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Organizations often find themselves in a difficult situation when strategizing for the 

future. This report aims to map the future of a non-profit organization. According to the 

author, future mapping means assessing the future possibilities, assessing the available 

options, and using these analyses to direct the organization. The work covers the gap 

between future studies and strategies for non-profit organizations as a by-product. The 

technique is applied in the case of a non-profit organization, Modus ry, which supports 

the handcrafting entrepreneurs and businesses in Finland. The work has two resulting 

outputs. One is the recommendations for the association, and the second is a technique for 

future mapping. When developing the technique, the work may also be described as a 

recombination of individual already existing concepts to get the most out of them. These 

concepts include scenario-based strategy, future wheels, and analysis tools like context 

diagram, why-why diagram, stakeholder map, analysis tables, etc. The technique is 

replicable and valid. Strategizing for long-term possibilities while at the same time 

integrating short-lasting trends and changes is the highlight of the technique. 
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1 INTRODUCTION 

 

The thesis work began with a target to prepare a future map for the non-profit organization 

Modus ry (introduced in subchapter 3.1). Challenges followed because theoretical 

literature did not contain the exact terminology as future mapping for an organization. 

After a thorough search using a variety of similar language (for example – future strategy, 

foresight, future planning, future scenarios, forecasting, and strategy), some 

independently existing tools and methodologies were identified. Although some tools and 

techniques exist, the author finds that the attempt to interconnect them with organizations’ 

strategies to map the future is scarce. When the author refers to future mapping, it does 

not mean only to visualize possibilities of the future but also to gain insights from them, 

make sense of them, and finally integrate the insights into directing strategies. A 

straightforward methodology for this was challenging to find. 

 

From among the independently existing methodologies, it was concluded that the 

scenario-based strategy (SBS) process (Ruijter, 2014) was perhaps the closest in 

relevance. Some direction for developing the technique is therefore taken from this 

methodology. The methodology, however, is not very old and is an extension of the 

traditionally established Scenario Planning process (Schoemaker, 1995). The only 

difference is that SBS tries to continue the scenario planning process and narrow down on 

strategies instead of only visualizing and discussing future possibilities. Both the 

traditional and new methodology has been selectively integrated into the report by the 

author.  

 

According to the author, the SBS process alone was not enough to map the future for an 

organization as it incorporates only trends and uncertainties to check if the strategic plan 

is future-proof. To check the future-proofness using trends and uncertainties is valid, and 

the author finds that this is perhaps the only best way to check future-proofness. In 

practice, though, only checking future-proofness is not an ideal way to strategize because 

trends and uncertainties are temporary. The longer ahead in time we think of, the more 

uncertain a trend is. Thus logically, for long-term goals and strategies, future-proofness 

(through trends) cannot be the only discrimination method. Even so, trends influence 

everyday work and life hence cannot be ignored. Going against a trend is seldom 
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recommended. In the larger context of things, being a sole business entity, trends can only 

be adopted to ensure they are used as an asset. 

 

Futures studies is a relatively young subset of research that has risen to attention in the 

past two decades. In a fast-changing world, it is expected that dealing with the future as a 

subject gets attention. Some researchers have introduced Scenario Planning to be already 

a part of future studies (Voros, 2001). From among the independently existing tools in 

future studies, future wheels provided significant insights and are integrated into the 

author’s technique. 

 

The author also provides a better blend of future studies with strategies. The future studies 

researchers are on a quest to prove the usefulness of futures studies  (Stackelberg and 

McDowell, 2015; Jarva, 2014; Schwarz, 2008). This is because future studies themselves 

do not give any strategic direction. They are merely meant to provide possible pictures of 

the future so that the future does not come as a shock. The technique used by the author 

incorporates a popular tool called the future wheel into the process. Future wheels are 

considered as a “scenario” in the process. After all, aren’t scenarios just meant to be a 

vision of future possibility?   

 

Moreover, the aspects of a non-profit impact-oriented organization have been included in 

the technique. This means that impact-making factors have been prioritized. There is no 

mention of a future mapping technique for nonprofit organizations in academic literature 

(Laurett and Ferreira, 2018), making this study valuable. The introduced technique is 

created and applied for nonprofit organization Modus ry and applies to other similar 

organizations.  

 

1.1 Research Objectives, Gap, and Research Questions 

 

Research Objectives →  

 

There are two aims of the thesis work. The first aim is to identify a methodology that can 

help map the future of a nonprofit organization. The second aim is to map the future of a 
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non-profit organization. The non-profit organization, in this case, is Modus ry, and the 

map is therefore developed to best suit the organization’s needs. 

 

Research Gap and Questions → 

 

The research work is conducted to fill the gaps that could be termed “Future -oriented 

Strategy for a Non-profit Organization.” While strategies aim to figure out what to do, 

future studies have nothing to do with doing; because it is impossible to prepare for all 

possible future states that future studies bring into the picture. Future studies only aim to 

understand all the possibilities of the future through various techniques; so that future 

doesn’t come as a shock. Combining future studies into strategies means incorporating a 

sense of preparedness into strategies or building future-proof strategies. This gap may 

therefore be called “Future-oriented strategies” or “Future-incorporated strategies.”  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1 Illustration of the research gap 

 

Figure 1 illustrates the research gap that this thesis intends to cover. The research work 

focuses on non-profit organizations. Thus, the gap area is further termed “Future-oriented 

strategy for Non-profit organizations.” The main characteristic of a non-profit is that there 

are no profit-making objectives. Instead, there may be an impact-making factor that is 

more challenging to define and measure.  

Future Studies 

Strategies 

Non-Profit 

Organizations 

Research Gap 
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The research questions (RQ) in focus for the thesis work are: 

RQ  ~ How to map the future for a non-profit organization? 

Sub-RQ  ~ What methods or tools can be used to map the future of a non-profit 

organization? 

 

1.2 Methodology and Data Collection 

 

Figure 2 illustrates the research methodology process in this thesis work. The details of 

the methodology are provided in this subchapter. The author uses a multi-method research 

design that incorporates a multi-perspective approach. Collecting insights from the 

associations members, association’s representatives, research organizations, news, and 

industry-specific studies gives a broader and rather impeccable view of the organization’s 

internal and external environment, which aids the strategy process. 

 

The entire thesis work is coordinated with the association’s representatives through 

regular meetings. The representatives are COO Kaisa Iivonen, President Laura Saarivuori-

Eskola, and Project Manager Taina Laaksonen. Together, they have been referred to as 

the association’s representatives in the report. Each subsequent meeting is conducted with 

a varying interval of 2 to 4 weeks. The interval between sessions was based on the stage 

the project was in. In total, 13 meetings have been conducted. The meeting enabled the 

thesis author to give updates about the work, gather information, and receive feedback at 

each stage of the process. 
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Figure 2 Methodology Flowchart 

 

The work begins with defining the objective of the work. After this, a thorough 

background analysis was carried out. This can be found mainly in Chapter 3. As a part of 

background analysis, tools such as context diagram, stakeholder map, and why-why 

diagram have been used. This step's primary purpose was to understand better the 

association and the bigger picture it is a part of.  

 

After the background analysis, the work direction splits into two different approaches. 

This is because the approaches have interconnection and can be carried out as parallel 
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activities. One side of the process (the left side split of activities in Figure 2) focuses on 

collecting data through a questionnaire. This questionnaire was used to collect data only 

from the organization’s members. These members are individual entrepreneurs in the 

handcrafting industry, and the association exists to support them.  The steps dealing with 

the questionnaire included preparing the questionnaire (chapter 4), tabulating the collected 

responses, and analyzing the responses (chapter 5).  

 

The questionnaire was used to gather insights from the association members and had three 

purposes. Firstly, to gain insights about the functionality of the current organizational 

setup, secondly to know what needs to be changed, and thirdly, to gather members’ 

suggestions for the direction of future development. The members were the closest 

stakeholders of the organization, and therefore, questions about the present state re -

development were concluded only based on the questionnaire. Unlike the present 

activities, which only needed assurance of being on the right path, the new future 

development must consider factors from inside and outside the organization and upcoming 

trends. As the viewpoint from the questionnaire considers only one side of the bigger 

context of things, i. e., merely opinions from inside the organization, it is therefore not 

sufficient for concluding future development direction for the association.  In addition, 

only 26% of the members responded to the lengthy questionnaire. The suggestions given 

by the members for the direction of future development were too specific, which would 

mean following a bottom-up approach. This was not an ideal approach, according to the 

author. To overcome the identified limitations, a second approach has been used in 

addition to the questionnaire approach. The questionnaire results from members for 

preferred future directions are later used for affirmation and cross-checking purposes. 

 

The parallel process to the questionnaire (the right-side split of activities in Figure 2) 

consisted of an approach from outside the organization. This second approach was a 

systematic and step-by-step process. Relevant literature was searched for that would aid 

in achieving the objectives. The scenario-based strategy process was found to be closely 

suited to the purpose. This theoretical methodology has been modified and integrated with 

a few other tools. The remaining part of the parallel process uses this distinguished 

technique. The steps consist of understanding the trends and preparing future wheels, 

analyzing other uncertainties (chapter 6), generating options, analyzing the options 

(chapter 7), and narrowing down the options for final recommendation (chapter 8). Data 
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was collected from various sources based on the requirement. The collection of data is 

mainly through credible but secondary sources. Environmental factors such as trends, 

market changes, and viewpoints from outside the organization are essential when making 

strategies; these have been included in the second approach. The process may also be 

described as a top-down approach. The data gathered here mainly includes reports, news 

articles, market information published by organizations, credible websites, surveys 

conducted by credible organizations. Care has been taken to ensure the credibility of any 

information collected.  

 

The final recommendation is based on the extensive research conducted in the previous 

steps. The data has been collected from inside and outside the organization to get a whole 

picture. The questionnaire played an essential role in obtaining insights into the success 

of operations inside the association. The questionnaire also provided affirmation to the 

selection of strategic options for the organization’s future development. The technique 

used to gather data from outside the organization consisted of vast information from 

credible sources. The technique is systematic and inclusive of all key factors applicable 

for developing a future map. The narrowing down of the options is carried out considering 

the options analysis part of the methodology and observing the responses to the 

questionnaire from members about desired futures. Therefore, the final recommendation 

consists of two maps: present state organizational re-development and future development 

(chapter 8).  

 

Concluding (chapter 9) and Documentation is the final step in the methodology. 

 

Data has been collected through primary as well as secondary sources. Primary sources 

include an online questionnaire and periodic meetings. These have been used to gather 

data from inside the organization (Modus ry). Secondary data sources include research 

articles, journal papers, newspapers, reports from other credible organizations, books, and 

websites. Secondary data sources have been used to collect data from outside the 

organization. The different sources used for data collection are mentioned in the following 

Table 1. 
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Table 1 Data Collection Sources and Purpose 

Sources Type of Information Purpose 

   

Questionnaire Computer questionnaire using 

Microsoft Forms platform; 

consisting of a set of 

dichotomous, multiple-choice, 

and open questions 

 

Used for collecting data from the 

organization’s members 

Regular 

Meetings 

Verbal discussions with 

decision-makers of the 

organization 

 

For better understanding, for 

periodic reviews and data 

gathering purpose 

Research 

Databases 

Journal articles, conference 

papers, books using search 

engines Scopus, Ebsco, 

ScienceDirect, and Google 

Scholar 

Used for searching quality 

literature, research articles, and 

theoretical data 

 

Secondary 

Reports 

Reports and Surveys results 

published by other reliable 

organization 

 

To use already gathered data 

Newspapers Local newspapers articles For checking the latest news 

about relevant topics 

 

Books Theoretical books To gather theoretical data 

 

Websites Websites of reliable and credible 

organizations, associations in the 

industry, and government 

websites. 

To gather non-theoretical data 
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Reliability and Validity: 

 

In order to ensure the work's reliability, validity, and credibility, all precautions have been 

taken by the author. The methodology ensures multiple methods are used to ensure valid 

results. The work methodology is well described and can be replicated. Data has been 

collected extensively and from credible sources. There are two outputs of the work, the 

technique and the recommendation for Modus association. The technique is replicable and 

clear. The recommendation has a firm analytical basis and can be re-analyzed. The 

recommendation is consolidated with the evaluation of responses made to the 

questionnaire.  

 

1.3 Structure 

 

Considering the extensiveness of the work, the work structure is explained chapter-wise 

in the following Table 2. 

 

 

Table 2 Thesis Structure 

 
Chapter/Heading Description 

 Chapter 1 Introduction Introduction to the thesis, its aims, the 

definition of objective and research gap, 

description of data collection, 

methodology, and thesis structure 

 Chapter 2 Theoretical 

Background 

Acknowledging of existing literature, 

providing the theoretical framework for 

the work. 
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 Chapter 3 The Association 

and background 

Background analysis, understanding the 

association and the context it is a part of, 

stakeholder analysis, problem analysis. 

This chapter may also fall under the SBS 

step of perception analysis. 

 Chapter 4 Questionnaire: 

Purpose and Format 

The questionnaire, its purpose, and 

format.  

 Chapter 5 Questionnaire 

Results 

Discussion about the questionnaire 

results. Specifically for questions related 

to possible present state modification and 

development direction for the future. 

Along with a final observation about 

them. 

 Chapter 6 Trends And 

Uncertainties Analysis 

Identification of Finnish megatrends. A 

brief explanation of each megatrend and 

preparation of future wheels concerning 

the craft industry. Consideration of other 

key uncertainties, the COVID pandemic, 

and the Finnish craft industry. The 

detailed description along with a 

discussion on future possibilities. 
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 Chapter 7 Options: 

Generation and Analysis 

Generation and enlisting of Options for 

the direction of Future Development. 

Analysis of options to aid in narrowing 

down the options. Analysis factors 

considered are future-proof attributes, 

the potential for impact, chronological 

logic, and others. 

 Chapter 8 Final 

Recommendation 

Final Recommendation for the case of 

Association from the author. Integration 

of observations from chapters 5 and 7. 

Prioritization of impact making when 

choosing the direction for future 

development. Map for the future. 

 Chapter 9 Conclusion Concluding the work 
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2 THEORETICAL BACKGROUND 

 

This chapter contains the theoretical background for the thesis work.  

The thesis work theoretically falls under an intersecting subset of Future studies and 

Strategy studies. The larger concept of future studies consists of various tools and 

techniques such as Futures Thinking, Futures wheels, Horizon scanning, Forecasting, 

Delphi method, Trends Analysis, etc. On the other hand, Strategy studies is a broad 

concept that may include Competitive Strategy, Innovation Strategy, Strategic Thinking, 

Exploitation and Exploration, and many more. For this thesis work, concepts related 

explicitly to future-oriented strategy have been picked because these are the most relevant 

to the subject at hand.  Those concepts which are relevant and form the theoretical base 

for the work are elaborated in the following subchapters. 

 

2.1 Scenario-Based Strategy 

 

 

Figure 3 Steps for Scenario Based Strategy (Meissner, 2012) 

 

Scenario-Based Strategy is a concept developed as one of the methods to include the future 

into corporate strategies. A few variations can be found in literature since around the 

1990s. While Scenarios are used for several purposes, for example, in Scenario Planning 

(Schoemaker, 1995) which is a rather basic 10 step process without the strategy part; 
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Scenario Based Strategy, on the other hand, includes a bigger picture view and could 

consist of trend analysis, options generation, and so on.  

 

Two of the latest versions of Scenario-based strategy are from 2012 and 2014. The first 

one consists of six steps, as shown in Figure 3. These steps are Definition of scope, 

Perception analysis, Trend and uncertainty analysis, Scenario building, Strategy 

definition, and Monitoring. The newer model for Scenario-based strategy is provided by 

Ruijter (2014). The model consists of 8 steps, as shown in Figure 4. These are Mission, 

Trends, Scenarios, Options, Vision, Roadmap, Action, Monitoring. 

 

 

Figure 4 Steps for Scenario Based Strategy (Ruijter, 2014) 

 

It can be observed that the above two models are different in the number of steps they 

include. The newer model is also not very old from the current date. Therefore, it is 

understood that though the general method is the same, the number of steps may vary 

based on each case, and there is no fixed establishment of several steps and tools used. 
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Figure 5 Scenario Based Strategy – steps adopted for the thesis work 

 

Seven general steps from Scenario Based Strategy have been included in the thesis work. 

These steps are represented in a visual format in Figure 5. A more detailed description of 

each step is elaborated in the following subchapters. 

 

Step 1 – Definition of Scope 

 

The first step of the process is to define the scope. Here, one may take note of the key 

issue at hand. The goal is to get a good picture of what is to be done or what the focus of 

the project work is. In achieving this, one also takes note of the limitations and boundaries 

of the process. In the thesis work, the scope has been defined for the overall work 

elaborated more under chapter 1. 

 

Step 2 – Perception Analysis 

 

Perception Analysis is the second step covered in the process. In general, this step is 

intended to get a better picture of the issue at hand, about the organization, and anything 

relevant to them. The mission of the organization and the key to its success could be 

studied in this section. The goal is to achieve clarity. In this thesis work, tools such as 

context diagrams and stakeholder maps have been used to get a better perception of the 

1. Definition 
of Scope

2. Perception 
Analysis

3. Trends and 
Uncertainty 

Analysis

4. Scenarios
5. Options –
Generation 

and Analysis

6. Strategy 
Definition

7. Monitoring
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organization and its environmental context. Identification of one problem has been made, 

and the tool why-why diagram has been used to understand the problem better. Other 

information has been collected through regular discussions with the organization 

members.  

 

Step 3 – Trends and Uncertainty Analysis 

 

Trends and Uncertainty Analysis is the third step from SBS in this thesis work. On a 

general note, the step involves developing an understanding of what is going on around 

us, i.e., the environmental conditions. This is done through the means of trends analysis 

and/or uncertainty analysis.  

 

Oxford Dictionary (2022) defines a Trend as “a general direction in which a situation is 

changing or developing.”. Cambridge Dictionary (2022) describes the term trend as “A 

general development or change in a situation or in the way that people are behaving .”  

According to Harvey (2016), few authors go beyond the general dictionary definition of 

a trend. Addressing the vagueness, he adds to the trend definition – “Viewed in terms of 

prediction, the estimated trend is that part of the series that  when extrapolated gives the 

clearest indication of the future long-term movements in the series.”.  Identification and 

analysis of the ongoing trends are one of the ways to keep track of the fast-changing world 

today. These trends influence and get embedded in many day-to-day activities. An 

organization by itself cannot influence these trends and can only align itself with them.  

 

Uncertainty may be defined as “Uncertainty is essentially the absence of information, 

information that may or not be obtainable.” according to Rowe (1994). Rowe states four 

types of uncertainties – Temporal, Metrical, Structural, and Transitional. Among these, 

Temporal uncertainty is about the past and future states. Thus, when talking about 

scenario-based strategy, we mainly refer to future temporal uncertainty. The future is 

uncertain and revealed only through time, but theoretically, one can try to discriminate 

between possible future states using logic, likelihood, and/or probability.  
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Step 4 – Scenarios 

 

Scenarios are an essential element in today’s future and foresight science. While scenario 

planning was already developed about half a century ago, scenarios have found their place 

in the rapidly developing future and foresight studies. Many definitions for scenarios 

(Spaniol and Rowland, 2019) exist, and it is said that there is a definition of scenario for 

every scenarist out there planning in the field. For example, a definition can be taken from 

Heinecke and Schwager (1995) that scenarios are “description of development paths of 

possible futures built on the present situation.” 

 

The format of a scenario and the method of development of a scenario differs. There can 

be many possible scenarios. Scenarios are only a possible description of the future. In 

general, it is understood that scenarios have to be possible and plausible. It may involve 

narratives or storytelling. The goal of using scenarios is to get a meaningful picture of the 

future, using knowledge and imaginative power. Scenarios themselves are not strategic or 

concrete plans but only serve the purpose of structuring possibilities. It is possible that, 

through scenario building, one could identify possible loopholes in a future system, 

prepare for a particular future scenario and get ideas for possible strategic plans of action. 

 

According to research literature, there are three identified typologies for a Scenario 

(Börjeson et al., 2006). These are Predictive, Explorative, and Normative. These three 

types respectively answer the questions – What will happen? What can happen? And How 

can a specific target be reached? The Scenario typology in this thesis work is mainly 

Explorative. Moreover, futures wheels (described later in subchapter 6.1) have been used 

as scenarios since future wheels achieve the desired purpose – describe future 

possibilities. 

 

Step 5 – Options – Generation and Analysis 

 

In the context of scenario-based strategy and in the context of this thesis work, options 

may be described as the strategic choices that the organization can undertake. Here one 

could ask the question – “What can we do?” The term – generation of options – is used to 

come up with a list of possible options. There is no standard method for the generation of 

options (Ruijter, 2014). The scenarios prepared under the previous step could help with 
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the generation of options as it provides a structured possibility of the future. However, the 

options don’t need to be generated only by using scenarios as a guide. Other standard idea 

generation techniques can also be used for options generation – for example, 

brainstorming, the Delphi method, visioning, and so on. While dealing with options, one 

may also analyze the current strategic setup to check if things are aligned with future 

possibilities. In case of required modifications in the current strategies, these options can 

then be included in the future strategy. 

 

The term – options analysis – in the context of this thesis, is used to describe the process 

of analyzing the available options to help select the future strategy. In his book Scenario-

based Strategy, Ruijter (2014) emphasizes the analysis method of using trends to prioritize 

and choose from the options. The question that may be asked in this method is , “How 

future-proof is the option? The author of this thesis considers this method to be effective. 

Along with this, however, there may also be other methods for options analysis as well. 

For example, while it is understood that the options available for the organization are 

those that the organization is capable of undertaking, the ease of accomplishing each 

option may vary. Therefore, considering that this thesis focuses on a particular 

organization (Modus ry, Finland), the author of the thesis has also used other methods for 

options analysis in combination with the future-proof characteristic. 

 

Step 6 – Strategy Definition 

 

In the context of this thesis work, strategy definition is a general phrase used to describe 

the selection of strategy. One may ask the questions here – What do we focus on doing? 

Which direction do we head towards? As a part of the scenario-based strategy process, 

strategy definition may be a result obtained after options analysis and could be referred to 

as option selection. While these strategies are subject to change as the future unfolds, the 

existence of defined strategies helps give the organization direction over a specific period.  

 

Step 7 – Monitoring 

 

Monitoring in the context of this thesis work means checking for the success of the 

strategy after some time has passed. This may be done by defining the key performance 

indicators (KPIs) for the plan. According to the author, plans regarding future 
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development should be given sufficient time, depending on the type of plan, before 

coming to conclusions. Therefore, while some things need regular checking, other 

development plans may need to be monitored from the quarterly and yearly perspectives. 

 

2.2 Futures Studies 

 

Futures Studies is a group of methods and theories that have emerged in recent years (Bell, 

2017; Kuosa, 2011). This also means that the topic is relatively new and is still under 

construction. Some other terms used for this group of studies are futurology, futures 

research, futures thinking, etc. Some of the techniques considered to be under future 

studies are forecasting, future wheels, trend analysis, horizon scanning, etc.  

 

A key point to remember is that future studies are not predictive. They are not meant to 

figure out what will happen in the future but only to figure out possibilities of the future. 

The main aim of future studies is to develop preparedness; so that future doesn’t come as 

a “shock.” However, the fact that it doesn’t help to predict anything makes the existence 

of these methods debatable. One may ask the question, “so what?” after studying the 

possible scenarios (Godet, 2012).  Future studies methodologies give no clue as to what 

can be done. There have been attempts to answer this question (Jarva, 2014). The work in 

this thesis might also have similar directions as it takes a step further to evaluate strategic 

options and not just stop at scenario observation. The kind of question it might answer is, 

how to make use of future studies when strategizing? In this thesis work, topics used that 

fall under futures studies are Trends, Scenario Planning, Future Wheels, and the thought 

that – the future is already being built in the present.  

 

2.3 Non-Profit Organization 

 

There are various definitions for a non-profit organization from various viewpoints – legal 

viewpoint, social viewpoint, financial viewpoint, taxation viewpoint , and so on. Some of 

the definitions for non-profits are as follows –  

“The function of nonprofit organizations is to produce public, or collective type, goods 

for society” (Weisbrod, 1988) 
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“Non-profit-distributing organizations are those that are barred from distributing net 

earnings to individuals that exercise control over them.” (Hansmann, 1986) 

“The purpose of nonprofit organizations is a public benefit – but the terms public and 

benefit are defined in a wide variety of ways. As a consequence, nonprofits are granted 

special privileges; subjected to distinctive laws, regulations and reporting requirements; 

and often exempted from certain taxes” (Pointer and Orlikoff, 2015) 

“A business that has been granted tax-exempt status by the Internal Revenue Service (IRS) 

because it furthers a social cause and provides a public benefit.” (Kenton, 2020) 

“A non-profit organization is a group organized for purposes other than generating a profit 

and in which no part of the organization's income is distributed to its members, directors, 

or officers.” (Cornell Law School, 2022) 

 

While there are many definitions of a non-profit organization, most of the definitions do 

not hold perfect when trying to include the wide variety of nonprofit organizations today. 

The author of the thesis likes to point out that while a non-profit indicates from its 

terminology that it does not make a profit, it does not state what it is for. This creates an 

absence of any kind of success measuring parameter, which in the case of for -profit 

organizations is profit. According to the writer of this thesis, the ideal terminology that 

could perhaps be used is for-impact organization. The alternatives to this could be impact-

oriented or impact-driven organizations. Researchers, rather than the terminology for-

impact, sometimes use the terms impact-oriented or impact-driven; but “for-impact” is 

still the best term that should be used, according to the author. This is because a profit-

prioritizing organization can also call itself impact-oriented – a for-profit impact-oriented 

organization. But when we say for-impact organization, it leaves absolutely no doubt 

about the priorities. The idea doesn’t appear to be new (Brennen, 2012). While the 

intended Impact will not be the same for all nonprofits, the term can provide a sense of 

something to accomplish. Intended Impact, therefore, needs to be defined for each non-

profit organization. Throughout this thesis, a non-profit organization is considered a for-

impact organization. With this attribute in focus, governments and governmental 

organizations are also perhaps for-impact organizations. 
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3 THE ASSOCIATION AND BACKGROUND 

 

This chapter may generally fall under the Perception Analysis part of the scenario-based 

strategy. The chapter discusses the association’s background and mission, stakeholders 

and presents state problem analysis in subchapters 3.1, 3.2, and 3.3, respectively. 

 

3.1 Modus ry’s background and mission 

 

Modus ry is an association based in the Pirkanmaa region in Finland. Located in the city 

of Tampere and founded in 2001, the association recently completed its 20 th anniversary. 

The association consists of 66 members at present (July 2021). These members generally 

consist of Design professionals, Visual Arts, and Craft professionals. The association 

strives for quality and professionalism in the field, and its members include those who are 

educationally qualified and professionally skilled in their fields. Most of the members are 

also entrepreneurs and practice their skills for a living. Modus ry strives to promote high-

quality design and craftwork regionally and internationally.  

 

Some of the activities of Modus ry include organizing exhibitions, organizing workshops, 

enabling networking among professionals in the field, providing updates about activities 

inside and outside the association, and more. For the membership of the association, the 

association charges only a yearly membership fee for all that it offers. This membership 

fee is currently 75 euros for the year. Modus ry is the only association in the Pirkanmaa 

region of Finland that aims to support professionals in the crafts and design field with a 

no-profit policy. 

 

The association is funded by other funding organizations that provide grants for the 

welfare of the industry and society. Some of these grants are project -based and are 

awarded for 2-3 years. The regular operations of the association, however, require more 

continuous funding. These funds, however, are awarded only for a year and need to be 

applied for each year. Hence, for the long-term functioning of the association, there is a 

need to always ensure funding every once in a while, and also it is required to ensure that 

the funds are used adequately. Like in the case of many other NGOs, this creates a 
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limitation in the formation of long-term strategies that can create a more significant 

impact. 

 

Figure 6 Context Diagram of Modus ry 
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In Figure 6, a visual representation of Modus can be understood. The context diagram 

gives an overview of the association’s activities and how  it fits among other players that 

it interacts with. The most detailed connection of the association lies with its members. 

Modus members play a crucial role in sustaining the association, choosing every year to 

be a part of the association. This signifies the need for the association and what the 

association provides for these professionals. For the last 20 years, the main activities 

undertaken by Modus to serve its members mainly include exhibitions, workshops, 

networking, and providing updates of interest. In recent years, the association also has set 

up partnerships with other organizations in the industry, which in turn provide benefits to 

Modus members. Other than these, Modus being the only Association of its kind in the 

region, also promotes the arts, handicrafts, design work to those outside of the industry, 

the general society. This currently is done mainly through exhibitions and sometimes open 

workshops.  

 

3.2 Stakeholder Analysis 

 

Stakeholders are the driving forces of organizations and communities. A practical method 

of studying the stakeholders is through stakeholder mapping. Stakeholder mapping is a 

visual tool. The purpose of a stakeholder map is to help identify and analyze the 

stakeholders. There are various designs of stakeholder maps available (Bryson, 2003; 

Bryant, 2002).  

 

In the figure below, the stakeholders that may be associated with the non-profit association 

Modus ry have been mapped. The stakeholders that would be associated more closely with 

the association are placed in the closer boxes around the association. The stakeholders 

that are more distantly associated with the association are placed more distantly in the 

outer boxes of the diagram. 
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Figure 7 Stakeholder Map for Modus ry 

 

 

3.3 Present State Problem Analysis 

 

When building the map for the future of an Association, it is possible and also necessary 

to identify problems in the current setup. The identification of problems is always a 

positive incident. Once identified, the problem can be countered and fixed, and the fixing 

of these problems could act as one of the strategic steps for the future. The goal is to 

ensure that we are not building the future upon existing problems. Upon discussion with 

the association’s representatives, precisely one possible problem was identified. This was 
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that there is low participation in the regular activities and meetings from the membership 

holders of the association. The participation in regular activities stood at 10-20% of the 

total 66 membership holders. While this percentage may be average in some cases, the 

low participation could also be an indicator that the activities are of low interest to the 

members. In order to bring clarity to the matter, the issue has been thoroughly analyzed 

while mapping the future. 

 

Figure 8 is a Why-Why diagram for the identified problem. The why-why diagram is a 

visual analysis technique for problem-solving. The technique visually looks like a 

flowchart that begins by first stating the identified problem from which branches are 

drawn. At each end of the arrow is a possible answer to the question “Why?”. Hence, to 

the stated problem, there may be more than one answer to the question of why this incident 

would occur, and to these answers, we ask the question “why” again for more possible 

answers. This problem analysis technique is an adaptation of the five whys technique 

developed by Sakichi Toyoda, the Japanese industrialist, inventor, and founder of Toyota 

Industries, in the 1930s. 

 

 

Figure 8 Why-Why Diagram 
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The possible reasons in the current setup were formulated as a reason for low participation 

from the members. The participation could have been reduced in either of the three 

essential activities that take place at Modus. These are exhibitions, workshops , or 

networking. Moreover, the fourth reason for the decrease in participation could be just a 

straightforward inconvenience. A pre-discussion with the President, COO, and Projects 

Manager of the Association provided the data mentioned in this paragraph. The workshops 

held at Modus generally receive a 10-20% attendance from among the total number of 

members of the association. This number could perhaps be improved. Exhibitions , on the 

other hand, receive more than 50% participation from among the total number of members 

in the association. The latest exhibition held by Modus, celebrating its 20th anniversary, 

had about 550 visitors to the exhibition. The number of applications received from Modus 

members to participate in the exhibitions continues to be good. Hence, the possibility of 

exhibitions having major failure issues is suspected to be below. A questionnaire to the 

members of the association later gives more detail and confirmation from the member’s 

point of view.  
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4 QUESTIONNAIRE: PURPOSE AND FORMAT 

 

A questionnaire was designed for collecting data and insights from the members of Modus 

ry. The questionnaire is given significant importance as Modus members are in closest 

proximity to the association, and the questionnaire is a direct collection of data from them. 

Modus Members were questioned about the present state of the Modus activities and about 

what they would like in the future. Questions about the present state of the association 

helped understand the current satisfaction areas and potential improvement areas. While 

questions about what they would like in the future helped understand what a more 

desirable future for the association would be according to them. Hence, the questionnaire 

was also designed in such a way that it would accomplish three purposes.  

A. To help understand what is found satisfactory to the members.  

B. To help understand what needs to be changed. 

C. To help understand what is desired for the future. 

 

The questionnaire was set in four sections. The current activities of Modus revolved 

around three main clusters, i.e., exhibitions, educational workshops, and networking. 

Accordingly, the first three sections of the questionnaire were about exhibitions, 

workshops, and networking. The fourth section of the Questionnaire consisted of other 

practical questions.  

 

The formulation of the questions was done by focusing on the key functions of different 

activities. For example, in the case of exhibitions, members generally receive feedback 

from the jury, get recognition for their work, and also are able to sell work. These three 

are identified as the purposes of exhibitions held, and questions are asked about them. The 

association’s representatives aided in the process of formulating the questions. A question 

also accompanied each activity set on whether they would recommend the activity to 

others and what changes they would like in the future. After revisions in coordination with 

the association's representatives, the questionnaire’s link was sent to Modus members via 

email. Sharing the questionnaire’s link with members was done by the association’s 

representative. 
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The Questions asked to Modus members were as follows: 

 

 

 

 

1. EXHIBITIONS - 

1.1. Do you receive insights about your work through exhibitions? 

1.2. Do exhibitions succeed in making you feel recognized for your work? 

1.3. Is it a priority for you to sell your work at exhibitions? 

1.4. Would you recommend Modus Exhibitions to other professionals or visitors? 

2. What changes in exhibitions would you like to see in the future? 

 

 

3. WORKSHOPS - 

3.1. Are enough workshops held by Modus? (Till before Corona restrictions) 

3.2. Do you like the agendas of workshops held by Modus? 

3.3. Is there enough variety among the workshop subjects? 

3.4. Would you recommend others to attend these workshops? 

4. Which subjects or what changes would you like to propose for future workshops? 

 

5. NETWORKING - 

5.1. Have networking events helped you to get inspired or get peer support?  

5.2. Is it easy to network with members if you don’t already know them?  

5.3. Would you recommend networking at Modus to other people in the field? 

6. What changes in the networking events would you like to see in the future? 

 

PRACTICALITIES - 

7. What time do you prefer for workshops and networking events? 

8. How frequently would you like exhibitions to be held? 

9. Frequency - 

9.1. How frequently would you like workshops to be held? 

9.2. How frequently would you like networking events to be held? 

10. For networking events and workshops, what is your preferred length of the event?  

11. Do you require parking space to attend events? 

Questions 2, 4, 6, 13 are about proposals for the desired 

future. 

All other questions are connected to the present state. 
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12. Would you like more online events in the future? 

 

13. What more would you like Modus to offer in the coming years? 

 

 

 

The questions were asked to members via Microsoft Forms. The platform was seen as 

efficient enough to collect the responses from members. This is because the platform 

allows the questionnaire maker to form questions in many different formats. Also, 

considering the multilingual characteristics of Modus members and the fact that some of 

the older folks are not fluent in the English language, a Finnish translation of the 

questionnaire was added to the Microsoft Forms platform. The translated set of questions 

can be found in Appendix 1 of this report. The survey was carried out entirely online. Two 

reminders were sent after the initial email, each after a gap of 1 week. The questionnaire 

was, therefore, open for two and a half weeks in June 2021.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



39 

 

 

5 QUESTIONNAIRE RESULTS 

 

The results of the questionnaire are discussed in two sections. The order of asking 

questions and discussing answers is different. This is to make the flow of answering the 

questions relevant and easy for members. Discussion of the answers, however, is made to 

help us get a better picture from the strategic point of view. The discussions are in three 

sections, the present state, organizational practicalities, and the needs for the future. Of 

the total number of Modus members (which is 66 for the year 2021),  17 responded to the 

questionnaire. The questionnaire was completely anonymous unless the respondents 

themselves wished to reveal their identity by leaving an email address. ~26% of all Modus 

members responded to the Questionnaire to help map a future.  Attempts had been made 

not to make the questionnaire too long to help motivate respondents to complete the 

questionnaire. Hence, a set of questions were only yes/no questions.  According to 

Microsoft Forms predictions, the questionnaire would have taken on an average of 5 

minutes to complete. However, the actual time that the respondents took was, on average, 

16 minutes. This may be due to the longer length of the responses for the questions that 

had written response format. 

 

5.1 Questionnaire results –For Present State Re-Development 

 

This subchapter partially covers the results obtained and their analysis, i.e., for the 

questions related to the present state operations of Modus Association (for questionnaire 

format, refer to chapter 4).   

 

The questions asked to Modus members about other practicalities such as activity 

schedules operations are question numbers 7, 8, 9, 10, 11, 12, and 14. The questions 1.1, 

1.2, 1.3, 1.4, 3.1, 3.2, 3.3, 3.4, 5.1, 5.2, and 5.3 were formulated considering the key 

purposes of each of the three categories of activities. These questions, therefore, consisted 

of only yes/no questions to check if the essential purposes were fulfilled. However, it was 

later realized that one of the respondents (respondent 5) did not know the answers to some 

of the questions and wished for an “I don’t know” option. This was unexpected by the 

author as the author assumed that all the members would have participated in each activity 

at least once. The yes/no questions were kept mandatory in the questionnaire, meaning 
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that one could not skip the questions and proceed to the next part. Respondent 5 hence did 

the possible thing and chose “no” for questions he/she didn’t know the answers to. This, 

however, was the case only for a few countable questions answered by only 1 out of 17 

respondents. Hence, the cumulative responses received should be reliable enough to get 

overall insights.  

 

5.1.1 Results analysis for questions regarding primary activity: Exhibitions 

Questions- 

Q.1.1 Do you receive insights about your work through exhibitions? 

Q.1.2 Do exhibitions succeed in making you feel recognized for your work? 

Q.1.3 Is it a priority for you to sell your work at exhibitions? 

Q.1.4 Would you recommend Modus Exhibitions to other professionals or visitors?  

 

Q.1.1 

Q.1.2 

Q.1.3 

Q.1.4 

Figure 9 Visualization for responses to Q.1 about Exhibitions 

 

Q.1.1, Q.1.2, Q.1.3, Q.1.4 (sub-questions to Q.1) were all about Exhibitions. The purpose 

of Q.1.1 was to figure out if the members received insights about their work through 

exhibitions. Here, the medium of receiving insights could generally mean through jury, 

which is posted by Modus association, or it could mean through peers as well as exhibition 

visitors. 58.8% of the respondents said that “yes,” they receive insights through 

exhibitions. The purpose of Q.1.2 was to figure out if the exhibitions helped participants 

feel recognized. 88.2% of the respondents said that “yes,” the exhibitions helped them 

feel recognized for their work. The purpose of Q.1.3 was to identify whether or not the 

primary purpose of exhibitions for the members was to sell their work. This is because 
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some craft exhibitions can also be held for the sole purpose of selling work , and it is 

important to know what the expectations are from the handcrafters. To Q.1.3, 82.4% of 

the respondents said that “no” selling their work was not the priority for them as exhibition 

participants. 

 

Gaining insights, recognition, and the need to sell work are considered the main 

questioning points to assess the current exhibitions. This is because we consider things 

like gaining insights and recognition as one of the important aspects for a craftsman. The 

exhibitions are not just a medium to sell items. Specifically, in an association like Modus, 

the members consist of crafters who seek quality and professionalism. The 2021 

exhibition held to celebrate 20 years of Modus Association had ~500 visitors. 

When asked (in Q.1.4) if the members would recommend Modus Exhibitions to other 

professionals or visitors,  

88.2% of the respondents said that “yes” would recommend Modus Exhibitions.  

 

5.1.2 Results analysis for questions regarding primary activity: Workshops 

Questions - 

Q.3.1 Are enough workshops held by Modus? (Till before Corona restrictions) 

Q.3.2 Do you like the agendas of workshops held by Modus? 

Q.3.3 Is there enough variety among the workshop subjects? 

Q.3.4 Would you recommend others to attend these workshops? 

 

Q.3.1 

Q.3.2 

Q.3.3 

Q.3.4 

 

Figure 10 Visualization for responses to Q.3 about Workshops 

 



42 

 

 

Q.3.1, Q.3.2, Q.3.3, Q.3.4 (sub-questions to Q.3) were all about Workshops, the second 

group of activities held at Modus. These workshops are usually held for the members and 

are intended to help educate the professionals about trending subjects. The purpose of 

Q.3.1 was to figure out if the association organizes enough workshops. The question was 

asked concerning a pre-covid 19 pandemic time. This is because the year 2020-mid 2021 

has witnessed many restrictions on contact teaching due to the covid-19 pandemic. This 

led to a reduction in the number of workshops that could be held. Considering the data 

from this period would not give valuable insights that are required for mapping out a 

sustainable and normal situation. In response to Q.3.1, 82.4% of the members stated that 

“yes” there were enough workshops held. The purpose of Q.3.2 was to check if the 

agendas of the previously hosted workshops were favorable to the members. It turned out 

that 94.1% of the members liked the topics of the workshops that were held. Through 

Q.3.3, the questionnaire participants were asked if there was enough variety among the 

workshops held at Modus. To this question, 64.7% said that there was enough variety, 

while 35.3% stated that there was not. Therefore, it can be noted that adding a few newer 

topics in the upcoming workshops wouldn’t be a bad idea even if the majority are satisfied 

with the current variety.  

 

When asked (through Q.3.4) if the members would recommend others to attend Modus 

Workshops,  

94.1% of the respondents said that “yes,” they would recommend Modus Workshops. 
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5.1.3 Results analysis for questions regarding primary activity:  Networking 

 

Questions - 

Q.5.1 Have networking events helped you to get inspired or get peer support?  

Q.5.2 Is it easy to network with members if you don’t already know them?  

Q.5.3 Would you recommend networking at Modus to other people in the field? 

 

Q.5.1 

Q.5.2 

Q.5.3 

 

Figure 11 Visualization for responses to Q.5 about Networking 

 

Q.5.1, Q.5.2, and Q.5.3 (sub-questions to Q.5) were about Networking. Networking at 

Modus is not an official event. Still, some Modus members verbally stated that networking 

was one of the highlightable reasons for being part of the Association. Hence, networking-

related questions have been included in the questionnaire. The purpose of Q.5.1 was to 

check if networking through Modus had helped inspire or get peer support for the 

members. 82.4% of the respondents said that “yes” it did. Q.5.2 was asked to gain insights 

on whether it is easy to network with members if you don’t already know them. Th is 

question aimed to check the ease of networking and whether efforts should be taken to 

help improve the situation. 58.8% of the respondents said it was easy to network with 

members if you don’t already know them, while 41.2% said it was not. Although 

networking may also depend on the personalities of the people interacting, one could still 

consider if it is possible to influence this factor. The respondents were also asked if they 

would recommend networking at Modus to other people in the field. 

82.4% of the respondents said that “yes,” they would recommend Networking at 

Modus. 
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5.1.4  Results analysis for questions regarding organizational practicalities 

 

This subchapter covers discussions related to the organizational practicalities of 

operations at Modus Association. The practicalities-related questions asked to Modus 

members are Q.7, Q.8, Q.9.1, Q.9.2, Q.10. Q.11, and Q.12. The purpose of these questions 

is to figure out if activities held by Modus are held in such a way that they are convenient 

for the members to attend. Convenience preferences of the members may be connected to 

the timings of the events, their frequencies, the length of the activities, etc. The questions 

also help get an idea of when the events should be organized in the future.  

 

Question 7 of the questionnaire was meant to help understand the favorable timings that 

the members prefer an event to be held. It asked the members what the favorable times 

for them were to attend Modus events. The question was presented as a multi -select 

multiple choice question (MCQ). The available choices were Weekdays, Saturdays, 

Sundays, Mornings, Afternoons, Evenings, and Other (where the members could write 

more specifically if they preferred). The responses from members are presented in a 

tabular format in Table 3. 

 

Question 7. What time do you prefer for workshops and networking events? 

Table 3 Responses to Q.7 of the Questionnaire 

  Mon Tue Wed Thu Fri Sat Sun 

Mornings 6 6 6 6 6 2 2 

Afternoons 9 9 9 9 10 5 5 

Evenings 9 9 9 9 10 6 4 

 

 

What is visible is the most preferred timings to attend activities for the 17 out of 66 Modus 

members. It is observed fewer members prefer weekends over weekdays. 24% of the 

members found only weekends favorable while 47% chose only weekdays, rest 24% were 

flexible. Also, morning activities are less preferred over mid-day and evening activities. 

Hence, if the same applied to the rest of the modus members with a bit of plus and minus, 

the most preferred timings to attend modus activities for the members is on Weekdays, 

either afternoons or evenings. 
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Questions 8, 9.1, and 9.2 of the Questionnaire were meant to help understand how 

frequently the different categories of Modus activities should be held. Q.8, Q.9.1, and 

Q.9.2 enquired about how frequently the respondent would participate in Exhibitions, 

Workshops, and Networking events. Question 8 was presented as a drop-down menu 

multiple-choice question, while Q.9.1 and 9.2 were introduced in the form of a multi-point 

matrix MCQ. 

 

Question 8. How frequently would you like exhibitions to be held? 

 

Figure 12 Pie Chart representation for responses to Q.8 

 

As can be observed from Figure 12, 53% of the respondents prefer to participate in 

exhibitions every year, while 24% prefer to participate once in two years. Those who 

prefer to participate in exhibitions twice or thrice a year together account for 24% of the 

sample population. Hence, one can conclude that, 

75% of the respondents say they would like to participate in at least one exhibition a 

year. 
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Table 4 Tabular representation for responses to Q.9.1 and Q.9.2 

Choices provided Q.9.1 Q.9.2 

Every 3 months 82.4% 70.6% 

Every month 17.6% 29.4% 

Every 2 weeks 0% 0% 

Every week 0% 0% 

 

 Questions- 

9.1. How frequently would you like workshops to be held? 

9.2. How frequently would you like networking events to be held? 

 

Table 4 provides a tabular representation of responses to Q.9.1 and Q.9.2. On the left-

most column are listed the choices provided as answers for the questions , and on the 

second and third columns, the percent of respondents that chose the particular option is 

listed. As can be seen, 82.4% of the respondents chose “Every three months” as an option 

for the preferred frequency of Educational Workshops, while 17.6% chose “Every month.” 

Nobody chose the frequency options “every week” or “every two weeks.” Since the 

question format only allowed four options that could be selected as answers, one cannot 

infer if the respondents would like a time gap of 3 months or maybe even four months. 

Since 17% of the respondents chose a time gap of 1 month, one could speculate that the 

preferred time gap is not much more than three months. Therefore, in conclusion, 

82.4% of the respondents prefer consecutive workshops to have a time gap of at least 

three months or a little more than that. 

 

As can be observed from Table 4, 70.6% of the respondents preferred a frequency of 

“every three months” for networking events, while 29.4% chose “every month.” Similar 

to question 9.1, it is not easy to infer if a time gap between networking events should be 

more than three months. Nevertheless, since 29% of the respondents prefer a time gap of 

1 month, one could speculate that very few people would prefer a more-than-3-month time 

gap. Therefore, one could conclude that, 
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A time gap of ~ three months should be a preferred frequency for Networking 

activities by most members. 

 

Question 10. For networking events and workshops, what is your preferred length of the 

event? 

 

Figure 13 Pie Chart representing responses to Q.10 

 

Question 10 of the questionnaire was meant to help understand the preferred length of 

educational workshops and networking activities that are occasionally held by Modus ry. 

Figure 13 presents the responses provided for Q.10 in the form of a visual pie chart. The 

respondents were provided with five choices to choose from a drop-down menu. 59% of 

the respondents chose a preferred length for activities as 2 hours. 29% showed a 

preference for a 3-hour activity, while 12% preferred 4-hour activities.  

Hence an average length of -2.5 hours for activities should suit the majority of the 

Modus members. 

 

Question 11. Do you require parking Space to attend events? 

 

Figure 14 Pie Chart representing responses to Q.11 



48 

 

 

Question 11 of the questionnaire was meant to help understand whether or not parking 

issues are a barrier for modus members when trying to attend events. People often do not 

participate in activities because they do not have parking spaces. Especially when the 

public transport frequencies do not match the individual’s timetable, or when the bus 

routes are simply too long, or when the person just prefers bus transport. The members 

had three choices to choose from, yes car parking or bicycle parking, or that parking was 

not a barrier for them. 

53% of the people chose that Parking was not a barrier for them when they intended to 

attend modus activities. 29% of the respondents needed car parking spaces, while 18% 

stated that they require bicycle parking. Therefore, 47% of the respondents found parking 

issues as a barrier to attending Modus workshops at Modus office, which is in Tampere 

city center. 

Hence, Parking issues might be one of the significant reasons Modus members cannot 

show better attendance in regular Modus activities. 

 

Question 12. Would you like more online events in the future? 

 

Figure 15 Responses to Q.12 of the Questionnaire 

 

It is notable that almost all the respondents who stated that parking was an issue for them 

also said that they would like more online events in the future. Hence, we can see that 

probably a subset of the respondents who have parking issues are not able to participate 

in the regular events and therefore are not benefitted from these activities at all. Moreover, 

Yes, would 

like more 

online events

65 %

No, wouldn't 

like more 

online events

35 %

MORE ONLINE EVENTS IN THE 

FUTURE?



49 

 

 

the respondents who would like more online events in the future are 65%, higher than the 

percentage of respondents having parking issues. It could be speculated that these 

respondents would prefer online events due to busy schedules and lack of time for 

traveling. On the other hand, 35% of the respondents stated that they wouldn’t like more 

online events in the future. Although smaller in number, it is not so that  one can simply 

ignore their needs over the majority. Hence, a combination of some online and some 

offline activities or a hybrid online plus offline event could be a possible solution.  

 

5.1.5 Observations for the Present State – based on results from the Questionnaire 

 

Responses to the questionnaire indicate: 

~ All primary Modus activities are liked by most of the members 

~ The key functions of a craft supporting non-profit organization while holding 

Exhibitions and Workshops are fulfilled. 

→Exhibitions, Workshops, and Networking through Modus are recommendable 

according to 88.2%, 94.1%, and 82.4% of the Questionnaire respondents. 

→Cause of low participation in regular activities: 

~ While Exhibitions do not have participation issues, participation in regular 

activities like workshops has a participation of 10-20% 

~ It appears that this is likely to be due to convenience issues → Parking problems, 

busy schedules, etc. 

~ 47% of the respondents required parking (car or bicycle), 65% said they would like 

more online events in the future. 

 

 

5.2 Questionnaire Results – For Future Development 

 

This section covers discussions related to discovering the future needs of Modus members. 

The future-related questions asked to Modus members are Q.2, Q.4, Q.6, and Q.13. These 

questions were open-ended and enabled longer written responses.  Questions 2, 3, and 4 

asked about the changes the members would like in the current Exhibitions, Workshops, 

and Networking activities (refer to Chapter 4). Question 13 was an open-ended question 



50 

 

 

asking the members what more they would like in the future.  Every response made to 

these questions is not included in the report to maintain privacy and because mentioning 

them was not seen as essential. They may be provided on request to relevant parties. Some 

of the responses to the questions are mentioned below (some responses are translated). 

 

Question 2. What changes in exhibitions would you like to see in the future? 

 

“The exhibition also includes an online exhibition ... more financial support is needed 

for video recording. But visibility would expand tremendously.” 

 

“Exhibitions at museums and also international connections.” 

 

“More marketing channels to promote the events” 

 

“I am pleased with the current situation.” 

 

 

Question 4. Which subjects or what changes would you like to propose for future 

workshops? 

 

“Place where always could be several artists to do workshops, all members do not have 

own workrooms to hold open workshops.” 

 

“Workshops held by modus members to share their expertise.” 

 

“The scholarship clinic was a good thing a few years ago. Such could be arranged 

again.” 

 

Question 6. What changes in the networking events would you like to see in the 

future? 

 

“It could be useful if the membership were introduced to, for example, public sector 

development/financing/cooperation services so that we could also network outside the 

association. You could also think of something in common with the Creativity & 

Business network.” 

 

“Networking with local business and authors.” 

 

“There could be more networking events.” 
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Question 13. What more would you like Modus to offer in the coming years? 

 

“International online exhibitions, visitors from various art / design / craft associations. 

The wool exhibition as an example.” 

 

“Modus collection" includes crafts from members. This collection could be offered for 

local stores, souvenir shops, museums, etc. The members could suggest the products for 

collection, or the jury could select the products from members' web pages, etc. Various 

collections with different themes could be done, for example, Christmas, summer sales, 

ceramics, textiles, etc. The aim is to support the business of the members.”  

 

“Photoshoots, online exhibitions.” 

 

An attempt was made to categorize the responses to the open-ended questions 2, 4, 6, and 

13. 62 out of 69 responses were categorized. Therefore ~90% of the responses were 

categorized into four categories (Table 5).  

 

Table 5 Number of written responses categorized 

 

Number of 

Categorized 

responses 

Number of 

Uncategorized 

responses 

Total number of 

responses 

Q.2 (Exhibitions) 14 3 17 

Q.4 (Workshops) 17 0 17 

Q.6 (Networking) 15 2 17 

Q.13 (What else?) 16 1 17 

Total number of 

written responses 
62 6 68 

 

Out of these categorized responses, the categories of responses observed in each question 

are mentioned in the following Table 6. 

 

It is observed that there are four major categories – responses suggesting no changes, 

responses that don’t have comments of relevance, and responses that indicate that most of 
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the relevant statements are about facilitating connectivity. The fourth category is about 

suggested topics which are mainly for workshops. The categorization can be seen in detail 

in Appendix 2. The categorization of the responses is presented in the following Table 6. 

 

Table 6 Response categories observed in each open-ended question 

 
No Changes 

are suggested 

No Relevant 

Comments 

Facilitate 

Connectivity 

Workshop 

Topic 

Suggestion 

Q.2 

(Exhibitions) 
6 2 6 0 

Q.4 

(Workshops) 
0 8 1 8 

Q.6 

(Networking) 
1 10 4 0 

Q.13 (What 

else?) 
3 2 11 0 

Total number of 

written 

responses 

10 22 22 8 

 

~32 percent of all the responses were connected to facilitating connectivity. 

~15 percent of all the responses suggested no changes be made.  

~32 percent of all the responses had no relevant comments and consisted of ”don’t know” 

or so as a response.  

~12 percent of the responses were about workshop agendas, mainly responses to question 

number 4 only. 

~9 percent of the responses were uncategorized. 

 

5.3 Comprehensiveness and Reliability of Questionnaire Insights 

 

The insights gathered from the questionnaire were related to two categories. One category 

(results discussed in section 5.1) was about the successfulness of current organizational 

operations and if any changes are required. The members were the closest stakeholders of 

the association, and their opinion on such things was considered sufficient to conclude 

section 5.1.  
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The second section was to collect suggestions for the direction of future development 

(results discussed in section 5.2).  This section gives very interesting insights about the 

likable future but is not seen as sufficient to make conclusions. This is because, firstly, 

the questionnaire gathers suggestions only from one point of view, that is, the members’ 

point of view. There is an absence of wholeness as the suggestions are not checked with 

other environmental factors outside the association, such as the market and market trends. 

Secondly, the suggestions gathered appear to be too specific for the purpose they are 

collected for. Because the author intends only to figure out a direction for development 

over the next few years, not the exact idea to be pursued. There may then be many 

alternatives to the same kind of development. Trying to group the individual suggestions 

(following a bottom-up approach), according to the author, is not the most ideal method. 

The suggestions were quite varied and could be categorized into few or many groups, 

leading to confusion. Such a method also did not ensure that all possible directions of 

development were explored. Moreover, only 26% of the association’s members responded 

to the questionnaire. These factors reduce the reliability of the responses.  

 

To overcome these limitations and ensure a wholesome approach, a second technique to 

narrow down on the direction of future development is adopted (we dive into it from the 

next chapter). The suggestions made by members are re-checked later in chapter 8 to 

ensure consistency and validity. 
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6 TRENDS AND UNCERTAINTIES ANALYSIS 

 

This chapter is a continuation of Chapter 3 and is not sequential with the previous chapter. 

After chapter 3, which includes initial background and perception analysis, chapters 4 and 

5 gather and interpret data through a questionnaire. In this chapter, however, we undertake 

a completely different approach which is carried out from chapter 6 to chapter 7. The 

insights from both these approaches are integrated into the final recommendation (in 

chapter 8), and both the approaches are complementary to each other. The current chapter, 

in particular, focuses on trends and uncertainties analysis  

 

6.1 Finnish Megatrends and Future Wheels 

 

This subchapter discusses the five ongoing Finnish Megatrends as well as Future Wheels 

in connection with each Megatrend. Trends are often described as a direction of change 

or development. Trends are often used for different purposes and through different tools. 

It is said that the future is already happening in the present. This is why trends can help 

develop possibilities for the future. The primary tool used in this chapter is from the 

domain of future studies, called Future Wheel.  

 

 

Figure 16 An Illustration of Future Wheel Structure – adapted from Glenn and Gordon 

(2009) 
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A Future Wheel is an illustrative map that tries to present a possible picture of the future . 

It was first proposed by  Glenn (2009) in 1971. The method was introduced during his 

studies at Antioch Graduate School of Education. It gradually spread through workshops 

as a tool for future-related curricula, particularly at the University of Massachusetts. After 

which, it was adopted by futurists and consultants. To date, several variations of the future 

map can also be found. In simple terms, a future wheel is a tool that aids in creating a 

possible picture of the future. The thesis work has used a modified version of the future 

wheel preparation method to achieve its purpose.  

 

In order to develop different future wheels, the list of Finnish Megatrends is taken from 

Sitra (Organization based in Helsinki, Finland), which publishes these megatrends every 

once in a while to help research work related to the future.  

 

 

Figure 17 Sitra's Megatrends 2020 (Dufva, 2020a) 

 

The five Megatrends listed for 2020 (Dufva, 2020a) are as follows: 

Megatrend #1 Ecological Reconstruction is a matter of Urgency 

Megatrend #2 The Population is Ageing and Diversifying 

Megatrend #3 Relational Power is Strengthening 

Megatrend #4 Technology is Becoming Embedded in Everything 

Megatrend #5 The Economy is Seeking Direction 
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The five identified megatrends are used to prepare five different Future Wheels. More 

than one variation of the map can be found; a future wheel variation may be chosen based 

on the purpose the future wheel tries to help achieve and based on the context in which it 

is applied.  

 

There can be many purposes for a future wheel. The goal of a future wheel in this report 

is to visually represent the possible events that could occur if a particular trend continues 

to be the dominant trend in the upcoming years. Therefore, the technique used to draw the 

wheel is by placing one of the Megatrends in the center, and then possible consequential 

events are listed around the Megatrend. The question answered is, “What will be the 

consequential events if this megatrend is dominant?”. To the set of events obtained, the 

question further asked is, “What will be the consequential events if the previous event 

happens?”.  

 

In this particular thesis work, the format of the future wheels is customized to achieve its 

purpose for the case study of the Modus Association. The mega-trends in Finland are 

placed in the center of the future wheel. The branches around the megatrend are the 

possible consequential events that could occur due to the interaction of this megatrend, 

specifically with the Finnish Craft Industry. Five wheels are constructed considering the 

five megatrends ongoing in Finland. 

6.1.1 Megatrend #1 Ecological reconstruction is a matter of urgency 

 

Megatrend #1 “Ecological reconstruction is a matter of urgency” in simple terms , revolves 

around Sustainability. The megatrend (MT) can be described as a director of many sub-

trends. This paragraph highlights the key subtrends described in more detail by Sitra’s 

foresight specialist Dufva (2020b). He notes that the direction of this MT includes the 

changing climate, global warming, and so on. Emphasis is made on the materials and their 

circulation, which is a concern for many industries as everyone needs and uses resources 

from planet earth. In Finland, where forests are a gem, the trend is taken quite seriously  

(Helsinki Times, 2022). The direction of this trend points towards the prioritization of 

tackling extreme weather and degradation of biodiversity in the future. Other concerning 

topics include soil degradation and the increasing quantities of waste which makes 

sustainable management of waste crucial.  
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Figure 18 Future Wheel - Megatrend 1 and Finnish Craft Industry 

 

The possible events that could occur if MT #1 were to influence the Craft industry are 

structured in Figure 18. The possible events may not be limited to this chart; the chart 

only helps generate the understanding of possibilities. Considering that the trend directs 

towards sustainability in materials and resources, there is a possibility that the craft 

industry may have to adopt these sustainability practices when dealing with craft raw 

materials and craft waste materials. Sustainability may find itself a place in craft themes, 

and new sustainable craft materials could arise. There could appear categories in 

handicraft consumers, those who prefer sustainable products and those who don’t.  

6.1.2 Megatrend #2 The population is Ageing and Diversifying 

 

Megatrend #2, “The population is Ageing and Diversifying,” in simple terms, is about the 

changing demographics in Finland. The MT’s general direction highlights the already 

ongoing changes in the population structure. This paragraph highlights the subtrends of 

MT 2, as mentioned by Dufva (2020c). It is possible that the increased life expectancy 

and declined birth rates could continue to be so (Yle News, 2021). Urbanization is taking 

place, and people inhabitation is concentrated in certain areas. Global migration may 

continue, and migration into Finland is a possible expected outcome. The increase in the 

aging population could bring about health challenges among a more significant percentage 

of the population. A stronger position for girls and women is expected if the trend 

continues. Trends about the attributes of the population suggest that there could be a 

decrease in creative thinking and concentration due to the amount of information 

available, which could lead to confusion.  
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Figure 19 Future Wheel - Megatrend 2 and Finnish Craft Industry 

 

The possible phenomenons that could occur if Megatrend #2 were to influence the Craft 

industry are structured in Figure 19. There are many ways the megatrend could influence 

the craft industry. The changing age groups could lead to changes in the requirements 

from the craft industry for the population. For example, handicrafts could find their place 

as a well-being activity for the elderly and as a means of psychological recovery from 

work for the working population. The interest of the new population and the size of 

different categories in the population would affect the handcrafting industry 

tremendously. The other change in the population is the increase in diversity. The term 

diversity does not indicate only the different interests of the population but also the fact 

that migration into Finland could impact the handcrafting industry. The industry is made 

by the people, and the people are its market. Sustainable integration of the diverse 

population could result in a very stable diversity, inclusive handicraft culture, and market. 

Handcrafting is already a popular hobby among the Finnish people (refer to subchapter 

6.2.2.4), which is a favorable situation. The handcrafting industry's sustenance and 

sustainability could need monitoring in the coming years. Considering changing 

demographics in marketing activities is perhaps inevitable if the trend continues. 
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6.1.3 Megatrend #3 Relational Power is Strengthening 

 

Megatrend #3, “Relational Power is Strengthening,” in simple terms, is directed towards 

increasing the influence of Networking and Connectivity. The subtrends under MT 3, as 

mentioned by Dufva (2020d), are highlighted in this paragraph. One of them is the shift 

from a multi-polar to a poly-nodal world, meaning, instead of individual power, 

interaction and connectivity are driving the system. Changes can be seen in politics and 

businesses. In the world, the driving power held by the United States is reducing, though 

many companies will continue to prosper. Meanwhile, countries like China may have a 

significant role. The rise of new movements (in other words, protests) is also a noticeable 

sub-trend for which social media platforms significantly aid connectivity. The spread of 

false information is increasing as media platforms cannot ensure the authenticity of the 

data. Intentional or not, the propagation of incorrect information creates confusion. For 

tackling MT #3, it is seen that connectivity and networking may be essential to combat 

and create a sustainable future. 

 

 

Figure 20 Future Wheel - Megatrend 3 and Finnish Craft Industry 

 

The possible events that could occur if Megatrend #3 influenced the Craft industry are 

structured in Figure 20. For MT #3, it is challenging to find consequential impacts on the 

Finnish craft industry for each and every subtrend. For example, finding the connection 

between the rise of protests through social media and the Finnish craft industry is not 
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easy. Therefore, we focus only on those subtrends that could impact the craft industry 

without falling for diversion. One of the possible events that can be imagined if megatrend 

3 dominates is that there could be a need for sources of trustable information and its 

transfer amid confusing situations, for example, sources of industry news, trends, and 

market data. In the craft industry mainly, collaboration and networking might play an 

important role. Collaborations significantly aid sales locally as well as internationally. 

Collaboration between organizations for mutual benefits could help an organization 

achieve a better position in the craft network. The need for platforms to assist connectivity 

could rise; there could be a requirement for platforms that enable connectivity between 

crafters, suppliers, craft organizations, craft hobbyists, and the general community. 

6.1.4 Megatrend #4 Technology is becoming embedded in everything 

 

Megatrend #4 is about Technology. It is observable that today’s world is a “Tech” world 

where technology is embedded into daily activities, and there is no escaping it. While this 

trend is not new, the pace at which new technology is created and adopted is faster than 

ever. This paragraph highlights the subtrends under MT 4, as Dufva (2020e) mentions. 

One of the sub-trends here is that methods of operations have more and more technology 

in them. There is automation in processes and virtuality in communications. AI has found 

its place in voice-commanded devices, photography, self-driving cars, etc. Health 

technologies are seeing improvements with more intelligent health monitoring systems. 

Renewable energy trends are also significant under this MT. All mentioned sub-trends 

also point towards the need for training for fast-evolving technologies. Companies and 

organizations need to regularly update and adopt modern technologies to stay competitive 

in the progressive markets.  
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Figure 21 Future Wheel - Megatrend 4 and Finnish Craft Industry 

 

In Figure 21, possible events that could occur if MT #4 were to influence the Finnish Craft 

industry are structured. Among the possibilities is that everything in the craft industry 

goes online like in the other industries. For example, there could be online exhibitions, 

workshops, sales, meetings, newspapers, etc. Usage of technology that supports 

handcrafting or handcrafting businesses could be beneficial. There could be a need for 

training in technology in the future as technologies that could help the handicraft business 

may need teaching. Another possibility is that, in a tech-oriented world, working with 

hands might catch up more as a hobby. As do-it-yourself get common as a relaxation 

method, it could increase sales of craft raw material supplies. The handmaking industry 

does not support the subtrends of automated operation methods in production. Automation 

could find its place, though, in other basic operational processes that are unrelated to 

production.  
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6.1.5 Megatrend #5 The economy is seeking direction 

 

Megatrend #5 is about the economic changes. This paragraph mentions the highlights of 

subtrends briefed by Sitra’s foresight specialist Dufva (2020f) for MT 5.  One of them is 

the rising concentration of wealth in the hands of a smaller population. The shift of 

economic growth from the west is also stated, which means that the growth rate in western 

countries could lower and be replaced by other statistical indicators such as well-being. 

Changes in the work structure are emphasized, which means that organizational structures 

and relationships are changing, which in turn affects the economic direction of flow. The 

significance of a circular economy could continue to grow. While circular economy is 

often referred to as the reduction of waste, the greater importance is also on the direction 

of the flow of financial values. Therefore, adopting circular economic models, such as 

reuse, sharing, leasing, repair, etc., drives this trend. The trend can influence the day-to-

day economics of individuals and businesses.  

 

 

Figure 22 Future Wheel - Megatrend 5 and Finnish Craft Industry 

 

In Figure 22, possible events if Megatrend #5 were to influence the Finnish Craft Industry 

are structured. While the interacting features are not very vast, economics plays a vital 

role in orienting businesses and business structures. The possible sub-trends that may 

affect the craft industry are the changing work structures, economic models , and circular 

economy. There is potential for changes in the financial systems, handicraft business 

structures, employer-employee relationships. Craft raw materials and products may need 

to consider these changes and adopt long-term models wherein waste is reduced, reused, 

and recycled. 
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6.2 Other Uncertainties in the Finnish Craft Industry?  

 

 

Figure 23 Trends/Uncertainties Influencing Finnish Craft Industry and Modus Future 

Plans 

 

The future wheels in the previous subchapter help develop possible visions of the future; 

however, the future wheels only give a partial picture. This is because they have been 

developed by considering only the megatrends in Finland. It does not give a complete 

picture of all the possibilities that could influence the craft industry.  It was understood 

that it is also essential to check the other things that influence the craft industry. Two 

factors/ trends/ uncertainties that influence the craft industry more closely are identified, 

namely, the Covid-19 pandemic and the craft market growth. These are elaborated in the 

following subchapters. 

 

6.2.1 Covid-19 

 

The covid-19 pandemic has had a drastic impact on the handicraft industry in Finland. 

The effects of Covid-19 on everyday life and work have been witnessed in the years 2020 
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and continue to date. In this section, the Covid-19 pandemic, the type of impact it has on 

the craft industry, and future possibilities are discussed.  

 

6.2.1.1 What is COVID-19? 

 

Covid-19 is a term used to describe the spread of coronavirus 2 (SARS -CoV-2), a 

contagious disease (Velavan and Meyer, 2020). The pandemic continues to date, which is 

already two years since the discovery. First detected in 2019, the pandemic spread rapidly 

and led to nationwide lockdowns. The pandemic itself has a recovery rate of 98% 

(“COVID-19 Coronavirus Pandemic”, 2021) which makes the nationwide lockdowns are 

debatable (Gros, 2020). The lockdowns, however, served the purpose of keeping the surge 

in medical facilities under control. An unfortunate side effect was that multiple lockdowns 

over the last two years led to bans on international travel, closure of public places, home 

isolation, and more. The impacts of covid-19 are elaborated in the following. 

 

6.2.1.2 Covid-19 General Impacts 

 

Covid-19 had an enormous impact on everyday life and businesses in 2020 and 2021. The 

primary reason for this is nationwide lockdowns that governments implemented to control 

the pandemic. The worldwide lockdowns led to bans on international traveling and the 

shutdown of local transport systems. Recommendations for work-from-home, quarantine, 

distance learning were taken seriously. People remained under home quarantine for many 

months. The reduction in traveling has primarily impacted the transport industry and the 

oil industry for the last two years. Businesses went online rapidly; online sales platforms, 

pick-up from the store, and home delivery options for customers developed. Lockdowns 

and prolonged isolation from other people had a severe impact on the psychological well-

being of individuals (Xiong et al., 2020; Singh and Singh, 2020; Sher, 2020). Unaccounted 

depression escalated during the pandemic. The pandemic also had significant economic 

impacts. An overall supply and demand shock in global markets is observed (Baldwin et 

al., 2020).  
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6.2.1.3 Covid-19 Impacts on the Finnish Craft Industry  

 

In Finland, the pandemic negatively affected craft businesses. According to a survey 

conducted in March 2021, 62% reported a decline in turnover over the last six months 

(Hyytiäinen, 2021). Sales had fallen most clearly among craftsmen whose turnover 

consisted mainly of markets and sales. As a rule, the turnover of these companies is small. 

Of the entrepreneurs operating mainly in the brick-and-mortar shops, 59% of the 

respondents reported a decrease in turnover—sales made by craft businesses drastically 

reduced compared to the previous non-pandemic year. Hyytiäinen (2021) mentions that, 

like for many other businesses, the reason for this is the repeated lockdowns and social 

distancing restrictions that were implemented in Finland. Many businesses generally 

achieve sales through offline exhibitions, offline shops, and fairs. Since these exhibitions 

and fairs could not be held, handcrafters were cut off from connections with craft 

consumers except through online means, which were not well developed. Many craft 

entrepreneurs have also had to rethink their distribution channels and where to meet 

customers after the cancellation of traditional events and fairs (Hyytiäinen, 2021).  

Handcrafters were also isolated from each other and generally from the social 

communities. It is, therefore, assumable that the well-being of handcrafters was also 

affected. 

 

 

Figure 24 Impacts of COVID-19 Pandemic 
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6.2.1.4 Future Possibilities regarding the Pandemic 

 

The key observations for future possibilities regarding the pandemic are as follows:  

• COVID-19 situation primarily affects operations that depend on physical 

interaction and traveling.  

•  This has boosted the adoption of online/no-contact alternatives. 

• The post-pandemic situation can hold three possibilities →  

1. Adoption of all online/no-contact alternatives recedes after the pandemic 

recedes. 

2. Adoption of online/no-contact alternatives is permanent. 

3. Partial adoption of no-contact alternatives remains 

 

 

Figure 25 Covid-19 - Future Possibilities for Craft Industry 

 

In Figure 25, a visual representation of the future possibilities for the craft industry is 

structured. The pandemic situation in scientific research is described more as a situation 

of external shock and not as a trend or even uncertainty. This also implies that the situation 

is temporary, possibly until a majority of the people build natural immunity with or 

without vaccinations. Most flu-related (viral) pandemics throughout history have lasted 

for roughly two years (CDC and NCIRD, 2018; World Health Organization, 2021; Piret 

and Boivin, 2021), after which operations slowly get back to normal. It is therefore evident 
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that the covid-19 pandemic is not a permanent condition. When the pandemic recedes, the 

impacts of the pandemic are more likely to decline or perhaps partially sustain.  

 

Though unlikely, if the pandemic continues for a very long period (much more than two 

years), unlike other viral pandemics in history, the only solution would be to make 

changes so that covid-19 negative impacts are minimized. According to the author, there 

may be a need to build alternative digital infrastructure for the Finnish craft industry so 

that lockdowns do not affect craft businesses. This may include platforms for online sales, 

networking platforms, digital engagement methods, etc. Distance-learning workshops 

would need to be adopted as contact workshops would not be possible in case of covid 

restrictions.  

 

6.2.2 Finnish Craft Market 

 

It is expected that, when talking about an industry, the market plays a vital role. The 

Finnish Craft Market plays a vital role in determining the industry's future. Data about the 

handicraft market in Finland is majorly available through surveys conducted by the 

organization Taito. Some critical aspects of the craft market are mentioned in the 

following subchapters. 

 

6.2.2.1 Revenue 

 

Craft industry statistics are mainly published through surveys commissioned by 

Taitoliitto(Taitoliitto, 2022). Highlights of the 2019 survey for handicraft entrepreneurs, 

as stated by Lith (2019), are stated in this paragraph. 44% of the respondents said they 

had an increase in turnover from the previous year. Only 23% had a decrease in turnover. 

46% were optimistic about the future of craft businesses, while 10% were not optimistic 

about it. Of the handicraft companies that responded to the 2019 survey commissioned by 

Taito, 8% were strongly growth-oriented, and, if possible, 45% were growing. There are 

relatively as many high-growth companies in the handicraft sector as the average for the 

entire business community in Finland. The most important means of growth were 
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increasing sales and marketing, expanding the product range and product development, 

and expanding the market area. 

 

This paragraph highlights points from the report on business conditions in 2017 (Lith, 

2017). Forty-four percent of the companies that participated in the surveys reported that 

their turnover had increased from the corresponding period of the previous year.  In 

contrast, 21 percent reported a decrease in net sales. Until a couple of years ago, the 

majority reported a decline in revenue. Lith (2017; 2016) notes that profitability increased 

by 37 percent and declined by 21 percent; therefore, an increase in profitability was 16%. 

However, the overall turnover of the craft industry remained the same at ~1.2 billion 

euros. According to Lith (2017; 2016), the actual development was because production 

rose more slowly than net sales since the previous year. Only in 2020, there was a sudden 

drop in the industry due to the pandemic. (Discussed previously in subchapter 6.2.1.3) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 26 Finnish Craft Market Illustrations – data retrieved from Lith (2017) 
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6.2.2.2 Aims for Internationalization 

 

According to Lith's (2019) survey, interest in foreign operations has been growing. A 

quarter of entrepreneurs invest heavily or to some extent in internationalization, but only 

a few of the companies that participated in the 2019 survey had established international 

operations. In addition, six percent said they would like to go international, but the issue 

was often limited by financial resources, language skills, and the difficulty of finding the 

proper marketing channels or sales networks for foreign markets. Most craft enterprises 

are so small – with one or a few employees that it is difficult to obtain assistance or 

financing for internationalization. 

 

6.2.2.3 The small size of the craft business 

 

A notable characteristic of craft businesses is that they are small. 75% of the companies 

employ less than two people in terms of annual employment(Lith, 2019). It is estimated 

that 13000 people were employed through the craft sector in 2019. There are a significant 

number of part-time entrepreneurs in the industry. Only 55% of the entrepreneurs were 

full-time entrepreneurs. The small size of these businesses creates limitations for the 

business. Working as a sole employee of the business does not come with the power that 

large businesses hold. Moreover, there are limitations on how much time a single 

employee can spend on handcrafting and other business activities such as marketing, 

networking, etc. The amount of budget for them is also smaller compared to large firms.  

 

The craft sector is characterized by a large number of part-time employees and part-time 

entrepreneurs. Only 55% of the respondents to the 2019 entrepreneurial surveys were full -

time entrepreneurs (Lith, 2019). It is typical of the handicraft industry that business 

activities are carried out in addition to teaching, as a student or as a pensioner. One in ten 

stated that entrepreneurship is not even a side activity but a hobby.  
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6.2.2.4 Craft as a Popular Hobby 

 

A survey commissioned and released by Taito (Finnish Organization focused on Craft 

Industry) in 2018 provides data about the craft hobbyists in Finland (Taitoliitto, 2018a). 

The survey respondents consisted of 1447 craft enthusiasts and an online panelist group 

of 569 people which wasn’t “only craft hobbyists.” The group of online panelists 

contained an ideal ratio of the Finnish population. The group of craft hobbyists, however, 

contained only primarily women. Therefore, the craft hobbyists’ responses correspond 

only to the female portion of craft hobbyists. Another survey conducted for the Master's 

thesis (Nykänen, 2014) shows partially similar questions and results about craft hobbyists.  

 

Some observations of Taito’s survey have been made by newspaper articles (Ruuska, 

2017; Taitoliitto, 2018b). The author of the thesis makes the following observations that 

may be relevant to the report. 1/3 of Finns participate in Craft activities at least a few 

times a week, whereas ~65% of the craft enthusiasts say they do so daily.  Significant 

reasons for doing craftwork, for both panelists and craft enthusiasts, are – Relaxation and 

Therapy, Lifestyle, Creativity, and Self-realization. Responses from the nationwide panel 

suggest that the most usual craft activities are decorating/tuning home items, 

woodworking, sewing, and knitting or crocheting. The highest craft-related expenditure 

for both online panel and craft hobbyists (On average, ~349 and ~92 Euro/ year , 

respectively) was for craft raw materials and tools. 18% of all Finns follow craft channels 

on social media (like Facebook, Pinterest, etc.) at least once a week, and 4% do so daily.  
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7 OPTIONS: GENERATION AND ANALYSIS 

 

After the previous chapter, which deals with trends and uncertainties, we arrive at the 

strategic issues of generating and analyzing options. In the context of this report, Options 

mean the possible strategic choices that the organization can make. In simple terms, they 

are the answers to the question ‘What can we do?’. The following subchapters, 7.1 and 

7.2, deal with options generation and analysis. 

 

7.1 Generating Options 

 

Generating Options in the context of this report means the step in the future mapping 

process where options or strategic choices are identified and enlisted. There is no standard 

for how these options may be generated (Ruijter, 2014). In some cases, already existing 

options only need to be re-enlisted. Options may be newly identified after observing the 

Trends and Scenarios. Particularly when future mapping, trends, and scenarios may help 

identify options that have futuristic purposes. It is always a good practice to ensure that 

all possible options have been included in the list, thus covering all the possible strategic 

choices the organization could make. There is no way to check this theoretically but rely 

on an individual’s scrutiny.  

 

In Figure 27, the possible options that can be chosen from in the case of Modus association 

are enlisted. The options have been generated by asking the question ‘How to support the 

future craftsman?’. This question is, of course, asked from the association’s point of view, 

and the options are of the scale an organization can undertake. Future wheels that have 

been prepared in subchapter 6.1 have aided the process of options generation.  
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Figure 27 How to Support the Future Craftsman? – Generating Options 
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One must note that options are not trend-themed, but trend analysis only aids idea 

generation. Options instead are more about the goals and purposes of the organization and 

how the organization can accomplish them. For example, offering training for 

handcrafting professionals is an option. Technology getting embedded in everything is a 

trend. And offering technology training to handicraft professionals incorporates the trend 

into the option. Once selected, it is possible that the chosen option may or may not change 

for years while the trends keep changing.  An attempt has been made to include all the 

possible options. 

 

The researcher notes that there are two stands the organization could take (Figure 27), one 

to help sustain the industry and the other to help the industry grow. In the present case, 

options have been generated considering both possibilities: to help sustain the industry 

and to help grow the industry. The handcrafting sector’s revenue has been relatively stable 

over the years (refer to subchapter 6.2.2.1) except for the recent pandemic times (refer to 

subchapter 6.2.1.3). The approach to help sustain an industry would be required if the 

industry was steadily declining. But for a stable or growing industry, it makes sense to 

help in boosting the industry. The pandemic is not a steady decline but an external shock 

situation for the industry. It is more likely that the industry will return to normal 

functioning after the pandemic (subchapter 6.2.1.4).  

 

From a farsighted perspective, it is advisable to support the industry's growth rather than 

sustenance in the coming years. Therefore, the options to support the industry’s growth 

are taken ahead for further analysis. The identified options are numbered and enlisted in 

Table 7.  

 

Table 7 Possible Options for the case of Modus Association 

1 Provide Entrepreneur Funding to increase Craft Variety 

2 Build Infrastructure: Create Physical Space for Craftsmen 

3 Build Infrastructure: Create Digital Space for Craftsmen 

4 Provide Technology-related Training that supports Handcrafting 

5 Offer Collective Marketing for the Handcrafters for Awareness 

6 Focus on Integrating with the International 

7 Work for accessible, affordable, and sustainable Craft Raw Material Suppliers 
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8 Publish fact-based Craft Newsletters 

9 Build alternatives to Craftsmen-Consumer Connectivity 

(other than exhibitions and fairs - which fail in a pandemic situation) 

10 Act as Advisory Services for Small-scale Entrepreneurs 

(Offer advice about craft suppliers, taxation, funding, international customs)  

 

 

7.2 Options Analysis 

 

Options Analysis in the context of this report means the step in the future mapping process 

wherein the list of possible options that can be chosen from is analyzed. The goal of the 

step is to help bring clarity, which will help select, eliminate, or prioritize an option.  

 

According to Ruijter (2014), the method to analyze the options is by checking how future-

proof the option is? This is done in subchapter 7.2.1. This, however, according to the 

author, was not enough basis for prioritizing or selecting an option because there may be 

more than one future-proof option. Then one does not know how to proceed after that. 

The other reason is that checking if an option is future-proof uses trends as its basis, and 

trends are temporary. The longer in the future we think of, the more is the uncertainty of 

the trend. Therefore, this method of checking how future-proof an option is cannot be 

applied for very long-term strategy options. One should, therefore, always use more than 

one method to analyze options. The methods used for analyzing options, other than 

checking if it is future-proof, need not be standard. They can be chosen based on the 

purpose that needs to be achieved. For the case of Modus ry, a non-profit association, 

three more methods have been used to assess the options. These are elaborated in 

subchapters 7.2.2 and 7.2.3. 

 

7.2.1 Is the Option Future-proof? 

 

The technique used to check if an option is future-proof or not mainly uses the ongoing 

trends (Ruijter, 2014). Hence it is imperative to identify and observe the trends 

beforehand. The five trends and future wheels discussed in the previous chapter 6.1 have 
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been used to analyze the options. Each option is checked against each trend to see if the 

option is in line with the trend or not. A trend is something out of control for the 

organization. A trend can significantly influence the regular life of people and the 

operations of an organization. It is understood that an organization only needs to adapt to 

changing trends and should not operate against them.  

The more trends an option is in line with, the better is the option. It is a more future-proof 

option. Such options are always to be selected and prioritized compared to less future-

proof options. The technique can also be applied to check if the already existing strategies 

are future-proof. A strategic move that is not very future-proof needs to be postponed for 

later.  

 

The options for the case of Modus association, which are enlisted previously in Table 7, 

have been analyzed to check if they are future-proof. This is visualized in the following 

Table 8.  

The questions that have been asked for each option against every trend are: 

~ Is the option in line with the trend? 

~ Can the option incorporate this trend? 

If the answer to either of the above questions is “yes,” the option is marked with a “✓”. 

When doing this analysis, it is essential to note that a trend is not the goal of an 

organization, but the option is what is a possible valuable direction for the organization. 

By this, the author means to say that if the option were to procure materials for 

handcrafting, then to procure sustainable materials would be incorporating the trend of 

sustainability. While the trends keep changing, the goal of procuring materials is constant 

in this case.  

 

To elaborate, let's take option 1, to provide entrepreneur funding to increase craft variety. 

For this option, MT 1 can be incorporated as it is possible to fund sustainability -oriented 

new businesses. MT2 can be incorporated because diversifying and aging populations 

changes markets, and newer companies would need financial support.  Funding 

entrepreneurs can allow MT 3 to integrate into the handcrafting industry, as smaller 

businesses will rise and create a network instead of a few major players dominating the 

industry. It is possible to fund new handcrafting technologies, thereby incorporating MT 

4. In the case of MT 5, if newer financial models, payment systems, or currencies arise, 

they will inevitably be incorporated into all business forms. 
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Table 8 Options Analysis: Megatrends vs. Options - Is the Option Future-proof? 

 

Legend for Table 8 

MT 1 Ecological reconstruction is a matter of urgency 

MT 2 The population is aging and becoming increasingly diverse 

MT 3 Relational power is strengthening 

MT 4 Technology is becoming embedded in everything 

MT 5 The economy is seeking direction 

✓ The Option is inline or can incorporate the trend 

 

Option 

Number 

Option Description MT 

1 

MT 

2 

MT 

3 

MT 

4 

MT 

5 

Total Score 

1 Provide Entrepreneur 

Funding to increase 

Craft Variety 

✓ ✓ ✓ ✓ ✓ ✓✓✓✓✓ 5 

2 Build Infrastructure: 

Create Physical Space 

for Craftsmen 

 
✓ 

  
✓ ✓✓ 2 

3 Build Infrastructure: 

Create Digital Space 

for Craftsmen 

✓ ✓ ✓ ✓ ✓ ✓✓✓✓✓ 5 

4 Provide Technology-

related Training that 

supports Handcrafting 

✓ ✓ ✓ 
 

✓ ✓✓✓✓ 4 

5 Offer Collective 

Marketing for the 

Handcrafters for 

Awareness 

✓ ✓ ✓ ✓ ✓ ✓✓✓✓✓ 5 

6 Help connect with the 

International inside 

and outside Finland 

 
✓ ✓ ✓ ✓ ✓✓✓✓ 4 
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7 Work for accessible, 

affordable, and 

sustainable Craft Raw 

Material Suppliers 

✓ ✓ 
 

✓ ✓ ✓✓✓✓ 4 

8 Publish fact-based 

Craft Newsletters 

 
✓ ✓ 

 
✓ ✓✓✓ 3 

9 Build alternatives to 

Craftsmen-Consumer 

Connectivity 

(other than exhibitions 

and fairs - which fail in 

a pandemic situation) 

 
✓ ✓ 

 
✓ ✓✓✓ 3 

10 Act as Advisory 

Services for Small-

scale Entrepreneurs 

(Offer advice about 

craft suppliers, 

taxation, funding, 

international customs) 

 
✓ ✓ ✓ 

 
✓✓✓ 3 

 

 

The author of the thesis has done the analysis, which is later checked by Modus association 

representatives. It is observed that, from the list of options, option numbers 1, 3, 4, 5, 6, 

and 7 score high in Table 8. This means that these options are more future-proof compared 

to others. However, it does not mean that the other options are not important. They are 

only more future-proof, or they can relatively incorporate the trend better. 

 

Analyzing options through trends is an excellent way to check if an option is future-proof. 

At the same time, analyzing only through trends is not enough, and it is also not a complete 

or holistic analysis method since trends are only short-term. It is impossible to identify 

which trends will stay and which will disappear. According to the author of this report, if 

an option seems to hold any value, it should only be postponed and not wholly discarded. 

Other kinds of options analysis should also be made in addition to the trend analysis. In 
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the case of the Modus association, since there are many future-proof options available, 

more analysis of the options is anyway required to help prioritize. 

 

7.2.2 Potential for Impact and Ease of Implementation? 

 

When it comes to the strategies of non-profit organizations, the impact factor is often 

ignored. Because non-profit organizations have various definitions, many organizations 

exclude systematic strategy making, and then measuring the impact is forgotten. 

Measuring impact is not an easy task. Firstly, one has to define impact. The impact is 

different for each type of organization. Only then there arises the question of measuring 

the impact. According to the author, ideally, the impact caused by an organization should 

be measured by benchmarking a condition or situation in time. When in the stage of 

strategizing, however, how can we try to prioritize using impact as a goal? The term 

‘impact potential’ could possibly be introduced, which tries to aid in strategizing. After 

all, isn’t a profit-making organization always talking about profit potential? However, the 

challenge that arises is that profit potential is easy to describe using numbers. This is not 

the case with a concept of impact potential. Each non-profit organization will have to 

identify its own most relevant method of measuring impact potential. 

 

The market size of the industry has a direct connection to the growth of an industry. An 

increase in the number of people employed by the industry leads to market growth. An 

increase in the number of consumers in that industry also indicates the growth of the 

market. Increases in turnover of an organization indicate market growth. The increase in 

the number of people engaged in an industry and an increase in the revenue of the industry 

are favorable signs and are indications of a growing market. Modus association’s mission 

is aimed at supporting the handcrafting industry in Finland. Therefore, measuring impact 

potential should ideally be connected to measuring the potential for market growth 

through each strategic option. Such a task isn’t easy. A substitute to the idea is by using 

geographical methods. Geographical expansion of a market not only increases the number 

of people engaged but also increases revenue. Measuring impact potential geographically 

is seen as a practical method for the case at hand. Each option has been assessed to check 

if it has the potential to create regional impact, national impact, or international impact. 

The analysis is carried out in Table 9. 
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Ease of Implementation is a well-known factor used to distinguish options when 

strategizing. The method of weighing ease of implementation is commonly used by 

organizations to prioritize an action plan. It is understood that an option with a high 

potential for impact and which is easy to implement can be prioritized over other options. 

Therefore, classifying based on ease of implementation for each option is also carried out 

along with the potential for the impact, which is also tabularized in Table 9. 

 

Table 9 Options Analysis: Potential for Impact? 

 

Legend for Table 9 

Potential for Impact Ease of Implementation 

✓ Regional Impact Potential  Not Easy to Implement 

✓✓ National Impact Potential ✓ Easy to Implement 

✓✓✓ International Impact Potential ✓✓ Easier to Implement 

 

Option 

Number 
Option Description 

Ease of 

Implementation 

for Modus 

Potential 

for 

Impact 

Total Score 

1 

Provide Entrepreneur 

Funding to increase Craft 

Variety 

✓✓ ✓✓ ✓✓✓✓ 4 

2 

Build Infrastructure: 

Create Physical Space 

for Craftsmen 

✓ ✓ ✓✓ 2 

3 

Build Infrastructure: 

Create Digital Space for 

Craftsmen 

✓✓ ✓✓✓ ✓✓✓✓✓ 5 

4 

Provide Technology-

related Training that 

supports Handcrafting 

✓✓ ✓✓ ✓✓✓✓ 4 

5 
Offer Collective 

Marketing for the 
✓✓ ✓✓✓ ✓✓✓✓✓ 5 
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Handcrafters for 

Awareness 

6 

Help connect with the 

International inside and 

outside Finland 

✓ ✓✓✓ ✓✓✓✓ 4 

7 

Work for accessible and 

affordable Craft Raw  

Material Suppliers 

✓ ✓ 1 

8 
Publish fact-based Craft 

Newsletters 
✓ ✓✓ ✓✓✓ 3 

9 

Build alternatives to 

Craftsmen-Consumer 

Connectivity 

(other than exhibitions 

and fairs - which fail in a 

pandemic situation) 

✓ ✓ ✓✓ 2 

10 

Act as Advisory Services 

for Small-scale 

Entrepreneurs 

(Offer advice about craft 

suppliers, taxation, 

funding, international 

customs) 

✓ ✓ ✓✓ 2 

 

 

It is observed that, from the list of options, option numbers 3, 5, and 6 score high when 

analyzing for impact potential. This means that these options have the potential to 

contribute towards the geographical expansion of activities and markets. Option numbers 

1, 3, 4, and 5 are marked as easier to implement. The options are marked by the researcher 

using logical reasoning; information from the association’s representatives aided the 

analysis process. For example, option 7 is marked as not easy to implement because the 

organization may not find it easy to influence things like supply chains and logistics. On 

the other hand, option 3 is marked as easier to implement because the organization has 

already attempted this option in the past and has a lead in the subject area. The analysis 
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is later checked by modus representatives, only after which the author moves toward the 

next step in the process. Overall, the analysis results suggest that options 1, 3, 4, 5, and 6 

are more attractive sets of options. 

 

7.2.3 Other Reasonings 

 

Other than analysis methods to help prioritize an option, there can also be other reasons 

to prioritize an option. These reasons might not get covered in the tabular analysis formats. 

Those options which scored high in previous analysis tables have been taken in this 

section for further observation. These options are option numbers 1, 3, 5, and 6. Other 

reasons why these options should be prioritized are stated.  

 

The purpose of these reasons is to form of argument as to why the particular option should 

be prioritized. They aim to answer the question – why this particular option should be 

prioritized? The reasons have been gathered from previously conducted environmental 

analysis, uncertainty analysis, trend analysis sections, information obtained through the 

organization’s representatives, and from common sense. 

 

Option no 1- Provide Entrepreneur Funding to increase Craft Variety 

1. Applies to Craft Market’s Growth as well as Sustenance. (refer to Figure 27) 

2. Encourages variety among crafts, could prevent the rise of high competition in a 

specific field. 

3. Provides basic boost/encouragement for Craft Entrepreneurship.  

4. Could increase employment generated through the Craft sector. 

 

Option no 3- Build Infrastructure: Create Digital Space for Craftsmen 

1. To date, Exhibitions and fairs are the only platforms through which the majority 

Craftsmen can reach non-craft people (refer to subchapter 6.2.1.3). 

2. A digital space is cost-effective and can be kept active throughout the year.  

3. All industries today have some form of digital presence. Building (digital) 

infrastructure is the first chronological step before any kind of (digital) growth.  

4. It is possible to easily expand the size of digital infrastructure (as compared to 

physical space). 
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5. Small businesses cannot afford to invest in creating digital infrastructure (refer to 

subchapter 6.2.2.3). 

Option 3 is recommended as a medium-term plan and not a short-term plan. It may take 

anywhere about 3-4 years to establish a proper structure or to conclude any results. 

 

Option no 5- Offer Collective Marketing for the Handcrafters for Awareness 

1. Applies to Craft Market’s Growth as well as Sustenance. (refer to Figure 27) 

2. Helps crafters collectively reach more people. 

3. Small businesses cannot individually afford large-scale marketing. 

4. Is in line with the trends of Networking/Connectivity (refer to Figure 20). 

 

Option no 6 – Help connect with the International inside and outside Finland 

1. Internationalization of craft businesses increases revenue for Craft enterprises.  

2. It is not easy for small businesses to internationalize by themselves (refer to 

subchapter 6.2.2.2). Collaborative Internationalization through another 

organization (Modus) can help. 

3. Changes in local Demographics (refer to Figure 19) make it necessary to monitor 

for a “sustainable” international integration inside Finland.  Other methods to 

associate with the international may be through tourists. 

4. The option is significantly in line with the trends of Networking/Connectivity 

(refer to Figure 20). 
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8 FINAL RECOMMENDATION 

 

The final recommendation consists of two parts for the case at hand. These include 

recommendations for present state re-development and recommendations for future 

development. The present state modifications are not many because most of the current 

activities are favorable, according to association members’ responses from the survey. 

Emphasis is more on future development, which is recommended. The operational success 

of the current activities enables further development. The development is also a need of 

the craft market.  

 

8.1 Map 1: For Organizational Re-Development 

 

The map for present state organizational re-development is illustrated in Figure 28. The 

grounds for the map are mainly found in the subchapter 5.1. 

 

Strategic Actions are subject to change based on the environment.  

Actions may not be limited to those mentioned; the general direction is to be emphasized. 

Figure 28 Map 1: For Organizational Re-Development 

8.2 Narrowing down options for Future Development 
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Different methods have been used to analyze the options. This is to ensure that multiple 

points of view have been looked at. From the three analysis subchapters, 7.2.1, 7.2.2, and 

7.2.3, a few options are seen as better than the other. These options are option numbers 1, 

3, 4, 5, and 6. As we try to define the direction for future development, choosing either of 

these options is viable. In order to make the options selection narrower, the reasoning is 

provided in the following Table 10.  

 

Table 10 Recommendation for Future Development 

Option 

no 
Option Description Action Reasoning 

1 
Provide Entrepreneur Funding to 

increase Craft Variety 
Postpone 

Can be undertaken later if other 

options are prioritized 

3 
Build Infrastructure: Create 

Digital Space for Craftsmen 
Prioritize 

Is the best option if impact 

making is prioritized. Many other 

options can be implemented with 

infrastructure in place 

4 

Provide Technology-related 

Training that supports 

Handcrafting 

Resume 
Is already implemented as a part 

of workshops 

5 
Offer Collective Marketing for 

the Handcrafters for Awareness 
Prioritize 

Is required considering changes 

in the market and to support 

option 3 

6 

Help connect with the 

International inside and outside 

Finland 

Prioritize 
Is required considering changes 

in the market 

 

 

As the saying goes, “Don’t put all your eggs in one basket” choosing only one of the 

options is not required. From the six options in Table 10, three options are selected as a 

part of future development. An illustrative map and more detailed reasoning are provided 

in the following subchapters. 
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8.3 Map for Future Development 

 

The map for future development comprises activities that are to be prioritized for future 

development. The map doesn’t include the already existing activities ; for the existing 

activities, refer to the redevelopment map in subchapter 8.1. The map for future 

development is illustrated such that there is more than one focus area. The first focus area 

may include activities that will be carried out with little more emphasis than those in the 

second focus area. More emphasis could mean more activities or a higher budget, and so 

on. The illustration is found below in Figure 29. 

Strategic Actions are subject to change based on the environment.  

Actions may not be limited to those mentioned; the general direction is to be emphasized. 

Figure 29 Map for the direction of Future Development 

 

For Focus Area 2, a combination of options numbers 3 and 5 are selected. Option 5 can 

be used to support option 3, and option 3 can be a medium for option 5. The options are, 

therefore, in synchronization. Option number 6 is selected as a strategic focus for group 

2. 

 

Other than Focus Areas 1 and 2, the outermost circle on the map includes the influencers. 

Trends influence the regular activities and operations of the organization. They are 

important factors, particularly in marketing. Organizations need to keep a check on trends 

and ensure that trends are used advantageously. One must note that these trends may keep 

changing over time. 
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8.4 Reasoning for the recommendation 

 

REASONING FOR FOCUS AREA 1 →  

• There is a lack of digital infrastructure for the Craft Industry.  

• The creation of Digital Infrastructure in combination with Marketing is among the 

high potential for impact options. 

• The option can create an impact on employment through the craft sector. 

• It is one of the options that smaller businesses cannot afford to accomplish by 

themselves. 

• The suggested combination also encompasses the ongoing megatrends in Finland 

(Network connectivity, use of Technology, Sustainability, changing economics.) 

• Chronologically, building infrastructure comes before all other activities.  

 

REASONING FOR FOCUS AREA 2 → 

• Connecting with the Internationals is among the high potential for impact options.  

• The option can help increase revenue for craft businesses. 

• Smaller businesses cannot internationalize easily. 

• There is a need for Sustainable integration of internationals within Finland.  

• The option is in line with ongoing megatrends in Finland (Changing 

Demographics, Connectivity, Sustainability.) 

 

The stated recommendation is also in line with responses to the questionnaire from 

association members (refer to Chapter 5.2). While the suggestions are very specific, the 

future direction is stated in a general manner to cover the topics.  

 

Some of these responses to the questionnaire (questions related to future development) 

are highlighted below: 

“Continue to do a good job of creating collaboration among members.” 

“More marketing channels to promote the events”  

“The exhibition also includes an online exhibition ... more financial support is needed 

for video recording. But visibility would expand tremendously.”  

“Photoshoots, online exhibitions.” 
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“It's going pretty well already.” 

“Modus is working well, thanks to all active people. Search engine professionals could 

share the link list of Modus members' Websites. In other words, we all could add links to 

all other members' Web sites. Links create credibility in Google searches and boost 

visibility on the Internet.” 

“Networking for members even in more informal situations, for example , in connection 

with a study trip, etc.” 

“International online exhibitions, visitors from various art / design / craft associations. 

The wool exhibition as an example.” 

 

 

8.5 Existence of Recommendation elsewhere?  

 

The existence of digital infrastructure in the handcrafting industry and its condition is 

observed. The data is not intended to benchmark of any sort. The available observations 

are also not the only ways to follow the recommended plan.  It is only to see that the 

modern crafters are already adopting digital infrastructure. Technologies supporting 

modern craftsmen have risen in recent years. Websites like Pinterest and Instagram are 

commonly used to showcase work. Furthermore, platforms like Facebook Marketplace, 

Amazon Handmade, and Etsy are online platforms that help crafters sell their work. Some 

crafters also make their websites to sell their work which is pretty straightforward and 

cost-effective.  

 

In the UK, 57% of the makers use some form of digital technology production or practice 

(Creative Industries Council, 2021). The craft market in the UK grew from 11.3M to 

38.1M from 2006 to 2020 (Crafts Council UK, 2020). E-commerce sales tripled over the 

years. Digital means for the craft industry and consumer connectivity have risen. 

International sales were mainly through the platform Etsy. From the available data of 

2017, about 4.84 billion pounds worth of craft goods were exported from the UK (Creative 

Industries Council, 2021). The export markets for UK craftsmen include France, Belgium, 

Germany, Italy, Ireland, Gulf markets, and the US.  This was an increase of about 5.3 

percent from the previous year.  
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Etsy is an online e-commerce platform dedicated to the handicraft market. As of 2020, 

Etsy has sellers from 234 countries. It is majorly based in the US, and 62% of Etsy sellers 

come from the US alone. The second-highest number of sellers at 13% come from the UK, 

after which Canada and Australia follow. The online selling platform consists of sellers 

from 3 segments: handmade – 88%, vintage – 1%, and supplies – 11% (Marketplace Pulse, 

2021). Etsy data shows that more than 90% of the sellers are from the handmade sector.  

 

Figure 30 Numbers of Etsy Sellers in 1000s – data retrieved from Statista (2022) 

 

The company had almost negligible impacts of the covid-19 pandemic on its revenues. 

Etsy’s gross domestic sales volume has jumped from 314 million in product sales in 2010 

to 10.28 billion U.S. dollars by 2020 (Marketplace Pulse, 2021). Amongst all the sellers, 

only 18% were full-time sellers in 2018. In 2020, more than 4.3 million sellers sold goods 

on Etsy, while the number of buyers worldwide was 39.4 million (Sabanoglu, 2020). 

 

Figure 31 Active Buyers on Etsy Platform (Etsy, 2021) 
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9 CONCLUSION 

 

The thesis work began with the goal of mapping the future of a nonprofit organization. 

The objectives were to identify a methodology that can be used to map an organization's 

future and create a future map. In doing so, a gap in research literature was found. Thus, 

the following research questions were formulated. 

RQ~ How to map the future for a non-profit organization? 

Sub-RQ ~ What methods or tools can be used to map the future of a non-profit 

organization? 

 

It was found that the SBS process (an extension of traditional scenario planning 

processes), future studies, and the thought that “ the future is already happening in the 

present” had the closest relevance to the topic at hand. From the process point of view, 

SBS differs from the traditional scenario-based techniques because it takes further steps 

to try and narrow down on strategic options. This is what we also try to do, and this is 

why we pick the aspect of checking if a strategic option is a future-proof option or not 

from SBS. On the other hand, future studies are not a process-oriented methodology but 

a group of studies and visualization techniques to aid navigate the future. Their drawback 

is that they are not generally used to build strategies but only to bring possible future 

events to light (Stackelberg and McDowell, 2015; Jarva, 2014; Schwarz, 2008). 

Traditional scenario building is now also considered a part of future studies by some 

researchers. Tools from future studies are great visualization tools. Particularly the future 

wheels were most relevant for the goal of this report. A modified version of future wheels 

has been used to best suit the needs of the work. Other tools used are context diagram, 

stakeholder map, why-why diagram, and analysis tables. The tools are used based on what 

was required in that particular stage of work. 

 

By the term ‘future mapping’, the author of the report means to not only visualize possible 

futures but use the insights gathered from them to direct strategies of the organization. 

The topics have been structured to suit the purpose of future mapping, along with a few 

other topics to fill the gap. Therefore, the thesis work is only a restructuring of 

individually existing concepts to get the best out of them. The result is a technique that 

can be implemented for any impact-prioritizing organization. 
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9.1 The technique 

 

The process begins with defining the objectives and goals of the organization. After 

which, a background analysis is carried out. This background analysis may include 

anything that is of relevance, and that needs clarity to be generated. For example, in the 

case of the association, a context diagram and stakeholder map have been created to bring 

clarity. Other than that, discussions revealed that the cause of a perceived problem was 

not clear. This also led to using the why-why diagram to figure out possible causes. The 

actual cause was identified through the questionnaire by asking the organization’s 

members questions. 

 

After analyzing the background, one may move towards trends identification and analysis. 

In our case, the list of trends has been picked from the research done by another 

organization. There are credible organizations that regularly publish trends after thorough 

research. This was, therefore, time-saving, and the work quickly moved forward to 

analyzing the trends. 

A highlight in the technique is the use of future wheels. Future wheels have been prepared 

with each trend in the center. According to the author, the future wheels are one of the 

best tools that can be used from future studies. In fact, instead of creating traditional 

scenarios like in SBS, future wheels have been used as scenarios since they serve the same 

purpose anyway. The future wheels have also been adapted such that they are more 

relevant to the process. The adaptation is such that after placing the trend in the center, 

every subsequent branch is a possible event that could occur in the handcrafting industry 

or market.  This gives a picture of what is possible in the craft industry if the trend 

continues to dominate in the long term. It, therefore, reduces the things we need to focus 

on by not including every possible impact the trend could have.  

The trends apply to the general community as a whole and influence the industry from the 

outside. Other factors closely influenced the craft industry as well. Therefore, two more 

topics have been discussed in addition to trends, referred to as uncertainties in the crafting 

industry. The uncertainties were identified through discussions with the organization and 

credible reports. The analysis was done by gathering information from credible sources.  
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After the trends and uncertainties analysis, options have been generated. By options, we 

mean possible strategic focuses. The options generation is mainly for proposing new 

development. This is applicable in the case of the association at hand. In some other cases, 

there may be simply checking of existing strategic focuses. The generation of options has 

no specific method to it. One may generate options using various tools. The previous step 

of trends analysis may aid in the options generations. However, the important thing is all 

possible options should be covered for analysis. Checking that all options available for 

the organization are covered depends on an individual’s scrutiny. 

 

The options are then analyzed. This is where we try to narrow down on what to do. The 

key part of SBS, which involves checking if an option is future-proof, is included in this 

step. However, the author concludes that checking only if an option is future-proof is not 

enough. Because this involves checking each option to see if they are in line with the 

trends and uncertainties, and these things are temporary. Organizations that publish trends 

have new trends roughly every three years. One cannot have strategies based only on-

trend proofing. Other long-term factors should be prioritized. In the case of the 

association, the potential for impact and organizational capabilities have been considered 

for differentiation. At the same time, the method for checking if an option is future-proof 

is valid and needs to be carried out as well. It is to ensure that the strategies are not going 

against any trends, and even better if the strategies can incorporate the trend. For example, 

the trend of sustainability can be incorporated into the strategic action of holding 

exhibitions – an exhibition incorporating sustainability; therefore, the question is whether 

or not to incorporate the trend. It is always recommended not to go against trends but to 

make the most use of them, especially in marketing activities.  

 

After analyzing the options using the most relevant factors, the organization is free to 

make its own choices. For the case of the Modus ry, the recommendation has been made 

by the author prioritizing impact and checking the organization is capable of undertaking 

the option. It is also ensured that the choice is future-proof and can incorporate the 

ongoing trends.  
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9.2 Recommendations for the organization 

 

The resulting recommendation for the organization included two maps—one for present 

state re-development and the second for the direction of future development. The first map 

is developed using only insights obtained from the Questionnaire. The purpose of this map 

was to check the operational success of already existing activities. It was concluded that 

most things were in order apart from minor considerations. This enables additional 

development for the future.  

 

The map for the direction of future development has been developed using the technique 

described previously in subchapter 9.1 as well as considering the responses to the 

questionnaire (chapter 5.2). The suggestions provided by respondents of the questionnaire 

are in a similar direction but are described as more specific ideas. However, the technique 

used went from a broader perspective and may be described as a top-down approach.  

 

For the direction of future development, there are two focus areas established, and keeping 

track of influencing trends is included. In the first focus area building digital infrastructure 

and offering marketing collectively for the craftsmen have been recommended. The 

combination of these two goes hand in hand because if the digital infrastructure is created, 

people need to know about it and the need for promotion rises. This is seen as the best 

direction if impact-making is prioritized. The characteristics of the digital infrastructure 

are not specified; it could be e-commerce, digital exhibition, or even just for engagement 

purposes. It is recommended that there be some form of performance measurement for 

three years to see if the project is a success. A monthly or quarterly feedback measurement 

might not give valuable insights for a target like this. Such projects need time to be 

perfected, and results should be compared yearly.  

The second focus area includes facilitating connections with internationals inside and 

outside the country. The purpose of having a second focus area indicates that this direction 

is secondary. It might have lesser activities or budget. The second direction is also chosen 

based on impact priority. It is understood that changes in the market require it. Moreover, 

the Finnish handcrafting industry has been relatively stable from the data available since 

2014. Increases in profitability are due to lowering production costs and not an increase 

in revenue. Internationalizing into European markets could increase revenue, but such 
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plans are not easy for small businesses. Because 75% of the craft companies are small, 

internationalizing through the help of another organization like Modus holds a better 

possibility of internationalizing.  

It is recommended to keep track of Finland's current ongoing trends(changes). These 

include demographic changes, sustainability prioritization, networking and connectivity, 

embedding technology in everything, and economic changes. Trends influence everyday 

activities and operations. The influence of ongoing trends on strategic focus needs to be 

assessed occasionally. They can be incorporated into the strategic plans. It is essential to 

note the trends when marketing is concerned. While the focus areas direct towards a long-

term impact-making, the trends may or may not survive long. Therefore, they should be 

updated when necessary. 

 

The recommendations are made in line with Modus ry’s mission. The recommendations 

fall into the category of activities that small craft businesses find difficult to accomplish 

by themselves. Smaller businesses have smaller marketing budgets and less power and 

resources. Because of this, their reach is also limited. Currently, the only way most 

craftsmen reach other people is through exhibitions, fairs, and offline shops. The 

recommendation is in the direction of tackling these problems.  
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Appendix 1 Finnish Version of Questionnaire for Modus Members 

 

 

 

 

 

1. NÄYTTELYT - 

1.1. Saatko näyttelyiden kautta palautetta töistäsi? 

1.2. Lisäväätkö Modus ry:n näyttelyt tunnettavuuttasi? 

1.3. Onko teosmyynti ensisijainen syynne osallistua näyttelyihin? 

1.4. Suosittelisit Modus ry:n näyttelyitä muille ammattilaisille tai vierailijoille?  

2. Mitä muutoksia haluaisit nähdä Modus ry:n näyttelytoiminnassa tulevaisuudessa? 

 

3. TYÖPAJAT – 

3.1. Järjestääkö Modus ry riittävästi työpajoja (jos miettii koronapandemiaa edeltävää 

aikaa)? 

3.2. Pidätkö Modus ry:n työpajojen aiheista? 

3.3. Vaihtelevatko Modus ry:n työpajojen aiheet riittävästi? 

3.4. Suosittelisitko muille jäsenille osallistumaan työpajoihin? 

4. Mitä aiheita tai mitä muutoksia haluaisit ehdottaa tuleville työpajoille? 

 

5. VERKOSTOITUMINEN - 

5.1. Onko verkostoitumistapahtumat auttaneet sinua innoittamaan tai saamaan 

vertaistukea? 

5.2. Onko verkostoituminen jäsenten kanssa helppoa, jos et vielä tunne heitä?  

5.3. Suosittelisitko Modus-verkostoitumista muille alan ihmisille? 

6. Mitä muutoksia Verkostoitumis-tapahtumissa haluaisit nähdä tulevaisuudessa? 

 

 

 

 

 

 

 

Questions 2, 4, 6, 13 are about proposals for the desired 

future. 

All other questions are connected to the present state. 
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PRACTICALITIES – 

7. Mihin vuorokaudenaikaan ja minä viikonpäivinä osallistuisit mieluiten työpajoihin ja 

verkostoitumistapahtumiin? 

8. Kuinka usein haluaisit osallistua Modus ry:n ryhmänäyttelyihin? 

9. Taajuus - 

9.1. Kuinka usein haluaisit osallistua työpajoihin? 

9.2. Kuinka usein haluaisit osallistua verkostoitumistapahtumiin? 

10. Mikä olisi verkostoitumistapahtumien ja työpajojen ihannekesto? 

11.  Tarvitsetko pysäköintitilaa voidaksesi osallistua tapahtumiin? 

12. Haluatko lisää verkkotapahtumia tulevaisuudessa? 

 

13. Mitä muuta haluat Moduksen tarjoavan tulevina vuosina? 
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Appendix 2 Categorization of responses to Open-ended Questions (Q.2, Q.4, Q.6, and 

Q.13) 

 

Categorization of responses to Q.2 → 

 

Respondent No 
No Changes 

are suggested 

No Relevant 

Comments 

Facilitate 

Connectivity 

Workshop 

Topic 

Suggestion 

1   1  

2   1  

3   1  

4   1  

5     

6  1   

7 1    

8     

9 1    

10 1    

11 1    

12  1   

13 1    

14     

15   1  

16   1  

17 1    

 

 

Categorization of responses to Q.4 → 

 

Respondent No 
No Changes 

are suggested 

No Relevant 

Comments 

Facilitate 

Connectivity 

Workshop 

Topic 

Suggestion 

1  1   

2     

3   1 1 

4  1   

5  1   

6  1   

7    1 

8  1   
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9    1 

10    1 

11    1 

12  1   

13  1   

14  1   

15    1 

16    1 

17    1 

 

 

Categorization of responses to Q.6 → 

 

Respondent No 
No Changes 

are suggested 

No Relevant 

Comments 

Facilitate 

Connectivity 

Workshop 

Topic 

Suggestion 

1  1   

2  1   

3  1   

4  1   

5  1   

6  1   

7     

8  1 1  

9   1  

10   1  

11   1  

12  1   

13 1    

14     

15     

16  1   

17  1   
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Categorization of responses to Q.13 → 

 

Respondent No 
No Changes 

are suggested 

No Relevant 

Comments 

Facilitate 

Connectivity 

Workshop 

Topic 

Suggestion 

1   1  

2   1  

3   1  

4   1  

5  1   

6 1    

7   1  

8     

9   1  

10 1    

11   1  

12  1   

13   1  

14   1  

15   1  

16   1  

17 1    

 

 


