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This thesis was commissioned by the Federation of Finnish Enterprises. This thesis focuses on the
networking processes of entrepreneurs that are below the age of 35 years and members of the Federation of Finnish Enterprises. In the research part of this thesis a survey was made to the members who
meet the criteria of the target group via internet survey tool Webropol.
The background of this thesis was to develop the processes of networking that are beneficial for
young entrepreneurs, so that the entrepreneurs could see the added value of being a member of the
Federation of Finnish Enterprises.
The topic was approached with the theory of networking, networking enablers and the role of social
media in professional networking. Previous membership research was introduced at the beginning of
this thesis.
The survey was sent to 7757 entrepreneurs. Answers to the survey were collected from 748 entrepreneurs from all over Finland. The research results were analyzed using quantitative and qualitative methods. Because of the high amount of data received by the survey, some of the questions were left out of
this thesis report.
The results indicated that networking possibilities are one of the main reasons for a young entrepreneur
to be a member of the organization. The results also identified the main reasons for young entrepreneur
networking, which were social network, new customers, partners, and peer support. The key problem
in the networking of young entrepreneurs was discovered to be the regional differences in the organized
methods used for networking opportunities arranged by the organization and the challenges in communicating these possibilities to the entrepreneurs.
The results received in this thesis were delivered to the Federation of Finnish Enterprises to further
develop their processes in enabling young entrepreneur networking.
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CONCEPT DEFINITIONS

Networking: The exchange of information or services among individuals, groups, or institutions; specifically: the cultivation of productive relationships for employment or business.
NGO: the abbreviation for Non-Governmental Organization, that is any non-profit, voluntary group
which is organized on a local, national, or international level. Non-governmental organizations are independent of governments and international governmental organizations.
Entrepreneur: a person who organizes, manages, and assumes risk of a business or enterprise.
Entrepreneurship: the process of designing, launching, and running a new business (initially a small
business), offering product, process or service for sale or hire.
Young Entrepreneur: a person who is an entrepreneur and is under 35 years old.
Federation of Finnish Enterprises: Case organization and the commissioner of this thesis.
Social Media: forms of electronic communication (such as websites for social networking and microblogging) through which users create online communities to share information, ideas, personal messages, and other content (such as videos)
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1 INTRODUCTION

Entrepreneurship is on the rise among young people. Attitudes towards self-employment have changed
in a more positive direction in recent years. Fragmented work is becoming more common among
young people, and many are employing themselves instead of trying to find permanent jobs like the
previous generations. Rise of social media platforms enable new possibilities for people that can utilize
those in their advantage. New professions and opportunities have emerged in the wake of these technological innovations and while some of the old professions are fading into oblivion.
When it comes to networking, entrepreneurs are used to building networks by striving to create relationships with the right people. Common state of mind and common goals are usually constructed with
years of building trust and working together. Past generations of entrepreneurs have used different
kind of groups, for example charity related organizations, to build new connections with successful
people. The Federation of Finnish Enterprises is an organization for SME’s, representing small and
medium sized businesses and supporting their cause. The organization has a significant role in entrepreneurship networking, making it possible for different kind of entrepreneurs to meet and possibly
make business related contacts.
This thesis was commissioned by the Federation of Finnish Enterprises to study the interests of young
entrepreneurs. It had become apparent, that the organization needs to put constant effort in the young
entrepreneur’s sector, if they are to keep the organizations membership rate high enough to influence
decision-making. In recent years, the organization had seen a decline in membership rate all around
Finland. This was assumed to be partly due to a change in age structure and the retirement of the so
called “baby boomers”.
This thesis focuses on entrepreneurs, that are at most 35 years old. These entrepreneurs are young entrepreneurs in the organization’s point of view. At the time this thesis was commissioned in early
2017, the organization had almost 8 000 members that fit the profile of young entrepreneur. At the
same time, the young people’s attitude towards entrepreneurship had gone into a significantly more
positive direction. It was predicted that the number of younger entrepreneurs will go up in the following years.
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The starting point of this research was the recently conducted membership survey that included all the
members of the organization (The Federation of Finnish Enterprises 2016). This gave a suitable background for the thesis and helped forming the hypotheses of the research. Networking was chosen to be
the key research problem of this thesis. The hypothesis of this research was simplified, that for the organization to survive the change, it needs to focus on providing young entrepreneurs’ added value of
being a member of the organization. One of the concrete actions could be the development of the processes of young entrepreneur networking in a way, that the members see valuable and worthy for them.
It was known inside the organization, that the Federation of Finnish Enterprises had different kind of
methods for networking in use all over Finland. The research was focused in finding the right tools,
that are proven to be useful and trying to generalize them in the organization, thus harmonizing the activities provided to the members.
The theoretical framework of this thesis consisted of exploring the theories related to networking of
entrepreneurs from several perspectives. It was further narrowed down to focus in the perspective of a
young entrepreneur and the change in surrounding society. The research part of this thesis was carried
out using a carefully designed survey, utilizing the good practices of previous surveys. The survey was
implemented as an online-survey, using the Webropol-platform.
While the focus of the survey was on networking, the questionnaire also included various questions
seeking to find the experiences of being a member of the Federation of Finnish Enterprises and the organizations areas of development from the young entrepreneur’s point of view, including direct feedback for the organization, looking for both national and regional views. These questions are intentionally left out of the thesis and were only presented to the commissioner, since it is not common
knowledge and supports only the organization’s development purposes.
The collected data was processed and analyzed in this thesis with the focus on the questions directly
related to networking and young entrepreneurs. These results are presented in this thesis, along with
the demographic background information of the respondents. The overall results were presented to the
commissioner in late summer of 2017 with the findings that were discovered, that can redefine the processes of networking of young entrepreneurs in the Federation of Finnish Enterprises.

3
2 BACKGROUND OF THE PROJECT

According to Statistics Finland, the total number of entrepreneurs in Finland was 240 000 in 2014,
while the whole share of employment was 2 274 076 people. Person is considered to be an entrepreneur in statistical point of view, if he or she has received more entrepreneurial salary than employee
income and does work as an entrepreneur in the last week of the calendar year. Typically, entrepreneurs are older than employees. When comparing the number of entrepreneurs and employees who are
younger than 30 years of age to the whole share of employed people in Finland, the number of entrepreneurs is 7.5 percent, and the number of employees is 21 percent. (Katainen 2016.) The share of 15–
29-year-olds in Finland that are self-employed compared to the employed is 4.9 percent. (The Federation of Finnish Enterprises 2018a.)
In a research presented by the Federation of Finnish Enterprises, it is shown that the proportion of
young Finns who estimate that they will start a company within three years is increasing. The numbers
have been increasing since 2010. Based on the same research from 2015, the amount of 15–24-yearold that are interested in starting a business was 44 percent of the correspondents. (The Federation of
Finnish Enterprises 2018a.)

FIGURE 1. More than half of the new companies are founded by people under 35 years old (The Federation of Finnish Enterprises 2018a)
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In a report published by Ministry of Employment and Economy in 2018, Järventaus and Kekäläinen
use the word structural change in working life. In everyday practices of working life, the transformation is reflected in the same composition such as fragmented careers, fragmented workplaces, several simultaneous sources of income and in wide range of interruptions. (Järventaus & Kekäläinen
2018, 25-26.)
According to ”Nuorisobarometri 2019” -research by Haikola and Myllyniemi, the labor market is
changing so fast, that approximately two thirds of those who are starting school now, will employ in
sectors that do not yet exist. Platform economy and different forms of light entrepreneurship and selfemployment methods are rising. Young people are more interested to work as an entrepreneur, or as a
self-employed individual. (Haikola & Myllyniemi 2020, 12–15.)
According to Järventaus and Kekäläinen, in the future it might be that instead of unemployment or underemployment situations, more people have jobs available. However, instead of former full-time paid
work, the new jobs are either part-time paid work or work done as a sub-contractor, paid service using
own company. This kind of trend is already visible, as the number of both underemployment and parttime workers in addition to their main job is increased. (Järventaus & Kekäläinen 2018, 29.)
Digital platform economy is economic and social activity facilitated by companies that are creating
online structures that enable a wide range of human activities (Kenney & Zysman 2016, 61). Koponen
points out that platform economy is a transformation of the economy, in which the means and goals of
human interaction and the institutions change (Koponen 2019, 77). It is common knowledge that the
platform economy is generating new kind of jobs, for example an individual can make earning while
making content to online platform, such as Youtube or similar online service.
Work organized through digital platforms has proven difficult to define and regulate. It overlaps selfemployment, contributing to a trend that challenges the dichotomy between paid work and entrepreneurship. The platform economy is largely based on the idea of self-employment, entrepreneurship and
earning from many sources. (Järventaus & Kekälainen 2018, 32.)
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2.1 The Federation of Finnish Enterprises
The Federation of Finnish Enterprises is an interest and service organization for small and medium
sized enterprises and their owners in Finland. The Federation of Finnish Enterprises was formed in
1996 after the merger of two previous entrepreneur organizations. According to the Federation of
Finnish Enterprises, nationwide entrepreneur organizations have been active in Finland for over 100
years. The current organization has a network that consists of 20 regional organizations and with 393
local associations and 62 trade associations under the regional organizations. (The Federation of Finnish Enterprises 2018b.)

FIGURE 2. Organizational structure of the Federation (The Federation of Finnish Enterprises 2018b)
The entire organizational chain in the Federation participates in lobbying activities and the local associations play an important role in economic policies at municipal and district levels. Regional organizations have significant influence in their own regions and counties. The task of the organization is to
improve the position of entrepreneurs and the requirements for entrepreneurship and to make Finland
an entrepreneurial society. (The Federation of Finnish Enterprises 2018b.)
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2.2 Membership development
According to the official report by the Federation of Finnish Enterprises, the organization has 115 000member companies covering the entire business spectrum and more than 50 000 are companies with
employees. (The Federation of Finnish Enterprises 2018.) This is also noted in the strategy book, made
by the executive committee of the board of directors of the Federation of Finnish Enterprises. According to the strategy book, describing the strategy of the organization from 2015 to 2020, the number of
members of the organization is approximately 116 000. (The Federation of Finnish Enterprises 2015.)
However, the organization seems to have a declining membership rate. By the time this thesis was
started in early 2017, the membership had gone as low as 80 411. Approximately one year later,
1.6.2018 the number had gone down to 78 319, with decline of 341 members in less than six months of
time, from 1.1.2018 to 1.6.2018. (The Federation of Finnish Enterprises 2018b.)
According to the membership survey made by HR4 Promenade for the Federation of Finnish Enterprises in 2016, the expectations of the members of the organization are on a higher level than the experience they receive. The most positive valuations are given to the free information services provided
for the members. Overall, the results of the membership survey are average. (The Federation of Finnish Enterprises 2016.)

FIGURE 3. Scores from membership survey from 2016, on a scale of 1 (lowest) to 5 (highest) (The
Federation of Finnish Enterprises 2016)

2.3 Membership structure
According to the information provided by the Federation of Finnish Enterprises, 56.4 percent of the
organization’s members are self-employed sole proprietors and do not have any employees. Followed
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by 20.8 percent that employ 2 to 3 people including the entrepreneur and 12.5 percent that employ 4 to
7 people including the entrepreneur. The biggest industry is services with 51 percent of the members in
this category, followed by construction 18 percent and trade 17 percent and industrial with 13 percent.
(The Federation of Finnish Enterprises 2021, 3-4.)
According to the information provided by the commissioner, the number of young entrepreneurs in the
organization in 2017 was 7757, while the overall number of members at the time this thesis was started
was 80 411.
By checking the background data of the membership survey from 2016, it is visible that over 50 percent of the survey respondents (N = 4414) are over 50 years of age. Only 5 percent of the respondents
(246) are below the age of 35, which is the limit for a young entrepreneur in the organization. (The
Federation of Finnish Enterprises 2016.) However, as it is visible in FIGURE 4, the number of
younger respondents in the membership survey from 2016 is only 5 percent.

FIGURE 4. Age distribution of respondents of the membership survey from 2016 (The Federation of
Finnish Enterprises 2016)
Conclusions made from the results of the research survey made by HR4 Promenade indicate that networking with other entrepreneurs along with the possibilities to gain benefit in both professional and
business point of view should be highlighted for the members of the Federation of Finnish Enterprises.
(The Federation of Finnish Enterprises 2016.)
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2.4 The goal of this research
Based on these previous described observations, it seems that the organization is losing the support of
its members quite rapidly. It should be safe to assume that the reported data provided in the strategy
book and the official information channels from 2015 is correct, the membership has gone from
116 000 to less than 80 000 in three years. That is approximately 30 percent of cumulative decline.
During that period, nothing extraordinary had happened in the economic system or political atmosphere. But the rise of social media and new business models entirely based on the use of various internet platforms might be the case that the younger entrepreneurs are not seeing networking via traditional Federation of Finnish Enterprises as an interesting option.
The research made for the Federation of Finnish Enterprises in 2016 shows that one of the key factors
of membership expectation was networking. It is in fact listed as the third most important reasons to be
a member of the organization as shown in FIGURE 5. (The Federation of Finnish Enterprises 2016.)

FIGURE 5. What are the main reasons to be a member of the organization, select up to three N=4414
(The Federation of Finnish Enterprises 2016)
Based on the previous research, one of the top three core values of being the member of the organization includes networking. The other two important reasons include advisory services and lobbying.
(The Federation of Finnish Enterprises 2016.) In the organization’s strategy, the strong membership
level is a core factor of effectiveness in communicating the entrepreneurial perspective in public debate (The Federation of Finnish Enterprises 2018).
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One of the core factors for the organization’s future could be the shifting of focus for the segment of
young entrepreneurs. It can be simplified, that the focus of this thesis is improving the membership experience for young entrepreneurs and thereby enabling positive overall membership development. This
narrows the research problem to young entrepreneurs and networking.
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3 ENTERPRISE NETWORKS AND NETWORK ECONOMY

The definition of networking depends on the context, commonly meaning a coupled entity of independent members (Hakanen, Heinonen & Sipilä 2007, 15). The interaction between independent organizations forms the foundation of enterprise networking (Möller, Rajala & Svahn 2004, 222). Networking and network-based business model can be defined as a process, where the knowledge, knowhow and values of partner companies are combined as value-added activities (Hakanen et al. 2007, 44).
According to Ahlström-Söderling, business networks can be horizontally oriented, operating in the
same link of the production chain, and vertically oriented, embracing several links of the production
chain, from raw material to the end customer using the product (Ahlström-Söderling 2003, 445). Different theories of networking are presented in FIGURE 6. These theories form three sub-groups, which
are: 1. Behavioral science based (people), 2. Strategic business theories (company) and 3. Economical
and organizational theory (Hakanen et al. 2007, 47).

FIGURE 6. Different theories of networking (adopted from Hakanen et al. 2007, 47)
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Network relationship means co-operation with companies or organizations, that is intended to be goaloriented and long-term relationship. The co-operation is interactive and confidential and involves the
development of the know-how of all parties. Network relationship can be a partnership with one company or a relationship with several companies or organizations. Network relationships can be loose or
tight, with varying degrees of purpose and quantification over time. (Hakanen et al. 2007, 77.)
Horizontally oriented business networks are usually alliances, formed by competitors. This method is
used to gain more market coverage and competitive advantage. Competitors can also develop new
technology and accelerate market development. As an example, by forming alliances, smaller companies can access global markets more easily. (Möller et al 2004, 23.)
The advantages of business networks can be simplified as these key factors (Möller et al 2004, 23-24.):
1. Increasing operational efficiency
a. Most commonly, bigger companies are seeking cost-effectiveness with supplier networks.
2. Increasing operational flexibility
a. Increases the ability to respond to changes in the market situations more rapidly, with
decentralized risk management with supplier network.
3. Pooling resources, market power and market expansion
a. This is mostly useful for SMEs for whom networking is almost the only way to exceed
the threshold set by their resources.
4. Development of business processes and offerings
a. In these networks, the focus is on combining the different knowledge of participants
and developing new knowledge that works together.
5. Creation of new technologies and new business
a. The development of new innovations almost invariably requires cooperation between
companies. This is often accomplished through project-like development networks.
As pointed out by Toivola, network capability is company specific but also situation dependent. Over
time, network relationships become closer, and the integration of partners diversifies. (Toivola 2005,
66-67.)
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In a network economy, entrepreneurship also means managing business networks, requiring the ability
to cooperate, to be transparent and to build trust. The entrepreneur becomes a network master who can
be described as a contact finder and consolidator. (Toivola 2005, 94.)
Networks are socially constructed with the help of actors. Human relations are the most important asset of a company. In personal relations, the entrepreneur creates an operating environment for the company that is more favorable than the starting point, for example in terms of flexibility, trust, and informal access to information. Although community relations at the local level may tie the entrepreneur
into too small circles, the network of personal relations can cross local borders at low cost. (Kuisma
1994, 104.)

3.1 Networking of professionals
Forret and Dougherty define that professional networking refers to a process, where individuals attempt to develop and maintain relationships that have the potential to assist them in their work or career (Forret & Dougherty 2004, 420).
In a research made by Raj, Fast and Fisher about Identity and Professional Networking, the researchers
demonstrate that those individuals who view professional networking as congruent with their identity
are more motivated to prioritize their professional networks. Their research show, that identity is a key
facilitator of professional networking, in contrast to the more common assumption that individuals are
simply motivated to network as a means of material gain. (Raj, Fast & Fisher 2017, 780 – 781.)
Ahlström-Söderling mentions in the concluding words of his research, that for real cooperation there
seems to be a need for mutual dependency between the participating companies and if this is not the
case, the probability for success of the business network seems to be very low. He continues that this
mutual dependency seems to be weaker if the network does not start around a concrete business project, where competences of all participating companies are needed. Also, he points out, that trust building between connections takes time, in some cases even years. (Ahlström-Sörderling 2003, 452.) This
is also pointed out by Möller et al, as they mention that most of business networks between SMEs are
formed based on strong social relations between the entrepreneurs (Möller et al 2004, 23).
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3.2 Social media for professional networking
From the rise of social media from early 2000, networking between people all around the world, who
share similar interests, is now easier than ever before. Knowledge and data streams in milliseconds
throughout different Social Media platforms. New kind of entrepreneurs have risen to take advantage
of the opportunities that these platforms have to offer. Some of these only operate online, for example
selling on-line courses. In 2011 Curran & Lennon wrote that social media allows users to go from content consumers to content producers by publishing information (Curran & Lennon 2011, 21). However,
research also shows, that social media users are probably using social networking as the main way to
maintain previously met contacts and connect with new acquaintances in real life (Liu, Shao, Tang &
Fan 2019, 1116).
According to literature review performed by Secundo, Del Vecchio and Mele in 2020, social media
platforms are currently largely used by entrepreneurs as tools to market products and services to their
customers. However, the researchers also note, that based on the results, there is a shift toward co-creation in networking environment and information sharing in entrepreneurship ecosystem. That indicates
that this tendency is rapidly moving toward the use of social media for value creation purpose.
(Secundo, Del Vecchio & Mele 2020, 167.)
Before social media, professionals and entrepreneurs who wanted to make new contacts and form new
networks, had to do networking for example by joining into different kind of NGOs, such as the Lions
International, Rotary International, and other charity organizations and so on. Based on my own observations, both mentioned organizations have also been losing members throughout the last decade in
Finland, mostly because they have a hard time attracting younger members and old members are retiring. It seems that there might be some similarities in the behavior of younger individuals.
Cho and Lam analyze one of these social media networking platforms that is called LinkedIn. It is a
social networking platform for professionals that was founded in 2002 and the website was launched in
2003. The site functions like any other social media site, allowing members to create profiles for networking with co-workers, customers, and other professionals. Professional members are encouraged to
participate in different discussion groups to share their knowledge and experience. This also attracts
corporates posting their vacancies on the platform for recruitment purposes. (Cho & Lam 2020, 262.)
In my personal experience, LinkedIn could also be described as a modern version of a business card,
with the addition of an online resume, listing all job experiences and endorsements.
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FIGURE 7. The relationship between LinkedIn attributes, social capital attributes and knowledge construction (Adapted from Li, Cox & Wang 2017, 317)
Li, Cox, and Wang describe how the attributes of LinkedIn shape its social capital attributes of the
three dimensions, that are called Structural dimension, Relational dimension, and Cognitive dimension. The social capital attributes together directly influence knowledge construction conducted by the
members of LinkedIn. (Li, Cox & Wang 2017, 316.)
Many professionals and entrepreneurs are participating in LinkedIn to build professional networks and
seek the latest industry information. The nature of LinkedIn not only serves as a platform for professionals to exchange their knowledge and experience but also enables professionals to establish relationship with other professionals. Professionals using LinkedIn platform tend to establish and expand
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their social network with other professionals for bonding and acceptance. As many other social media
platforms, the individual might receive support but also criticism when posting content. (Cho & Lam
2020, 263-282.)

3.3 The role of networking enablers
According to Miles, an essential part of successful networking is an operator, who is either operating
inside of the company or is operating outside of the company as a boundary person or boundary operator. (Miles 1980, 318.) The role of boundary operator is different depending on what kind or what
stage the networking process is on (Snow, Miles & Coleman 1992, 16-17).
Nokso-Koivisto uses the term Active Actor on a person who is acting as a network activator. These
active actors can be described as internal network activators and external network activators. Internal
network activator are operators that are entering the networking process from inside of the company,
for example the entrepreneur and external network activator is an operator that enters the networking
process from outside of the company, like a consult or similar. (Nokso-Koivisto 2010, 52-74.)
Network activator roles can vary. They may be individuals, organizations, industries or even governments. (Nohria & Eccles 1992, 288.)

3.4 Observations from theoretical frame
Based on the statistical background presented in the theoretical frame, it can be assumed that the number of young entrepreneurs is increasing in Finland partly because of the change in the Labor Market
in general. It also seems, that the atmosphere is getting more entrepreneur friendly. With this in mind,
it is curious fact from the commissioning organization’s point of view, that at the same time ”the tailgate is leaking” and the Federation of Finnish Enterprises is losing their members.
The hypothesis of this thesis is that the Federation of Finnish Enterprises should be seen as a networking enabler by the members. That way, the entrepreneurs could see the added value of being the member of the organization, because it makes networking easier for the entrepreneurs. This hypothesis is
simplified in FIGURE 5.
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FIGURE 8. The Federation of Finnish Enterprises seen as a network enabler
The starting point of this research was to determine the current role of the Federation of Finnish Enterprises as a network enabler between entrepreneurs. To develop these network enabler processes it is
necessary to increase the knowledge about the networking capabilities of the organization in young entrepreneurs’ point of view.
If the Federation of Finnish Enterprises wants to attract younger individuals, it seems that it would be
beneficial to rethink the added value that the organization can bring for these young entrepreneurs. Developing the processes of young entrepreneur networking would, in that context, be ideal for the organization to seek new ways to operate and attract younger members.
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4 RESEARCH

The target group of this research are all members of the case organization that are below 35 years old.
According to the statistics and contact information provided by the case organization, the chosen target
group included 7757 entrepreneurs at the time the research was being planned in April 2017. Because
of the amount of data being collected, the capable research method was chosen to be an online survey.

4.1 Target group and sampling
After the method was chosen, the sampling was evaluated. As Aaltola and Valli mention, usually the
size of sampling is below 20 percent of the population (Aaltola & Valli 2010, 114). However, in discussions with the commissioner, it became clear that it was better to reach for maximum number of
respondents, mainly because younger people have previously been more reluctant to answer the surveys. It was then decided that the survey will be sent to all the members that meet the requirements.
The survey was decided to be made in Finnish, so that the response rate was not affected by language
barriers. Technically it was the commissioners request that the questionnaire was to be made using the
Webropol-online software, that was already used by the case organization. It is also the primary research method the case organization is using in their data collection from members.
When preparing the survey, it was decided that it would be beneficial to use quantitative research
method as the primary source of information, with additional information collected using qualitative
methods. Tuomi and Sarajärvi describe, that traditionally qualitative research is seen as a criticism for
quantitative research (Tuomi & Sarajärvi 2003, 66). According to Metsämuuronen, if quantitative research method is chosen to be the primary source of information, the analyze can be strengthened using qualitative case studies (Metsämuuronen 2005, 208).

4.2 Quantitative research
Quantitative research is a type of research that utilizes statistical methods. Collected research material
is processed mathematically in numerical form using computer software. The statistics are a summary
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of numerous individual events that the researcher interprets. The results can only be presented in charts
or figures. (Valli 2001, 9.)
Quantitative research emphasizes universally applicable laws of cause and effect, and it is based on the
view that reality is built on objectively observable facts. The way of thinking is based on the view that
all knowledge comes from direct sensory perception and logical reasoning based on these observations. (Hirsjärvi, Remes & Sajavaara 2010, 139.)
According to Hirsjärvi et al (2010), the following is essential in quantitative research:


Conclusions from previous studies



Previous theories



Presentation of hypotheses



Definition of concepts



Plans for experimental arrangements or data collection, where it is important that the observational data is suitable for quantitative numerical measurement



Selection of subjects and sampling plans, which define the population to which the results
should apply



Generating variables in tabular form and converting the data into a statistically processable format



Drawing conclusions based on statistical analysis of observational data, description of results
using percentage tables and statistical testing. (Hirsjärvi et al 2010, 140.)

4.3 Qualitative research
Qualitative research aims to describe real life. In qualitative study, it is typical that the result is only
conditional explanation, bound to a specific time and place. (Hirsjärvi et al 2010, 161.) Qualitative material means, in reduced terms, that the research material is textual. It can include various forms of interviews and observations. (Eskola & Suoranta 2005, 15.)
Qualitative research refers to a whole range of different interpretive research practices. Qualitative research methods are well suited for research when the point of interest are the detailed structures of the
events, rather than their general distribution. (Metsämuuronen 2003, 162-167.)
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The most common methods of a qualitative research are interviews, observations, surveys, and information based on different kind of documented material. The methods described here can also be used
in collecting material for quantitative research. (Tuomi & Sarajärvi 2003, 73.)

4.4 Online survey as a research method
Aaltola and Valli point out that the benefits of online surveys are cost-efficiency, and that the data is
directly in the correct data form, ready to be analyzed with computers without any additional
measures, such as data entry from paper forms to computer. It also clears out any typing errors that
might occur when data is processed. Also, they mention that younger individuals react positively to
online surveys because they are accustomed to technology. (Aaltola & Valli 2010, 113.)
Because the target group was relatively young and assumed to be familiar with the technology, online
survey seemed to be the easiest way to gather research material. Also, the target group was large, so
that any other method would have been more costly and time consuming, with no real guarantee that it
would bring any more material to the table.
As Aaltola and Valli also mention, that in online surveys, the correspondent can be forced to answer
all questions in a survey. However, this can lead to frustration and abort of the answering of survey because the correspondent does not have an opinion or enough information on the matter. (Aaltola &
Valli 2010, 113.)
This matter was discussed with the commissioning organization and was decided that all questions will
remain open for answer and the correspondents are not forced to answer in any of the questions if they
do not want. This was done so that we could have maximum amount of information and material to be
processed further.

4.4.1 Strengths of survey
Using a questionnaire survey as a research method, the researcher does not affect the respondent’s answers, unlike, for example in an interview. The questionnaire can be used to ask a lot of questions, especially if the questionnaire has ready-made answer options. A factor that improves the reliability of
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the research results is that the questions are asked in the same format from all respondents. Using a
questionnaire, the respondent can choose the most suitable time to answer the questions and can feel
free to think about the answers. (Valli 2001, 30-31.)

4.4.2 Weaknesses of survey
Using a questionnaire, in most cases the response rate remains low. On the other hand, the respondent
may not answer the questions in a desired order and can view all the questions in advance. This may
influence the responses and may therefore change the research results. (Valli 2001, 31.)
Respondent can also misunderstand a question and the researcher cannot give additional information in
unclear situations. This can be avoided by including a carefully produced answer instructions with the
survey and pre-testing the questionnaire before starting the research. Also, if the survey is carried out
by mail or similar means, the researcher cannot be certain who has really answered the questionnaire.
(Valli 2001, 31.)

4.5 Development of the survey
According to Aaltola and Valli, it is important that the questionnaire is not too long, that the questions
are unambiguous, and that they do not lead the respondent. Also, it is important to keep in mind the
motivation of the respondent, that is usually highest in the middle of the questionnaire but fades towards the end (Aaltola & Valli 2010, 103-113.)
Good way to open a questionnaire is the use of easy wake-up questions, such as the respondents background information. These background questions included the following (see APPENDIX 1 for full
questionnaire, with options):
1. How old are you?
2. What is your level of education?
3. How long have you been an entrepreneur?
4. Did you start a new company or continue an operating business?
5. Location of your company? (open question)
6. What is the regional organization for the Federation of Finnish Enterprises?
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7. What is the primary industry of your company?
8. What is the number of staff including the entrepreneur?
These questions were carefully chosen, as they present the same kind of background information as do
most of the other surveys that the commissioning organization uses in their surveys. These questions
are meant to tune up the respondent for the rest of the questionnaire. Also, with this background information, it is possible to cross reference later responses to see if there are similarities.
Originally, it was debated whether it is beneficial to ask a question about the regional organization
(question 6), because the same could be concluded based on the location where the company is. That is
because when you join the Federation of Finnish Enterprises, you are directly a member of the local
organization (city/town level) and the regional organization, that is approximately the same as the
provinces in Finland. However, as discussed with the commissioner this question also reveals how
much the respondent understands about the structure of the Federation of Finnish Enterprises and has
the information been implemented correctly to the members.
The next section of the questionnaire included questions related directly to the Federation of Finnish
Enterprises, which was used to get more in-depth knowledge about the organization. Also, it reveals if
the respondent is already an active member of the organization or a passive bystander.
9. Are you an active member in the organization, such as a member of the board?
10. How active do you feel in the organization?
11. What kind of expectations have you had in being a member of the organization?
12. What kind of experiences have you had in being a member of the organization?
13. What are the main reasons to be a member of the organization?
14. Other (open question)
15. What are the most desirable ways to get up-to-date information about the operations of the organization?
16. Other (open question)
17. How strongly to do agree with the next propositions?
In this section, the respondents had to think a bit and give concrete feedback about the organization.
The next section was the most important section of the survey since it was only about networking and
networking methods.
18. Are networking events organized in your area?
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19. If yes, have you participated?
20. If yes, tell examples of these events. (Open question)
21. Would you like to participate in networking events?
22. If yes, what kind of networking events would you like to participate (open question)
23. What kind of benefits are you expecting to get from these networking events? (Open question)
24. Evaluate the following claim, there is enough time for networking during training sessions or
other activities.
25. Does your area have an active young entrepreneur group that meets regularly?
26. Does your area have activities specifically meant for younger entrepreneurs?
27. If yes, tell examples (open question)
28. Do the young entrepreneurs in your area have a social media group or similar online discussion
area?
29. How necessary do you consider that kind of discussion area to be?
30. What other means to meet up should young entrepreneurs have in your opinion? (Open question)
This section was quite long, and it was expected that some of these questions might be left unanswered. At the time this questionnaire was made, the networking methods varied a lot in each region,
and it was not controlled by the federation in any means.
The survey was finalized by three questions, that were:
31. Describe what is best in the Federation of Finnish Enterprises in your opinion (open question)
32. Free speech / open feedback (open question)
33. I would like to be more actively a part of the Young Entrepreneurs actions and I want to be
contacted directly by email.
Before launching the survey, it was tested by volunteer pre-testers who were young entrepreneurs.
When certain, that instructions and the question layout were understandable to the volunteered pretesters, the survey was approved by the commissioner. The preparation of the survey questionnaire and
the required pre-testing was completed between 20th February 2017 and 30th March 2017. The questionnaire was then prepared in Webropol platform on 5th April 2017 and was now ready to be sent to
respondents. Full questionnaire with prepared answer options is readable in the APPENDIX of this
thesis.
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4.6 Reliability of research results
The reliability of the study is directly proportional to the reliability of the meter used. The reliability of
the research is described by concepts of reliability and validity. Meter refers to the research measuring
instrument, in this context the questionnaire. The basic idea of using a meter is an attempt to observe
the phenomenon under study as objectively as possible. (Metsämuuronen 2003, 36-43.)
The study aims to avoid errors, but still the reliability of the results and qualifications may vary. As a
result, all studies seek to assess the reliability of the completed study. (Hirsjärvi et al 2010, 231.)
According to Eskola, the factors that cause errors can be divided into two groups: (1) those who lower
both reliability and validity and those (2) which only reduce the validity. The former group includes
random factors, and the latter group systematically varies non-essential, but nonetheless factors that
affect the measurement results. An issue can be constantly misunderstood, which reduces the validity
of the measurement, but not necessarily its reliability. (Eskola 1975, 77-78.)

4.6.1 Validity
The validity of a measurement or method is greater the better the measurement is focused on exactly
what is to be measured (Eskola 1975, 85). Validity can be divided into external and internal validity.
External validity means that whether the results of that study can be generalized and, if so, to which
groups. In the external important issues in validity are the research design as well as the research sampling. The aim is to minimize threats to validity. Correspondingly, internal validity refers to the research’s own reliability. (Metsämuuronen 2003, 35.)
With good research design, correct concept formation and theory management, as well as sampling,
can improve the validity of the study. In reviewing the validity of content examine whether the concepts used in the meter or study are in line with the theory and correctly operationalized, and whether
the concepts cover the phenomenon in question to a sufficient rate. (Metsämuuronen 2003, 35-43.)
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4.6.2 Reliability
The reliability of a study refers to the ability of the study to give non-random results. The greater the
chance that the accident has affected the research results, the greater the reliability. Reliability is enhanced by the selection of the right meters and their suitability for measuring the measurement object.
(Eskola 1975, 77-80.) For research would be reliable, the measurement results of the phenomenon under study should be quite similar when the same meter is used for the measurement again
(Metsämuuronen 2003, 43).
The value of reliability varies between 0-1. Background variables, such as age, gender or the reliability
of education is not usually considered at all, as they can be assumed to be very close to the maximum
value of one. Reliability can be measured by parallel measurement, halving or re-examination. In remeasurement, the measurement is repeated with the same meter after some time. This is also called the
stability factor. Parallel measurement is the measurement of the same thing with two different meters
equally, for example using control questions in a questionnaire. (Valli 2001, 92.)

25
5 RESULTS

The chosen target group consisted of 7757 entrepreneurs that met the requirements. These respondents
were chosen because they met the desired requirements. The target group selected for the study was
optimal for process development purposes. The study therefore is based on non-random sampling,
characterized by the selection of study subjects at the discretion of the researcher (Metsämuuronen
2003, 31).

5.1 Research material
The link to the survey was distributed via email to the target group using the contact information register provided by the case organization. The survey data was collected between 11. April 2017 and 26.
April 2017. The target group received two emails with cover letter describing the research purpose
with contact information of the researcher and supervisors. During 11. April 2017 to 18. April 2017
after the first e-mail the number of responses received was 550. The reminder message was sent on 18.
April 2017 and the survey was closed on 26. April 2017.
The survey was also being advertised in Facebook and LinkedIn social media platforms as sponsored
advertises to the target group. As a motivational part to ensure as many respondents as possible, the
case organization offered prices for the respondents to attract interest. These prices were Bluetoothspeakers (3 pieces).
When the survey was closed, the number of respondents were 748 in total, which was 9.6 percent of
the original sampling, which was a satisfying result. As an observation, the reminder message did
prove to be important, because the response rate went up by approximately two percent. The motivational prices probably had significant benefit as well. This also reveals the vulnerability of the online
survey because it is easily forgotten or ignored.
The data was then brought to Microsoft Excel format for analyzing. Because it was decided earlier that
in this study, that the respondents can decide those questions for themselves which they wish to answer, the number of respondents are indicated in the context of the results using a notation “N” which
stands for the number of respondents.
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5.2 Background questions
The background questions were the first section of the survey. The first question was “How old are
you?”. Four prepared answer options were given to the respondents. This question was answered by
746 respondents. 62 percent of the respondents were over 30 years of age, 30 percent were between
ages of 25 and 29, and 7 percent were between ages 20-24. Only two respondents were under 20 years
old. When comparing this result with the current membership register from 2021, it shows that only 4
percent of all members of the organization are younger than 30 years old, with 58 percent being over
51 years old (The Federation of Finnish Enterprises 2021, 2).

FIGURE 9. Age of respondents N=746
Question number two “What is your level of education?” was answered by 746 respondents. Vocational degree was a majority with 38 percent share of the responses, followed by Bachelor level degree
with 30 percent share. High school degrees were a clear minority with 12 percent and Master of Arts
with 10 percent. Rest of the responses were scattered, with one PhD, four licentiate, 14 Master level
postgraduate degree from University of Applied Sciences. It is also worth noticing that 20 of the respondents had only primary school with no secondary degree.
Question number three, “How long have you been an entrepreneur?” was answered by 743 respondents. Five prepared answer options were given to the respondents. Approximately 39 percent of the respondents were experienced entrepreneurs with over 5 years of experience. It is worth noticing that almost 15 percent of the respondents had been entrepreneurs for less than a year, followed by 23 percent
who had been an entrepreneur for less than two years.
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FIGURE 10. How long have you been an entrepreneur N=743
Question number four, “Did you start a new company or continue an operating business?” was answered by 745 respondents. Four prepared answer options were given, which were.
1. Generational change in a family company
2. I founded the company by myself.
3. I founded the company with other individuals.
4. I bought an operating business or a share of an operating business.

FIGURE 11. Did you start a new company or continue an operating business N=745
Majority of the respondents had founded their business alone, with 65 percent of the respondents
choosing that option. Roughly 16.5 percent had co-founding partners. Nearly 10 percent had a generational change in family business and about 9 percent have done a management buy-out or bought
shares from a functioning company, thus 19 percent of the companies were founded before the current
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entrepreneur had taken control of the company. This is an interesting finding and corresponds to previous research that indicates that there are many companies that are looking for a successor (Vähäkangas
2012, 50-54).
Question number five was an open question where the respondents could write their location. This is
left out of the report because it does not bring any additional numerical or quantitative information to
be analyzed, because networking is mainly organized by the regional organizations. The respondent’s
hometown indicates the local association of the respondent. Local associations do not have any employees, and are administrated by a local board, formed by local entrepreneurs, who are active members of the organization. However, the ability to serve and produce organized networking services for
members are quite limited in the local association and they need the support of the regional organization in most activities. The questions’ purpose was to gain additional information about the respondent
and make the questionnaire feel more personalized in the respondent’s point of view.
Instead, it is worth examining the results of question number six, “What is the regional organization
you belong in the Federation of Finnish Enterprises?”. The regional organizations have employees that
support the local associations and much more capability to organize, for example, networking events.
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FIGURE 12. Regional organizations of the respondents N=746
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The information received from this question indicates that the questionnaire has good coverage with
respondents from all the regional organizations of the commissioner. Good geographical coverage
gives proper insight in the good practices used in different regions, which could be brought into use in
other regions as well.
Question number seven, “What is the primary industry of your company?” was answered by 748 respondents. Four prepared answer options were given, based on the discussions with the commissioner.

FIGURE 13. Primary industry of the company N=748
Based on the results the biggest industry was services with 64 percent, following with construction
with less than 16 percent. Industrial and trade were both close to 10 percent. When comparing this result at the current membership register from 2021, it states that 51 percent of the members are listed
under the services industry, 18 percent construction, 17 percent trade and 13 percent industrial (The
Federation of Finnish Enterprises 2021, 4). This comparison of these two research indicates similarities in the industries where the respondents are operating and with that knowledge, it can be assumed
that the sampling represents the entire target group quite well.
Question number eight, “What is the size of your company?” was answered by 748 respondents. Seven
prepared answer options were given, based on the discussions with the commissioner. These answer
options were chosen to get the most accurate information of the company size. The Federation of Finnish Enterprises uses a bit different scaling usually, but in this case, it was chosen to divide the options
even further. It was assumed that companies that are run by young entrepreneurs are mainly small,
only employing the entrepreneur or entrepreneurs and maybe some outside employees.
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FIGURE 14. Company size N=748
As assumed, nearly 52 percent of the respondents had a one-person company, thus they could be seen
as self-employed. Sole proprietors were followed by companies that has 2-3 employees, forming approximately 24 percent of all respondents. According to the membership register from 2021, 56.4 percent of all members of the organization being sole proprietors and 20.8 percent employs 2-3 persons
(The Federation of Finnish Enterprises 2021, 3). Comparing the data from this research to the membership register, it shows consistency and corresponds to reality. With this data, it can be assumed that the
sampling represents the entire target group.
The next section of questionnaire included questions directly related to the operations of Federation of
Finnish Enterprises. It mostly served as an additional information source for the commissioner about
members knowledge and experience of the organization.
I have chosen not to analyze these questions for my thesis, since they have already been reported to the
Federation of Finnish Enterprises and do not offer any additional information for this thesis, so they
are excluded from the report, with two exceptions. These are questions number 13 “What are the main
reasons to be a member of the organization?” and question number 15 “What are the most desirable
ways to get up-to-date information about the operations of the organization?”.
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In question number 13 the respondents could pick only three of the most important reasons and leave
the rest blank. The question was answered by 748 respondents. Nine prepared answer options were
given, based on the discussions with the commissioner.

FIGURE 15. Main reasons to belong to the Federation of Finnish Enterprises. N=748
It is worth noticing, that networking with other entrepreneurs rises to the podium with 51.7 percent
(387) of the respondents choosing that option. The top three choices from the respondents stand out
clearly, with the other two being Advisory Services (52.2 percent) and Lobbying (46.1 percent).
When comparing these results with the results from HR4 Promenades research from 2016, the top
three choices are the same, but the difference is that younger entrepreneurs are significantly more interested in networking than the respondents to the previous study. As in the HR4 Promenades research
indicate the Entrepreneurism has nearly the same amount (37 percent) of responses as Networking (40
percent), but when compared to the conducted research it shows that Entrepreneurism is not that important to younger respondents with only 24.5 percent (183) choosing that option.
The idea of a common cause might in this context be irrelevant to younger entrepreneurs, who might
have a different view of the world. This might be related to the rise of social media and individualism
but would need significant more data to be analyzed further. However, the differences in the points of
view are so significant that it is an interesting finding.
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FIGURE 16. Main reasons to belong to the Federation of Finnish Enterprises N=4414 (The Federation
of Finnish Enterprises 2016.)
As stated earlier, the respondents of the comparative study are older than the research material gathered in this study. It could be argued that the younger entrepreneurs are seeing networking as an essential added value that comes from being a member of the organization. It might also be argued that the
older members have already established the necessary networks they require and are do not see necessary to expand their networks in the same extent than younger entrepreneurs who are just starting to
build their networks. It might also be that the older members are using other means to network primarily.
The idea behind question number 15 was to gain knowledge about the most desirable way the young
entrepreneurs wish to receive information and to be contacted by the organization. This question is
very important, because it gives insight of the channels the younger entrepreneurs prefer to use. It was
assumed, that younger entrepreneurs prefer to use social media and other similar online sources as the
primary source of information. This question was answered by 748 respondents. Five prepared answer
options were given, based on the discussions with the commissioner. Overall, 47 percent chose the option E-mail newsletters followed by social media channels with 30 percent. It is also worth noticing,
that regular web pages are only chosen by 12 percent of the respondents, almost the same as regular
printed magazines, with 10 percent response rate.
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FIGURE 17. The most popular way to receive information from the organization N=748

5.3 Questions related to networking
The networking section of the survey was long and included many questions, which led to the assumption that some of the questions might be left unanswered. This section included questions with answer
options and open questions for additional information. These questions were carefully chosen based on
the discussion with the commissioner. Before analyzing the actual results, let’s discuss the structure of
this section more in-depth, how the question layout was built and what kind of information was sought
to achieve.

5.3.1 Expectations based on the question layout
The purpose of questions number 18 to 20 was divided into different levels. Main intention was to explore whether networking events were organized in the respondents operating area. This was measured
with the opening question, that investigated the generality of organized networking events overall with
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the question “Are networking events organized in your area?”. To learn more, three follow-up questions were added, which were Q19. “If yes, have you participated?” and Q20. “If yes, tell examples of
these events. (Open question)”.
The first follow-up question’s purpose was to get information about the attractiveness of these organized events; if the respondent would answer question number 18 “Yes” and question number 19
“No”, it could mean that the events are organized, but:
1. The events are non-attractive overall or are poorly organized.
2. The respondent does not see real life networking as an interesting option.
3. The networking events do not attract younger entrepreneurs and thus, are not interesting for the
respondent.
4. These events do not add value to the entrepreneur’s network in business, professional or social
level, and are a waste of time in that context.
And because of these various reasons, it would require studying of these respondents’ other answers
more in-depth to understand the causality. Focusing on this group could give additional information on
two things: “what these respondents value more than real life networking events” and furthermore
could give an answer to, “how is the organization able to serve these non-participating members if not
with physical events”.
If the respondent answered “Yes” to both questions it could most likely mean that the methods used in
the respondents operating area are proven to be attractive to younger entrepreneurs and are most likely
organized properly. The respondents choosing this path, could bring real value by introducing proven
methods of networking, that could be utilized elsewhere within the organization. These answers should
be cross-examined with the background question number six regarding the regional organization of the
respondent along with background questions number one and three, regarding the respondents age and
the amount of time the respondent has been an entrepreneur. By cross-examining the data with these
variables, the data would be more structured and might give generalizable results.
Because of the amount of data collected with the survey, it was chosen that this research would focus
mainly on the latter matter, trying to identify the best practices of proven networking methods that
could easily be utilized to bring more added value to the members of the organization.
The second set of networking questions studied the attractiveness of the networking events (if organized) and the respondent’s willingness to participate in these events. The question number 21.
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“Would you like to participate in these events?”, followed by the question 22 “If yes, what kind of networking events would you like to participate (open question)” and finally 23 “What kind of benefits
are you expecting to get from these networking events? (Open question)”.

5.3.2 Results
It is worth noting at the start of this networking related analyze section, that the respondents were
given the liberty not to answer to any of the questions mandatorily. This decision was made intentionally to ensure the maximum number of respondents in the survey. It was assumed that people might
stop answering the survey entirely if they do not know how to respond in some questions. These nonchosen results by the respondents are visible in the following graphs as an option 0.
The first question of this set, question number 18 was answered by 748 respondents with two respondents leaving the answer blank. This was a positive sign that the results would give comprehensive results for the process development.

FIGURE 18. Does the regional organization organize networking events in the your operating area
N=748
The majority of 55.4 percent of the respondents answered this question with the option “Yes”, which
indicates that majority of the regional organizations are active in organizing these networking events.
However, it is more interesting to see, that 38.6 percent of the respondents chose the option “I cannot
say”, which could indicate that the regional organization might have failed in communicating with the
young entrepreneur’s section. This might also mean, that the respondents do not recognize networking
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or do not understand the concept of networking equally. This assumption only strengthens when compared to the “No” option, that was chosen only by a minority of 5.8 percent of the respondents.
These findings are interesting in multiple ways. First and foremost, the following questions will hopefully share more detailed information about the good practices in network enabling for young entrepreneurs. And secondly, if the communicating does not reach the target group, as it would appear, there is
some development to do in choosing the right methods and using the correct channels.
The first follow-up question number 19 “If yes, have you participated?” was answered by 748 respondents with 44 leaving the answer blank.

FIGURE 19. If organized, have you participated in these events N=748
It was a bit surprising to see that majority of respondents answered this question number 19 “No” with
65.2 percent of the respondents choosing that option and 28.9 percent choosing the option “Yes”.
When compared to question 13, “Main reasons to be a member of the organization”, which indicated
that networking with other entrepreneurs was chosen by 51.7 percent of the respondents. The results
appear to be inconsistent, with majority of the entrepreneurs seeing the organization beneficial for networking and at the same time not participating in any of the organized events.
When the respondents were asked about the examples of networking events in question number 20, the
number of responses received by the open question was 279. It was quite surprising, that approximately 37 percent of all respondents gave examples in the open question. Because of the large number
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of open answers, it is not possible to present all the responses in this thesis. Instead, similarities were
sought in the responses.
Examples of organized networking events were difficult to be organized in certain categories because
many answers included multiple type of events described in detail, but some similarities were found.
1. Breakfast, casual with some speeches
2. Lunch, casual with some speeches
3. Casual afterwork events with no agenda
4. Evening event that includes organized training by a professional, for example in marketing or
similar
5. Speed meeting, a type of business card exchange in speed dating theme with 5 to 10 minutes of
time to pitch your company to your assigned pair
These types of organized events are quite easily arranged and could all be organized in different regions. The regional territories are in some cases quite big, for example in Lapland, so these events
should be organized in somewhere easily reachable location to most of the entrepreneurs. Or, these
events should rotate in different locations, so that the reachability would be as high as possible.
The follow-up question number 21 inquired the respondent’s willingness to participate in these organized networking events. This question was answered with the option “Yes” by 58 percent of the respondents with minority of 5,6 percent of the respondents who do not see organized networking as an
interesting option. It is worth noting that 36,1 percent chose the option “I cannot say”.

FIGURE 20. Would you like to participate in these events N=748
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These results indicate quite clearly that most young entrepreneurs are interested in participating networking events but have not yet participated in any. This is an interesting finding. This could indicate,
that while at the same time networking is what young entrepreneurs are seeking from the organization,
the events that are organized by the regional organization, are not what the entrepreneurs are looking
for. It was assumed, that the respondents’ answers to the following open question will bring more information to these perceptions.
When the respondents were asked about what kind of benefit the entrepreneurs are expecting to gain
from these networking events in question number 23, the number of responses received by the open
question was 294, which was approximately 39 percent of all respondents.
The responses varied a lot, and some of the answers were long. However, four main themes were able
to be formed out of these answers.
These responses were organized in main themes, which were:
1. Social network: 130 (30 percent)
2. New customers: 114 (26 percent)
3. Partners: 107 (25 percent)
4. Peer support: 77 (18 percent)
These main themes fit the theoretical frame of individual and entrepreneur networking quite well, as
explained by Hakanen et al (2007): Behavioral science based (people) is visible in themes 1 and 4,
Strategic business theories (company) are seen in theme 3 and Economic and organizational theory
supports theme 2 (Hakanen et al. 2007, 47).
Based on the theoretical background and the research results, it can be simplified that entrepreneurs
can pursue networking for social, professional, or business reasons. Social in the case of peer support,
for example to share experiences with others that share the common enthusiasm of entrepreneurship.
Professional, if the network could provide knowledge that could be useful without a formal business
relationship, for example future career plans and possible opportunities or new technology and innovations, that affect the entrepreneur’s company or industry. Business, if the network could be progressed
over time into collaboration level, for example as a subcontracting relationship or an alliance. However, building trust is a long process, requires good social skills for all participants along with a common agenda or goal, as pointed out earlier.
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Some longer and uncategorized responses were also given. These answers are referenced below.
One respondent is seeking to find entrepreneur survival stories of early-stage difficulties in their career. It basically could be categorized as theme 4. Peer support, but it also descends the successful entrepreneurs to the same level, thus motivating the entrepreneur to believe in what he or she is doing.
One respondent is seeking to find alliances or consortium networks, directly business-related opportunities. This could also be categorized as theme 3. Partners, but this is in my opinion a more advanced
way of networking and could require a consult as a network activator to control this collaboration.
Möller et all describe this as forming alliances, smaller companies can access global markets more easily (Möller et al 2004, 23).
Comparing this theory in a smaller scale, some public offerings have quite high criteria, that might exclude smallest companies out of the competition. By forming small company alliances, the criteria
such as higher combined turnover, more references and so on, might be achievable for these two or
more companies, if they combined forces and form a consortium.
The Federation of Finnish Enterprises could play a significant role here, first to increase training of entrepreneurs in the formation of alliances and consortia and this way enable companies to learn what
they need to know for example, in contracts and responsibilities, and other practicalities. This kind of
service could be taken into the toolbox of the Federation of Finnish Enterprises, but it would require an
active individual to help forming these alliances.
One respondent is criticizing the role of the organization in networking events, as SME’s, mostly small
ones, are trading business cards with each other in hopes to sell products and services to each other.
This entrepreneur suggests organized meetings, where small businesses can offer products and services
to larger companies. This is an interesting point of view and should be analyzed more thoroughly.

5.4 Questions related to the activities of young entrepreneurs
The next section of the questionnaire included questions related to the operations specifically meant
for young entrepreneurs. I have chosen not to analyze all the questions for this thesis. The chosen
questions are adding more information about the networking capabilities of the regional organizations
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in young entrepreneurs’ point of view. It also shares knowledge on the role of social media in entrepreneur networking.
However, there are weaknesses and one of those is that the entrepreneurs were not asked about what
kind of social media services they are regularly using, outside of the networking or organizational
theme. The use of social media in ordinary life plays a significant role in networking and especially in
professional networking. This is an unfortunate shortcoming that was only noticed when the research
results were analyzed.
The first question of the section inquired the respondents that “Does your area have an active young
entrepreneur group that meets regularly?”. The question was answered by 743 respondents. Three prepared answer options were given. It is worth noticing the high number of uncertain entrepreneurs, who
do not know if they have an active young entrepreneur group operating in their region. This option was
chosen by 59 percent of the respondents, while 32.3 percent answered “Yes”. Only 8.7 percent answered “No”.

FIGURE 21. Does your area have an active Young entrepreneur group that meets regularly N=743
These responses can be cross examined with the regional organization that the respondents chose at the
beginning of the questionnaire to identify the areas the entrepreneurs are operating. With this cross examination, it is possible to understand if the entrepreneurs have received the correct information about
the operations and services the organization offers its members in their operating region.
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FIGURE 22. Does your area have an active Young entrepreneur group that meets regularly, organized
by regions N=743
Based on these results, it is worth noting that all regional organizations, excluding Kainuu region, have
organized operations specially meant for young entrepreneurs, that the respondents know about. The
results also indicate that because of the high level of respondents choosing “I cannot say” in all regions, the organization should focus more on communication and communication methods.
By communicating about the existence of the regional young entrepreneur committee or group more
actively to the target group, they organization could serve the members more effectively. This might
also lead to more positive feedback about the organization and recommendations to join the organization.
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As noted, this observation applies to all the listed regional organization and indicates that there is
much to be done in the communication section.
The groups specially meant for young entrepreneur networking might interest younger entrepreneurs
more than the events that are open for everybody. However, it could be assumed that these groups are
more social and peer support kind of networking, than actual business networking. But, with good social background and trust, this kind of cooperation could later develop into something more related to
business.
The follow-up question inquired the respondents about other activities specially meant for younger entrepreneurs. The question was answered by 743 respondents. Three prepared answer options were
given. It is again worth noticing the high number of uncertain entrepreneurs, but what is also interesting is that the number of uncertain answers is clearly lower than the previous question, with 50.3 percent of the respondents choosing that option. The option “Yes” was chosen by 39.1 percent of the respondents.

FIGURE 23. Does your area have activities specifically meant for younger entrepreneurs N=743
This question was followed by an open question to gain more knowledge about these events. The respondents however basically just repeated the same answers as in question 20, with only 136 responses
received. Unfortunately, this question did not provide additional information and could have been left
out of the survey.
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5.5 Questions related to social media
The following questions were related to the use of social media and the necessity of social media discussion groups for young entrepreneurs. As pointed out, 30 percent of the respondents chose the option
to receive information about the Federation of Finnish Enterprises through social media channels. That
could indicate that the preferred method of overall communication could be shifting more towards social media. As discussed earlier, it would have been beneficial for the questionnaire to include questions about the use of social media overall. This would have given additional information about the
methods the entrepreneurs could be contacted.
Question number 28 inquired the respondents about the existence of a social media group or similar
discussion area especially meant for young entrepreneurs. The question was answered by 748 respondents. Three prepared answer options were given.

FIGURE 24. Do the young entrepreneurs in your area have a social media group or similar online discussion area N=748
Clear majority of 62.6 percent of respondents chose the option “I Cannot Say” which again would suggest in the lack of communication among the regional organization. However, 27.9 percent of the respondents answered this question “Yes”. Social media discussion areas are very easily created and require low amount of maintenance, unless the discussions escalate or bad behavior would occur, such as
racism or harassment in any way.
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To gain additional knowledge about the necessity of these discussion areas the respondents were asked
to rate the need on a scale of 1 to 5 in question number 29, with 1 meaning “not at all” and 5 meaning
“very necessary”. The question was answered by 748 respondents.
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FIGURE 25. How necessary do you consider that kind of discussion area to be 1 = not at all, 5 = very
necessary N=748
The majority of the respondents consider the social media discussion areas necessary, with 53.7 percent of the respondents choosing either option 5 or 4. Only 16.6 percent of the respondents chose options 1 or 2, indicating that the use of social media is not that important as a discussion area.
Lastly, it was cross compared how or if the respondent’s age is affecting the chosen rating about the
necessity of social media discussion area. It was already discovered that 62.2 percent of the respondents were over 30 years of age and 30.4 percent being 25 to 29 years old. The result of the comparison
is visible in FIGURE 26.

FIGURE 26. Cross comparison about how respondent’s age affects the necessity of the discussion area
N=748
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While the differences in this comparison are not that significant, it is still visible, that the younger 25
to 29 aged respondents are slightly more interested to participate in social media discussion areas. This
question would be beneficial to cross combine with knowledge about how much the respondents use
social media channels daily, for example in hours. As mentioned earlier, it would also be beneficial to
compare this information to the platforms of social media the entrepreneurs are using.
This could give beneficial new knowledge about the way younger entrepreneurs are networking with
each other and how they want to be connected. Also, this would give more information about how
these changes in communicating and networking will affect the services provided by the Federation of
Finnish Enterprises and how these processes should be developed.
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6 CONCLUSIONS

The hypothesis of this thesis was simplified in the introduction, that the Federation of Finnish Enterprises should focus more on the needs for providing young entrepreneurs added value of being a member of the organization. It was assumed that one of these actions could be the development of the processes of young entrepreneur networking and that required more knowledge. The number of responses
gathered with the research questionnaire was pleasant and gave the confirmation that networking is
something young entrepreneurs see beneficial and want to participate in developing it.
The research confirmed that entrepreneurs are seeking to network to grow their social network, receive
new customers and partners and furthermore, they seek peer support and motivation from fellow entrepreneurs and colleagues. Based on these findings, it could be assumed that entrepreneurs are often under heavy pressure in doing everyday decisions alone, and occasionally do require support and exchange of ideas from fellow entrepreneurs.
The research confirmed that there are different kind of methods in use for networking inside the organization, depending on the region. The research was focused on finding the right tools that are proven to
be useful, and which could be generalized in use for the organization. The results received a good
number of useful and generalizable methods, especially in the open questions answered by the entrepreneurs.
In my opinion, it would be beneficial for the organization to harmonize the activities provided to the
members regionally. Also, as the research data suggest the communication for younger entrepreneurs
needs to be enhanced and the methods and means rethought to do it even better. By harmonizing the
activities provided by the organization, the members are treated equally, and they get similar services.
That way, it would be assumed that the member satisfaction and recommendations to join the organization should get higher.
In process development point of view, the harmonization of the described processes should proceed
through strategic review. That way, the development should include the selection of member proven
methods listed in this research and timetable to implement these changes in the organization. The implementation requires more communication, involvement of active members of the organization and
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critical evaluation of these activities after the implementation. If something does not work, it should be
revised based on the feedback received by the entrepreneurs.
For example, based on the final discussions reviewing the results of this thesis with the commissioner,
we came up with an idea that the organization could try a new way to enable networking in a continually digitalizing world, and could start developing a mobile application, specially tailored for the use of
the members of the organization.
One of the interesting ideas was based on a critical response in an open question. The respondent was
criticizing the role of the organization in networking events, as SMEs, mostly small ones, are trading
business cards with each other in hopes to sell products and services to each other. Based on this criticism, I presented an idea to the commissioner of a concept event that could be organized regionally.
The event would start with a few keynote speeches where larger companies would present their major
projects that require new subcontractors. The idea is that the smaller companies could arrange appointments in advance with these larger companies that are usually harder to reach, without the right contacts. Along with the possibility to network with larger companies, the entrepreneurs would have time
to meet up with each other, and maybe form alliances or similar.
The research also confirmed that social media plays a significant role in young entrepreneur networking. This means, that the Federation of Finnish Enterprises should have a more active role in forming
discussion groups in various social media platforms and communicate these to the members. Based on
the results, the use of social media services is relevant for the target group, so it would be beneficial
for the organization to take advantage of it in a harmonized way, using same kind of methods in all regions.
One of the shortcomings of this research is associated with social media. It would have been beneficial
for the research to include questions about the use of social media overall. This would have given additional information about the methods the entrepreneurs could be contacted and how the networking
could be shifting in the future.
In terms of the validity of the study, the metrics used in the study and the method by which the phenomenon under study was studied. The questionnaire was reviewed by several individuals before starting the actual measurement procedure to ensure it is as effective as possible for the purpose. The struc-
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ture of the questionnaire was carefully considered and valuated during the process. The technical functionality of the questionnaire stored in the Webropol-system and the layout of the questionnaire was
checked before providing a response link to the study target group. The survey was launched only after
all the errors and omissions found in the form had been corrected.
When assessing the reliability of research results, the target group of the research can be considered.
The target group was approached with a personal email that included a cover letter on the starting
points, confidentiality, and purpose of the results. The purpose of the cover letter was to motivate the
respondent to participate in the investigation. However, the questionnaire was available on the Internet,
and the researcher is therefore unable to be completely sure about who has answered the questions. It
is therefore possible, that the person receiving the e-mail with the link to the survey, could have forward the link to another respondent. The e-mail addresses of the respondents invited to the survey are
based on the member database of the Federation of Finnish Enterprises.
The response rate of this research was 9.6 percent of the original sampling of 7757 entrepreneurs chosen for the target group. Overall, this was a satisfying result. The amount of data received in the open
questions was especially satisfying and gave a lot of insight and additional knowledge on the topic.
This research is completely reproducible, and the future results can be compared to this research. However, it would be beneficial for the outcome to revise some of the questions to gain even more useful
information, especially regarding the use of social media and platform economy and what the entrepreneurs are seeking from networking and how that is evolving and affecting the business processes.
One of the interesting further research topics is related to young people’s overall interest in association
activities, such as trade union movement or other non-governmental organization (NGO), such as charity organizations and similar. The decline in the interest of joining an association, regardless of the
topic, may be due to an increase in the use of social media services. This is my own hypothesis, based
on the research results, and should be researched more thoroughly.
This thesis was commissioned by the Federation of Finnish Enterprises to gain more knowledge about
young entrepreneurs in a networking point of view. This thesis provides information of how these networking processes should be developed. Based on the results of this research and the theoretical background, these processes are important for the future of the organization, to maintain the sufficient
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membership rate and furthermore, for the Federation of Finnish Enterprises to continue in being a
credible operator in the Finnish business life also in the future.
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