from company size perspective possibility to customize the training syllabus
is clearly the most influential factor.

When comparing different language training partners to each other the most im-
portant aspect in the process of choosing the final partner for language training is
expertise of the instructors. After the instructor expertise come the range of different
kind of training methods and only as third the price. Geographical location is the
fourth aspect that has an impact to the decision-making process. With approximately
eight percent and three percent offered language assortment and conspicuousness
and image of the training partner have only little impact to decision making.
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PN 4"9% & < o@ \o& <& L 9{2\(’ O\Qrb
g &S S
N 28,85% | 21,15% | 17,31 % | 14,42% | 7,69 % 2,88 %
Employee count
©1-10 28,00 % | 18,67 % | 17,33% | 16,00 % | 6,67 % 4,00 %
©11-50 31,58 % | 26,32% | 21,05% | 10,52% | 5,26 %
51 or more 29,99 % | 29,99 % | 10,00 % | 10,00 % | 19,99 %
Turnover
-0 — 250 000 32,56 % | 18,60% | 20,93% | 11.63% | 465% | 233%
: 251 000 — 500 000 44,44 % | 5,56 % 556% | 22,22% | 5,55 % 5,55 %
: 500 000 — 1 000 000 16,67 % | 25,00 % | 16,66 % | 25,00 % | 16,66 %
2 Yli 1 000 000 19,35% | 32,25% | 19,35% | 9,68 % 9,68 % 3,23%
Industry trade
Agriculture, forestry and fishery 33,08 % | 34,97 % 33,04 %
Mining 100 %
Manufacturing industry 19,81 % | 19,85% | 41,97 % | 19,84 %
Construction 24,76 % | 12,39 % | 39,32 % | 24,74 %
Wholesale and retail trade 1525% | 30,47 % | 8,06% | 15,23% | 15,24 %
Transport and logistics 49,59 % 52,46 %
Accommodation services 19,82 % | 19,80 % | 20,96 % | 19,80 % | 9,90 % 9,90 %
Information and communications 32,98 % 49,48 %
Finance and insurance 99,23 %
Real estate management 14,13 % | 28,28 % 42,42 % | 14,14 %
Science and technical development | 100 %
Administrative and human resources 33,08 % | 34,97 %
Education 100 %
Healthcare and social services 49,48 % | 16,51 % 16,50 %
Art, entertainment 49,49 % | 12,39 % 37,13 %
General services 31,51% | 22,51 % | 19,07 % | 4,50 % 9,00 %
International organization activities 100 %
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The most surprising finding in the survey was the fact that references nor offering of

other training than language education did not have an influence on the decision

making. Other surprising fact is that price does not have larger influence.
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8. DISCUSSION AND CONCLUSION

Language training doesn’t seem to play an important role in employee development
among the firms under study. Only one out of nine organizations that interact with
foreign interest groups include language training in their employee development
curriculum. The lack of interest in language training is partly explained by organiza-
tions’ intentions to recruit employees with needed language know-how. Organiza-
tions resources also hinder language training pursuits. Lack of time and/or budget
is the reason for nonexistent language training in many cases. Not surprisingly Eng-
lish language is the most needed language among survey population and this af-
fects to language training needs also since English language know-how is relatively
high in Finland and especially among employees with higher education. Lack of for-
eign interest groups is an aspect that has influence to the results of this study also
as one tenth of the survey population stated that they do not have any foreign inter-

est groups.

As the focus of employee development is on task and business process related
aspects and personal know-how related aspects are regarded as peripheral. In-
creasing investment in personal know-how development aspects organizations
could increase employee job satisfaction and commitment to their employer. Inter-
nationalization of clientele and business operations also create the need for em-
ployee language training especially considering the geographical limitation of this

study.

Roughly one fourth of the survey population stated that they have language training
needs in the future. The needs are mainly focused on spoken and written language
skills but target market culture training and industry trade language know how are
not to be forgotten. The need for language training rises from the fact that large
portion of the organizations regard language know-how as crucial part of operations
with foreign interest groups. Language know-how also creates competitive ad-
vantage against competitors. Especially Russian language know-how is important

to organizations in South-Eastern Finland.
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Organizations studied here appreciate the possibility to create training syllabus to
meet their specific needs. The training course should be created based on client
organizations specific needs as an independent course and not as a part of larger
training package. Most of the respondents prefer classroom sessions, which are
possibly accompanied with online assignments. The most feasible training class du-
ration is from 45 minutes to 90 minutes, once or twice a week for three to five
months. The fore mentioned specifications can be taken into consideration at the
planning phase of the training. Also, language training organization must be pre-
pared to provide venue for the training and if needed to organize the training in

clients’ own facilities.

The most important factor that language training organization must bear in mind is
that the amount of investment in language training potential client organizations are
willing to invest is low. The reason why this is the most important factor is that lan-
guage training organizations must decide how much they are willing and able to

comply with potential clients’ requests and preferences in order to make profit.

From broad perspective, the same aspects which are important to potential custom-
ers with the training design are also the most important when choosing the training
partner. The most important factor when choosing language training partner is the
possibility to customize the training syllabus. Price plays an important role to the
training partner selection and diversity of training methods and reputation or brand
image of the potential training partner are almost even at third and fourth most im-
portant aspect. As mentioned above language training organizations are in tough
spot with decisions concerning how to design their services that attract customers
and make profit. Service design process plays a vital role in order that all the way

through the whole decision making process of language training partner selection.

When comparing different language training organizations, expertise of the trainer
is the most important factor that potential customers are looking for when selecting
language training partner. Variety of training methods and price are also high in
potential customers’ criteria. Geographical location is important to smaller organi-

zations than larger ones and with training assortment the valuation is vice versa.
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Well educated and experienced staff is crucial to language training organization as
almost the whole operation depends on intellectual property of their employees ra-
ther than tangible aspects of their surroundings. The problem to tackle with well-
educated and experienced staff lies in the financial restrains. How many language
teachers’ organization is able to employ at the same time and if freelancers are used
is it possible to be agile in order to comply with clients’ expectations concerning
training syllabus. Another financial aspect to consider is how to meet clients’ expec-
tations on training versatility. Does the training organization have resources, time

and budget to create online exercise platform for example?

Based on the research the most potential client is a large organization employing
more than fifty people or a small organization that has ten or less persons in their
payroll. Organizations in the fore mentioned size class have more likely included
language training in their employee development plans and consider language effi-
ciency as a competitive advantage and thus value language efficiency. Also, their
future plans are more likely to include co-operation with external language training
partner. Willingness of investment on language training and languages used in their
operations are similar among both fore mentioned classes. Industry trade wise the
most potential clients are operating in healthcare & social services, IT and accom-
modation services industries. It must be mentioned that language training is not the

most important factor in organizations agenda so all the results are debatable.

Credit for this survey can be found from survey data. The Email survey for this thesis
was sent to approximately five hundred organizations and received hundred four
answers. Responses came from large variety of industries and organization sizes.
Based on the fore mentioned facts the research data represents well organizations
in South-Eastern Finland and therefore can be generalized to an extent. To criticize
the research, the questionnaire could have been more precise on few aspects and
the whole study could have been more focused. Now the research contains four
aspects that have an effect on market opportunity but all of the them personnel de-
velopment, training needs, service design and service provider selection could be

researched as their own entities.
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Personnel development as an entity is so vast that it has many possibilities that
could be further examined. How employees perceive the importance of language
training and do employees consider language training as a factor that increases
loyalty to their employer could be subjects that would produce valuable information
for example. In the field of training needs further study could be conducted on how
globalization effects on language training needs. How industry trade or organization
size effect to the most suitable form of service design or service provider selection

could also be studied.
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Appendix 1. Research questionnaire

1. Yrityksenne henkiléstdo maara

©)
@)
©)

1-10
11-50
51 tai enemman

2. Yrityksenne liikkevaihto

@)

@)
O
@)

0 — 250 000

251 000 — 500 000
501 000 -1 000 000
Yli 1 000 000

3. Miké& on yrityksenne toimiala?

o

o O O O

o O

0O OO O OO OO0 0O OO OO 00O Oo

©)

Maatalous, metsatalous ja kalatalous

Kaivostoiminta ja louhinta

Teollisuus

Sahko-, kaasu- ja lampoéhuolto, jaahdytysliiketoiminta
Vesihuolto, viemaéri- ja jatevesihuolto, jatehuolto ja muu ympa-
riston puhtaanapito

Rakentaminen

Tukku- ja vahittdiskauppa; moottoriajoneuvojen ja moottoripy6-
rien korjaus

Kuljetus ja varastointi

Majoitus- ja ravitsemistoiminta

Informaatio ja viestinta

Rahoitus- ja vakuutustoiminta

Kiinteistbalan toiminta

Ammatillinen, tieteellinen ja tekninen toiminta

Hallinto- ja tukipalvelutoiminta

Julkinen hallinto ja maanpuolustus; pakollinen sosiaalivakuutus
Koulutus

Terveys- ja sosiaalipalvelut

Taiteet, viihde ja virkistys

Muu palvelutoiminta

Kotitalouksien toiminta tydnantajina; kotitalouksien eriyttdmaton
toiminta tavaroiden ja palvelujen tuottamiseksi omaan kaytt6on
Kansainvalisten organisaatioiden ja toimielinten toiminta

4. Kuinka paljon yrityksessanne on kehitetty alla olevia henkiloston osaamisalueita?
(1 = Ei ollenkan, 3 = joskus, 5 = Usein)

©)
@)
@)

Henkiloston ammattiosaaminen
Henkiloston kielitaito
Uudet toimintatavat


http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/a.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/b.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/c.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/d.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/e.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/e.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/f.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/g.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/g.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/h.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/i.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/j.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/k.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/l.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/m.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/n.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/o.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/p.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/q.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/r.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/s.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/t.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/t.html
http://tilastokeskus.fi/meta/luokitukset/toimiala/001-2008/u.html
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5. Miten yrityksessanne kehitetdén tyontekijoiden henkilokohtaista osaamista?

o Tyontekijat kehittavat itseaan omatoimisesti

o Tyonantaja tekee suunnitelman tyontekijoiden henkilokohtaisen
osaamisen kehittamiseksi yksilollisesti

o Tyonantaja tekee suunnitelman koko yrityksen henkiloston ke-
hittdmisesta kollektiivisesti

o Tyontekija kehittda itsedan osittain omatoimisesti ja osittain
tydnantajan kanssa laaditun suunnitelman mukaan

6. Mitk& osa-alueet tarvitsevat kehittamista tulevaisuudessa? Laita tulevaisuudessa
kehitysta tarvitsevat osa-alueet tarkeysjarjestykseen: (1 Tarkein, 2 toiseksi tarkein,
3 kolmanneksi tarkein)

o Henkiléston ammattiosaamisen kehittdminen

o Kielitaidon kehittaminen

o Uusien toimintatapojen kehittdminen

7. Mitka osa-alueet kuuluvat henkildstonkehittamissuunnitelmaanne?
o Kielten koulutus
o Ammattiosaamisen kehittaminen
o Uusien toimintatapojen kehittdminen

8. Mitka tekijat vaikuttavat henkiléstonkehittdmissuunnitelmanne muodostamiseen?
o Henkiléstdon osaaminen
o Toimialan muutokset
o Asiakaskunnan kansainvalistyminen

9. Mita koulutuspalveluja yrityksenne on kayttanyt aiemmin?
o Tuotekoulutus
o Henkilékohtaisen osaamisen kehittdminen
o Yrityksen toimintatapojen kehittdminen
o Ei mitdan edella mainituista

10. Kuinka tarkeina pidat seuraavia tekij6ita koulutuspalvelujen valinnassa?

o Palveluntarjoajan tunnettuus/maine

o Koulutuksen monipuolisuus

o Mahdollisuus yhdistaa erilaisia koulutuksia (esim. Kielikoulutus
ja johtamiskoulutus)

o Mahdollisuus raataldida koulutus yrityksen tarpeiden mu-
kaiseksi

o Hinta

11. Kuinka paljon yrityksenne investoi tyontekijéiden kouluttamiseen vuodessa?
o 0 - 200€/ tyontekija
o 201 - 500€/ tyontekija
o Yli 500€/ tyontekija
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12. Onko yrityksessanne suunniteltu kaytettavan ulkopuolisia koulutuspalveluja tu-
levaisuudessa?
o Kylla, milloin?
o Ei

13. Onko henkiléstdon kouluttaminen kielten osalta henkildsténkehittdmissuunnitel-
man osana?

o Kylla

o Ei

14. Mink& ulkomaisten sidosryhmien kanssa yrityksenne on tekemisissa?
Tavarantoimittajat

Alihankkijat

Liikekumppanit

Asiakkaat

Ei mink&an edella mainittujen

O O O O O

15. Kuinka tarkedna pidat Kielitaitoa toiminnassa ulkomaisten sidosryhmien
kanssa? (1 = ei ollenkaan tarked, 5 = Todella tarked)

16. Kuinka tarkeda henkildston kielitaito on yrityksellenne?
Erittain tarkeaa

Tarkeaa

Ei tarkeaa eika toisarvoista
Toisarvoista

Taysin toisarvoista

O O O O O

17. Missa maarin yrityksenne toiminnassa tarvitaan seuraavia kielid? (1 = Ei ollen-
kaan, 5 = todella usein)
o Suomi
Ruotsi
Englanti
Venaja
Saksa
Ranska
Espanja
Muu, mita?

O O O O O O O

18. Asteikolla 1-5 kuinka tarkeana pidatte tyontekijéiden kouluttamista kielitaidon
osalta?
5 Erittain tarkea

3 Tarkea

0O O O O O

1 Ei tarkea
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19. Onko yrityksenne kayttanyt aiemmin kielikoulutuspalveluja?
o Kylla, minka palveluntarjoajan?

o Ei, miksi ei?

20. Kuinka monta kertaa yrityksenne on kayttanyt kielikoulutus palveluja?

21. Milloin olette viimeksi kayttaneet kielikoulutuspalveluja?

22. Kuinka monta kertaa olette kayttaneet samaa palveluntarjoajaa?

33. Onko yrityksenne suunnitelmissa kayttda kielikoulutuspalveluita tulevaisuu-
essa?

o Kylla
o Ei, miksi?

24, Asteikolla 1-5, kuinka tarkeana pidatte kohde maan kielen osaamista ulkomaan-
kaupassa? (1 = Ei ollenkaan tarked, 5 = Todella tarked)

25. Kuinka tarkeana pidatte Venajan kielen osaamista liiketoiminnassanne?
Todella tarkea

Tarkeaa

Ei tarked, eika toisarvoinen

Toisarvoista

Taysin toisarvoista

O O O O O

26. Milla tavalla yrityksenne voisi parhaiten saavuttaa kilpailuetua ulkomaan kau-
passa ja erityisesti Vengjan kaupassa verrattuna kilpailijoihinne? (laita nama tar-
keysjarjestykseen)
o Suullisen kielitaidon kasvattamisella
o Kirjallisen kielitaidon kasvattamisella
o Toimialakohtaisen kielitaidon kasvattamisella
o Yleisella kielitaidon kasvattamisella
o Kulttuurin tuntemusta kasvattamalla
27. Mika on tarkein tekija kielikoulutuspalveluiden tarjoajan valinnassa?
o Tunnettuus
Koulutusvalikoima kielten osalta
Mahdollinen muu koulutustarjonta
Hinta
Palveluntarjoajan maantieteellinen sijainti
Palveluntarjoajan referenssit

O O O O O



28.

29.

30.

31.

32.

33.

34.
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Mikéa on tarkein tekija kielikoulutuspalvelun tarjoajaa valitessanne?

o Tunnettuus/Maine

o Erilaiset koulutusmetodit (yksityisopetus, pienryhmaopetus,
etdopiskelu, internetin valityksella tapahtuva opetus)
Koulutusten monipuolisuus
Kielten valikoima
Kouluttajien ammattitaito
Mahdollisuus raataléida koulutus tarpeidenne mukaiseksi

0O O O O

Minkélaiselle kielikoulutuspalvelulle yrityksellanne voisi olla tarvetta?
o Kiintea kurssitarjonta
o Yrityksen tarpeisiin raataloity koulutus
o Seka ettad

Minkélaiselle kielikoulutukselle yrityksessanne on tarvetta?
o Suulliselle kielikoulutukselle

Kirjalliselle kielitaidolle

Kulttuurin koulutukselle

Yrityksenne toimialan mukaiselle kielitaidolle

Yleiselle kielitaidolle

O O O O

Mika olisi paras mahdollinen koulutuksen toteuttamistapa?
o Osana koulutuspakettia (esim. myyntikoulutus + kielikoulutus)
o Erillinen kurssi
o Internetin valityksella tapahtuva koulutus etatehtavien muo-
dossa
o Muu, Mika?

Mika olisi paras mahdollinen yhden koulutus kerran kesto?
o 45 min

60 min

90 min

120 min

8h

O O O O

Kuinka pitkalle aikavalille koulutus tulisi jaoitella?
o Intensiivikurssi (Esim. 1-3 viikkoa iltaisin, kolme taytta paivaa
viikonloppuna)
o llta/paiva opetus 2 kertaa viikossa 2-3 kuukauden ajan
o llta/paiva opetus kerran viikossa 4-5 kuukauden ajan

Mik& olisi paras mahdollinen paikka koulutuksen toteutukselle?
o Palveluntarjoajan jarjestamat tilat
o Yrityksen omat tilat
o Internetin kautta tapahtuva koulutus
o Muut tilat, missa?




35. Kuinka paljon yrityksenne olisi valmis investoimaan kielikoulutukseen?
o 0 - 100€/koulutettava tydntekija
o 101 — 250€/koulutettava tyontekija
o Yli 250€/koulutettava tydntekija
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