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1 INTRODUCTION

The globalization era has certainly changed our lives and reformulated the viewpoints of
individuals and organizations. With increasing opportunities and the reachability that
modern technology provides, today’s people have enormous amount of chances and op-
portunities not only limited to their own countries or the neighboring ones, but almost in
any country worldwide. Today’s organizations have the ability to sell via internet to
many other remote areas where otherwise they would have it with difficulty to establish
the business in those areas. So, it is not a group of local clients or specific nearby mar-
kets anymore that the organizations only focus on; many of them see the bigger map
and consider marketing and sales to the areas and clients that they never thought of be-
fore. The easiness of reachability is thanks to technology and the internet; but in broader

concept it is most likely globalization which took us to the next level.

It is not only businesses that have been reshaped by globalization; almost any organiza-
tion is affected in one way or another. This also includes higher education institutions
(HETI) which this research focuses on. Internationalization in higher education (HE) has
been a focus in today’s many HEIs which needs to be continuously improved. There-
fore, there is a need to reconsider and update international strategies at HEIs since there

are not any right or wrong answers in this case.

1.1 Background and need of the study

Taking the point from that the internationalization strategies should be updated and
adapted to changing environments, this study will focus on internationalization strate-
gies in HE and its possible applications in a specific HEI: Arcada University of Applied
Sciences (Arcada UAS) in Helsinki, Finland.

Finland’s introduction of tuition fees for non-EU students have also affected the envi-
ronment in many ways. The bill was passed in late 2015 and came in effect from August
2017 which decreased the interest to “all-time low” level (Anderson 2018). At first a fee
of minimum 1500 EUR per year was planned (yle.fi 2015). The yearly tuition fees range
between 6000-16000 EUR per year depending on the university and study program with

some scholarship opportunities for fee-paying non-EU citizens (study.eu, n.d.).
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The introduction of tuition fees naturally caused drop in foreign student enrolments at
Finnish universities (yle.fi 2018). Finland is not a cheap country at all, and this certainly
is also considered by many foreign students. For instance, Finland is topped only by
Denmark, Ireland, Luxembourg and Sweden in the whole EU when it comes to house-

hold expenditure as seen in the figure below:

1804

(EU-28=100)

F §I4EYSE
Figure 1. Price level index for household final consumption expenditure (Eurostat

2017).

Changes in policies such as the introduction of the tuition fees and increasing competi-
tiveness in other countries as well as the drops in foreign student enrolment makes it
necessary to Finnish HEIs to reconsider their internationalization strategy and make
amendments if necessary. Therefore, this study will also contribute to fulfill this need
by exploring the topic and will attempt to answer the research questions outlined in the

following section.

1.2 Aim and research questions

The aim of this study is to explore earlier research in internationalization strategies in
HEIs and currently used practices by randomly selected German and British HEIs and
make illustrative examples. These suggestions are made for Arcada University of Ap-
plied Sciences which could be considered in future re-formulation of its internationali-
zation strategy. First of all, earlier literature is reviewed to point out the most important
aspects in HE internationalization strategy. Interview questions were formed with the
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help of these aspects and an interview was conducted with Arcada UAS official to have
the organizational reflections. Based on the reflections and earlier literature review the
study made some analysis to make conclusions and suggestions to be considered. There-

fore, the research questions of this study are:

e What are the main aspects suggested by earlier research in HE internationaliza-
tion strategy?
e How has Arcada adapted these aspects in its internationalization?
e Which of these aspects could Arcada consider in its future internationalization
strategy?
Attempting to answer these research questions this study aims to offer suggestions to
Arcada UAS and therefore add value empirically to the organization as well as theoreti-

cally in HEI internationalization strategy research.

1.3 Limitations

It is firstly noteworthy to mention that the results of this thesis are not to be immediately
applied in Arcada UAS. Eventually, these suggestions could be considered but certainly
this study does not aim to add or amend internationalization strategy, neither partici-

pates directly or indirectly in Arcada’s strategy formulation.

Another issue is the conclusions of this study are limited to earlier literature, a small
sampling of German and British HEIs and a qualitative interview empirically. In order
to make generalizations it would be needed to study in several more Finnish HEIs to
make conclusions applicable to Finnish HEIs. The practicalities of neighboring country
Sweden as well as other EU countries with HEIs of commercial focus would also give
richer prospectus. However, considering the limitations of a Master’s thesis, this study

is only limited to the above mentioned data.

1.4 Arcada University of Applied Sciences

Arcada UAS or Yrheshogskolan Arcada (in Swedish) is an HEI with 2443 students, 165
employees and 5 educational departments (arcada.fi n.d.). Arcada UAS offers 17 Bache-

lor and 10 Master programmes (arcada.fi n.d.). Of these 3 Bachelor and 6 Master pro-
9



grams are offered in English language while the rest are instructed in Swedish. Accord-

ing to its web-site arcada.fi (n.d.) the priorities for 2025 are as follows:

e Growth - new target groups

e Developing the education offered

e Open research with increased impact

e Competence maintenance and personnel policies
Arcada is a Swedish speaking university in Finland where Finnish is the dominant lan-
guage while Swedish is another official language spoken by a minority. According to
Statistics Finland (2019) the proportion of Swedish speakers in Finland comprise 5.2%
of the population.

The organization has a very good reputation locally and it was selected as the best uni-
versity of applied sciences of Finland 2 years in a row (arcada.fi 2017). UniRank (2019)
ranked Arcada 3782th worldwide while it was not possible to get ranking data from ma-

jor ranking institutions such QS and THE rankings.

1.5 Structure of Thesis

Chapter 2 is Literature Review where earlier research is reviewed, and its results are
discussed and presented. Chapter 3 presents Methodology and research techniques used
to conduct this study. The following chapter (Chapter 4: Results) presents the empirical
results while Chapter 5 (Dicussion) analyses the findings and conducts further discus-
sion in the topic. Finally, Chapter 6 (Conclusions) comprises conclusions and recom-

mendations for further research.
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2 THEORETICAL FRAMEWORK

2.1 Definitions and Context

Internationalization is a widely used term in research, strategy-making as well as in our
everyday lives. It is a wide concept that cannot be limited to one or several words.
Friedman (2006) refers the term to relations being across international borders. There-
fore, we can consider HEIs having international relations across borders as HEIs with
internationalization. In the following chapters further research exploring this term is
discussed. It is noteworthy not to confuse the term international with transnational:
while transnational term refers to operation of one organization across borders interna-

tionalization refers to operating across international borders (Friedman 2006).
Higher Education: Education after the secondary level (Merriam Webster n.d.)

Higher Education Institutions (HEI) in broad sense refers to universities, junior colleg-
es, colleges of technology, Open University, specialized colleges and other educational

establishments founded by companies or organisations (Huang 2012).

Strategy: One of the widely used definition for strategy is Mintzberg’s (1987) 5P’s defi-

nition (Plan, Ploy, Pattern, Position, Perspective):

e Strategy is first of all p/anning where to take the company

e Ploy to deal with and interrupt certain cases in competition is also a part of strat-
egy

¢ Finding out patterns in order to turn them into future success refers to the Pat-
tern part

e Strategy is also about positioning the business in the market and determining
whether to engage in broadly in the market or putting yourself in a small market
niche after careful research

e Finally, strategy requires finding out new perspectives and bringing out new ide-

as and concepts

11



2.2 Internationalization

Internationalization is the process of carrying company operations on an international
sphere (Business Dictionary 2016). According to Tayeb (2000) the cost differences in
production, need for new products not available in the market and differences in tech-
nology as well as manufacturing techniques made the internationalization of business an
integral part of our lives. In addition, Tayeb (2000) points out two groups of factors

which motivate business to internationalize as in Figure 2.

Organisational Environmental

Factors Factors
( ) ( R
| Management | Spontaneous
Motivation Offer
u S u J
4 R 4 )
__| Organisational | Bandwagon
Motives Effect
u S u J
( ) ( . R
Success at Growmg
— Home — Competition
from Abroad
§ J § J

Figure 2. Factors that motivate internationalization (Tayeb 2000).

As seen from Figure 2 there are both insider and outsider factors which motivate inter-
nationalization process. The insider factors are called organizational factors which con-
sist of management and organizational motives as well as company success in home
market. Management motivation refers to the company’s executives and decision-
making level management who are interested in going international. If the management
have the desire and inspiration to enter international markets, then the process is real-

ized by identifying resources to realize it. (Tayeb 2000).
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Organizational motives are certainly another factor for internationalization which con-
sist of market, efficiency and resources seeking. As seen from its name market seeking
refers to finding out the most suitable market in terms of profitability and attractivity.
Seeking efficiency refers to finding out the best or most suitable production and deliv-
ery conditions for the business such as technology, port and suitable labor availability.
Finally, resource seeking is attempting to settling the business related to the required

resources for the production. (Tayeb 2000).

Success at home market such as domestic popularity brings about the need for interna-
tionalization. Therefore, home market success is suggested to be another internal factor

to motivate firms to go international as Tayeb (2000) suggests.

The environmental factors are the outside factors which shape and motivate the interna-
tionalization of a company. As shown in Figure 2 it consists of three factors: spontane-
ous effect, Brandwagon effect and growing competition from abroad. Spontaneous ef-
fect refers to when an offer from a foreign firm comes spontaneously which influences
internationalization decision-making. Brandwagon effect is when firms decide to enter
foreign markets because other firms did so. So, from internationalization point of view
this is more like imitation of others and deciding to enter a foreign market seeing that
others already entered there. The final environmental factor, strong competition from
abroad, refers to when foreign companies (multinational enterprises according to the
researcher) increase the competition in the domestic market which causes the domestic
firms to go international and gather new consumer base for their products as well as un-

derstand new aspects to compete both abroad and in home market. (Tayeb 2000).

One of the most widely known and used internationalization model is the Uppsala mod-
el or alternatively called the 1977 model. It was developed by Johanson and Vahlne
(1977). Figure 3 illustrates this model below:

13



Market Knowledge Market Commitment

Commitment Decisions Current Activities

Figure 3. Uppsala model (Johanson and Vahlne 1977: 26).

As seen from the model the researchers suggest that market knowledge and market
commitment affect the commitment decision-making. The commitment refers to re-
source commitment and the how much involvement in the market it will be. The market
knowledge is the managerial knowledge of the new markets: it can be objective, mean-
ing that the knowledge the managers already have or can transfer their previous market
entry knowledge to the new one. However, not always can the same knowledge be
transferred for all new market entries and learning by doing method is needed: this is
called experiential knowledge which firms gain by experimenting the new market entry

and learning from it. (Johanson and Vahlne 1977).

The researchers revisited their model recently and made some changes. The new model
is called “The business network internationalization process” by Johanson and Vahlne

(2009) as shown in the figure below:
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Relationship Commitment
Knowledge Opportunities -
Decision

Learning

Network Position Creating

Trust-building

Figure 4. The business network internationalization process (Johanson and Vahine

2009: 1424).

There are several changes or additions if compared with earlier model. The researchers
included opportunity recognition in the knowledge phase. By this update the researchers
aim to put and emphasis on opportunity recognition and constitute that recognizing op-
portunities drives the knowledge and the whole process. Another change was made in
the second box where market commitment was removed, and relationship commitment
was added instead. The researchers considered networks being the main driving force
for commitment decisions and therefore relationships were emphasized in commitment
for internationalization. The change in the third box can be regarded as a clearer open-
up: “current activities” as seen in Figure 3 was changed to “learning, creating, and trust-
building”. Finally, network position was added into the model since researchers as-
sumed that modern internationalization process occurs within networks. (Johansson &
Vahlne 2009). We can therefore conclude that the researchers put an emphasis on firm
network and relationships for internationalization in the revised model and conceptual-

ized the international network development process.

In addition, Johansson & Vahlne (2009) suggested that internationalization occurs in
stages which raises the company presence in different forms depending on the commit-

ments as in Figure 5.
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Foreign
manufacturing

Own sales
organization

Export agencies

Ad hoc exporting

Non-exporting
company

Figure 5. Internationalization stages (Johansson & Vahine 2009).

So, the Uppsala theoretical model suggests that companies first start with ad-hoc export-
ing and later appoint agencies in the foreign market to sell its products and services. As
the sales grows the companies prefer to start their own sales units in the market which
can later be transformed to a full establishment in the market with manufacturing unit.
However, it is not always so that the companies increase their commitments and go on
the next stage. It is possible that the companies can give up the upcoming stages after
careful analysis of current operations or future prognosis about the entered market. (Jo-

hansson & Vahlne 2009).

The model also introduced the term psychic distance which refers to the degree of being
foreign in the market which occurs due to differences in home and exporting markets.
(Johansson & Vahlne 2009). Psychic distance does not necessarily depend on the physi-
cal distance although mostly it is so due to cultural differences as distances increase. For

instance, we can take UK and Australia which are very far away from each other on
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terms of physical distance while they are close in terms of psychic distance as Johnson

and Turner suggests (2003: 113-114).

There are six dimensions of internationalization according to Welch & Luostarinen

(1988) which is illustrated in Figure 6 below.

HOW Agents, subsidiaries,
licensing, franchising,
management contracts...

SALES OBJECTS MARKETS
What goods, services, — ™ Where
know-how, systems... politicalcultural/physical

distance differences...

ORGANISATIONAL
CAPACITY

ORGANISATIONAL

PERSONNEL
STRUCTURE S . .
Ex International skills and
port qepanrpgqt experience; training...
International division...
A\ 4
FINANCE

Figure 6. Six dimensions of internationalization (Welch & Luostarinen 1988).

2

The dimension of “How” refers to the operational methods. Welch and Luostarinen
(1988) cites Nordic model of no export, export via agent, become a sales subsidiary and
then become a production subsidiary. In addition, several other methods are also pre-
sented. Sales objects are as seen from its explanation refers to product and services
along with any packages or systems they come up with. Target markets are those the

firms decide when to internationalize and researchers mention that these markets are
17



usually those which seem simpler at the beginning of internationalization process. The
researchers also put an emphasis on organizational resources by naming it organization-
al capacity which consists of three areas: personnel, finance and organizational struc-

ture.

Internationalization requires a proper market entry strategy after the entry market has
been chosen. There are several types of market entry modes as we can see in Figure 7

below.

Turnkey
Projects

Exporting Licensing

Joint venture Wholly owned

Franchising Sl

Figure 7. Market entry strategies (Paul 2013: 391-394).

Depending on the conditions, each mode has its own advantages and disadvantages. Ex-
porting is likely to be the initially chosen mode for those seeking expansion for the first
time in a specific market which can later be altered by other modes. By exporting, firms
can avoid the possible manufacturing charges in the host country. The turnkey projects
refer to when the contractor gives the whole project to a foreign client who gets the full
access to operations until the end of the contract. Licensing is formed via the company’s
granting its specific intangible property to another company and earning a certain fee
for this process. Similarly, franchising also refers to licensing an intangible property but
the difference between these two is that the companies selling franchising determine
rules and policies of doing business for the companies buying the franchise. In addition,
franchising is considered to be longer than licensing. Joint Ventures are formed when
two firms start a new company jointly. By nature, joint ventures are usually owned by
50/50 principle meaning each company owns half of the company while in certain cases

the ownership and control scheme may change. Wholly owned subsidiaries on the other
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hand refers to a subsidiary abroad owned 100% by the home company. This can also
occur when the home company buys another company abroad and turns it into its sub-
sidiary. Finally, strategic alliances are collaborative agreements between competitors

which agree to cooperate together within a specific time.

2.2.1 Internationalization in Higher Education

Internationalization is popular not only among businesses but also among higher educa-
tion institutions (HEI)s also which this study has given its focus. Coats (1999: 65) de-

fined higher education (HE) internationalization in five aspects:

1) Watching developments in foreign countries
2) Visibility in international sphere such as research conferences or attending inter-
national conferences

3) Influence on science development internationally

4) Adoption of international textbooks and other sources in curricula

5) Realization of scholar exchange internationally
In addition, Altbach and Knight (2007) identified three different internationalization for
HEIs. The first one is called “traditional internationalization” which refers to engaging
and educating international students. Another example model is given as “European
internationalization”. The researchers give example of ERASMUS as well as regulatory
policies of Bologna process for internationalization. The authors also include the in-
volvement of developing-country internationalization which refers to student recruit-
ment from developing countries who aim to make the internal quality better while edu-
cating students from another countries. Finally, international internationalization refers

to students who make their decisions where to study and who are mostly self-funded.

According to De Wit (1998: 1) HE internationalization is about the integration of inter-
national — intercultural aspects into the institutional service functions as well as research
and teaching. Another research made by Knight (2003) suggested similar explanation
for HE internationalization as in De Wit’s (1998) research: “Internationalisation at the
national, sector and institutional levels is defined as the process of integrating an inter-
national, intercultural or global dimension into the purpose, functions or delivery of

post-secondary education” (Knight 2003: 1).
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As it can be seen from the cite above, internationalization is regarded as a process which
indicates that it is an ongoing set of efforts and actions. Knight (2003) moreover adds
further aspects to the topic although the definition stays very similar to De Wit (1998).
One of the main aspects is that Knight (2003) suggested internationalization should not
be just a policy decided once and remains as a policy without further actions. On the
contrary HE internalization was suggested to be continuously developed and it should
include wide range of contexts with continuous efforts. Furthermore, Knight (2003)

suggested that internationalization should be an integral part of HE institutions.

According to Turner & Robson (2007) it is unsuccessful and not enough when a re-
search provides information about internationalization in detail or attempts to define it
from only one aspect because the internationalization concept is broad. For instance,
Bennell & Pearce (2003) focused on internationalization from opening-up point of view
and similarly, Teichler (2004) emphasized the research collaboration among universities
while attempting to discuss HE internationalization. However, de Vita & Case (2003)
presented internationalization from international marketing point of view which is com-

pletely different notion if compared to the previous research examples mentioned here.

Turner and Robson’s (2007) study was not only based on confusion created by interna-
tionalization research but moreover, from their own case study at a British university.
One of the main results of this case study was the gap between commercial and academ-
ic interests of the HE institution. The study found out that the commercial interests or in
other words, revenue-generating orientation may frustrate the internationalization direc-
tion of the case-study university. This does not necessarily indicate that all HEIs have
adopted internationalization strategies based on fully commercial targets. For instance,
Scandinavian institutions form their internationalization by adapting the needs of its
own students; the study abroad options and other cooperation activities are mainly
aimed to prepare its own students for global market and challenging work life (Tossa-

vainen 2002).

The definitions however are not widely shared by every HE stakeholder. Lunn (2008)
claims that the definitions for internationalization which researchers attempted to for-
mulate, and which are still used in current research is not understood by HE staffs and

even some HEIs itself do not share the same understanding. So, the term has also creat-
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ed some confusion in some HEIs. Similarly, Turner and Robson (2007) also found out
that a widely accepted understanding of internationalization in research is not always
shared by the UK institutions. According to Maassen & Uppstrom (2004) international-

ization in HE is:

1- The mobility of new students as well as staff which is regulated via a deter pro-
gram
2- New places for both students and staff
3- New cooperation and agreements with other institutions
4- New and emerging mostly ICT-dependent for-profit providers for international
teaching activities
Altbach and Knight (2007) also emphasis quality and recognition issues in HE interna-
tionalization which are challenging and sometimes problematic issues yet to be resolved
by many institutions and even countries. The researchers grouped them into four issues

which need to be considered and they are:

e The gap in compliance of foreign education providers in national system which
makes the monitoring of these institutions difficult
e Lack of a unique and well-systemized quality assurance systems
e Question marks in the objectivity of all accreditation activities: since the accred-
itation has become popular for marketing and commercial activities of HEIs,
nowadays even accrediting organizations sometimes accredit their own organi-
zations which leaves a question mark whether the aim is to improve the educa-
tion or only to improve the brand
e Lack of system in qualification recognition process: the students are not fully
aware within what networks the qualification is granted and what the qualifica-
tion means for employment or further studies in the country of study or in other
countries.
Maintaining the quality system along with several other challenges were emphasized in
Cheng, Kitigawa & Osborne’s (2017) study which focused on internationalization strat-
egy of University of Nottingham. The interviewees in that study mentioned the main
challenges as quality maintenance issues in student learning experience, reputation as

well as staff. These issues actually challenge and raise a big question mark on the sus-
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tainability of the internationalization strategy of the case-studied university. (Cheng et

al. 2017).

2.3 Internationalization strategy in Higher Education

Schoorman (1999) described the implementation of internationalization strategy is on-

going and continual process in higher education and added:

Implementation of internationalisation as an ongoing process can also be
achieved through strategic planning efforts that identify both short and
long-term goals. Short-term goals should be viewed not only as outcomes,
but as important inputs in long-term efforts. Progress towards such goals
should be monitored and the process should be modified where necessary.
Emphasis should be placed on constantly improving and expanding interna-
tionalisation efforts, rather than allowing current efforts to stagnate. (p. 39)

We can conclude from Shoorman’s (1999) suggestions that the internationalization
strategy should include both short-term and long-term goals. HEIs should not rely on
short-term goals as the outcomes since achievement of short-term goals can be an input
for the fulfillment of long-term goals. Finally, it can also be concluded that internation-
alization strategy implementation is processual which requires continuous efforts to im-

prove and expand.

In his survey Koutsantoni (2006) found out and concluded that the UK HEIs did not ful-
ly implement internationalization strategy; their strategy only focused heavily on inter-
national student recruitment. Grant (2013) also suggested similar results regarding the
gaps in universities’ internationalization strategies; but the researcher furthermore dis-
cusses the various contexts the HEIs are forced to adapt to which explains why interna-
tionalization strategy is so complex for today’s HE organizations. The contexts UK

HEIs are expected to adapt to are those as classified by Grant (2013):

e National: at national level the internationalization strategy refers to working
with policies and other higher education establishments as well as preserve its
rankings. The UK Border Agency in the UK is the governmental actor which
can affect the UK HEIs to gain competitive advantage over others. Certainly, the

ranking at the national level is another factor to take into account
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Wider European: The area of European Higher Education Area (EHEA) is
meant by the Wider European context. The policies in this area as well as com-
pliance is important to be successful in internationalization to this area. Grant
(2013) found out that although benefiting from Erasmus and other funding the
UK HEIs were engaged poorly in this area.

BRIC:s: This refers to Brazil, Russia, India and China — the new economic pow-
ers which appear to challenge the Western hegemony economically and politi-
cally. There is a big demand for higher education and research which is also
supported by its governments in a way or another.

CIVETS/VISTA: Colombia, Indonesia, Vietnam, Egypt, Turkey, South Africa
comprise this group. Alternatively, VISTA refers to Vietnam, Indonesia, South
Africa, Turkey and Argentina which are considered the post-BRIC emerging
markets with stability, influence and government interest in fulfilling the de-
mand and skills for higher education.

MENA: The Middle East and North Africa region is considered heavily for stu-
dent recruitment but not for research collaboration excluding Israel. The student
recruitment is considered due to the amount of wealth in many of these coun-
tries. In addition, the US and UK HEIs have established transnationally in those
areas by having a campus in for instance Abu Dhabi or Dubai.

MIKT: Mexico, Indonesia, Korea and Turkey are grouped as fast-developing

economies with international presence in trading and politics.

Grant (2013) suggests that the diversification in these contexts causes difficulties to

HEIs to adapt their internationalization strategies properly. The study discusses an ex-

ample of strategic alliance that is heavily pursued by airlines and militaries. Such alli-

ance allows cost-reduction, risk sharing and resource sharing; however, this model is

not pursued by HEIs which is instead altered by university consortia that is much weak-

er than an alliance strategy due to the weaker brand projection (Grant 2013). But still

these alliances exist among HEIs and Grant (2013) classifies it as loose and tight multi-

lateralism:

Loose multilateralism refers to when HEISs stick to their individual brands
while forming alliances: for instance, White Rose Consortium formed Leeds,

Sheffield and York universities and the N8 consortium by Durham, Lancaster,
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Leeds, Liverpool, Manchester, Newcastle, Sheffield and Y ork universities).
They share certain resources and focus on cooperation, excellence and growth in
certain educational areas. However, they do not merge as one brand and they are
not likely to do so in the future: they are only a group of independent organiza-
tions for collaboration in certain areas.

Tight multilateralism requires more commitment to networked research and
shared resources among HEIs. On the contrary to loose multilateralism, tight
multilateralism emphasizes collective interest to self-interest. However, this
model is not pursued widely as it is presupposed due to the lack of interest by

HEIs.

In addition, Grant (2013) suggests compliance with regional policies and collaborate

with them. At the regional policy level, it is important to review the European policies

for internationalization. The Ministerial Conference in Leuven (2009) has set out sever-

al targeted plans for this decade we live and by 2020 it is aimed:

To improve labor market readiness, lifelong learning and higher education par-
ticipation

To attract more public investment in higher education

To increase academic freedom, institutional commitment and cultural develop-
ment

To ensure the 20% of HE students would have a study abroad experience

Measuring success in internationalization is another factor which should not be limited

to having co-authored good papers as suggested by Grant (2013). The researcher addi-

tionally suggests the range of success in internationalization as:

developing sustainable partners

international collaboration in research

developing international mobility and placements, alumni relations
attracting global talent ranging from students to staff

innovating curriculum and collaborative education

improving participation

Furthermore, having reviewed earlier research Warwick (2013) concludes that the fol-

lowing are pre-requisites for a successful internationalization implementation:
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e Systemized strategic management approach with the ability to adapt to changing
environments

e Focus on internationalization vision and outcome

e Ability to link organizational resources to external environment

e A clear plan for implementation

e Efficient communication channels with staff

e Staff development

e [Leadership and top management support and commitment

e A system that monitors and evaluates the strategy and allows making changes if

needed

Warwick (2013) especially puts an emphasis on the HEI management who are critical
for a successful implementation of internationalization strategy. The importance of
leadership and management in internationalization strategy has also been emphasized by
researchers such as Grant (2013) and Middlehurst (2008). In certain cases, the manage-
ment fails to understand the complexity of cultural contexts and they manage poorly
which results in failures to drive the strategy (Grant 2013). Middlehurst (2008) suggests
that it is vital to make changes in leadership and even an appointment of senior level
persons for internationalization. However, it is not so simple and straightforward issue:
the changing environment in HE sector influences all its stakeholders as well as the
leadership. According to Winter (2009) students are now considered as consumers in
HE sector and the most interesting aspects for consumers’ decision making in the choice
of HEIs is the reputation and the amount of tuition fees instead of its academic endeavor
which creates management challenges. Warwick (2013) moreover adds the importance
of transformational change within the organization and suggests that otherwise the staff
would assume that it is “someone else’s” responsibility but not their own. In his re-
search Warwick (2013) found out that while the management unit at a HEI was thinking
that they are doing a very good progress in the internationalization activities a lecturer at
the same HEI thought that their strategy is just “beautifully worded” with the main aim

of earning money instead of what those words claim.

Developing partners is also emphasized by other researchers for a successful interna-
tionalization strategy. According to Hefferman and Poole (2005) such partnerships

comprise several strategical aspects of internationalization however it is not a short-cut
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for a successful and full implementation of internationalization strategy. Dixon et al.
(2013) on the other hand suggests that these alliances also helps to gaining international
students and staff as well as improvement in reputation, the quality of research and
knowledge. In addition, Van der Wende (1996) has also offered the following success

factors as below:

e Having a strong link between university mission and its educational and research
goals

e Having more comprehensive strategies in educational areas as well as other in-
stitutional activities

e Improving internationalization systematically and developing a link between

quality assurance and internationalization

2.3.1 Elements and aspects of internationalization strategy at higher ed-

ucation institutions

In this section overall review of Taylor’s (2004) research is analyzed and put into to-
gether as a table. It is noteworthy to mention that the study reviewed other research re-
sults and applied them empirically in four universities to find out their internationaliza-
tion strategy development and implementation. This study has summarized them to-

gether which is available at Table 1 in Appendix A.

In addition, Taylor (2004) gives the following suggestions for HEIs who are on the
verge of challenging traditional approaches and structures to shift towards developing

an internationalization strategy:

e To emphasize education and research; specially to develop area studies with in-
ternational perspectives such as international political economy

e New teaching methods and continual staff development

e Excellent customer care to international students

e Efficient and strong staff, leadership and management

e Emphasis on effective costing as well as marketing, risk management, interde-
partmental collaboration, alumni relations and other support services

e Introduction of modern technology for education
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e Partnership development for networking, student recruitment as well as funding

2.4 Literature review conclusions

Earlier research suggests several phases of internationalization which occurs in stages
starting from ad hoc exporting to foreign manufacturing, the latter to be the last phase of
internationalization. This requires managerial knowledge in market which sometimes
does not exist and then companies use “trial and error” principle to learn from the mar-
ket. Several researchers (see Johansson and Vahlne 2009) emphasized the importance of

network and relationships for successful internationalization.

The phases of internationalization change depending on the analysis of current opera-
tions as well future opportunities. This also depends on psychic distance which refers to

home and foreign market differences (Johansson & Vahlne 2009).

When it comes to HEI internationalization it mainly refers to being visible and having
influence internationally as well as attracting international scholars and students. Some
researchers including Knight (2003) added integration of international, intercultural and
global dimensions into the targets and functionality of higher education. This not only
includes having these aspects in research and education but also in marketing and other
areas. Researchers like Maassen & Uppstrom (2004) also added to the internationaliza-
tion further aspects such as virtual classroom and ICT solution providers to be used in

teaching activities.

In some research it was concluded that internationalization strategy is not fully applied

due to the following issues:

e Conflicts between revenue generating orientation and internationalization strate-

gy

e Lack of commitment and internationalization knowledge in HE professors
e Lack of competence or knowledge in management and leadership
e Hard to maintain the quality in all areas

e Having beautifully worded strategies while they just stay on paper
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In addition, other problems in HE internationalization is due to recognition and lack of
unique system for quality issues. This includes when the HEIs established in foreign
countries fail to integrate themselves in the national system of the country and there is
not well-systemized and objective system to apply quality assurance or recognize for-

eign qualifications.

It can also be concluded that internationalization strategy is a complex and ongoing pro-
cess with no concrete right or wrong answers. It should both include short and long-
term goals and HEI should not only rely on short-term goals as their achievements

which may disturb the long-term strategy.

As mentioned above internationalization strategy is not unique and cannot be applied to
all areas. The economic and geopolitical developments in various countries also requires
HEIs to adapt their strategy to these countries. For instance, Grant’s (2013) research
studied UK HEIs and suggested several groups of countries depending on their econom-
ic and political situations. This starts from national level meaning Great Britain to wider
European context and also other country groups based on their economic development
and stability. Grant in addition suggested certain region-specific cooperation issues; for
instance, student recruitment from MENA (The Middle East and North Africa) region
would be a good internationalization strategy while research collaboration in this area

would be unsuccessful excluding Israel.

The diversification as mentioned in the previous paragraph make HEIs join together to
share some resources and become more efficient. Such unions are called university con-
sortia and they are in two different forms when it comes to making a consortium: loose
multilateralism which means having own interest over the group interest while tight
multilateralism suggest the opposite. These alliances help universities to reduce risks,

costs and enable them to use their resources efficiently.

A successful internationalization strategy implementation covers many areas including
exchange study partners and collaboration, alumni relationship, quality assurance,
strong link between university mission and research goals, improved curriculum and

participation. Moreover, in order to implement the strategy, the HEIs need to have:
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Systematic approach and ability to change and have internationalization in vi-
sion

Effective staff communication

Leadership and management competence

Systematic arrangement for the evaluation of strategy and ability to make
changes when needed

Resource linking with outside environment
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3 METHOD

3.1 Qualitative versus Quantitative study

One of the initial issues the researchers focus on while choosing their research methods
1s whether to conduct the study qualitative or quantitative. This certainly depends on the
study itself and not usually the researcher’s own preference. Firstly, the main difference
between these two studies is qualitative study’s being non-numeric while quantitative
study relies on numerical interpretation of the data (Greener 2011). According to Saun-

ders, Lewis and Thornhill (2009: 482) three main aspects differ these two studies:

e While quantitative study derives meanings from numbers qualitative study fo-
cuses on meanings expressed through words
e (Qualitative study relies on non-standardized data to make results, but quantita-
tive study makes results based on numerical and standardized data
e Analysis is conducted via conceptualization in qualitative study while quantita-
tive study uses diagrams and statistics to make analysis.
In addition, Winter (2011: 2) differentiates qualitative and quantitative study on the ba-
sis of the researchers role: while the researcher is neutral and is unable to influence the
situation in quantitative study, the qualitative study allows the researcher to be flexible
and the researcher is involved in the study to get the necessary data. To sum this above-
mentioned research, the difference between qualitative and quantitative data is as in the

table below:

Table 2. Differences between qualitative and quantitative study

Aspects Qualitative study Quantitative study

Making meanings Meanings from numbers Meanings through ex-
pressed words

Used data Non-standardised Standardised
Analysis Conceptualisation Diagrams and Statistics
Researcher’s role Involving Neutral
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To sum up, this study has employed qualitative study because:

1) It is better to make meanings though words in the theme of internationalization
strategy since strategy is a matter of words rather than numbers.

2) This research aims to conceptualize this topic by mapping out earlier research
and currently available empirical data. Statistical data analysis would put the
credibility under question since a big sampling is required and strategy is a
broad term to make statistics out of it and it would not give valid results

3) The data used in this study is non-standardized ranging from semi/structured in-
terview, web-site data and conclusion from earlier theoretical framework.

4) The researcher is not neutral in this study but rather gets involved especially dur-

ing interview phase to get meaningful answers

3.1.1 Comparative benchmarking

Benchmarking has been used by organizations ranging from large to small businesses,
private and public sectors as well as in relevant research (McAdam & Kelly 2002). Ac-
cording to Deros (2006) benchmarking is used to mainly find out best management
practices by searching the available data, innovations and efficiencies to improve the
organization. Ahmed & Rafiq (1998) suggested seven types of benchmarking: 1) re-
verse 2) comparative 3) process 4) strategic 5) global 6) competence / bench-learning
and 7) network benchmarking. Talluri & Sarkis (2001) even goes beyond the bench-
marking topic and suggests that this method not only helps to develop products and ser-

vices but in addition it is a continuous improvement philosophy.

Since this study mainly tries to find out the best practices from six German and six Brit-
ish higher education institutions as well as data from earlier research and compare these
practices and data with current situation in Arcada, comparative benchmarking was cho-
sen. The internationalization strategy objectives and enablers of the above mentioned
empirically studied institutions was analyzed carefully and they were grouped together
to be compared with internationalization strategy elements and currently used practices

of Arcada.
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3.2 Data collection

Data collection refers to the gathering of primary and secondary data. Primary data in-
cludes the data gathered by the researcher including interviews and surveys while the
secondary data refers to the data readily available such as journal and books. (Saunders,
Lewis & Thornhill 2009). In this research primary data collection method is a semi-
structured qualitative interview and while secondary data has been gathered from web-

sites.

To sum up the empirical data of the thesis is gathered as illustrated in Figure 8:

Data Collection

Interview Web-sites

Interview with
Arcada UAS
official

Arcada UAS
web-site

Web-sites of six
UK HEls

Web-site of six

German HEls

Figure 8. Data collection of this study.

The web-sites of the respective universities were used to gather data on their interna-
tionalization strategies. In addition, primary data was gathered through an interview
with Arcada UAS official which is discussed in the following section.
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3.2.1 Qualitative interview

Interviews in research is a method of enquiry to make interpretations from the answers
of the interviewees (Warren 2002: 53). Qualitative interviews are designed as struc-
tured, semi-structured and unstructured (Arksey & Knight 1999). Alternatively, they are
categorized as informal, conversational interview, interview guide and standardized

open-ended interviews by Patton (2002).

In general, the main difference underlying structured, semi-structured and unstructured
interviews is how the researcher makes changes in interview questions. In structured
interviews there is no change in the questions, and they are rather pre-determined and
unchanged. The questions are therefore agreed beforehand without a script change.
Semi-structured interviews are also similar to structured interviews as they also include
a set of pre-determined questions. However, semi/structured interviews differ from the
structured interviews since they allow asking additional questions, making changes in
questions such as adding or skipping some questions. This is mainly aimed at getting
additional data and exploring further aspects during interviews. Finally, unstructured
interviews are quite opposite to the above-mentioned two as they have no structure or
pre-determined set of questions. These interviews may or may not have determined top-
ics in advance and it mainly depends on the respondent where the questions would lead
to. Therefore, there are no questions formulated in advance in unstructured interviews.

(Arksey & Knight 1999).

In this study, the interviews questions were formulated beforehand but there was a flex-
ibility to ask further questions. Therefore, the interview made in this study can be cate-
gorized as semi-structured interview. This method is mainly chosen to be able to ex-
plore the topic further by digging into the needed and also in order to make sure that the
questions as well as the answers are understood fully from both ends. For instance, if
the researcher felt that pre-determined question was not answered fully, then the follow-
up questions came which were not in the interview questions list. Additionally, semi-
structured interview allowed the researcher to make sure whether the points of view
were correct as the researcher had the flexibility to make sure by asking the same ques-

tions in a different way or by asking whether the respondent meant so.
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Using Kvale’s (2007: 35-36) suggestions on interview process this study has the follow-

ing interview stages as illustrated below:

Reporting

Thematising o g _
(Gatheringb V.erlfyl.ng (Reporting all
earlier research (Verification of the results as

data) the analysis) well as
limitations)

Analyzing

Designing
(Making interview (Going through

questions and the interview
preparing for the data and making
i) interpretations)

Interviewing

(Semi- Transcribing

structured (Transcription
interview of an of the recorded
Arcada UAS interview)
official)

Figure 9. Interview stages based on Kvale’s (2007: 35-36) study.

3.2.2 Interview questions

The interview questions were formulated accordingly what earlier theoretical models
suggest and they are available in Appendix B. In general, using the literature review the

themes of the questions were grouped into four:
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Challenges
and success
factors

General
guestions

Processual Structural
elements elements

Figure 10. Categorized themes of the interview questions.

The general questions are introductory and final questions to help the interview to go
smoothly. In this category only general questions are asked at the beginning of the in-

terview while final thoughts and comments are asked in the end.

The structural elements are based on six dimensions of the internationalization strategy
(How, Markets, Personnel, Finance, Organizational structure and Sales Objects) as sug-
gested by Welch and Luostarinen (1988) and illustrated in Figure 6. Earlier research re-

sults were used as below while formulating the sub-themes in these categories:

1) How

e [oose multilateralism, Tight multilateralism (Grants 2013)

e Psychic distance (Johansson and Vahlne 2009)

e  Whether considering using agents (Welch & Luostarinen 1988)

2) Markets
e National, Wider European, BRIC (new economic powers) suggested by Grant
(2013)

e Compliance with regional policies (Grant 2013)
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3) Personnel

e How well the staff understands cultural complexity? (Grant 2013)

e International skills of the staff such as language skills and experience of living
and studying abroad (Taylor 2004)

e How the professors understand the internationalization process in the organiza-
tion (Warwick 2013)

4) Finance

¢ Financial knowledge including fees, scholarships for international students (Tay-
lor 2004)

¢ Financial resource allocation (Welch and Luostarinen 1988; Johansson and
Vahlne 1977, 2009)

5) Organizational structure — department, division

e  Whether internationalization is limited to an international office or if there is a
senior level position (Taylor 2004)

6) Sales objects

e Short term and long-term goals (Shoorman 1999)

e Based on only international student recruitment or (Koutsantoni 2006)

e Compliance with the targets set by The Ministerial Conference in Leuven (2009)
set for to be achieved by 2020

e International student recruitment, Curriculum design, Study abroad opportunities
(Taylor 2004)

e Virtual classroom and ICT solutions (Maassen & Uppstrom 2004)

The processual elements category was adopted from Johanson & Vahlne’s (1977, 2009)

theories and they are grouped as follows:

1) Level of internationalization commitment and presence in the market
2) Opportunity recognition

3) Building networking and relationships

4) Learning and trust-building

36



Finally, the interview questions of the challenges and success factors theme is based on
the suggestions made by Grant (2013), Warwick (2013) and van der Wende (1996) and

the following aspects comprise this theme:

e Pre-requisites for a successful internationalization strategy implementation
(Warwick 2013)
e Success factors considered for internationalization strategy (van der Wende

1996)

e Measuring success (Grant 2013)

3.3 Data analysis

The data of this study was analyzed based on the qualitative thematic analysis method.
According to Aronson (1995) following steps are suggested in qualitative thematic
analysis: Data gathering, identification of the patterns, pattern combination and argu-
ment formulation. In this study the data was analyzed accordingly with Aronson’s

(1995) suggestions as in the following steps:

1) The primary data was gathered by a semi-structured interview and online
sources
2) The interview data was transcribed, and certain patterns were formulated after
careful analysis of the scripts and other empirical data
3) The identified patterns were categorized into sub-topics
4) Arguments were formed based on the sub-topics and earlier literature by dis-
cussing the empirical results aligned with what earlier research suggests
The data was analyzed carefully by the researcher in order to avoid the researcher bias
in the study. The transcription helped the researcher to go through the data several times

before making interpretations.

3.4 Research ethics

Research ethics refers to addressing ethical issues and principles when conducting a re-
search which is a very crucial part of research and must be addressed carefully (Orb,

Eisenhauer & Wynaden, 2001). The ethical principles as suggested by Resnik (2015)
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were followed in this study and the summary of the research ethics in this study is as

below:

)

2)

3)

4)

5)

6)

7)

Honesty: being honest and open both in data gathering and data analysis was fol-
lowed by the researcher. There is no falsification of data in this study
Objectivity: The researcher made sure that this study is bias-free and objective at
all stages of the study

Integrity: The actions and agreements made during this study were all consistent
and sincere

Carefulness: The researcher carefully reviewed to make sure there is no negli-
gence

Respect for Intellectual property: All the copyright and other forms of intellectu-
al property was respected, and no plagiarizing was made. All the data sources
were shown respectively.

Confidentiality: Names of the persons and the information which can be classi-
fied as confidential has been protected

Openness: The researcher included the data and the results openly which can be
accessed easily and was highly open to generate ideas as well as to accept criti-

cism

38



4 RESULTS

4.1 Internationalization strategy objectives and enablers of UK

HEIs

Based on the web-sites of UK HEIs this study researched the elements and enablers of

internationalization strategy at UK HEIs, one of the most well-known countries for in-

ternational student recruitment and mobility. Table 3 specifies the objectives summary.

Table 3. International strategy objectives summary of UK HEIs

Internationalization strategy objectives summary

University of

Kent

Raise the profile and position; Embrace and learn from cultural diversity;

International partnership development; International student recruitment

Manchester
Metropolitan

University

Collaboration with faculty and staff; Acknowledgment of globalization as
success driver; Raising international reputation and ensuring success; En-
couraging internationalization engagements and recognition of internation-

al success

University of

Sheffield

Global citizenship; International talent attraction; Staff engagement; Part-

nerships

City Univer-
sity of Lon-

don

Delivery of relevant and sustainable international programs and improve-
ment of international research; Strategic partnerships and broadening glob-

al opportunities; Student and alumni relationship

University of

York

Ensuring academic strengths and enhancing international opportunities;

Reputation and stakeholder management; Embedding internationalization

University of

Winchester

Internationalized curriculum and expansion and diversification of study
abroad opportunities; Staff and student diversity; Collaboration with inter-
national stakeholders; International student integration enhancement; Man-
agement group to ensure effective communication and coordination of in-

ternationalization
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There are certainly enablers with the help of which the universities carry out their inter-

nationalization strategy. Table 4 specifies them as below.

Table 4. International strategy enablers summary of UK HEIs

Enablers / mechanism for implementation

University of
Kent

-Board, meetings and action plans
-Forums and Newsletters

-Collaboration with regional and international partners

Manchester | - CRM system with alumni relations
Metropolitan ) o ) L
University -Partnerships with international institutions
University of | -Alumni
Sheffield )

-The responsible staff team

-Reputation
City Univer- | -Global partnership

sity of Lon-
don

-Regional engagement
-Staff engagement

-Maintaining international profile and reputation

University of
York

-Effective monitoring systems
-Partnerships
-Alumni relations

-Promotion of strengths

University of
Winchester

-Web-page, social media
-Internationally themed events
-CRM

-Joint degree programme and mobility programmes
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4.2 Internationalization strategy objectives and enablers of

German HEls

Germany is a well-developed country with a large number of international students.
While there were only 35427 foreign students in 2010 studying at a German university
there was about 375000 foreigners enrolled in winter semester 2017-2018 academic
year (Stern 2018). Since 2014 all public universities are tuition free where students on-
ly pay little administrative fees (topuniversities.com 2018). Table 5 introduces strategic
objectives and enablers of some German universities below since Germany is very pop-

ular destination for international students.

Table 5. International strategy objectives summary of German HEIs

Internationalization strategy objectives summary

University of | International mobility support and enhancement; International re-
Mannheim search cooperation; International Campus; Ensuring international
student success; Management awareness on international issues

Heilbronn Internationalization of education, educational sites and research;
University of | Networking with international partner institutions and companies
Applied Sci-

ences

University of | Expanding strategic partnerships with international institutions;
Hamburg Creating a welcoming and international environment for interna-
tional students; Increasing mobility and study destination attractive-
ness; Recruitment of excellent young international researchers; Staff
development; Research cooperation; Centralized and de-centralised
management of internationalization

The Universi- | Internationalization of research and degree programmes; Improving
ty of Cologne | internationalization support and presence; Staff and administrative
development for internationalization

University of | Internationalization of administration, research, degree programs
Marburg and curricula; Promoting study abroad; Increasing international stu-
dent recruitment; Developing marketing and communication among
stakeholders
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The enablers for the internationalization strategy for these universities are presented in

Table 6.

Table 6. International strategy enablers summary of German HEIs

Enablers / mechanism for implementation

University of
Mannheim

Support and advice system; Partnerships with foreign institutions; Inter-
national degree programs; International research projects

Heilbronn
University of
Applied Sci-
ences

Exchange studies, internships abroad and double degrees; Virtual class-
rooms and e-learning; International student support by staff and senior
students; Staff mobility projects and international conferences; Collabo-
ration in international research; Cooperation with foreign universities
and integration of faculties with theirs; Partnerships in business sector

University of
Hamburg

Joint degree programs and research collaboration; International trade
fairs and conferences for student recruitment; Mobility programmes
(Erasmus, DAAD etc.); e-learning portal and a liberal Bologna Reform
system; Housing

The Universi-
ty of Cologne

Establishing Global Network Partnerships for collaboration and a sup-
port structure for EU research funding; International partnerships

University of
Marburg

Dezernat VI: International Office and Family Services; Joint teaching
program; Mentor program for international students; Internationally ori-
ented Web-site; Educational fairs abroad

4.3 Qualitative interview results

In the interview the respondent started with that Arcada does not have a separate inter-

nationalization strategy but in the general strategy of the organization internationaliza-

tion is mentioned. In addition, Arcada was mentioned as an educational institution

which emphasizes internationalization. Excellence is the first key aspect which the or-

ganization tries to keep, and they aim to get stronger and grow further with that. Being

more attractive and having a better quality is another issue aimed within the internation-

alization strategy. An example to high quality was given by the respondent as giving the

students competences to make careers in the global market.
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4.3.1 Arcada based on six dimensions of internationalization strategy

From the answers to the interview questions we can group the Arcada official’s answers

and reflections on six dimensions of internationalization strategy as below:

Table 7. Arcada based on six dimensions of internationalization strategy

Dimensions Arcada’s positioning

How -Partnership with Finnish universities

-Considering cultural differences

Markets -More focus on Nordic and Baltic markets
Personnel -Staff awareness for internationalization
Finance -External funding

Organisational structure -International Office

-Departamental level

Sales Objects -Upcoming updated strategy
-International seminars

-Benchmarking

Arcada makes partnerships with Finnish universities especially in the research area.
However, when it comes to creating networks or seeking new partners Arcada is not
likely to do it together in partnership with other local universities. Moreover, the organ-
ization is not partnering with any other Finnish school on a strategic level. The question
of whether the university uses recruitment agents was not asked since there was no in-
formation regarding that at Arcada’s web-site and it was not the respondent’s expertise
area. Finally, the organization is doing cooperation with other Finnish universities in

international student recruitment area but since this was not within the responsibilities
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of the respondent, the researcher could not get a detailed answer on how the organiza-

tion does it.

Cultural awareness is a very important issue Arcada considers in internationalization.
This is done both internally and also when operating abroad. The respondent mentioned
how the organization has developed in the last 20 years from having few international
students and from discussing things as “Finnish students and others” to the level of
leaving that and reaching another phase which the respondent puts as “It is not we and

the others anymore. It is about different cultures.”

When it comes to the operated markets the respondent put a heavy emphasis on Nordic
and Baltic markets. Arcada is currently very active in these markets having its teachers
involved especially in research projects. Currently, the focus is more on Nordic level
but in the future Baltic countries will also get more focus. This does not mean that Ar-
cada focuses only on these markets: the university has cooperation globally and inter-
ested in getting students from all over the world. However, on a strategic level the focus
1s more on Nordic and Baltic countries. Since there was no regional grouping and due to

limited time, the question of compliance with regional policies was not asked.

Arcada’s personnel are somehow involved in international work: many teachers are in-
volved in research cooperation at an international level and also cultural awareness is
available in teaching. For instance, the respondent gave an example from her own ex-
pertise area and mentioned that a class would have a topic such as “elderly care in Fin-
land and Africa”. So, international perspectives in classrooms are taken into account and
taught to students by mixing students from different cultures in a classroom. The re-
spondent also mentioned that they aim to improve teachers’ awareness and contribu-
tions for internationalization. The language skills and experience of living was not

asked due to limited time.

Because of respondent expertise limitations there is not available data in terms of staff
financial knowledge and financial resource allocation. The respondent mentioned espe-
cially external funding for research projects which is systemized in Arcada and accepted

as one of the success norms for the organization.
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The sales objects are still to be updated since Arcada aims to have its strategy updated.
However, the organization continues student recruitment as well as international semi-
nars including NORDYRK seminar in the upcoming summer which is organized to-
gether with other Nordic universities. Finally, the university does benchmarking and

bench-learning from other universities to develop its objectives.

4.3.2 Processual elements and success factors

Arcada is committed in the Baltic and Nordic regions while the university accepts stu-
dents from all over the world. It is this difference that the school has more than 50 na-
tionalities studying there. The market presence in Baltic and Nordic countries are main-
ly via cooperation in educational field especially research projects and international
seminars. The university continues building new networks and relationships. The ques-

tions of opportunity recognition and trust-building was not asked due to limited time.

When it comes to success factors the respondent mentioned being involved in interna-
tional projects and their social impact and societal usefulness. In addition, being attrac-
tive in educational programs was also considered a success factor. Considering cultural
diversity was mentioned to be another factor for a successful international university.
Moreover, Arcada has a quality assurance system which has international evaluators as
a part of their quality work. Finally, having a diversity of international students and
making sure that Arcada students make a good career upon graduation in Finland or
abroad was mentioned as a success factor. When it comes to measuring the success, the

respondent mentioned them as below:

e Number of days students and teachers are abroad
e Number of days students and teacher from other countries stay in Arcada
e Number of research projects Arcada is involved in

e External funding Arcada gets for international research projects
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5 DISCUSSION

This chapter comprises the critical discussion and reflections on the empirical data and
the theoretical framework. The empirical data consists of the results of data from quali-
tative semi-structured interview and data from randomly selected British and German
universities. These two countries are well known for their education as mentioned in
previous sections. The internationalization strategy aspects from the randomly selected
universities from these countries are helpful to learn and consider when developing in-

ternationalization strategy.

The results of this study for international strategy aspects that could be considered by

Arcada is illustrated as in the figure below:

Reputation &
Promoting the

/ profile

Quality &

Embracing
cultural
diversity

success
management

Student and

i Internationalization Strategy Partnership

relationship development

International
student
recruitment

Educational
excellence

Staff
engagement &
Management

Figure 11. Results of this study for HEI internationalization strategy.
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5.1 Reputation & Promoting the profile

First of all, promoting the profile refers to raising the university profile at domestic and
international level. Arcada has a good reputation at domestic level (see arcada.fi 2017)
but internationally it was not possible to get the data since Arcada’s name is not men-
tioned in popular international rankings such as QS or THE rankings. The ranking by
UniRank (2019) places Arcada 3782th best worldwide which could be developed in the
upcoming years. In addition, promoting the profile by web-page and social media is also

desirable which is used by several German and British universities.

Reputation is not certainly an easy thing to keep at a high level as it has been learned
from theoretical results. For instance, Cheng et al.’s (2017) research found the reputa-
tion as one of the main challenges in the sustainability of the internationalization strate-
gy. Winter (2009) found out that the school’s reputation plays a great role in the deci-
sion-making of applicants when choosing where to study. Working to preserve the repu-
tation and rankings was also mentioned by Grant (2013) as an important factor to adapt
in the internationalization strategy. Therefore, it is strongly recommended that Arcada

works on raising its international reputation.

5.2 Embracing cultural diversity

Embracing cultural diversity is another aspect emphasized by almost all selected institu-
tions and earlier research which Arcada also gives importance as the respondent men-
tioned in the interview. The integration of international and intercultural aspects was
considered a part of internationalization strategy by many researchers (see De Wit
1998:1; Knight 2003). The recognition of cultural differences and managing psychic
distance was also discussed in internationalization strategy researchers such as Johans-

son and Vahlne (2009) in other contexts than HE sector.

During the interview the Arcada official noted cultural diversity awareness as an im-
portant issue and gave several examples where Arcada handled this issue well. Their
curriculum is designed so that it does not consist of learnings from Finland, but it is
done globally. For instance, the fact that students are encuraged to compare certain on-

going issues in Finland and in their own countries is a very good starting point.
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Cultural awareness is not only staff’s awareness on cultural diversity but a lot more than
that. For instance, Taylor (2004) suggested pre-exchange training to prepare students
culturally. This could be both applied to incoming and outgoing students of Arcada. A
support and advice system as well as a welcoming environment would also be helpful
which have been adopted and mentioned by some of the empirically analyzed German

and British HEIs.

5.3 Partnership development

Developing partners is certainly a driving force and success aspect for HEI internation-
alization since it offers educational collaboration as well as networking (Taylor 2004). It
was also mentioned as a part of the internationalization strategy by all empirically stud-
ied universities. Arcada’s main objective is to make partnerships mainly with Nordic
and Baltic countries while partnerships with the rest of the world is often for student
exchange. The partnerships with the Nordic and Baltic countries cover research collabo-
ration and common activities such as international seminars. Developing sustainable

partners could lead to a successful internationalization as suggested by Grant (2013).

However, not all researchers suggested that developing partnerships is a clear-cut way
for a full strategy implementation. For instance, Hefferman & Poole (2005) puts an em-
phasis on partnership development but does not consider this as a short-cut for the suc-
cessful and full implementation of internationalization strategy. So, it is not a readily

made success formula but certainly it is important to develop partnerships.

One thing Arcada could consider is creating or getting involved in closer alliances. This
is discussed by Grant (2013) and mentioned as loose or tight multilateralism: while
loose multilateralism occurs when HEIs keep their own brands, tight multilateralism
requires more commitment as HEIs share their resources with each other and work to-
wards a collective interest. Grant (2013) also concludes that sharing resources lead to
cost reduction and risk sharing. Arcada is a small university and by sharing resources
with other HEIs as well as other organizations the university could make more impact
by effective cost and risk management. Therefore, making more collaborative alliances

both in Finland and abroad can be useful for Arcada.
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5.4 International student recruitment

The recruitment of international students is certainly core for internationalization which
is found both in empirical and theoretical part of this study. Arcada currently has stu-
dents from more than 50 countries as mentioned by the Arcada official and this is a big
success point to reach. Since Finland introduced tuition fees for non-EU students, the
focus needs to be more on this issue. This is because of the fact that it was tuition free
for all students. Strategic partnerships as suggested by Dixon et al. (2013) could also
help to increase the recruitment. The use of agents has been widely used in many fields
for decades (Welch & Luostarinen 1988). Therefore, partnering with international stu-

dent recruitment agencies could also be considered by Arcada in the future.

In addition, Taylor (2004) suggests an excellent customer care to international students.
So, it is not only about recruiting but also offering a high-quality service during the ap-
plication and also study period. Arcada official mentioned the global market-readiness
and competence development for international students which is a good starting point.
Therefore, more focus on customer service in all other aspects could also be helpful for

the organization.

5.5 Staff engagement & management

From the interview the researcher was unable to draw conclusions on staft skills for cul-
tural diversity and internationalization. Earlier research considered this as a critical fac-
tor in internationalization strategy. For instance, Grant (2013) suggested the staff should
be aware of cultural complexity while Taylor (2004) specified that the language skills
and the experience of living and studying abroad is critical. Most universities which
were studied empirically focused on staff development and engagement as a part of

their internationalization strategy.

Lack of staff commitment could create problems for a successful internationalization.
This was found by Lunn (2008), Cheng et al. (2017) as well as Taylor & Robson (2007)
who suggested that the common understanding should be shared by the staff not only at
management level. Warwick (2013) suggests efficient communication channels and

staff development which could be considered by Arcada. Moreover, making sure that
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the professors do not understand the organizational development as “someone else’s
responsibility” (Warwick 2013) is a critical factor. A good sum-up could be Taylor’s

(2004) suggestions which could be considered for the Arcada staff:

e (Cross-cultural communications expertise

e Language skills

e Experience of living and studying abroad

e Managerial and financial knowledge (ability to talk about fees, bursaries etc.

with international students)

The management system is also pointed out in internationalization strategy. Arcada cur-
rently has International Office and could consider having a senior level position for in-
ternationalization as suggested by Taylor (2004). Management system could be devel-

oped with the ability to adapt to changing environments as Warwick (2013) suggests.

5.6 Educational excellence

Education is the main service offered by HEIs and certainly developing and keeping the
education at a high level is important for every HEI. Arcada web-site (arcada.fi n.d.)
also aims to develop the offered education which is set as a priority for 2025. In addi-
tion, Arcada official also mentioned the aim of developing both the degree education
and research quality, a good sign also emphasized by earlier research and the priorities

set by the empirically studied universities.

The question is certainly how to do it in this aspect: it is very critical not to just have
them on paper. For instance, Warwick (2013) studied certain universities and concluded
that certain parts of the strategy were “beautifully worded” while it did not reflect the
reality. Curriculum design is the first important aspect as suggested by Taylor (2004)
and Grant (2013). Having a wide range of literature including electronic resources and
course benchmarking (Taylor 2004) would be the aspects helpful to Arcada. Taylor
(2004) also adds the use of modern technology in education. This is also mentioned by
Maassen and Uppstrom (2004) who also add virtual classroom and using ICT solution
providers. Arcada has electronic systems for students but since the ICT solutions are
developing the organization could consider keeping the pace by learning new systems as
well as introducing virtual classroom possibility in all of its educational offers.
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5.7 Student and alumni relationship

Winter (2009) considered students as consumers of HEI sector. In earlier section the
importance of excellent customer care for international students was also discussed. In
addition, Taylor’s (2004) suggestion of creating a social networking for international
students is a very good point for Arcada to consider. In the digitalization era student re-
lationship is not only limited to customer care but also using social media for network-

ing and feeling involved.

Student relationship is not only limited to above mentioned aspects: Taylor (2004) also
suggest marketing and storytelling of exchange students which could be developed fur-
ther by Arcada. The financial knowledge and cultural awareness of staff is another fac-
tor which was discussed in earlier chapters. It is noteworthy to mention that since Ar-
cada introduced tuition fees to international students, service giver knowledge and ex-
pertise is highly needed to be able to answer the questions regarding fees or available

scholarships instead of telling them to find out from the web-site.

Another important aspect is alumni relationship which has been emphasized by several
researchers and empirically studied universities. Although this was not within the re-
sponsibility area of Arcada official, it was mentioned that Arcada has an alumni rela-
tionship system. This needs to be developed further to ensure success in internationali-
zation: for instance, Grant (2013) and Taylor (2004) considered support and networking
systems for alumni as a vital element. Alumni can also be considered as past customers

who can spread word of mouth and promote Arcada to others.

5.8 Quality and success management

Another aspect of internationalization strategy is quality and success management. Alt-
bach and Knight (2007) as well as Cheng et al. (2017) identified the quality aspect as
critical in HE internationalization and suggested that the lack of a well-systemized qual-
ity assurance systems is challenging for HE internationalization. Furthermore, Van der
Wende (1996) suggested that a link between quality assurance and internationalization
is a key for success. Arcada aims to develop student competences and readiness for

global market which can be considered a part of their quality maintenance work. How-

51



ever, more focus as well as a systematic approach is needed on quality management in

addition to offering a high-quality education.

Success management is first of all identifying the success aspects and managing them
by having certain indicators of measurement. Arcada official mentioned several meas-
urement factors especially the number of days foreign students and teachers are at Ar-
cada as well as how long Arcada students and staff are abroad. The number of interna-
tional research projects and external funding possibilities were also mentioned as the
indicators. Comparing it with Grant’s (2013) research who concluded that these are not
enough for a complete success management, it can be suggested that in addition to these
above-mentioned factors the indicators in these areas could also be added to success

measurement:

e Sustainable partners

e (lobal talent attraction

e Innovation in curriculum

e International mobility and placements

e Participation improvement
The positive point is Arcada considers cultural diversity and networking as a key to suc-
cess. In addition, analyzing Warwick’s (2013) study further aspects that could be con-

sidered as a part of success are as follows:

e Systemized management approach with adaptation skills

e Linking organizational resources to external environment

e (Clear implementation plan

e Staff development and efficient communication channels with staff

e [Leadership support and commitment

e A monitoring and evaluation system
It is noteworthy to mention that the respondent mentioned some of these aspects which
could not be discussed further due to limited time. For instance, Arcada was mentioned
to have a monitoring system which involves international staff. Certainly, having a well-

developed system could be useful to ensure further success in internationalization.

52



6 CONCLUSION

This study aimed to explore earlier research in internationalization strategies to form a
theoretical framework and analyze it together with currently used practices by several
German and British HEIs to give suggestions for Arcada University of Applied Sciences
(Arcada) which could be considered in its future strategy update process. Therefore, ear-
lier research was the starting point in this thesis and research in the field of internation-
alization and HEI internationalization was reviewed. Then six randomly selected British
and German universities were also analyzed based on their internationalization strategy
objectives and enablers. The method for this study was chosen as comparative bench-
marking and in addition, data on Arcada was gained mainly by interviewing an Arcada
official who is involved in internationalization and from its web-site. By conducting a
semi-structured qualitative interview this study was able to get some insights of Ar-
cada’s internationalization despite some limitations which are discussed in the following

section.

From the earlier research it was concluded that strategy making for internationalization
1s a complex process which needs to be reviewed and updated frequently. It was also
found that internationalization strategy implementation requires commitment both from
leadership and management as well as staff whose responsibility may not even related
to strategy. For instance, a lack of commitment by professors would lead to failure of in
the strategy implementation. Furthermore, staff expertise including language skills, cul-
tural awareness as well as living and studying abroad experience was critical in this pro-
cess. Finally, a systematic approach including exchange study partners and collabora-
tion, alumni relationship, quality assurance, strong link between university mission and
research goals, improved curriculum and participation were also found critical in the

internationalization strategy.

The results of the study groups internationalization strategy into eight aspects which

could be considered by Arcada. They are in brief as follows:

1) Reputation & Promoting the profile: this is working towards making the univer-
sity reputation and rankings even better. Arcada could mainly focus on its inter-

national rankings which are not as high as its domestic ranking
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2) Embracing cultural diversity: refers to recognizing cultural diversity and inter-
national aspects. Arcada currently seems to be working at a good level and this
should be developed further

3) Partnership development. Developing partners for educational collaboration and
networking is critical. Arcada has partners from many countries worldwide for
mainly exchange studies. However, when it comes to collaboration for other ed-
ucational projects Arcada’s focus is on Nordic and Baltic markets. Perhaps in
the future it would be better to recognize opportunities in further markets. More-
over, making alliances with other Finnish and foreign universities is suggested
in order to reduce the costs by resource sharing which could improve Arcada’s
presence abroad

4) International student recruitment: International students are core of the interna-
tionalization process and Arcada has done very good in this aspect: the school
has students of more than 50 nationalities as per the interviewed school official.
However, it is very important to consider that Finland recently introduced tuition
fees for non-EU students which has changed the situation as it was tuition-free
for all students before.

5) Management and staff knowledge: Cultural expertise, full commitment as well
as managerial and financial knowledge are important aspects to consider. In ad-
dition, Arcada could consider having a senior level position for internationaliza-
tion in the future which would affect the implementation of internationalization
strategy more as suggested by Taylor (2004).

6) Educational Excellence: An element considered by Arcada and other empirically
studied universities as well as emphasized by a number of researchers. Arcada
could consider developing electronic resources and introduce virtual classroom
as suggested by Maassen and Uppstrom (2004)

7) Student and alumni relationship: Students are consumers of HEI sector and a
good support and advice system is critical in addition to welcoming environment
for international students. Moreover, service givers’ knowledge in tuition fees,
available scholarships and other related concerns of international students is crit-
ical. In addition, social media presence, storytelling of exchange students and

other ways to involve the students is suggested to Arcada. Finally, alumni rela-
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tionship could be developed further by Arcada which was also emphasized as a
factor in internationalization by researchers and empirically studied universities.

8) Quality and success management: In order to see whether the strategy is imple-
mented right there needs to be a system to evaluate the quality and measure the
success. This is not only done by considering number of days in exchange or
amount of co-authored publications. Additionally, curriculum innovation, sus-
tainable partners, global talent attraction, international mobility and placements
and participation involvement is needed for quality monitoring and success

measurement.

6.1 Limitations and directions for further research

As in all research this study has also limitations. The main limitation was the time limi-
tation in the qualitative interview. Within the assigned time the researcher was only able
to ask main questions without going deeper in some topics. The areas which could not
be explored are openly documented in the Results chapter above. In addition, a more in-
depth study of Arcada would give more empirical insights to the topic. Unfortunately,
this would require a lot of resources and efforts which are challenging for a Master’s
thesis. Therefore, this study made suggestions based on earlier research and other em-

pirical results without making generalizations.

This study presented a comprehensive theoretical research model in HEI internationali-
zation. A more in-depth study of this framework would give further aspects empirically.
Considering that Finland recently stopped offering tuition-free education to non-EU
students, further in-depth research is needed in this changing environment. Conducting
new research studies in the area internationalization strategy at Finnish universities
would contribute to research by adding new learnings from this immature tuition-based

environment.
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APPENDICES

Appendix A: Table 1

Table 1: Elements and aspects of internationalization strategy at HEIs (Taylor, 2004)

Name

Aspects

Elements

EDUCATION

International  student re-

cruitment

Curriculum design

Study abroad opportunities

-Wide range of literature for prospective stu-

dents especially electronic resources
-Course benchmarking

-early decision-making and other customer-

centric approach in recruitment
-social networking for international students

-scholarships and other awards to be offered and
announced publicly to attract high quality stu-

dents
-housing, and other support services

-collaboration with other institutions to improve

recruitment

-events and activities with international empha-
sis
-Target establishment for student numbers par-

ticipating in inward and outward exchange

-preexchange training to prepare students cul-

turally

-partner institution and systematic work for
smooth exchange studies and joint activities for

research

-Marketing and storytelling of returning ex-




change students

-Distance learning or physical presence over-

s€as

-Support for international research

STAFF

Lecturers

Administrative workers

-Cross-cultural communications expertise
-language skills
-experience of living and studying abroad

-managerial and financial knowledge (ability to
talk about fees, bursaries etc. with international

students)

INSTITUTIONAL
MANAGEMENT

-Guiding principles (being open, fair, diverse

and relevant) for internationalization
-Institutional commitment

-Having a senior level position for international-

ization not only just an international office




Appendix B: Planned Interview Guide

General Questions:

1))
2)

Please tell me about Arcada’s internationalization strategy

How would you define a HEI internationalization strategy?

Structural elements:

1))

2)

3)

4)

5)

6)

7)

8)

9)

How do you internationalise as an organisation? Do you use agents or partnerships
with other Finnish institutions? When partnering with other Finnish institutions do
you put emphasis on Arcada brand despite being in an alliance with other schools?
Is the aim to work collectively towards getting international students to Finnish
universities or do you aim to get students to Arcada being allied with other Finnish
institutions. Do you share resources with other universities for internationalization?
How would you describe network and relationships in your internationalization
strategy? Have you considered using agents?

Do you consider the psychic distance, the degree of being foreign in the market
which occurs due to differences in home and exporting markets, in your strategy? If
so, how do you consider it and handle the differences?

How do you divide markets for internationalization? Do you group the countries /
markets? If so, what are these groups you consider? Do you comply with their re-
gional policies?

How well does your staff for internationalization understand cultural complexity?
How would you describe international skills of the staff such as language skills and
experience of living and studying abroad?

How well do the professors understand the internationalization process in the or-
ganization? Do you have a special program for this?

How detailed does your staff have financial knowledge such as tuition fees for in-
ternational students or available scholarships etc.? If an international student shows
up and asks a specific question about a related topic in an international office, how
well do you think the staff would answer the question?

Could you describe the financial resource allocation for internationalization strate-

gy?



10) Could you tell me what is the organizational structure for internationalization? Is
internationalization limited to an international office or is there a senior level posi-
tion?

11) What are your short-term and long-term goals in internationalization strategy? Have
you considered any of these targets set by The Ministerial Conference in Leuven
(2009) set to be achieved by 2020? They are as follows:

e To improve labour market readiness, lifelong learning and higher education partici-
pation

e To attract more public investment in higher education

e To increase academic freedom, institutional commitment and cultural development

e To ensure the 20% of HE students would have a study abroad experience

12) Are your targets limited to international student recruitment? Have you considered
curriculum design and study abroad opportunities as your targets? Do you use vir-
tual classroom and ICT solutions in your curriculum design?

Processual elements

1) What is the level of internationalisation commitment and the level your presence in
the markets? Do you plan to increase your commitment in certain markets? If so,
how do you plan to do it?

2) Could you reflect on Arcada’s internationalization strategy in the following aspects
mentioned below:

e  Opportunity recognition

e Building networking and relationships

e Learning and trust-building

e  Alumni relationship

Success and challenge factors:

1) What are the pre-requisites for a successful internationalization strategy implemen-
tation?

2) What are the success factors considered for internationalization strategy?

3) How do you measure your success in internationalization strategy?

4) What are the challenges in the implementation of the internationalization strategy?



Appendix C: Interview Transcription

(Recording and transcription starts after asking for the confirmation to record the voice.

The researcher’s transcription is made italic to be distinguished)

-Maybe I can then give you some short answers, to answer a few questions or something
like that. That would be possible then. But not to ask all these questions, I don’t have

time for that I am so sorry.
OK, then we can start.

-OK, I have but next week, because I am coming from a conference on Monday and be-

fore that I cannot do it. Even if [ would like to do it, it is not possible. I am sorry.
OK then. For Monday ...

-Uhm you may note that [ came from Stockholm last night, so I have been really busy

this week. It is not usually like this. But if we start then we see.

OK. To start with I would like you to tell me a bit more about Arcada’s internationaliza-

tion strategy, if possible.

-Arcada do not have an internationalization strategy but in our general strategy we men-
tion internationalization and say that we want to be an international university with fo-

cus on the Nordic countries and Sweden.
OK. The focus is more on Nordic countries then when it comes to internationalization.

-Yes. On a strategic level we have cooperation over the whole world globally, but in the
strategy, it is said in the strategy that on a strategic level the focus is on the Nordic and
in the future Baltic level. But we are also as you may know, are now updating our strat-
egy and we have a new strategy next autumn and then the situation is maybe, uhm dif-

ferent.

OK. In what aspects do you have internationalization strategy? Is it like research part-

nership or student recruitment or?



-It is not said in the strategy but the focus of the Board and management of Arcada we
have discussed this question: Maybe I’d like to start by saying that the need for higher
education institute internationalization strategy it is about excellence, it is about making
the university stronger and it is implemented in everything we do in one way or another,
if you understand what I mean. So, the ambition is to be excellent and to get and to be
stronger, more attractive and to have very good quality in everything that we do a better
quality and also to give the students competences to act in a global world to make ca-

reers on a global market. ..
OK.

-Was that an answer you wanted to have? And that means that we have teacher ex-
change, we have student exchange, we had international research projects with external
funding, we have international seminars going, in June we have a seminar called
NORDYRK with people from all the Nordic countries coming and presenting their re-
search in the area of pedagogics. And we also do benchmarking and bench-learning
with other universities. Our quality assurance system is also international that we had
international evaluators as part of our quality work. So, it is a lot of things. And it is also

internationalization at home for those students not going abroad.
OK, and can you tell me a bit more about that or?

What internationalization at home could be?

Yes, for home students.

-Internationalization at home means that we also try to give the students that are not go-
ing abroad international and intercultural competences at the university at home mean-
ing that we have... we are doing things together with the international students and
when we are teaching subjects we look at from different perspectives also from different
international perspectives. For example, how do look at elderly care in Finland or in Af-
rica for example. I am coming from the area of social care, as you can see, so it is easier
for me to find examples from that side. But that is something we do in all these educa-

tional programs.



OK and...

-Was that the answer? We also try to mix people from different countries in the courses

and to look at things from different perspectives.

All right. And then how about the organizational structure for internationalization? Is it
limited to an international office or is there a senior level position, for example board

level position for this?

-We have an international office that are very much involved in the student and teacher
exchange. Then when you look at internationalization as part of the strategy and the ex-
cellence ambition that I mentioned, it means that every researcher in Arcada one way or
another is involved in research projects on international level. Of course, we are not ex-
actly there yet, but we have very many international research projects going on and I
would say the majority of our teachers are in one way or another on the international
market also. From beginning this year, I have been, it is called Director Academic Part-
nerships, and I am a part of the Board, of Arcada Board. And what I am supposed to do
is to really make Arcada’s network with other universities and other higher education

institutions, to create new networks. We focus on the Nordic and the Baltic countries.
Nordic and the Baltic countries?

-Yes. But it is important to be aware of that it does not mean that we only have net-
works and do things together with countries, with universities from these countries. The
idea is to be stronger on the global education and research market because we are part of

Baltic and Nordic networks, and not to work alone.

-All right. And can I ask you then more about the success factors? What do you consider
being successful in internationalization? Like, what are the success factors or if you can

measure it?

-That is not a really easy question to answer (laughs). It is of course a complicated ques-
tion and it is really important because, I don’t know how much you have been looking
at how you can measure international activities and success in internationalisation but it

has been mainly about how many days students and teachers are abroad and how many



days we have students and teacher from other countries at Arcada. And that’s of course
one way of looking at it, you need to have activities and you need to have good activi-

ties.
Yes.

-But if I start with the research side then you can for example look at how many interna-
tional projects are we involved in, do they really have a social impact, are they focusing
on social, societal usefulness, sustainability and how many research publications do we
have in international peer-reviewed scientific papers and also how much external fund-
ing do we have for international research projects. So, that’s the research side and it tells
something about success on that market. Another very important thing when we go
more to the education programs and one very very important factor is that we are attrac-
tive for international students. That we would have a lot of international students from
all over the world that want to come to Arcada and to study at our school. I think that is
one very important thing to be successful. And another one is of course our international
students and our students can make good careers, get good jobs and good jobs also

overall, not only in Finland.

Yes. Just coming back to this international student recruitment. I would like to ask if you
partner with other Finnish universities to for example represent the school abroad or
some kind of alliance for these activities? It can also be other internationalization activ-

ities, so the question is about how do you partner with other Finnish universities?

-We do partner with other Finnish universities but not that much when we seek new
partners on the international market. I think I understand your question. Finland is a
small country with a lot of small universities, and it is really demanding to create new
networks and to keep them really active and productive and successful. But we are
mainly creating our own networks. But we are a part of international networks where
there are several universities from Finland, several universities from Sweden, Norway
or Europe but not that I could say that in international questions we are... that we are
doing internationalization together with another university on a strategic level. We’re

not doing that.

OK.



-Was it a good answer to your question?

Yes, yves because that is the obvious answer. I just thought like.. because there is Study
in Finland for example fairs abroad, I don’t know exactly but I just thought that some
universities do partner, like they have their own stands in fairs but they still represent

Study in Finland.

-Ah yes, I am not the right person to answer that question if you think that we are mar-
keting our university for foreign students. We are doing a lot of cooperation in that area,
but I am not the right person to answer that question. You should probably ask them at
the Study Services office. I cannot answer that question I am sorry. We are doing things

together but exactly how and with whom, I don’t know.

OK. Can I ask you then more about the staff knowledge? For example, if the professors
are aware of this like the university is getting more international and there is this direc-
tion for internationalization, or is it only the specific people who are more aware of

this?

-That is of course a very good and a very critical question and ... probably my answer is
both yes and no. I think that all the staff at Arcada is aware of that we want to be an in-
ternational university and that we are an international university. Looking at numbers,
we are probably the most international university in Finland if you look at in percent-
ages, how many students we have that are international and come from another country.
And they also I think all know that we have the Nordic and also the Baltic profile. And
we are very active compared to most Finnish universities on the Nordic and Baltic espe-
cially on Nordic market. But, of course, it is not all the teachers are involved, and I
think that we should have more teachers involved than we have today. And it is about, I

can’t find the right word in English, but there are ...
You can say in Swedish.

-.. they are engaged people. And you can in some way say that internationalization to-
day is in the hands of these very engaged few persons. But we have many teachers and
really many students also involved in international work. We need to do better and this

1s what we are trying to do during the upcoming years.



All right. Well, good luck with that. And I would like to also ask about the alumni rela-
tionship, those who have already graduated from Arcada, especially I mean these inter-

national students. Are they somehow involved afterwards?

-That is once again a very good question, but I can not give you a good answer for that
question. If you want a more specific answer to this question you need to talk to

(name hidden), but I thank you for the question because it was a new thing for me to
think of, how we could... I know that we have discussed how we could do much better
in keeping contact with our alumni and we already do something. But I am sorry to say |

am not aware of exactly where to stay in that question at the moment.
Sure.

Can I also ask you last but not least about the cultural complexity and psychic distance
for example the level of being different? I know that although Finland and even Sweden
are considered two almost the same countries but still there are cultural differences. So,
can I ask you about your experience about this cultural complexity at an international

level?

-This is a very interesting and important question. To start with I think that to be suc-
cessful international university you really need to believe in diversity is the key to suc-
cess, that we need diversity on all levels to make the education better, to make more in-
novations, to learn to look at things in new ways and to make the world a better place
for all. And what you really can say is that even if the Nordic countries are very similar

there are cultural differences.
Yeah.

-They are not that big but you can see them you can see them in education, you can see
them in leadership, you can see them in working life cultures, they are there. And that
means that even if we are so similar, we can get diversity by acting on the Nordic and
Baltic market and also the Baltic universities and Baltic cultures are then different. So,
we can learn from that and to really be in internationalisation you need to have an open
culture where you want to have diversity like we have in Arcada, I think we are very-

very lucky to have more than 50 different nationalities studying for a degree at Arcada. I



think you can say that we have, we are in the beginning of really trying to have an open
multicultural university with the possibilities to have international and intercultural con-
tacts on very many different levels. But we are of course in the beginning of it. But I
don’t know how to say it and I am not sure if I want you to use it or to write it down,
but maybe to help you understand what has happened, maybe twenty years ago I think
we had our first international students at Arcada. And this means we had a lot of discus-
sions: the Finnish students and the other students. That is, [ haven’t had for many-many
years. If we have discussions it is between different cultures and Finnish culture, so we

are part of that. It is not we and the others anymore. It is about different cultures.
And diversity.

-Maybe a sign of this, maybe a small success when talking about an international uni-

versity.

Well, that’s great to hear.

-Did you understand what I tried to say?

Yes I did, of course.

-It is nice (laughs).

I guess we have run out of time because you are so busy.

-At the moment I think we are running out of time, but do you have more questions to

ask me?

Well, I guess this was all about the general idea on Arcada’s internationalization and
there were some actually, maybe I could try to contact the Marketing responsible per-

son because those others I guess are not in your responsibility area.

-I think we have rather good covered my responsibility and my competence area but feel
free to contact me by email to ask more if you think that something very important was
left out or you have new questions. I can answer emails. And I also can give you a short

call, I am going to Switzerland tonight, if needed.

All right.



-1 really wish you good luck with your thesis and hope that you can manage it, make it

with a tight time schedule.
Yes, hopefully and thank you for your time. Good luck with everything!
-Thank you, it was nice talking to you. Bye!

Bye bye!



