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Efficiency and innovation
constantly looking for opportunities to expand its
nto new markets and to embrace new customer: During the seventeenth century a num-
king into the future, I hope to first of all see the com- ber of ironworks were founded in Fin-
i . I am confident Fiskars will emerge as a land. Fiskars was started in 1649, and to-
day it is one of the oldest businesses in
n th profe: the western world. Actually, today, the
xceptional pi a Fiskars Corporation is an international
duced without exceptional people,” s: company, a leading global supplier of
“We have our own designers, but we have to look further. consumer products for the home, gar-
ic community from Birger Kai den, and outdoors that are renowned
a as a model. Ope d bei for their functionality and cutting-edge
design. The associated company Wartsili
Corporation is also an important part
rned to adapt as I have had the o of the Corporation. The Group record-
ed net sales of EUR 697 million in 2008,
and employs some 4,100 people in over
which I was e 20 countries. Fiskars has operations in
“We look innovation everywher 0 deg 21 countries, and its products are sold in
healthy to look outside. The solutions are seldom born here, over 60 countries across the globe.
behind the de:

product 360 years after the company

The iconic pair of orange-handled scis-
sors is still Fiskars most well-known
I

was founded. It is the oldest business

. 360 YEARS I'. in Finland but it now does much more

than sell scissors. Business Finland met

TU R N I NTO CEO Kari Kauniskangas, who stepped in

two years ago and helped Fiskars emerge

3 60 DE G R EES 4 il as a new and integrated company.

Kauniskangas believes Fi

www.fiskars.com

is very important. “Many try to build

any heritage

What is common to our bome,
garden and outdoor products is their
DNA - a unique design and aesthetic,
which is also functional.”

future since it was founded in 1649 in order to maxi
mise its ability to create profitable long-term growth.
This internal process of change was given the name
'360 degrees’.
: As we want to change direction, we have to look
Text: Katja Kangasniemi 4 ¥ 2 around and be open in all of our organisation, fi
Photos: Sini Pennanen, Fiskars sales to product

Brand focus

ars’ busine d on generating

shareholder value ing innovative must-have
products for cons ted by strong
iality brands in gh-return categori

day, the busine:

“We recognise that we cannot be str
so we de o on de
cceeding in these core a

s more important to

Director of iskars Oyj Abp, Kari Kauniskangas

14
apio Pajuharju says that al-
I though Finland is still the most
The company has also focused on powerful brands. The Fis- ket innovations that are significant to the v important market for Lumene,
kars Group has a olio of international and so consumer. This is where the company . which was named after a Finnish lake,
to-be international names including the core brands Fiskar: s strong and has been for a long time. : - internationalisation will be one of the

ala and Gerber. Another good example of true inno- key elements of the company’s growth

Is such as Arabia, Hackman vation is the Swedish Silva which strategy in the future. The company

Silva. The first tw I known in the No . e mobile lighting r o dafined s N e IS IS
gion, and Silva, the leading manufacturer or via and the BAIRE comn Rty S
wide, is strong in Sweden and the Nordic countries. g international e e e O0e ]
Buster, the market leader in the Finnish boat market, is also The iconic orange Fiskars sci . ; of 51 percent of helcoma

3 d - sors have been the number one F . = over came from outside Finland (Rus-

g e in many markets, includ- : i sia 22 percent, other Nordic countries
Ly  whi ing France, the US and Germany, - . T = 12 percent, US 7 percent, others 10
hardl n outside its home market. since 1967. 3 = BRI D l( ;I b ] ( ; AR( :' I ‘I( : percent). The last time we met, the
“The latter brands will most likely n e inter “We constantly try to make our r - company representatives had also ex-
e o in the products . Take the traditional pressed interest in markets in the Far
L BEAUTY TO THE WORLD 3
made more efficient. We look for new “Our clean nature and values reso-
Al of the compar are a common mi solutions, ways to do things better. We nate well with Japanese and Korean
lasting everyday . also opt for sustainable development, be- i - - tourists visiting Finland and the tax-
P : . ext: Katja Kangasniemi . N ;
What is common to our home, garden and outdoor prod- ing ecological, designing products that last 5 e free shelves are often left empty,
. - . . . L. . Ll Photos: Sini Pennanen/ Lumene . P
ucts is their DNA - a unique design and aesthetic, w al not days ¢ b - Pajuharju. “We will nevertheless take
functional,” says Kauniskangas. “Fiskars products have always is always ecological. As the motto of littala puts it, : v i one step at a time, concentrating on the
L. We have managed to bring to the mar- we are ‘against throw-awayism’.” ! J I key markets. In China we are present

in around 100 points of sale. If we de-

. cide to enter the Japanese market, the

of the skin is key, together with

natural ingredients that the Japanese

themselves have long excelled in.”

l. Skincare as a spearhead

L The US is Lumene’s second most im-

Finland. Today,

portant market after
4 the US represents 12 percent of sales
of Lumene products and 7 percent of
the whole company sales.

Ever since it was founded in 1948, Lumene has been working to promote cus-
tomer beauty and wellbeing by combining innovative product development, -

’ ; . . ; ) rategic change, leaving only the sk-
high technology and unique arctic natural ingredients. Business Finland met Tap- incare products on the market. The
io Pajuharju who became Lumene’s president and CEO in 2007 when we first
told the story of this globally ambitious company.

“During the first quarter of 2008

il ol

iy we nevertheless carried out a massive

reasoning behind this was that we
realised that managing the display of
over 200 make-up products was chal-

lenging. When we have our own per-

sonnel constantly filling in the shelves
it works out. If not, after a couple of

(/Wany try to build .
a company héritage,” he'
days, “But Fiskars does not
need to-do-it— we have 560
yeard of it.”

days it looks bad for the products that
sell the most.”

Today, the company markets 36 sk-

incare products in the US. It is among
the top six brands and its main com-
petitors are Olay, Johnson & John-
son, Neutrogena, L'Oréal and Nivea,
all of which are the same as in all the

European markets, with the exception




Text: Inderjit Kaur Khalsa
Photos: Sini Pennanen, Stockxchng

MetroAuto's

Trend Towards
Low €Emission Cars

for the car industry. Although
there w
s also a catalyst for many manufa
turers to come up with new solutions
to the problems facing them. People
are now more aware of environmental
changes than ever before and comp
nies are listening to their customers.
This has resulted in almost every large
manufacturer making more environ-
mentally-friendly vehicles. One of the
first was Toyota which launched its
hybrid car, the Prius, in the mid-90s.
MetroAuto is one of the oldest car
d ships in Finland. It is still a fam-
ily-owned business and will celebrate
its 86th birthday in 2010 but today
MetroAuto Group consists of a group

Fazer, Paulig, and Hartv

were all owners of Finnish companies
and their names are now known in
Finland and across the world as trade-
marks. Today, MetroAuto sells four-
teen different makes of

Changing trends

The change in customer attitudes to-

wards more environmentally-friendly

cars has happened much quicker than

manuf:

ing to Wrede, customers are now look-

ing for smaller cars than they were five
s ago and manufacturers are aim-

ing to produce cars that produce even

new trend to succeed
nt that governments sup-
aner vehicles; choosing a low
n Sweden, for example,
benefits the dri well as the envi
ronment because they are entitled to
e tolls and fre ng in the
Stockholm. In Finland, car taxation is
based on CO, emissions and the ta
lower for low emissio
Che clear car i
oup’s car selection is the Toy
Hybrid which has the lowest
“We also have
available with ver
emissions, for example the $)
tavia Greenline and Opel A

ing fast, but it will still take some time

of companies operating in Sweden
and Finland. About 10 years ago it ex-
en when
venska Bil was estab-
lished. The company started to sell
Toyota cars in Sweden in 2004, when
ntre opened its fi
car dealerships in Stockholm.
Satu Wrede is managing d
and CEO of Metro.
took up the top posi
her husband tragically died in a mo-
torcycle accident. “Last year has been
challenging for us due to the general
economic instability which reduced
car sales. General Motors’ difficulties
and the uncertainty of Saab’s future
have also been reflecting on our busi
ness. But I'm extremely happy that we

before the industry comes up w
asonable battery and electric engine

techniques as well as with less expen-
ive models. But the trend is absolute-

ly clear.

Safety first

Most young people’s first car

drivers, who have little drivi
ence, who would benefit most from a
fety equip-
air bags and a saf-
ure. Wrede believes old
e the worst for the environment
as their emissions are the highest and

thy e the most polluting.

The future of the industry
Over the past hundred years people
have become used to travelling ever
faster to their destinations - with
wagons and later with airplanes - and
it seems unlikely they will want to give
up the opportunity to travel quickly
New cars are much safer than the;
were 10 years ago and the main focus
of the ndustry is now on environ-
mental i It therefore seems like-
/ the industry will keeping come up
vith cleaner solutions to environmen-
tal pre )
Wrede sees the future of MetroAu-
to lying partly in hybrid cars, which
ame half the amount of gasoline
that normal cars do, and partly in the
development of the traditional motor
technique. She believes the answer is
in combining a traditional engine and
electricity. “Earlier, people were only

(‘Eacb dale was a

gpectal occasion, because

card were in their first

generation. My late hus-

band'y grandfather wsed
to keep books of each

customer they had.”

started Toyota sales in the Helsinki re-
says Wrede, who her-
s a Toyota Priu

From wagons to cars
The first cars were sold at the begi
ning of the 20th century and were
called wagons after their predec
which were pulled by ho;
MetroAuto was founded in 1925 the
‘wagon’ they were selling was called
Ford.

Each sale was a special occasion,
because cars were in their fir
tion. My late husband's grandfather
used to keep books of each customer
they had,” says Wrede as she pulls
out a boxful of old hand-written note-

books containing names such as Karl

interested in how fast the car could go.

Now they are asking about the con-

for their customers
as well and as such the companies are
responsible for the environment in the

service area.

CHEVROLET

N,
TOYOTA

“In our service outlets environ-
mental programs are certified and
followed, which emphasize the im-
portance of minimising, sorting and
recycling waste, decreasing energy
and water consumption and the proper
handling of hazardous waste,” W
explains. MetroAuto companies have

attributes to handle w

The best feeling for a car owner
the knowledge that if anything hap-
pens after they buy
will have access to a proper
MetroAuto compani
their customers for li elling the
car, servicing it and offering servi
packages that are most suitable for
each customer.

“When I have a car it h
And when I need the ser

Wrede.
In 2008, MetroAuto Group sold

0 cars, had net revenue of

2 million and employed 947
employees in Finland and Sweden.

www.metroauto.fi

( We organized a

competition on how to
eat the cheese bere in
Finland, and we got
300-400 recipes.”

LAPLAND

CHUESE

LAaPLAND

“Basically, my approach is still the
same. Nothing has changed; whether
Lam in China, Poland or Germany the
same idea carries through but certain
things have to be in orde

Jukkola points out that although he
and his brother still own 55-60% of the
company, he could not have gone about
it alone. Lapland Food's team comprises
experts from different fields, such as the
ex-managing director of Valio, the ex-
product development manager of Raisio
and consultants in the fields of research,
production technologies and market-
ing. Their priority is to offer consumers
the best possible arctic experience with
Lapland cheese and unique jams such as
cloudberry, bilberry and buckthor

Cheese and jam
The sleek Lapland Food pack-
ages conceal Finnish squeaky
cheese coupled with jam
manufactured according to
traditional company recipes,
but with a new twist. Lap-
land cheese with cloudberry
jam is the most traditional
and popular combination. The
Lapland Cheese Cloudberry
package contains Lapland cheese
with cloudberry jam for two. In
Lapland Cheese Cloudberry Light
the fat has been reduced to 12% and the
cloudberry jam for two is sweetened with
fructose. The Lapland Cheese Bilberry
package contains cheese with mountain
bilbe jam for two. A ‘How to Ser
booklet gives customers ideas on how to
eat the cheese.

“We organised a competition on how
to eat the cheese here in Finland, and we

got 300 to 400 recipes,” says Jukkola

Marketing Lapland
Jukkola knows that Lapland is bet-
ter known abroad than Finland and the

( We bave conducted marketing tests in altogether 12 coun-
trieds, and although in 2007 when we opened our Riga factory,
1 thought they will never buy it it has been a success.”

FINNISH SQUEAKY
CHEESE:
The Next Big Thing?

In June, many were surprised to learn that Lapland Food had negotiated for the
production and sales of Lapland cheese in China with a local dairy: At the same
time it was announced that sales of Lapland cheese would begin in Germany
through Rewe, one of the biggest German retail chains, aswellasin'Slovakia and
Poland. Business Finland met managing director Veikkojukkolaswho is deter
mined to beat the Swedish international marketing success storiesawith his new:
venture.

Text: Katja Kangasniemi
Photos: Sini Pennanen/ Lapland Food/
Stockexchng

apland Food is a strong family business.
Jukkola says the company is as deeply
-ooted in the northern soil as Lapland
cheese itself. There have been cheese
makers in the family across the generati
skill of cheese making has passed fi

studying food science and th
science, who may con

uct we had manufactured in my hands and I was
about to sell it at Prisma supermarket in Kokkola.
My goal was, of course, to get the cheese on the
shelves. Even though we did it all in the garage —
naturally we had done it before as it is typical in the
district — we did everything properly; the Finnish
Food Safety Authority had inspected our facilities,
and the packaging and design was chosen carefully

Managing Director of Lapland Food Ltd
Veikko Jukkola

from the beginning.

brand and its marketing draws on the
strong imagery and colours of Lapland.
“Looking at traditional Lapp costumes
it is easy to see how nature has affected
the decoration and colours. The colours
represent the deep blue of the sky, bright
red and yellow of the berries and the
green of the northern lights. The package
design of Lapland cheese is inspired by
the wonderful colour theme of the tra-

ditional costumes. Originally the Lapps

Fais. e
LapPLAND

were nomads. They followed their lichen-
eating reindeers in the fields and lived in
fast and easily-built cone shaped shelters.
This tent-like dwelling has lent its shape
to the window of the Lapland cheese
package.”
Lapland Food will also bring food
journalists to Finland to taste the
cheese in its natural surround-

A N €D

will feature in local cooking

programme:

world. Not even the di

tribution of this appeti What is Lapland “squeaky” cheese? o Lap e

used to compensate the work of seasonal
nish squeaky cheese gets its nickname  haymakers on farm or given as a present for
rom the sound you hear while chewing & newborn baby.
the cheese. It is the oldest and most well- Lapland cheese was mainly produced
known gourmet cheese in Finland and was  in the summer when milk production was
originally produced in the northern and higher The fresh farm milk was warmed up
western parts of the country. It can sim- in a big kettle, a few drops of rennet were
ply be eaten as it is or by dropping pieces  added and after coagulation the cheese
into hot coffee. The most common way is  Mass was scired and loosely pressed. The
1o serve the cheese with another Lapland ~ Whey was often used as a base for bread
specialicy - cloudberry jam. making to give it some flavour. The pressed
Lapland cheesel has be- cheese was then baked next to an open fire
longed to finnish ban- until the surface of the bread" was spotted
quet and celebration brown. The baking board was a special
menus for hundreds wooden disc with a base. Sometimes
of years and i used in the bottom of a basket or shingles
and G S hot soups and stews were used instead of wood. The tra-
eezpmaenl @y b i with mfa[ There is ditional surface treatment of Lapland
7 2010. There has also be abo, A ER e cheese by open fiS iMpIE HRANE
from Russia. of desserts made with ity and killed the bacterta
Lapland cheese. In add:

product is left to chance;
in China it will involve in-
shop marketing with tasting

sessions.

Breaking into China
Jukkola is especially enthusiastic
about venturing into the Chinese mar-
ket as it is an opportunity to influence the
eating habits of such a big nation. After
positive feedback, production will start
next March. Sales in Poland have just

“We have conducted marketing tests
in 12 countries and although in 2007,

when we opened our Riga factory, I

thought they would never buy it

been a success.”

Jukkola did manage to sell his first
cheese at Prisma supermarket in Kokko-
la, all those years ago, but now Lapland
Food products are available all over Fi
land and a new cheese will soon be added
to the selection.

www.laplandfood.fi




Business Finland met Mirkku Kullberg, Artek’s manag-
ing director, on its 75™ anniversary and just before the
company takes its first bold steps to go international.

Text: Katja Kangasniemi
Photos: Sini Pennanen / Artek

eemu Penttild, president and
CEO of the family-owned

company Ecowave, praises

Marine waves create a great deal of energy; anybody standing by the ocean can see
the strength of the wind and water. But although no-one has yet invented a cost-effi-
cient method to capture energy from water and convert wave-motion into electricity,
many companies around the world are competing with each other to fi

In Finland, there are two companies wol Mis issue;

is very close to having invented somethi

Text: Inderjit Kaur Khalsa
Photos: ennanen, Ecowave
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Water is the future
Wave-power devices are generally
categorised by the method used to
capture the energy of the waves. As
well as their power system, they can
be categorised by location which can
be shoreline, near-shore or offshore.
‘Waves generate about 2,700 gigawatts
of power but our current technology
 an only capture about 500 gigawatts.
Deep-water wave power resources
are enormous. Locations with the most
potential for wave power are the west-
ern seaboard of Europe, the northern
coast of the UK and the Pacific coast-
ines of North and South America,
Africa, Australia and New.

days in advance. Tidal currents caused
by the moon are known 100 years in
advance.

‘Water has a high power density that
is over 800 times greater than the pow-
er density of air meaning that large
amounts of energy can be obtained
from relatively small devices. For ex-
ample, it would require a wind turbine
thirty times the size of a regular un-
derwater turbine to generate the same
amount of power. The wave energy
on Finland'’s coastline is quite small
Finnish technology i

ned ﬁnrp

—— “uding. Our spiral-fori furbine

/ n ed as wind turbines
have. The coot of one windmill is
actually the same a4 cost of a gpi-

- ral turbine, but the spiral turbine is

more productive than a windmill.”

(e Jante Jp

is really quite profound

()

is to make a device that will survive
in the water and produce power at a
reasonable cost.

According to Penttild, wave pow-
er holds enough energy to cover the
needs of the whole planet. “The best
speed to produce power is the same
that wind turbines are using. Our spi-

a spir

the work of Seppo Ryyninen, mas-
ter of science in technology, who ex-
amined the movement of water while
working closely with liquefied masses.
“Ryyninen was a courageous inven-
tor and my father wanted to help him
with his new realization. Now this n
technology has a patent pending in
countries backed by evidence from the
University of Technology in Helsinki.
The turbine created by tl:;| com
is in the shape of a spiral, wh
ieve is the mos

..

Managing Director of Artek, Mirkku Kullberg

MANIFESTO OF A 2I°" CENTURY
DESIGN COMPANY

process of recruiting a representative in the country. One
employee from our Finnish organisation will also move
there in January.”

In the first phase, the company’s internationalisation will
focus on these two countries. The subsequent aim is to tar-
get Europe, Japan and south-east Asia. The company’s
slogan, in Kullberg's words, is ‘Global brand, local opera-
tions'.

International heritage

Kullberg explains that in the time of Alvar Aalto, a famous
Finnish architect and designer who founded Artek, it was
an international company.

“Maire Gullichsen and Alvar and Aino Aalto had liai-
sons with il ionally-k desi, and politici
They were passionate about their international connections.
Among other things they brought the Picasso exhibition to
Helsinki, and Aalto took Artek products to Italy and the
US. It was a holistic approach. When the Aalto era end-
ed, the creative department seized to exist. The Artek fans
remained but the communication ceased. Then the 1990s

were very trendy and the old models seemed stuck to cer-
tain schemes.”

Mirkku Kullberg on a Tankki armchair, one of her
all-time Artek favourites. This rather masculine

armhair, which was originaly called the 400, is a
bestseller in the US and next year the company's
marketing wilfocus on this one product.

o ur main challenges over
the next three to five
years are internationali-

sation and renewing our distribution
structure. In a way it is the beginning
of a new era,” says Kullberg, who has
a background in fashion. “For the past
five years we have worked on rebuild-
ing our brand and our recognisability.
When [ started with Artek five years
ago it came as a surprise to me that al-
though everyone knows Artek in Fin-
land — it is part of our DNA — we had
to start more or less from the begin-
ning when it came to the internation-
alisation of the company.

“Other big news is that our creative
management was previously based in

that people all over the world a

and pure forms. Th

aunched

, “Timel

rd,
t hundreds of used stool.

them a second life so to spe

London but this summer we started a
product development unit here in Fin-
land. Now we have marketing, sales
and product development under the
same roof.”

“We are also ready to start founding
international units and will direct our
operations abroad to a greater extent.
We will open an office in New York

| in

Sweden and the US

The company already has an existing
structure in Sweden but in the US ev-
erything began with a meeting with a
law firm.

“In a certain sense, going to the US
market may sound a bit bold, but it is a
big market with a lot of potential,” says
Kullberg. “A lot of things are changing

inablanieea]

this year as well as a
Stockholm around January or March.
Stockholm is a challenging city, close
to us but at the same time very differ-
ent, which offers a way to learn about
our own retail and sales. There will be
a shop adjacent to the showroom, and
we will see whether we can duplicate
the concept internationally.”

ty
n seen as interest-

from Finland

in the sen:

and pment is raising
its head.

“Many European companies may
think it's possible to go international
from a home base with minimum in-
put. But it does not work like that in
the US: you are there or you do not
exist at all. We thought about it long
and hard, and we are currently in the

This year the company
has launched a selection of
new slogands: ‘One chair iy

enough’, Timeless content

ingide’, and ‘Buy now, keep

¥ >
Sforever’.

spproached u he could

orld that do not have a second life.”

Artek has decided not to participate in the Milan Inter-

maybe even darir e; it is one of the most si

are planni 75th anniv
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Next Stop Bond Street, London?

Text: Katja Kangasniemi
Photos: Sini Pennanen / Tillander

We step into an old perfumery which has been
transformed into a jewellery shop with ancient
hardwood shelves. On the shelves there are mi-
nuscule chairs with pieces of unique jewellery on
them. Upstairs, Tina Tillander has five goldsmiths
working for her. The jeweller maintains a personal
connection to her employees, which she believes
helps achieve the best results when designing
unique jewellery.

illander’s  great-great-grandfather
founded an atelier in the 1860s in St
Petersburg, where there was a con-
centration of craft professionals. After the
Ru
land, bringing with them all their accumulat-

an revolution many returned to Fin-

ed knowledge and skills.

During the 1940s, Tillander’s father be-
came an apprentice to her grandfather and he
then became a goldsmith himself. He even-
tually founded his own atelier, working on

comn

ssion for companies such as Kalevala
Koru.

At her father’s request, Tillander in turn
ventured to Germany when she was 16 years
old. She studied to become a gemmologist
and continued to Japan to explore the world
of pearls and the industry as a whole. After

that it was her turn to be her father’s appren-

tice. Th ays that in 1985 her father found-
ed a pearl shop for her and her sister. The
business grew and they employed more gold-

smiths.

According to Tillander, a family b

aresource composed of different generations
She herself has two teenage daughters. Til-

lander says the family heritage is very important
and it would be great if her daughters continued
the business. She adds that the girls could bring
in new ideas, with their imagination being the
only limit when making unique jewellery.

When designing jewellery Tillander comes up
with ideas that she then develops with her ex-
tremely talented goldsmiths. Rauno Tynkkynen,
awarded goldsmith of the year in 2009, is one of
her employees. They are trained and then, un-
like serial production work, they develop their
skills little by little. There is a certain amount of
pressure in the job and it calls for a certain sort
of character.

With the possible exception of Russia, the in-
ternational jewellery business is heavily indus-
trialised; 95 percent of products are machine-

made using casting models to produce
1,000 to 5,000. °

where the key words are tradition, handicraft,

is not like that at Tillander,

quality and uniqueness — the feeling, in

one word!” Tillander says the family
has nothing to fear — rather they have

alot to say.

Tillander is passionate about jewellery and her
work as a jeweller. Along with another passion
of hers — horses — jewellery is a big part of her
life. She says she will continue in her profession
as long as she can and when we visit the atelier,
we see Tina’s mother who is still around doing
the accounting.

Tillander likes a certain richness in her jewel-
lery and a combination of the old and the new.
She describes a 1970s bracelet found in the com-
pany storage space that was stripped down and
brought back to life as something new.

“I love the combination of fine and ‘krouvi’
— crude — the opposites. I make jewellery that I
like myself. Then again, I will sell jewellery that
I am wearing, if customers are fond of it.

“I go for colours — this season grey and brown.
I am also inspired by materials. Every stone is
unique. In addition I am an apt follower of fash-
ion; you have to keep abreast of the trends.” She
attends the international fairs once or twice a
year. “But if you concentrate too much on the
commercial side, it will take away the creativity.
You have to dare, to evoke sensations,” she says.

Tina Tilander

Atelier Torbjorn

TILLANDER

Contact with customers is important and Til-
lander has regulars that come back time and
time again. There is a man who has shopped
at the atelier for 10 years, telling staff every
time that his wife is always happy. There are
customers from the US, UK and Germany,
to name just a few. Some already know Ate-

lier Torbjorn Tillander and others discover

it when visiting, saying: “Oh, this is the shop
where they make fantastic jewellery!”

The company’s recent advertising cam-
paign by Finnish agency Perfect White
beat 30,000 other adverts to be awarded the
best in Finland in 2008. It has a generational

theme, with images progressively depicting
achild, a young girl and an old couple. The
latest company ad, from the same agency,

shows a girl in a glamorous wintery setting.

Tillander says there is also a Finnair air-
hostess who wears the company’s jewellery
on every flight and people often approach

her and ask where she bought it.

www.tillander.com

TAILORING FOR
FINNISH MEN

Text: Katja Kangasniemi
Photos: Sini Pennanen / Turo Tailor

Turo Tailor is one of the most widely known clothing brands in Finland and regularly dresses
the country’s key public figures. The company, which was established in Kuopio in 1938, is the
biggest manufacturer of men’s suits in the Nordic region. Business Finland met its managing

director Heikki Vuorinen.

eikki Vuorinen has worked

with men’s clothing for

many years. He started by
selling Turo troi and then began
exporting the products to Norw
He ac the company’s marketing
manager before becoming managing
director in 1997.

Turo’s clothes are mainly exported
to Sweden and there is a market for i
products in Norway where the compa
ny is known as Frislid. There are also
some buyers in Russia but Vuorinen
expects the company focus to remain
in the Nordic area.

According to Vuorinen, manufacturing
and selling men’s suits requires strong
local knowledge, not least because dif-
ferent nationalities vary in how they are
physically constructed; even the colour
of a person’s eyes makes a difference to
the clothing they wear.

The Finnish and Norwegians do not,
for example, differ as much as Finns
and Swedes, he says. It is therefore no

wonder that there are only a few inter-
national mega-brands, such as the Ger-
man company Boss, in the market for
men’s suit:

ys shops are also more

to cooperate with local pl
“The stores are not willing to stoc]
expensive suits. They prefer to order
them one by one as they are sold. Our
warehouse service is important;
r today and get the

Turo Tailor aims to differentiate it-
self from other companies by offering
its customers an individual service. Its
marketing is based on a ‘personal tai-
lor’ concept, which is also the company
slogan. Vuorinen says it is possible for
a customer to design his own individu-
al outfit from the company’s extensive
range of models and materials.

As part of the ‘personal tailor’ con-
cept the company also trains retailers
to become personal dressers for men all
over Finland. Vuorinen says that good
service is the key: “A man will not buy’
a suit without service.”

ing to Vuorinen, Finnish customers still expect tc

clothes that have actually been made in Finland but do

not necessarily want to pay for it; across E

Bulgarians spend less on clothing than the

“The situation is accentuated by the fact that clothes

are more expensive here — we are eas

s the worst

dressed in Europe. In addition, the climate dictates the

use of heavier clothing fo I mont

ich means

there is less variation between winter and summer.”

Vuorinen says that although suit tren

o change they

often go unnoticed by both consumers and stores.

“Right now the suit is tight-fitting, slightly too small

rather than too big. Tl

here too much looseness in the b

time suits were monochrome but now m

o fluttery trouser legs

. For along
and more

patterns are used even in business dressing instead

ey or blac

“A little while ago stripes were the thing but now

shioned materials, such as flannel, are back with

ist. Patterned sport jackets have long been ab-

sent but now combination suits are r

In addition, leather patch hot

Vuorinen, who concludes by adv

ng their head
ht now,” says

g men to go for

something lighter this spring such as a marine-like suit

with seersucker stripe:

‘www.turotailor.fi

While Finnish men generally choose
clothing in a comfortable loose fit, Vu-
orinen says that Italians, for example,
opt for tighte: where the arch of
the back is visible. He admits Italians
are much slimmer physically and says
their shoulders are narrower. Vuorin-
en also believes Italians are more cre-
ative in how they accessorise their out-
fits, be it with scarves or quilted vests.

“For the past 10 to 15 years we have
tried to make Finnish men dress bet-
ter. We have trained the retailers and
their personnel. We have also pub-
lished guides on how to dress; it is bet-
ter to know the etiquette first and then
start to bend the rules.”

Vuorinen questions the Finnish
phenomenon of praising “weird” de-
signers that few people actually buy.
He points out that Sweden has suc-
cessfully commercialised brands such
as Filippa K, Acne and Odd Molly
which are not necessarily manufac-
tured in Sweden but cost as much as
some international labels. Accord-

i tight-fitting, slightly
too small rather than

too big. There are no
Sfluttery troudser legs

nor s there too much
loosenedss in the back.
For a long time suits

were monochrome but

now more llll() more

patternds are used even

in business dressing
indtead grey or black.”

Turo Tailor aimd to
differentiate itself from
other companies by offering
its customerd an individual.
service. Its marketing is
bavsed on a personal tailor’
idea, which is also the
company slogan.”




xf: Tiina Rahkonen
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Calcus' head office is situated in
Helsinki's central Punavuori district,
where a strong feam of professionals
produce high quality and cost-efficient
corporate branding publications.

alcus is Finland's leading company specialising in
building employer brands and developing corporate
images. Its clients include most of the Talouselama
500 list of the largest companies in Finland and
many listed companies, as well as growing companies in vari-
ous fields. Calcus’ employees carry out more than 250 corporate
presentations on a turnkey basis every year, focusing exclusively
on the development of corporate and employer brands.

A good corporate image is built on con-
tinuous and active communication with
the right target groups. According to Cal-
cus, it is important to select the best and
the most cost-effective channels in order
to profile and develop this image.

Calcus publishes high quality articles
for leading companies in economic daily
newspapers and magazines, the readers
of which consist of key professionals and
decision-makers. It creates the layout and
content of articles according to the wish-
es of the customer. All articles include a
satisfaction guarantee and are always ap-
proved by the client.

Calcus' managing director Mikko Sil-
ventola says the company's team spirit is
excellent and energetic and all employees
work closely together. “Our team consists
of youthful experts with the ambition to
evolve and respond to the needs of our
partners. Our team is international and
very experienced. The journalists are
writing hundreds of articles each year”

According to Silventola, a good corporate
brand is the key to a company’s success. A
favourable corporate image helps compa-
nies to attract new clients, and to recruit
and maintain client relations. “By build-
ing a positive corporate image a company
says that it's a good partner for new cus-
tomers, existing customers and potential
new employees”

At the same time, a favourable image
as an employer helps a company attract
the best job applicants. Silventola pre-
dicts that competition for good workers
will intensify in the coming years, and
the companies that have handled com-
munications well will be the winners.
Good and ambitious employees directly
reflect the performance of the company,
and Calcus believes that investment in
current and future talent is always profit-
able. The company has 'faces'in its publi-
cations; successful leaders or employees

accenture Calcus is Finland's

AGA leading company spe-
cialising in building
employer brands and
developing corporate

images.

Sesca
SIEMENS

SIILI

Calcus' managing director
Mikko Silventola

inside the company who talk about its op-
erations and actions. Its corporate brand-
ing publications can provide high-quality
and cost-efficient corporate visibility in
the client's target group.

Calcus has worked with Mars Finland for
a long time, and has received excellent
feedback from this work. According to
Silventola, success in such a relationship
is not solely about money but about con-
tinuous innovation and the company's
ability to predict future trends. “We are
especially proud of cases where the client
has acquired new accounts or succeeded
in profiling itself as a trendsetter.”

Calcus currently operates in Finland,
Sweden and Norway. It recently opened
a new office in Denmark and later this
year will be opening in central Europe.
“Globalisation will surely bring lots of in-
teresting projects and customer relation-
ships. Our objectives for the coming year
are highly ambitious, and we believe that
the year will be really interesting,” says
Silventola.

Calcus continues to offer excellent
channels for companies to raise their
profile among the largest companies in
Finland, Scandinavia and soon in the rest
of Europe.

www.calcus.fi

ombined with an increase in technological innovations includ-
ing the migration to digital, fully networked systems
With the dawn of multiple megapixel cameras, new H.264
encoding and the introduction of more intelligent management
software, digital technology will transform video surveillance in
the coming years. H.264 encoding can reduce the size of digital
video files more efficiently without compromising image quality
This combination decreases the demand on network bandwidths
while still providing excellent image quality.

Serious security

Mirasys NVR Enterprise software has been designed fc
tomers with demanding needs. It offers a comprehensive
ty platform with automated proc ]
and loss detection, and post-active inve:

prevent criminal acti

Mi NVR Enterp:
video management that supports up to 5000 IP and analogue
cameras, which can be managed as a single system independent
of a location. Unlike much other network software, Mirasys has
a fully-open and resolution-independent platform that is easy to
connect to other systems.

Mirasys’ roots are in research conducted by VIT in Finland.
“After the research was done there was no other direction but to
start marketing the invention. In 1997, there were several com-
panies in this field around the world. We ended up being one of
the four largest ones in Europe.

Riivari says the company’s products are even used in power
plants in Iraq. In such an isolated area it is easy to see when
someone is approaching the plant from a distance and unexpect-
ed visitors can be stopped before they enter the critical area.

Professional surveillance
Mi has designed software for retail and s
that provides an
area or building.
cameras, and the s re runs on a standard Windo em.
Although it is a small system it contains all the functionality of
any professional network video recording solution, such as real-
time monitoring, recording and video pl , intelligent mo-
tion detection and powerful search tools. It is entry-level soft-
ware that will protect staff and assets, it is control-centre ready
and can be easily upgraded to other software for more demand-
ing needs.

When it curity, the cultural differences between
countries are v In Finland we do not have such a long hi

/ of guarding as, for example, in England, where someone is

s watching the monitors. This is because the threat of ter-

rorism is more real in countries suc gland,” say

He believes Mirasys solutions are not only suitable for guard-
ing purposes but can be used in training as well. “Football teams

can benefit from our system by recording the game from many

“connect to oty
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CEO of Mirasys, Jukka Riivamse

Finland-based Mirasys develops and supplies
software to help organizations manage informa-
tion captured by high-resolution digital video
and CCTV cameras. Camera surveillance is of-
ten perceived to guard luxury items in high class
department stores, but Jukka Riivari, CEO of Mi
rasys, says its systems can be found almost eve-
rywhere - in schools, factories, gas stations and
grocery stores as well as embassies and govern-
nt buildings.

sys was founded in 1997 and is privately
Its annual revenue is EUR 7 million and i
ware controls over 300,000 video surveillance
cameras across the wor offices in Finland, Germany,
Spain and the UK as
the rest of Europe, North Ameri
lance industry is expanding rapidly due to rising secur

arning purpos

are also used in restaurants and have solved several fight situa-

Securing Bangkok
In September 2009, Mirasy
software for the city of Bangkok. The company was chosen due
to its seamless integration capabilities, reliability and long-term
adaptability. Mi oftware will initially support up to 20,000
cameras in the city allowing digital images to be recorded
well as monitored both locally and centrally. The city’s existing
analogue cameras will be seamlessly integrated with Mirasys's
o allow for very high-resolution cameras in the future.
h road crossing. With our intelli-
le to find small details in the recordings.
driving ir
ily found from each
captured the ca
proved,”

Developing new solutions

In May 2009, Mirasys announced that it was joining forces with
Pivot3, a global leader in high definition storage, to bring the
benefits of their combined open platform video solutions to the
European market. This union will demonstrate how large-scale
surveillan, :ms could become simpler in terms of configu-
ration and integration.

Mirasys continues to expand partnerships that enable u
to store and retrieve the large amounts of data produced from
high-resolution cameras.

Camera surveillance has grown within the few last years.
One reason for this is that after 2006 the expense of having a
system dropped to a level where it became affordable for many

an ongoing transition from analogue to

i ion in these developing
nstantly developing new
chniques.

‘Www.mirasys.com
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34 Raskausvaivat ja niiden
luonnonmukainen hoito,
osa 2: turvotus

36 Mybnteisid
synnytyskokemuksia -
Relaxbirth® auttaa
synnytyksessd
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