
 

 

 

             

 
Market Penetration of a Finnish Start-up Operating as an Online Marketplace for Freelancers 
Donat Viktorov 
  
BACHELOR’S THESIS November 2020   International Business   



 

 

ABSTRACT 
Tampereen ammattikorkeakoulu Tampere University of Applied Sciences International Business Marketing  DONAT VIKTOROV Market Penetration of a Finnish Start-up Operating as an Online Marketplace for Freelancers Bachelor's thesis 48 pages, appendices 7 pages November 2020 
Abstract  The evolution of technology has led to digitalization of the world, which contrib-uted to the creation of new modern forms of employment. Today, self-employ-ment has become more popular than ever before. There are online markets and mobile applications that facilitate the possibility of working as an independent employee e.g. freelancer.   The commissionaire of this thesis is a start-up company that provides a digital platform which operates as an online marketplace for self-employed community. Their objective is to enter the market of Finland and gain popularity and reputation amongst the target group consisting of freelancers, students and entrepreneurs. Therefore, the main research question of this thesis was how to successfully pen-etrate the market of Finland in the field of self-employment to secure a solid mar-ket share? Author used various books, articles and online sources as well as quantitative and qualitative research methods for data collection.  The findings indicate that this market has a great potential for growth. Results of the survey that targeted business students showed, that majority of respondents would consider freelancing, providing they got more information on the topic. The market analysis indicates that currently there is no major competition amongst companies that provide similar services for freelancers as the commissionaire. Freelancing is said to be the fastest growing form of employment in Finland which is why it is a good time to penetrate that market.   The recommendation regarding the marketing strategy for the commissionaire is price adjustment and augmented promotion using the repetition advertisement technique through social media channels. Different events related to Finnish uni-versities such as fairs have a great potential for marketing opportunities since it creates extra exposure to advertisement which influences more potential end-users, increases brand awareness and builds good reputation for the company. Suggested social media channels to use in order to reach the potential target group based on the research are Facebook, Instagram, YouTube and Google.  
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1 INTRODUCTION 
 
We live in the world that is in a constant change. Technology has advanced rap-
idly during the past 20 years, which has also changed the way we consume life. 
Today it is possible to answer practically any question with the help of a 
smartphone or a computer. People can order food, send or receive e-mails, pay 
bills or watch a movie using only their smart devices. Even working from home 
has become a regular thing amongst people, especially now during the times of 
global pandemic. 
 
With the development of modern technology, new forms of employment have oc-
curred. For instance, self-employment through digital platforms such as social 
media platforms or some other platforms that specialize in employment services 
have become more common. A phenomenon called ‘‘freelancing’’ has made en-
trepreneurship seem much easier and less risky has gained more popularity. 
Freelancing means being self-employed and specializing in some particular field 
of work providing services to different customers and organizations (Cambridge 
Dictionary 2020).  
 
In Finland, freelancing is called ‘light entrepreneurship’ due to its’ form of employ-
ment being similar to entrepreneurship but without needing a business ID or hav-
ing to carry same responsibilities as an actual company owner. According to 
Uusityö.fi (2020), freelancing is currently the fastest growing form of employment 
in Finland. 
 
The commissionaire of this thesis is a start-up company operating as a digital 
platform that provides opportunities for self-employed workers to sell and market 
their services in an online marketplace. Platforms of such kind have already been 
popular for some time in countries like United States and United Kingdom 
(Gilchrist 2019). 
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1.1 What is freelancing 
 
The definition of freelancing means being self-employed and working for various 
customers or organizations. A freelancer specializes in some particular profes-
sion and usually does gigs e.g. one-time jobs without being dependent on one 
particular employer. Freelancing can be compared to being a small business 
owner with less responsibility. (Cambridge Dictionary 2020) 
 
The main differences between being a freelancer and being an entrepreneur is 
that as a freelancer you don’t have to deal with the same responsibilities and 
risks. Unlike entrepreneur, a freelancer doesn’t need a business ID to operate 
nor start-up money. A freelancer doesn’t have to worry about insurances, deduct-

ible costs, accounting or basically any frustrating bureaucracy that entrepreneurs 
have to deal with. 
 
 
1.2 Digital platforms 
 
According to Information Technology & Innovation Foundation (ITIF), digital plat-
form can be explained as an online business that provides a place for commercial 
interaction between two or more parties. These parties usually consist of suppli-
ers and consumers. (ITIF 2018) 
 
1.2.1 Billing services 
 
In Finland, people who practise freelancing are usually divided into two groups; 
wage earners and entrepreneurs.  Different billing services have their own terms 
and conditions but most of them treat freelancers as wage earners in which case 
the billing service operates as the employer. There are also billing services that 
provide freelancer with a business ID in which case the freelancer operates offi-
cially as entrepreneur e.g. freelancing with a trade name. (Bisnes.fi 2018) 
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Ukko.fi 
Ukko is a leading platform amongst all the Finnish billing services. It has over 
100 000 registered users which makes it the biggest platform in this field of busi-
ness in Finland.  From the market perspective, Ukko possesses the biggest mar-
ket share of all similar platforms in Finland. Ukko doesn’t provide freelancer with 
business ID. (Ukko 2020) 
 
 
OP-kevytyrittäjyys 
OP-kevytyrittäjyys or translated in English OP-freelancing is an example of a sim-
ilar billing service as Ukko.fi but with a slight difference. OP provides freelancer 
with a business ID e.g. trade name which makes freelancer officially an entrepre-
neur. OP-group is Finland’s biggest finance group and has over 4 million custom-
ers in total (OP 2020). Currently they have around 15 000 people using their form 
of freelancing. (OP-kevytyrittäjä 2020) 
 
 
1.2.2 Online marketplaces 
 
There are also digital marketplaces for freelancers where they can create ac-
counts in order to attract new customers and increase their revenue by acquiring 
more gigs. These platforms provide freelancers with an opportunity to market 
themselves in exchange for a certain amount of commission fee.  
 
Fiverr is one of the biggest platforms worldwide in this field of business. This 
platform is a good example of how this type of marketplace operates. On their 
website, one can find plain and simple guide for how this platform works. Basi-
cally, there are three steps; register as a user, put up an ad about your speciali-
zation and find yourself a customer. For every transaction Fiverr takes a certain 
percent of commission fee. (Fiverr International Ltd. 2019) 
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1.3 Tekijä Työnvälitys Oy 
 
The commissionaire of this thesis is Tekijä Työnvälitys Oy, a company that pro-
vides an online marketplace for freelancers and entrepreneurs in Finland. This 
online marketplace operates as a digital platform that provides freelancers, en-
trepreneurs or any other self-employed people an opportunity to market them-
selves and offer their services to different customers and organizations. (Tekijä 
2020) 
 
The main objective of this company is to penetrate the market of Finland and 
secure its’ place as trusted and favoured platform amongst local freelancers, stu-
dents and entrepreneurs. The ultimate goal is to become the biggest web-based 
platform in Finland that provides employment services through network. In order 
to achieve this goal, the company will need to create a strong reputation for itself 
by investing in quality service. Great service builds trust and will help with creating 
long-term relationships with customers and companies. One of the main missions 
of Tekijä is to expand the culture of freelancing in Finland and thereby support 
local entrepreneurs and sole traders. By supporting domestic labour system, the 
company is aiming to build itself a strong reputation and gain the trust of local 
society. 
 
After the market is penetrated, commissionaire plans to establish a partnership 
with one of the leading companies in billing service industry in order to expand 
company’s distribution channels and gain more popularity. As previously men-
tioned in the text, Ukko.fi is the biggest billing service company in this field in 
Finland, therefore it is the perfect option for collaboration. In case the partnership 
is not possible with Ukko, the company will proceed to search for another com-
pany that would be interested in collaboration. 
 
The vision of the company is to expand abroad once the domestic market is se-
cured. The concrete country that is targeted is Estonia, due to its’ geographical 
convenience and long history of employment relationship with Finland. According 
to the commissioner, there is no similar market platforms in Estonia yet, which is 
another indicator of a good potential for this market entry.  
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1.4 Thesis topic and research question 
 
The topic of this research paper is to analyze the market of Finland in the field of 
freelancing and entrepreneurship to create a successful market penetration strat-
egy. The aim is to find the best approach for penetrating the market and estab-
lishing an effective marketing strategy for company Tekijä.  
 
The research question for this thesis is ‘‘What is a good and effective approach 
for market penetration to gain popularity and reputation amongst freelancers and 
entrepreneurs in Finland in order to gain a solid market share’’. In order to answer 
that question, it will be necessary to investigate the behavior of the selected target 
group and find out their needs and wants. For this, the author will explore litera-
ture on this topic and use different tools to gather data from the selected target 
group. The author will use Ansoff’s Matrix as a theoretical framework in order to 
determine the market situation and choose the appropriate market entry strategy. 
 
The research will also concentrate on determining the demand for freelancing in 
Finland amongst business students as well as what social media channels do 
should be used for marketing purposes. These questions will be used as sub-
questions to find out how informed and interested business students are overall 
about freelancing and what are the best social media platforms to reach them in 
terms of marketing. 
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1.5 Methodology 
 
Quantitative research method 
Quantitative research method is an empirical investigation which observes the 
numerical data for statistical analysis. The quantitative research is mostly con-
ducted via surveys/questionnaires that contain closed-ended questions. The ex-
tracted data results are analyzed to have clear numerical data statistics on the 
issue that is being investigated. (Given 2008) 
 
The first survey will be implemented in order to determine the demand for free-
lancing and entrepreneurship amongst the business students of Finland. The aim 
is to study their behavior and learn about their needs and opinions concerning 
the possibility of working as a freelancer. The survey will consist mostly of closed-
ended questions with a few open-ended questions. This is the quantitative part 
of the research. 
 
Qualitative research method 
Qualitative research method is the opposite for quantitative method since in this 
research method the focus is not on numerical data. In the qualitative research 
method, the point is to get the opinions and experiences of the respondents. 
(Bhandari 2020) 
 
The second survey will be targeted at self-employed freelancers and entrepre-
neurs. This survey will consist mostly of open-ended questions with a few closed- 
ended. People from this target group already have experience in freelancing and 
entrepreneurship hence will be able to express their opinions on this matter based 
on their expertise. The aim of this survey is to find out what are the pros and cons 
of being a freelancer, which billing services are preferred amongst freelancers 
and for what reasons. 
 
In addition to the surveys, there will be a fixed number of participants that will be 
interviewed via telephone call. This part of the qualitative research method is con-
ducted by one-on-one phone interviews using open-ended questions. 
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PESTEL analysis 
PESTEL analysis helps the company with determining all the external factors that 
may affect the organization. These external e.g. macro forces are the ones that 
the company should be aware of before doing any major decisions regarding the 
market entry. If the company hasn’t done the analysis of the macro-environment 
factors, it may face many obstacles and threats that can have a huge negative 
impact on the company’s success. The reason why it is called a PESTEL analysis 
comes from the acronym of the letters which stand for Political, Economic, Social, 
Technological, Environmental and Legal aspects. (Oxford Collage of Marketing 
2020) 
 
SWOT analysis 
The SWOT analysis stands for evaluating your company’s strengths, weak-

nesses, opportunities and threats. It is a technique used by companies to under-
stand better the position of the company, what advantages and disadvantages it 
has and how to position itself going into the market. This framework helps the 
company to have a clear and realistic expectations while creating a marketing 
strategy considering all the factors that may or may not affect the end results. 
(Grant 2020) 
 
In this thesis, the swot analysis will be implemented after quantitative and quali-
tative researches are done, in order to determine the company’s competitive edge 
and what risks it may face while entering the market as a start-up company. An-
other important factor is determining the external factors affecting the organiza-
tion. Therefore, PESTEL analysis will be implemented before SWOT.  
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2 THEORETICAL FRAMEWORK 
 
Ansoff Matrix 
In 1957 Igor Ansoff introduced his marketing-tool ‘The Ansoff Product-Market 
Growth Matrix’ for the first time and  published  his  article  that contained  this  
framework in  the  Harvard  Business  Review  (HBR),  titled  “Strategies  for  
Diversification”  (HBR 1957).  The Ansoff’s  matrix  (Figure 1) consists of four 
different quadrants that serve as strategies for marketers who aim for growth; 
Market Penetration, Market Development, Product Development and Diversifica-
tion. 
 

 
FIGURE 1. Ansoff Matrix (tutor2u 2020)   Market penetration 
Market penetration is a tool used to determine the size of the potential market 
and to measure the relation of how much a product/service is being used by the 
customers compared to the whole market in that field (Kenton 2020). This is the 
most efficient and least risky strategy out of the four presented in the Figure 1 
when a company wants to increase their market share and generate more sales.  
According to Corporate Finance Institute (CFI), the techniques used in the market 
penetration strategy are usually price adjustment and increased promotion. Com-
petitive prices will attract new customers and augmented promotion will help with 
spreading awareness and build the name of the company.  (CFI 2020) 
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The market penetration rate is determined by using the formula presented in the 
Figure 2. Once market penetration is calculated, the rate is informed in percent-
ages.  

 
FIGURE 2. Example of market penetration formula (CFI 2020) 
 
Product development 
This strategy is based on developing and launching a new product into already 
existing market. It is usually used by the companies who have already secured 
their place in the market and are looking to develop new products to differenti-
ate themselves from the competitors. There are several techniques to use this 
strategy; a company can invest into research and development department, es-
tablish partnership with other company to gain access to their distribution chan-
nels or merge with a competitor to create new product. (CFI 2020) 
 
Market development 
This growth strategy is used when a company wants to introduce an already ex-
isting product to a new market. For instance, making a market entry into another 
country is one of the techniques. Another example of market development is ac-
quiring new distribution channels or expanding into new customer segment. 
(CFI 2020) 
 
Diversification 
Diversification means entering new market with a new product. Although it is 
said to be the riskiest strategy of all four, it can also have a great potential for in-
creasing revenue. Diversification can be divided into two approaches; related 
and unrelated diversification.  
 
Related diversification means that the new product that is being launched has 
some type of relation to the company’s previous products. Unrelated diversifica-
tion means that product has no relation to the previous products of that com-
pany. (CFI 2020) 
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3 FINLAND AS A TARGET MARKET 
 
 
3.1 Freelance in Finland 
 
Statistics from Uusityö.fi (Figure 3) are showing that there were approximately 
113 000 freelancers in Finland in 2018 and the estimation for 2019 was more 
than 150 000. 
 

 
 
FIGURE 2. Freelancer volume development in Finland (Uusityö 2018 modified) 
 
In Finland, freelancing is not an official term and thereby is not considered an 
official form of employment. That is why freelancers are usually divided into wage-
earners and entrepreneurs. It is also not included in the official statistics of Fin-
land (stat.fi 2020). Therefore, it is not possible to say the exact number of free-
lancers in Finland. 

Development of the number of freelancers 

(estimated) 



14 

 

Different sources estimate from 130 000 to 160 000. Aleksi Rautavuori who is the 
CEO of Uusityö.fi stated on their website that there are over 150 000 registered 
users of billing services in Finland. (Uusityö 2020) 
 
3.2 Competitors 
 
The positive sign is that there aren’t many competitors in this field yet. Foreign 

competitors that operate worldwide such as aforementioned Fiverr do not con-
centrate on the Finnish market and do not invest into promoting their platforms in 
Finland. This grants a great opportunity for Tekijä to emphasize the domestic 
qualities of their platform and differentiate itself from the foreign competitors by 
supporting the local labour system. 
 
Free Talent 
This online marketplace is a platform provided by the company Free.fi which op-
erates mainly as billing service. Free is one of the two competitors with roughly 
8000 registered users to their billing service. There is no valid data on the precise 
number of their marketplace users.  
 
Free uses price adjustment strategy to market itself as a cheaper billing service 
for freelancers compared to other similar services. The comparison of the com-
mission fees is listed in the table below (Table 1). The service fee is 5% for all 
the other services listed in the table except for free.fi. Their fee is 4%. 
 
Billing Service Service fee 
FREE! (free.fi) 4% 
Pooli 5% 
Ukko.fi 5% 
Odeal 5% (When turnover less than 60 000) 
Eezy 5% (When turnover less than 75 000) 
Omapaja 5% (When turnover less than 75 000) 

 
TABLE 1.  Comparison of commission fees of different billing services (Free 
2020) 
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Lookaid 
Another competitor that has just recently brought itself into the market is 
Lookaid. Lookaid is a company that operates as an online marketplace in the 
form of mobile application which has recently collaborated with the billing ser-
vice Eezy. There is a page with Lookaid campaign on the website of Eezy. The 
campaign which lasted until 30.9.2020 granted all the customers of Eezy vari-
ous benefits if they used a discount code mentioned in that post. (Eezy 2020). 
There is very little information about this application on the internet. Their mo-
bile application is only available on Google play store but not in Apple store 
which is kind of strange. Tekijä should keep an eye on this company.  
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3.3 Observation of quantitative and qualitative analyses 
 
 
3.3.1 Survey for students 
 
This survey was conducted in order to determine the demand for freelancing in 
Finland amongst business students. The survey was made in Finnish and English 
because some of the participants are English speaking students from abroad. 
The questions were the same for both language groups. The survey was distrib-
uted via e-mail to different groups of business students that study in TAMK. The 
purpose of this study was also to see how aware in general students are about 
freelancing and how interested they would potentially be in becoming a free-
lancer. 
 
The survey also observes the opinions of people concerning the questions about 
entrepreneurship and how likely people from the target group would consider be-
coming one. Freelancing is considered as ‘’light entrepreneurship’’ in Finland, 
hence why the survey contains entrepreneurship related questions. A total of 115 
responses were gathered, 90 from Finnish speaking and 25 from English speak-
ing students. Because of the language difference in the figures below, the blue 
colour represents English speaking students and red colour Finnish.  
 
The figures will be presented in the same order as the questions were in the 
survey. The name and the number of the question that relate to the presented 
figure will be written below that figure. The questions that didn’t have graphs/fig-
ures, will be simply written in bold and the text referring to that question will be 
written below the bold title. Only the relevant questions will be examined and an-
alysed. 
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Participants were asked about their willingness to become entrepreneurs, in or-
der to determine the general opinion of students about entrepreneurship and its’ 
stereotypes. (Figure 5) 

 FIGURE 5. Willingness to become entrepreneur (Red = Finnish) (Blue = Eng-lish)   Those who answered ‘No’ or ‘Maybe’ in the Figure 5 were asked to explain the 
reasons behind the answer in the next sub-question (Figure 6). Different rea-
sons were presented in order to find out what is the most common reason for 
students not wanting to pursue a career as an entrepreneur 

 
FIGURE 6. Reasons for not choosing to become entrepreneur  
(Red = Finnish) (Blue = English) 
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The main reason for not wanting was ‘lack of knowledge’ in both groups (Figure 
6). Another factor that influenced the decision in the Finnish version was ‘lack of 
motivation’ (42,6%), which could be tied to the reason of it being ‘‘too compli-
cated’’ and thus people don’t want to bother looking into it. The percentage of 
the reason ‘‘taxes are too high’’ was positively lower than expected. The main 
reasons are easier to influence. 
 
When asked about what would help respondents become freelancers, the most 
favourable answer was ‘more knowledge on the topic’. It can be interpreted that 

spreading more awareness about this phenomenon and giving more information 
on the topic to the business students of Finnish Universities could increase the 
potential for freelancing in Finland. 
 
To see which billing services are already known amongst students, the partici-
pants were asked to choose services they recognize (Figure 7). 

 
FIGURE 7. Most recognized freelance platforms amongst the respondents 
were Ukko.fi and OP kevytyrittäjyys (Red = Finnish) (Blue = English) 
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The main and most valuable question in this survey was how many of the re-
spondents would be interested in freelancing. (Figure 8) 
 

 
FIGURE 8. The respondents were asked whether they would be interested in 
freelancing (Red = Finnish) (Blue = English) 
 
In both groups (Figure 8), the majority expressed their interest in potentially 
working as a freelancer in the future. The percentage for affirmative answer is 
relatively good considering that these students are future bachelor’s and mas-

ter’s degree graduates and most of them are considering the option of freelanc-
ing. This implies that students are a good potential target group for the commis-
sionaire. 
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To determine the most popular social media channels amongst the target group 
for marketing purposes, the participants were asked to choose the option they 
use the most. (Figure 9) 
 

 
FIGURE 9. Most used social media channels amongst the respondents  
(Red = Finnish) (Blue = English) 
 
The results support the data from the statistics of Statista (2020) mentioned ear-
lier in the thesis. Most popular social media platforms amongst the target group 
are Facebook, Instagram and YouTube. This supports the commissioner’s initial 
plan about using Facebook, Instagram and YouTube as the main marketing 
platforms. Snapchat was also one of the most popular ones amongst Finnish 
speaking respondents, but it may not be the best choice for marketing due to it 
not being as ad friendly as other mentioned channels. 
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This question was an indirect way of asking the respondents about their opin-
ions concerning the platform of the commissionaire. (Figure 10) 
 

 
FIGURE 10. Respondents were asked if they would benefit from a digital mar-
ketplace where they can sell services/products as a freelancer or entrepreneur 
(Red = Finnish) (Blue = English)  
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3.3.2 Survey for freelancers  
 
This survey was conducted in order to get more information about the current 
situation of freelancers and entrepreneurs in Finland. The survey consists mostly 
of open-ended questions in order to let the target group express themselves in 
the most explanatory way. A total of 19 responses were gathered from the survey. 
This survey adapted some elements from the similar survey made by ukko.fi in 
2017.  
 
The majority of the participants practise do freelance as their side-job (Figure 11). 

 
FIGURE 11. Current occupation 
 
Translation of the options (Figure 11): 

- Freelancing as the main profession 21,1% 
- Freelancing as a side profession 47,4% 
- Freelancing and studying  26,3% 
- Something else, what?  5,3% 
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‘‘Why did you decide to become a freelancer?’’ 
There were given many different reasons for becoming a freelancer. New expe-
rience and passion for doing something you want was one of the reasons for 
some people to start their career as a freelancer. Some of the reasons were be-
cause ‘regular 9-5’ job is just too tiring and boring. For some people it is just 
some extra income alongside the main job and some people think it’s a better 
form of entrepreneurship. The reason that came up the most was that freelanc-
ing was the only way to be able to work in that field. 
 
‘‘What kind of experiences have you had from freelancing?’’ 
Amongst 18 answers, there were 14 positive feedbacks, 1 negative and 3 in-be-
tweens that mentioned positive and negative experiences. 
 
Positive experiences were mostly about how easy freelancing is compared to 
actual entrepreneurship, not having to deal with the same problems as entre-
preneurs but still be your own boss. The safety factor was definitely the one that 
was repeated several times. 
 
Negative aspects were that freelancers are treated in some cases as regular 
workers and in some cases as entrepreneurs which sometimes results in many 
inconveniences for freelancers. One comment was that ‘‘Freelancing in Finland 
is as profitable as entrepreneurship, which unfortunately is not very profitable. 
The taxes and the pension fees are much higher than a regular wage earners’ 
even though the risks are way higher. Maybe this will change some day’’.  
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Most of the freelancers use billing services to send invoices but some of them 
do it themselves and send invoices directly. (Figure 12) 

 
FIGURE 12. How many amongst the respondents use billing service 
 
Translation of the options (Figure 12): 

- Billing service 68,4 % 
- Charge customers/organizations directly  15,8% 
- Something else, what? 15,8% 

 
The answers that were written in the option ‘‘something else, what?’’ were 

mostly OP-kevytyrittäjyys.  
 
‘‘What billing service do you use?’’ 
Services/platforms that came up more than once or twice amongst the answers: 
 

- OP-kevytyrittäjyys (Mentioned 5 times) 
- Ukko.fi (Mentioned 4 times) 
- Ninjou.fi  (Mentioned 3 times) 
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The majority of the participants showed that they would benefit from the market-
place that the commissionaire of this thesis is providing (Figure 15). 
 

  
 
FIGURE 15. ’’Would you benefit from a marketplace where you can sell your 
services as a freelancer or entrepreneur?’’ (Kyllä = Yes) (Ei = No)  
 
 
3.3.3 Phone interviews 
 
There were 5 people who were interviewed about their experiences of working 
as freelancers and entrepreneurs. Out of 5 interviewees, 2 were full-time free-
lancers, 2 full-time entrepreneurs and one person was a freelancer and entrepre-
neur. The background, experience and field of the respondents were quite differ-
ent and gave really versatile perspectives on the matter that is being investigated. 
The whole interviews can be found in the appendices 1-5.  
 
The frame for the questions was adapted from the ‘‘Survey for freelancers’’, with 

a few extra questions- Due to some of the respondents being full-time entrepre-
neurs and not freelancers, some of the questions were modified on an individual 
basis to fit the situation of the interviewee better. 
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3.4 PESTEL analysis 
 
The PESTEL analysis is conducted in order to recognize the elements of the 
macro environment that might have influence on the case company. The analysis 
consists of political, economic, sociocultural, technological, environmental and 
legal factors that represent the potential threats or opportunities. 
 
Political 
The political factors are tied to the government of the targeted country. This 
means that organization must consider all the factors that may affect it from the 
political standpoint regarding the industry that they’re working in. These policies 
may include for instance tax regulations, privacy policies or financial policies that 
may affect the economy of the country. (Oxford Collage of Marketing 2020) 
 
In terms of political factors, Finland is known for its’ high government stability 
which indicates the low risk of fluctuation in the country. This derives from the low 
rate of corruption which was according to the Transparency International (2019) 
3rd lowest out of 180 countries in the world. Finland as a country is reliable in 
terms of stability.  
 
The taxation policy in Finland is somewhat strict for company owners. According 
to study of yrittäjät.fi (2015) the average tax rate in Finland for entrepreneurs was 
33,8% in 2015 including the pension fees. The number is relatively high com-
pared to a regular wage earner’s average tax rate which was 5 percent less dur-
ing the same year (Yrittäjät 2015). The standard VAT rate in Finland is 24% but 
it varies depending on the product and services. On the bright side, the corporate 
income tax in Finland was reduced from 24,5% to 20% in 2014. (Trading Eco-
nomics 2020) 
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Economic 
These factors affect the organization and their profitability directly, because the 
economy of the country and its’ performance has an impact on all the compa-
nies. The economy of the country affects the rate of employment and unemploy-
ment of the population as well as the regulation of interest rates, prices for raw 
materials and foreign exchange rates. (Oxford Collage of Marketing 2020) 
 
Regarding the economic factors, Finland is a very stable market. According to the 
data from Trading Economics (2020), GDP of Finland was 268,76 billion USD in 
2019. The currency of Finland is euro, which means that Finland has a really low 
risk of inflation unless something crucial happens in the European Union which 
would affect the euro. As a country, Finland is a great place to start a business. 
In fact, according to Forbes (2018) Finland took 13th place out of 161 countries in 
the rankings of ‘‘Best countries for business’’.  
 
The Finnish banking system is based on domestic deposit banks, investment 
banks, and branches and subsidiaries of foreign deposit banks and credit institu-
tions. The country is dominated by three major groups of deposit banks: OP 
Group, Nordea Bank Finland, and Danske Bank Plc Group (Privacy Shield 2017). 
Together these banks are employing over 21,000 people in banking. 
 
After a successful market entry into the Finnish market, the suggestion to the 
case company would be to start a partnership with one of the three major banks 
following the steps of Ukko.fi who is already partnering with Nordea Bank. Obvi-
ously, securing the mutual benefit without giving up too much of the company 
ownership will require good negotiation skills. Ultimately this can create a huge 
expansion opportunity for the case company as well as more marketing support 
and potential clients. 
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Social  
The importance of understanding the social factors is crucial for marketing strat-
egy in order to keep up with the constant changes that are occurring in the so-
cial environment. These aspects are the key factors in discovering the new 
emerging trends and seeing the bigger picture from the society’s point of view. 

Through social factors, the company will recognize the needs of their target 
group and will adapt better to fluctuation of family demographics, the level of ed-
ucation, different cultural trends and changes in people’s attitudes or lifestyles. 
(Oxford Collage of Marketing 2020) 
 
In Finland, entrepreneurs get quite comprehensive social security. There is pen-
sion insurance for self-employed person, unemployment security, occupational 
healthcare, and sickness allowance of an entrepreneur. The only one that is not 
included is the statutory accident insurance. (Ilmarinen 2020) 
 
Technological 
Technology is nowadays part of each human being’s everyday life and plays a 
major role in the research and development department of an organization. The 
innovation of new technologies and digitalization of the industry may affect the 
whole market, that’s why it is necessary to recognize these technological devel-
opments and utilize them for the benefit of the company. (Oxford Collage of Mar-
keting 2020) 
 
Regarding the technological aspect, Finland has always been one of the most 
advanced countries in technology. Before selling it, Finland was the original cre-
ator of a cell phone company Nokia, so keeping up with the modern technology 
is self-evident in this country. Finland also invests a lot in R&D which is important 
especially during these times of global pandemic (COVID-19) when it is neces-
sary to be able to work by telecommuting and studying online. 
 
For the commissionaire in this field would be beneficial to expand their service on 
multiple devices. In addition to having a website, another interesting and handy 
option would be to create some type of application for smartphones, that would 
notify the user about any transactions or activities on the platform. This way for 
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instance freelancers would be able to conveniently check all the offers they get 
or create an ad for themselves through mobile phone application 
 
Environmental 
The environmental factors as the name suggests, refer to ecological sustainabil-
ity. Today there is a lot of conversations about the global warming and the influ-
ence of our society on the nature measured by the carbon footprint. These factors 
are important to many people and can affect for instance the image of the com-
pany if it contributes to pollution and is not considering the surrounding environ-
ment. Topics such as recycling, waste disposal and climate change are the things 
that should be taken into consideration for the company’s best interests. (Oxford 
Collage of Marketing 2020) 
 Finnish people emphasize the importance of the environment. It’s considered a 
common courtesy in this country that everyone takes part in carrying the respon-
sibility of recycling and protecting the environment. Some of the biggest political 
advocates who openly speak on the topic of carbon footprint are Minister of Ed-
ucation Li Andersson and Prime Minister Sanna Marin. 
 
Sustainability in general is an important topic for Finnish people, especially now 
during the times of global warming. This is something a company should keep in 
mind in terms of building a positive company image. Contributing to the society’s 

values will have a positive impact on the overall image of the company. 
 Legal 
The legal aspects define whether the company is allowed operate in the target 
country and what are rules it must abide. Legislation changes can have a decisive 
impact on the company’s business, that’s why it is important to be aware of them. 
In addition, the company must comply to all the legal requirements regarding the 
rights of employees, health and safety issues, consumer law and international 
regulations. 
 
In terms of legal aspects, freelancing is not in the official statistics of Finland 
which is not a good thing since it basically means that it doesn’t exist. This makes 
it much more challenging to develop the freelancing culture in Finland since it 
creates more doubt and slows down the employment development. 
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3.5 SWOT analysis 
 

 
FIGURE 16. SWOT analysis of company Tekijä 
 
Strengths and opportunities 
One of the main advantages of company Tekijä right now is timing. As it was 
mentioned before, freelancing is said to be the fastest growing form of employ-
ment in Finland. There are many billing services in Finland that serve freelanc-
ers but not many online marketplaces where freelancers can sell their services. 
The small number of competitors indicates that this market is rather empty and 
has a huge potential for obtaining good market share.  
 
Another thing that will differentiate the commissionaire from the competitors is 
quality service. If Tekijä is able to provide top quality service to their customers 
in addition to competitive prices, it will be one of the biggest strengths that will 
separate this company from others. In addition to that, Tekijä supports Finnish 
labour system which contributes to increasing the employment rate of the coun-
try.  

Strengths

- Quality service

- Good timing

- Domestic company

- Good understanding of the 
market situation

Weaknesses

- Start-up company

- No prior experience in the 
market

- Lack of superior financial support

Opportunities

- Fastest growing employment 
form in Finland

- Not many competitors

- No massive competitors

- Good potential for market 
growth

Threats

- Consequences of COVID-19

- Political issues concerning 
freelancing in Finland

SWOT
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Threats and weaknesses 
Being a start-up company can create many challenges in terms of resources 
and financial support. There aren’t any prior business models to follow as an ex-
ample because this field of market is relatively new and unexplored. Therefore, 
the company will have to learn in practise and try to avoid making any major 
mistakes. can also be beneficial because it teaches the company flexibility and 
adaption which are some of the most important qualities in the modern-day 
world. 
 
The reputation and general opinion about freelancing might be influenced by the 
consequences of COVID-19, a global virus that spread originally from Wuhan in 
December 2019 and killed more than a million people around the world (WHO 
2020). Small-business owners, sole traders and freelancers suffered a lot from 
this pandemic due to being responsible for their own well-being. This might cre-
ate uncertainty regarding the willingness of potential freelancers. 
 
 
3.6 Market penetration 
 
Referring to the theoretical framework of Ansoff Matrix (Figure 1), market pene-
tration is the most logical strategy out of the 4 presented for Tekijä to avoid any 
unnecessary risks in the early stage of market entry. The main goal for Tekijä 
now is to grow their market share, market themselves to acquire new customers 
and thus increase sales.  
 
In order to calculate the market shares of the competitors Free Talent and 
Lookaid, there needs to be recent data on the total number of freelancers in Fin-
land and the number of users of these two platforms. As previously mentioned in 
the text, freelancing is not in the official statistics of Finland which means there is 
no precise data on the total number of freelancers. Information on the total num-
ber of online marketplace users of the competitors is also unknown. However, 
due to the fact that both competitors are also new to the market, the assumption 
is that the market shares of both companies in this field are still relatively low.  
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To have some idea about the market shares of the billing services, it is possible 
to calculate the rough estimation of registered billing service users based on the 
information provided by Uusityö.fi (2020). The number is expected to be some-
where around 150 000. However, this number doesn’t include all the people who 
practise freelancing in Finland. There could potentially be a significant number of 
freelancers who do not use billing services. The author is going to use the number 
based on the statement of uusityö.fi (150 000) for market penetration formula as 
an example, to have a rough estimation of the market shares of Ukko.fi, Free.fi 
and Eezy. 
 
The percentages that are shown in the Figure 16 are based on the formula of 
market penetration (Figure 2). The number of registered users of each company 
presented in the Figure 16, compared to the total number of registered billing 
service (150 000 used as estimation). The numbers of users of each company 
presented in the Figure 16 are based on the information provided on their web-
sites. (Free, Eezy, Ukko 2020) 
 

 
FIGURE 16  Rough estimation of the market shares of billing service companies  
 
 
  

Ukko.fi
67 %

Eezy
17 %

Free.fi
5 %

Rest
11 %

MARKET SHARE
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4 CONCLUSION 
 
Overall, this research was beneficial in terms of acquiring valuable information 
regarding the competitors, the freelancing sector in Finland and its’ potential 

amongst business students. There are certainly some aspects that will need fur-
ther investigation and research to be done in order to have more precise infor-
mation regarding the freelancing sector. The set aims for the research were ac-
complished partly but some questions were still left unanswered. For instance, 
due to the limitation of information about number of freelancers in Finland, the 
market penetration rate was not possible to calculate. 
 
As it turns out based on the findings, freelancing is still sort of in the grey area in 
Finland since it is not recognized as an official form of employment and it is not 
included in the official statistics of Finland (stat 2020). This can be seen from a 
positive and negative perspectives. From the positive stance point, this market is 
not occupied yet and has a great potential. One could have a huge advantage 
due to being an early bird in this market. Negative is that there is not enough 
information about this phenomenon and people can be timid and sceptical be-
cause of that. Also, amongst freelancers there are those who work with business 
ID as entrepreneurs and those who work without it as wage earners. This will 
divide freelancers in two groups which might create confusion to those who don’t 

have any clue about how freelancing works. That is why it is important to use 
simplicity in the marketing strategy to make freelancing seem less complicated. 
 
On the bright side, freelancing industry is growing fast in Finland which means 
the awareness about this phenomenon will keep spreading across the country in 
the near future and more people will get interested in this form of employment.  
 
It is clear that the commissionaire is on the right path regarding the entry strategy. 
The company recognizes the market situation and its’ threats and opportunities 
as well as company’s own strengths and weaknesses. The commissionaire also 
has clear and ambitious goals which are perfectly achievable as long as the ex-
pectations are kept realistic and composure is preserved. It will take some time 
to grow the business and gain a loyal customer base that will keep the platform 
active.  
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Applying framework to the case company 
The Ansoff matrix provides great tools and strategies for increasing market share 
and generating more sales as well as acquiring new distribution channels. How-
ever, not all strategies presented in the Figure 1 are suitable for all companies.  
 
For instance, Hussain, Khattak, Rizwan & Latif (2013) did a research to investi-
gate the effect of growth strategies suggested by Ansoff on firm’s growth and 
moderating effect of market environment in fast food sector of Pakistan. The re-
sults of that research showed that only one strategy turned out to be ineffective 
which is diversification. The recommendation of the authors was that firms should 
avoid diversification due to its’ possibility of reducing growth instead of increasing 
it. The authors suggested that the initial strategy for a company should be market 
penetration due to its’ simplicity and reliability.  
 
For a start-up company like Tekijä Työnvälitys Oy, the wisest and least risky 
choice would be to concentrate on only one or two strategies presented in the 
Ansoff Matrix. Out of those presented, market penetration is the most logical 
choice. Using this marketing tool, the company will be able to gain new customers 
as well as promote their brand and spread awareness. Another strategy that 
could be implemented later in the future is market development. After the market 
penetration is done and the Finnish market is secured, market development could 
be implemented to penetrate the markets of other countries like Estonia. 
 
 
4.1 Suggestions 
 
The techniques that should be implemented for market penetration is price ad-
justment and increased promotion. Price adjustment will help the company to at-
tract new customers and differentiate itself from the competitors by combining 
competitive prices and quality service. Increased promotion will have a marketing 
impact on the end-users and help with building the brand awareness. 
 
For promotion, the author suggests using repetition advertisement technique in 
order to build a brand familiarity in the consumer’s minds. This means that the 
company should aim to put the information about their service in as many places 



35 

 

as possible. This can be done using social media platforms as well as physical 
flyers and posters in schools, universities and other places that might be a poten-
tial meeting point for the target group. (Magloff 2019) 
 
Based on the results from the Survey for students (Figure 9) the most used chan-
nels amongst the target group were Facebook, Instagram and YouTube. Same 
results were found in the survey made by Statista (2020) indicating that there are 
2,6 billion users on Facebook, 2 billion users on Youtube and more than 1 billion 
users on Instagram. These findings confirm that the initial choice for social media 
marketing channels by the commissionaire was correct. In addition to the three 
platforms mentioned above, Google is an obvious choice for marketing since it is 
the biggest search engine with around 79 billion people using it every month 
(Clever 2019). 
 
Students showed great potential as a target group for freelancing which is why 
activity in universities and schools can create more marketing opportunities. Dif-
ferent events related to Finnish educational institutes such as fairs and conven-
tions give extra exposure to advertisement which influences more potential end-
users, increases brand awareness and builds good reputation for the company. 
In these situations, commissionaire could for instance invest in well-designed fly-
ers and posters which will contribute to the repetition technique. 
 
In addition, the company could for instance offer work practice or thesis topic 
opportunities for students of universities. Not only will it spread awareness about 
the company and attract more potential users, it will also build a great reputation 
due to the commissionaire’s support towards the Finnish education system and 
contribution to increasing the country’s employment rate.  
 
When asked about what would help the students become freelancers, one of the 
most common answers that came up was the fact that the respondents had very 
little knowledge about freelancing and how it works in general. The most repeated 
answer was ‘‘More knowledge on the topic’’. Based on that, the company should 
promote not only their services but also their willingness to guide the potential 
clients through every step of becoming a freelancer.  
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Emphasizing the customer service is one of the key aspects of getting a good 
reputation. In this case, educating the potential target group about the phenome-
non of freelancing and how it works will add value to the company and expand 
the awareness about freelancing in general. 
 
As the technology progresses and people become more and more attached to 
their smart phones, one idea that the company should keep in mind for the future 
is creating Tekijä mobile app of. An app that will make it more convenient for the 
freelancer to use Tekijä’s online marketplace, receive notifications, accept orders 
and search for services. This will increase the traffic on the company’s website 

and people will be able to use it much more conveniently. Lookaid, who is one of 
the competitors is operating as a mobile app. 
 Partnership 
Regarding the commissionaire’s plan of partnering up with Ukko.fi once the mar-
ket is penetrated, the author supports that decision. After looking at the market 
situation and comparing the competitors and billing services, it is clear that Ukko.fi 
would be the best choice for raising awareness, increasing sales and acquiring 
reputation. However, it has to be noted that Tekijä will most likely have to give up 
a significant amount of percentage to Ukko.fi in case of partnership due to Ukko 
being the bigger company. Therefore, commissionaire should be careful and ne-
gotiate the best possible deal for itself without giving up too much ownership. 
 
In case the partnership with Ukko will not succeed for one reason or another, 
second option would be partnering up with Eezy or OP-kevytyrittäjyys. The only 
thing that is inconvenient about OP is that it operates only by granting freelancers 
a business ID which makes them officially entrepreneurs. This can create limita-
tions and complications because potential users might assume that using the 
platform of Tekijä is only possible with business ID due to their partnership with 
OP.  
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4.2 Limitations 
 
There are some limitations that affected the outcome of the research which need 
to be taken into consideration. Firstly, the availability of the data on the topic was 
limited and thus affected the possibilities of gathering legit information regarding 
the subject. Freelancing is not recognized as an official form of employment in 
Finland and is not in the official statistics of Finland. Therefore, a lot of things had 
to be interpreted subjectively. Secondly, this study is not funded which creates 
financial restrictions to the author which leads for instance to the small sample 
size of collected data. This affects the viability of the results which requires further 
investigation on this matter. 
 
COVID-19 
On the 31st of December 2019, Wuhan Municipal Health Commission reported 
‘‘a cluster of cases of pneumonia’’ in Wuhan, Hubei province. This was when 
the new type of coronavirus was identified which led to a complete lockdown of 
many countries in the world (WHO 2020). Today there are over 48 million re-
ported coronavirus cases and 1,2 million deaths (Worldometer 2020). 
 
All of this has also affected the labour community of each country and in the 
country of Finland, it especially affected a lot of entrepreneurs and freelancers. 
Some of the respondents in the interviews of qualitative part of the research 
openly said that they were brutally affected by this pandemic and some of them 
were even left unemployed until the situation gets better. People who suffered 
from this situation in particular seemed to be in the field of music and entertain-
ment. DJ’s and event organizers pretty much suffer the most since most of the 
events are cancelled as well as night clubs being closed. 
 
This might leave a bad stigma on the entrepreneurship and freelancing busi-
ness since it is considered that small business owners suffered the most. This 
factor could have easily affected the decision making of the respondents in the 
process of answering the surveys. This type of survey needs to be conducted 
again after the situation with the covid-19 is settled.  
. 
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APPENDICES  

Appendix 1. Phone interview with Person no. 1 
Current occupation 

- Entrepreneur/ Freelancer with business ID 
Field of business 

- Translator 
Years of experience 

- 9 years in total, out of which 7 years full-time 
Why did you decide to become freelancer/entrepreneur? 

- It was pretty much the only option for that profession. 
Do you use billing service? 

- No, I send invoices directly to my clients. 
Is freelancing profitable in Finland? 

- I don’t see any reason why not. I have been able to provide for myself for 
the past 7 years with this job. Obviously, the taxes are a bit too high as 
well as the pension fees. Aside from that, it’s a good way of living. 

Do you have/plan to have your own company? 
- I have already 

Do you think freelancing is an easier way to become entrepreneur? 
- Yes definitely. For me, I didn’t have to search for customers because I get 

them through a specific company. 
What pros and cons could you tell about freelancing? 

-  Pros would be definitely freedom, being your own boss, being able to 
schedule your own work time and not being dependant on any place. 

-  Cons are high taxes and other payments and irregular work shifts. 
Has COVID-19 pandemic affected your job in any way? 

- No not really. 
Would you benefit from a digital marketplace where you can sell ser-
vices/products as a freelancer or an entrepreneur? 

-  Not anymore. When I was just starting, it would’ve been more useful. Now, 
I don’t have trouble finding clients since a company is doing it for me. 
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Appendix 2. Phone interview with Person no. 2 
Current occupation 

- Part-time freelancer 
Field of business 

- Beauty care 
Years of experience 

- A bit over 2 months 
Why did you decide to become freelancer/entrepreneur? 

- Friends told me it was easy, since I don’t know anything about entrepre-
neurship, so I was told that this is an easier way to become entrepreneur. 

Do you use billing service? 
- When I do at home, I take cash, but at the beauty salon I charge with billing 

service. I use Omapaja, because it was recommended to me. 
Is freelancing profitable in Finland? 

- I think yes. In my case, I wouldn’t have considered entrepreneurship if it 

wasn’t for freelancing. 
Do you have/plan to have your own company? 

-  Yes, I will apply for start-up money/grant. 
What pros and cons can you tell about freelancing? 

-  So far, I’ve had super positive first impression about this thing. It seems 
really easy and I haven’t encountered any bad experiences yet at least. 
Everything is pretty much taken care of, so I don’t have to stress about 
anything. Maybe the only bad thing I can say is the billing service taking a 
commission fee and the taxes being a bit too high. Other than that, I‘ve 

liked  it very much. 
Has COVID-19 had any effect on your job? 

- Not really, although I only started now so it’s hard to say. Maybe due to 
the nightclubs being shut down, girls will not be getting lashes as often so 
it may have some effect in the future. 

Would you benefit from a digital marketplace where you can sell ser-
vices/products as a freelancer or an entrepreneur? 

-  I don’t think that in my field of work, that would bring me much benefit. 
Do you think freelancing is an easier way to become entrepreneur? 

- Yes 100% 
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Appendix 3. Phone interview with Person no. 3 
Current occupation 

- Full-time entrepreneur 
Field of work 

- Import, entertainment & event organizing 
Years of experience 

- 12 years 
Why did you become entrepreneur? 

- It was a sum of many things. I’ve always wanted to do things my own way 
and that I can work for myself, not for somebody else. 

Is it profitable in Finland? 
- It’s a matter of opinion. Sure, it can be profitable, but employee expenses 

could be cheaper. If it’s a small company and you want to hire only 2-3 
employees, the expenses are way too high and it’s not profitable. 

Billing service 
- I don’t use any service, I use Arkimedes which is a program, but I send 

invoices myself. 
What pros and cons can you tell about entrepreneurship? 2 (2) 

- I have learned a lot  through my own mistakes which is a good thing be-
cause now I don’t have any restrictions holding me back or any fear. It’s 

good for my mental health since I’m innovating, scheduling my own work 

hours and the best thing is everything is up to me. The more I do the 
more I get. 

- The biggest cons are probably loneliness, not having a regular work-
place,  if u get sick then it’s your responsibility and entrepreneurs are not 
valued in Finland. 

Has COVID-19 affected your job in any way? 
- Yes, it has. All the events are cancelled, around 80% of the revenue has 

suffered only because of that. 
Would you benefit from a digital marketplace where you can sell ser-
vices/products as a freelancer or an entrepreneur? 

- I think in the future it will be very needed. Most of the jobs will be operat-
ing through such platforms. 
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Appendix 4. Phone interview with Person no. 4 
Current occupation 

- Full-time freelancer 
Field 

- Restaurant and entertainment business (DJ) 
Experience 

- 6 years 
Reason to become freelancer 

- My work requires. Performance artist can not do wage earner’s job 
Is it profitable? 

- It gets you by, if you are ready to work for it. In case the revenue grows 
drastically, you should switch to full-time entrepreneur. 

Billing service 
- I use Ninjou. Best customer service amongst similar platforms. They care 

for their clients and cheaper than the competitors. 
Is your goal to have your own company? 

- Yes of course. Once I get enough income and experience, own company 
is the goal. 

Do you think freelancing is an easier way to become entrepreneur? 
- I do. You can make mistakes and learn from them without any severe con-

sequences. 
What pros and cons can you tell about freelancing? 

-  You are your own boss and your income depends on how much you do 
and things are done my way. 

- Cons would be taxes in caption, the monopoly dominance and fierce com-
petition 

Has COVID-19 had any effect on your job? 
- Yes, major. I lost my job because my field is the first in line to get banned 

and cancelled due to the big risk. 
Would you benefit from a marketplace where you can sell your services as 
a freelancer? 

- Yes, I would. Every freelancer would benefit from that. 
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Appendix 5. Phone interview with Person no. 5 
Current occupation 

- Co-creator of 2 companies and regular day job. 
Field 

- Music and media 
Experience 

- 3 years as a freelancer before. 1,5 years as an entrepreneur 
Reason to become freelancer 

- I wanted to create something of my own. 
 
Is it profitable? 

- Depends on what you’re seeking. Music industry in Finland for instance, 
is not very profitable because it has a small turnover compared to other 
countries. 

Billing service 
- I don’t use billing service. I create invoices with Procounter 

Do you think freelancing is an easier way to become entrepreneur? 
- I do. As a freelancer you get a good ‘pre-school’ for what being an entre-

preneur is. You will make less mistakes in case you want to have your own 
company. 

What pros and cons can you tell about freelancing? 
-  Pros are definitely that you can do your own thing that you’re passionate 

about. 
- Cons, time managing. You have to have a strong mental state to handle 

all that workload. 
Has COVID-19 had any effect on your job? 

- Yes. It affects the negotiations not being able to talk face to face and ex-
press yourself fully.  

Would you benefit from a marketplace where you can sell your services as 
a freelancer? 

- Not me, but maybe somebody else. 
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Appendix 6. List of questions of Survey for students 
1. Gender 
2. Age 
3. Current occupation 
4. If you are currently working do you… (method of working) 
5. What method of working do you prefer 
6. If you are currently employed, how satisfied are you with your job? 
7. Is it something you could see yourself doing for the rest of your life? 
8. Are you able to utilize your professional skills at your job? 
9. (Optional) In what field of business are you currently working? 
10. Have you considered becoming an entrepreneur? 
11. In case you answered ''no'' or ''maybe'' in the previous question, what stands 
in the way? 
12. Have you heard about freelancing? 
13. What freelance platforms do you recognize? 
14. Would you be interested working independently as a freelancer? 
15. What would help you become self-employed? 
16. What social media platforms do you use the most? 
17. How many hours per day do you spend on social media? 
18. How familiar are you with social media marketing? 
19. Would you consider using social media platforms to market your expertise? 
20. Would you benefit from a marketplace where you can sell services/products 
as a freelancer or an entrepreneur? 
21. Was this questionnaire relevant to you? 
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Appendix 7. List of questions of Survey for freelancers 
The original questions are in Finnish language, for clarity purposes the questions 
are translated in English. 
 
1. Gender 
2. Age 
3. Current occupation situation 
4. Field of work 
5. How long have you worked as freelancer? 
6. Why did you decide to become a freelancer? 
7. What kind of experiences do you have? 
8. Do you think freelancing is profitable in Finland? 
9. Do you use billing service, direct invoicing or other methods? 
10. What billing service do you use? Why? 
11. Is your goal establishing your own company? 
12. Would you benefit from a digital service operating as an online marketplace 
where you call sell and market your services? 
13. Do you think freelancing is an easier way to become an entrepreneur? 


