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Place leadership
The glue that keeps things 

together.

Place innovation
The tool for creating 

experiences and differentiation.

Place marketing
Getting the story out there.
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Who you are, and what your role is

Mention something which you hope to 
get out of this day

Introduction of participants
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Agenda – June 5th

09.30 – 10.15 Introduction, presentation of participants 
10.15 – 10.45 Highlights of Business Attraction Management and why is it important? 

The case for a place based approach for economic development. 
10.45 – 11.00 Coffee break
11.00 – 12.00 Workshop – applying the BAM model
12.00 – 13.00 Lunch
13.00 – 13.20 Place Value Propositions and differentiation
13.20 – 14.30 Workshop: differentiation
14.30 – 15.00 Coffee break 
15.00 – 15.40 Talent Attraction Management – fundamentals
15.40 – 16.15 Workshop: TAM
16.15 – 17.00 Summary, next steps
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Highlights of BAM
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Helicopter view – what are investors looking for?

Resource seeking
- Example: Access to talent or raw material 

Market seeking
- Example: new markets for consumer brands, products & services 

Efficiency seeking
- Example: reduced costs for production or logistics

Soft factors
- Example: professionalism/enthusiasm, culture, trust/reliability …
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Which is the best way to differentiate your Province?

Discussion
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The scope of Business Attraction Management

Management of strategic approaches, 
processes and activities aiming at 
attracting inward investment activity  Location

Capital New firms

Entrepreneurs

Resources

New business



Future Place
Leadership™

The scope of Business Attraction Management

Investments

Business Attraction Management

Innovation 
& growth

PLACE
Growing

Areas of “smart specialisation”Insight

AssetsFigure 7.1: 
Business Attraction Management, 
innovation and growth
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Why business and 
investment 
attraction?

Direct & indirect jobs 
& tax revenue

Resource transfer

Learning

Cluster development & 
smart specialisation

Competitive pressure

Productivity Consumer 
benefits

Increased local  demandSolve challenges & 
enhance 
attractiveness 
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Think about a successful investment that has been
made in your Province

- Discuss why you feel good about it?

Discussion - why?
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Characteristics of Business Attraction Management

Branding Investment 
generation

Investor 
facilitation After care

Figure 2.2: 
Phases of Business Attraction Manage-
ment – including orchestration

Attracting

Growing

Branding EstablishingORCHESTRATION

From linear.. ..to circular  
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Characteristics of Business Attraction Management
Figure 2.2: 
Phases of Business Attraction Manage-
ment – including orchestration

Attracting

Growing

Branding EstablishingORCHESTRATION
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Different contexts for orchestration
Figure 2.2: 
Phases of Business Attraction Manage-
ment – including orchestration

Attracting

Growing

Branding EstablishingORCHESTRATION

Business Civil society/
NGOs

Public 
administration

Governments

Research

Academia

ORCHESTRATION

Figure 2.1: 
Orchestration of 
quad-helix stakeholders
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Tools and strategies for Business Attraction 
Management
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Figure 2.2: 
Phases of Business Attraction Manage-
ment – including orchestration

Attracting

Growing

Branding EstablishingORCHESTRATION
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How do you market the place for investors?

Mass Marketing

One-to-one

Niche Marketing

Website

Presentations

Meetings,
Visits
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Figure 2.2: 
Phases of Business Attraction Manage-
ment – including orchestration

Attracting

Growing

Branding EstablishingORCHESTRATION
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Three types of tools and services

Administrative
support

Soft landing
support

Strategic support

Figure 6.1: 
Three categories of establishing phase support 
tools

The business
- getting started

The business
- looking ahead

The employees
- Staff
- Expats etc.
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Figure 2.2: 
Phases of Business Attraction Manage-
ment – including orchestration

Attracting

Growing

Branding EstablishingORCHESTRATION
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Growing and innovating phase

Investments

Business Attraction Management

Innovation 
& growth

PLACE
Growing

Areas of “smart specialisation”Insight

AssetsFigure 7.1: 
Business Attraction Management, 
innovation and growth

• Innovation is key to growth – innovation ecosystem
• Regional specialisation and cluster development increasingly important
• Access to talent increasingly important
• Helps to build the brand of the location  



Overview – strategies for growth and innovation 

Growth &
innovation

Reshape brand 
& place value 
proposition

Policy advocacy

New cooperation 
possibilities

Orchestrate 
direct growth

Local business 
ecosystem

Talent pool 
growth

Social & 
professional 
integration

Venture capital 
availability

Figure 7.2: 
Strategies and tools for growth and 
innovation

People &
talent

Business 
ecosystem

Marketing/
communication
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Figure 2.2: 
Phases of Business Attraction Manage-
ment – including orchestration

Attracting

Growing

Branding EstablishingORCHESTRATION
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Investments are risky decisions

A region or city which is well known and 
has earned a solid reputation will affect the 
investor’s decision in a positive direction. 

How can the place manage its reputation 
and achieve a distinct position –

based on identity and what it does best?

Reputation, image

Specialisation and 
differentiation
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Six aspects of the place brand

PLACE VISION

VISIBILITY

IDENTITY

REPUTATION

AUTHENTICITY

PURPOSE

To be known and recognised.

Belonging and identifi cation.

Building trust.

To be unique, to be real.

A role to play in a global world.

Figure 3.1: 
Framework for place branding
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Polar Bear Pitching in Oulu, Finland 
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Ski lift Pitching in Kuopio, Finland 
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Six aspects of the place brand

PLACE VISION

VISIBILITY

IDENTITY

REPUTATION

AUTHENTICITY

PURPOSE

To be known and recognised.

Belonging and identifi cation.

Building trust.

To be unique, to be real.

A role to play in a global world.

Figure 3.1: 
Framework for place branding
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Stockholm – A Woman’s Place

#AWomansPlace
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Zug

It’s not the “Valley”. It’s the crypto. 

“Bitcoin accepted here” puts Zug in the 
crypto global discussion. 

A good idea, a strategic move or marketing 
trick?
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Break – coffee?
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Workshop 1

Applying the BAM model
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WORKSHOP – applying the BAM model

How do you engage existing businesses in the Growing and Innovating phase?

Which other quad helix stakeholders do/should you involve?
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Lunch
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Place Value Propositions and differentiation
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Some very similar messages ...

• Centrally located
• Large domestic market
• Liberal and reformist investment climate
• Qualified and competitive labor force
• Energy corridor and terminal of Europe
• Successful economy
• Low taxes and incentives
• Infrastructure
• Population

• A prime location for business
• A driver of growth and progress
• Among the prime targets for foreign investors
• Highly trained staff
• Technology, talent and tolerance
• A capital of knowledge
• Europe's Green Metropolis
• Highly developed infrastructure
• High standard of living

• The ideal location
• Easy access to growing markets
• Stable business environment 
• A magnet for talent
• Access to world-class skills, research and 

technologies
• Growth engine
• A competitive corporate tax structure
• Technically advanced infrastructure
• Excellent quality of life

• The perfect hub
• Lucrative market access
• The safe choice
• Highly qualified and motivated talent pool
• World leader in cleantech, ICT and life sciences
• World's best test market
• Easy business set-up
• Cost efficient
• The most flexible labour market
• High quality of life
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BRANDING

ATTRACTING

Place brand

Value offers of the place

Place Value Proposition 
– positioning for investments

Many target groups;
• citizens
• businesses
• visitors

businesses – specific industry!
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Formulation of Place Value Propositions –
to avoid the mainstream trap

To whom: the target investor
What: we offer these assets/resources
Benefit(s) to an investor:

– that will enable you to achieve … and
– allow you to avoid …. ,
– give you the satisfaction of …. 
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Multi-level orchestration

NATION

REGION

PROVINCE

CITY
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Workshop summary North Karelia (in Joensuu)

• High level knowledge
– Photonics
– Plastic substitution
– Forest based/Bioeconomy
– Smart building & construction

• Tourism services
• Business enablers/catalysts

Picture of flip chart result
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North Karelia
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North Karelia

StoraEnso, UPM, 
Binderholz, Sawmill
Kaivospuu, FM Timber, 
ScanPole, PrimaTimber, 
Lunawood, Puupietari, 
Arbonaut, Hexion, 
Surfactor, Fortum, VAPO, 
TimberBros…
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North Karelia
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North Karelia
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Workshop summary Northern
Savonia (in Kuopio)

• Bio-/cleantech
• R&D based
• Health
• Enabling investments –VC etc.
• Agri/food
• Retail
• Tourism & travel

Picture of flip chart result
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Northern Savonia
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Northern Savonia
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Northern Savonia
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Workshop summary Southern
Savonia (in Mikkeli)

• Forest & natural resources
– Wood structure (construction)
– Fiber
– Bio-energy
– Food sector

• Mining industry
• Healthcare
• Domestic SME in metal subcontracting
• Tourism sector & operators
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Southern Savonia

• Mikkeli; Bio energy , wood construction 
• UPM, Versowood, Misava Homes of Finland ja ORGroup, 

• Savonlinna, concentration of mechanical wood processing.  Wood construction Companies: Metsa
Wood,. Production of high end wood products in industrial scale

• UPM WISA PLYWOOD, WISA®-vanerit ja –viilut – Efficiency made easy™ , WISA-product
• Sawmill Sahakuutio Oy, Sahakuutio Oy:n ja Ekosampo Oy
• Puutaito Oy  and Punkalive:  Wood based packaging materials for paper and carton industry, 

production of sheets for vaneer industry and manufacturing of  wooden elements  for home 
building.  Punkalive Oy: manufacturing of furniture,  wall elements and small products for interior 
decoration.

• Wood construction :  Kaskinen Invest Oy

  

http://www.wisaplywood.com/fi/
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Multi-level orchestration

NATION

REGION

PROVINCE

CITY
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Finland – forest related industries according to
Business Finland
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The ”forestry” industry

• Feedstock - lumber
• Saw mills
• Furniture and joiniture industry
• Industrial wood construction
• Plywood, particle board, fibre board and veneer mills
• Pulp mills
• Paper mills
• Paper board mills
• Papers and paper boards converting mills
• Biochemicals
• Advanced biomaterials
• Forestry machinery providers
• Timber logistics
• Forest inventory

• Forest management
• Precision forestry
• Global Technology industry
• Chemicals and energy industry (focus on biobased raw

materials and processes)
• New and advanced products (renewable diesel, traffic fuel, 

tall-oil, dissolving pulp for textiles, pyrolysis oil, cross 
laminated timber, kraft lignin)

• New product development (woodfabric,paptic, bioplastics, 
lignin applications, biofibrils)

• Bioeconomy
• Future products;

– Biomaterials (tailored pulps, new fibre-based materials, 
new lignin-based materials)

– Biochemicals (lignin-based aromatics and adhesives, 
methanol-derived products, fertilizers)

– Bioenergy (liquid biofuels, biogas, product gas)



Future Place
Leadership™

Workshop II
Differentiation
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WORKSHOP – differentiating your Place

• Given that you are all in the Bioeconomy space, how can you differentiate your place? What do 
you believe is your true strength in that industry?

• When you compare your place to others in the region/country what do you believe they are 
strong at? What advice would you give the other Provinces that are here today?
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