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Executive Summary
About the study
This study is part of the initiative Global Talent Gothenburg / West Sweden, initiated by Region Västra Götaland, Business Region Göteborg, the West Sweden Chamber of Commerce and Göteborg & Co’s Trade &
Industry Group, with support from both private industry and the universities.
The purpose of this situation analysis is to – based on the target groups’ needs – determine what is being
done today and what needs to be done in the future to improve reception, soft landing and integration for
internationals moving to the Gothenburg/West Sweden region.
The study also aims to describe the current situation and propose possible avenues for the future development of the region’s marketing and attraction efforts targeting international professionals, paving the way for a
possible phase two of the project focusing on marketing and branding.
The study will provide the basis for an action plan that will provide recommendations for how the region can
ensure world-class reception, soft landing and integration for international professionals. The action plan will
be finalised in the end of August 2015.
The following components have been part of the study:
1. Target group analysis – which are the target groups? What needs do they have?
2. Stakeholder analysis – who are the direct and indirect stakeholders?
3. Situations/needs analysis – what solutions exist today and what needs to be complemented in the future?
4. International benchmarking – with which other regions shall the region compare itself and learn from?
Activities carried out in the study include interviews, both with stakeholders in business, public sector and
academia and the target group, workshops, focus groups, desk research and a comprehensive survey.
Overall conclusions
Most importantly, the study concludes that even though some initiatives exist that cater to the target groups’
needs, there is a need for new, comprehensive efforts to improve reception, soft landing and integration of
internationals in the region.
Other overall conclusions include that the issue of making the region more attractive to international professionals is a prioritised one, especially among employers. However, some of the respondents question
whether the issue really is prioritised among the local policymakers in the region. The study has also shown
that there are high expectations on the process and the ensuing action plan – both stakeholders and the target group are eager to see improvements.
Most people are satisfied or very satisfied with their move to the region; 80 % of survey respondents say this.
Students are slightly more satisfied than average, with 84 % being satisfied or very satisfied. However, only
66 % of partners say that they are satisfied or very satisfied.
A comparison of expectations held beforehand arriving to the region and how these expectations were met
after arrival reveals several factors that can be improved. Factors that are not meeting expectations include:





Good career opportunities
Good schools and day care
High quality public services
Open social climate

Tendensor International AB | Stockholm | Helsinki | Øresund | Tallinn | www.tendensor.com

2

Again, students are slightly more satisfied and partners less satisfied. For example, 53 % of partners say they
rated “Good careers opportunities” as good or very good before arrival, but only 18 % say that they consider
them good or very good after arrival, which must be seen as a worrying result.
How well are needs met? What improvements are most needed?
The study shows that there are a number of needs and challenges, which today are not met to a sufficient
degree and which future solutions need to address.
These are:







Lack of information about moving to and living in the region gathered in one place
Lack of coordinated welcoming from public agencies
Difficulties finding housing
The schools do not meet parents’ expectations
Lack of work opportunities/activities for partners
Lack of work opportunities for international students

These needs and challenges will be forming the starting point for the solutions that will be proposed in the
forthcoming action plan. The plan will differentiate between, on the one hand, solutions that a regional partnership with different stakeholders working to improve the attractiveness of the region to internationals can
work more hands-on to initiate, and, on the other hand, solutions that are more long-term and/or political,
which the a regional partnership can influence by speaking with one voice. It is also proposed that any future
work needs to involve stakeholders from regional public organizations, business and academia. In addition,
the civil society can play a role in some initiatives.
International benchmarking
Four regions have been studied in the benchmarking: Aarhus in Denmark, Tampere in Finland, Eindhoven in
the Netherlands and Lyon in France. All four share many similarities with the Gothenburg/West Sweden region. In addition, all four regions have set up elaborate regional platforms that exclusively focus on making
the regions more attractive to international talent in place and are considered frontrunners in the field.
Overall lessons learned and success factors identified from the benchmarking include:
1. There is a often need to create sense of urgency among stakeholders concerning the importance of
being attractive to international professionals.
2. Involve businesses and employers early on in the regional efforts to ensure that the work is demanddriven.
3. Set up a governance structure that includes both senior management of businesses and senior politicians from local and regional government.
4. Professionalising the work gives legitimacy – all the studied regions have created specialised organizational solutions staffed with full-time experts working with the issue.
5. Non-capitals need to work harder and more proactively to remain attractive, compared to capitals.
Concrete initiatives that the region can be inspired by include:







One-stop-shops where government agencies and other service providers offer services under one
roof.
Efforts to help partners and international students find work, such as mentoring programmes, career
advice and job-seeking courses.
Online matchmaking between international talent and employers through e.g. LinkedIn.
Comprehensive information and marketing portals about living and working in a region.
Organization of social events aimed at making international and locals meet.
Open innovation and co-creation efforts involving internationals.
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1. Introduction
Background and starting point
Global talent is of the utmost importance in the knowledge society. For Sweden, a small export-dependent
country with an ageing population, global talent is crucial if we are to secure competitiveness and growth in
the future. Moreover, there is a lot to indicate that the need for global talent will increase steadily moving forward, in Sweden as in many other European countries, but also in other parts of the world. As a consequence
of this, international competition for skilled labour and cutting-edge expertise is increasing. More and more
cities, regions and countries are now entering the campaign to win talent. In many places in Europe regional
solutions are emerging, whereby the public, private and academic worlds work together to attract and retain a
global workforce.
In theory Sweden enjoys quite a strong influx of labour, but many employers talk about the difficulties of attracting the key people they need. Gothenburg and West Sweden do not only compete with other regions in
Europe, but also with places with a naturally strong power of attraction such as New York, London, Paris and
Shanghai. The region must therefore exert itself to the utmost in order to attract the top competence that the
company and the university needs.
How can the Gothenburg Region and West Sweden assert themselves in this global competition? This is the
question that prompted a consortium of four regional organizations
to initiate a dialogue in autumn 2014: The West Sweden Chamber of Commerce (VHK), Göteborg & Co’s
1
Trade & Industry Group, Business Region Göteborg (BRG) and Region Västra Götaland (VGR) .
The point of departure for the discussions was that a regional mustering of strength was needed surrounding
the issue, a co-ordination of the activities that were already carried out and in a number of cases also new
activities. It could be established that there were several different organizations that worked directly or indirectly toward the target group international competence, but that no persons involved had taken a full grasp
surrounding the issue. The West Sweden major company had off and on taken hold of the issue on its own,
primarily on initiative from AstraZeneca, who in recent years has received many new employees from abroad.
Several of the companies have also, in their dialogue with regional organizations such as BRG, VGR and
VHK, pointed out the importance of the region taking a collective grasp surrounding attraction and receipt of
the international target group. In the dialogue it also emerged that all interested parties (the public, the company and the academy) see that a common mustering of strength is needed in order to successfully be able
to work with the region’s power of attraction for international competence.
A decision was made that an independent party should conduct a pilot study, which will then lead to an action
plan.

Purpose and goal of the pilot study
The purpose of the pilot study is to be able to establish, based upon identified needs, what is done today and
what needs to be done in the future in order to meet the target group’s needs where it concerns information
and services, activities and network surrounding reception/soft landing and integration. The pilot study also
gave an idea of the current situation and pointed out future opportunities for marketing the region to global
talent and related attraction factors, which should pave the way for a possible ‘Phase 2’; a follow-on project
focusing on attraction/marketing.
The following items and issues have been included in the study:
1

The project is also supported by AstraZeneca, Volvo Group, the University of Gothenburg and
Chalmers University of Technology.
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a. Target group analysis - who are the target group? What needs do they have?
b. Interested party analysis - who are the direct and indirect interested parties? What key players can we point out?
c. Present situation/needs analysis - what is found today in the existing offer and the existing
activities and what needs to be supplemented or connected together?
d. International benchmarking - who should the Gothenburg region compare itself with and
learn from?

Figure 1: overall project plan for International Competence West Sweden

PROJECT
PLANNING

March
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ITEM
a) Project plan
b) Start-up meeting
Workshop
1: 23 April

Workshop
1: 23 June

PILOT
STUDY

ITEM
a) Target group analysis
b) Analysis of interested
parties
c) Present situation/needs
analysis case
d) International
benchmarking

Interviews with interested parties and target groups
Report

International benchmarketing
Survey with target group
3 focus
groups

ACTION
PLAN

ITEM
a) What do other leading
regions do?
b) What should we do in order
to be on the front edge?
c) How and who?

Meetings/interviews with key
parties

Action plan

Drafting/presentation of
action plan

Material and method
The pilot study utilised the following investigation and analysis tools:







Desk research of previous websites, reports and strategies
Physical and telephone interviews with 46 representatives for interested parties and target
group (see interview subjects under sources)
Telephone or e-mail interviews with six representatives for the four benchmarking cases.
A survey with the target group that was answered by 500 persons
Three focus groups wit three sub-target groups Employees and researchers, students and
accompanying persons.
Two workshops, one with interested parties and one with both interested parties and target
group

Besides the collection of information a side purpose has been to promote mobilisation and anchoring in interested parties and target group in order to, in as great an extent as possible, make them to co-creators of the
pilot study and the later action plan.
The report’s author would like to express great thanks to all who have participated or contributed to any of the
project’s activities.
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The point of departure for the analysis in the pilot study has been the model “Talent Attraction Management
2
for Cities and Regions ”, which is an integrated effort to how a city or a region creates force of attraction for
international competence by working with four different components: attraction, reception, integration and
reputation. Focus in this process has been placed on reception and integration, even though the study as a
side-purpose has also investigated attraction and reputation.

Figure 2: Talent Attration Management for Cities and Regions

A further development of precisely the aspects that concern just how a region can ensure a good reception
and long-term comfort and well-being for international competence has functioned as a framework for the
study: the model “Talent retention roadmap”. This framework, which was developed by Tendensor in a cooperation with the Swedish Institute with a point of departure in a study of regional efforts in 10 countries in
3
Northern Europe , emanates from what needs the individual has in different phases of the migration process,
from before arrival until the person leaves the place.
Figure 3: The Talent Retention Roadmap

This framework has then been adapted to the study’s focus, where above all three aspects have been studied
more in-depth: pre-arrival, arrival and the first time in the place and settling and thriving. Figure 4 illustrates
the focus of the pilot study.

2

Tools and strategies for innovative talent attraction and retention – a handbook on talent attraction management for
cities and regions, 2014
3
Talent retention policy and initiatives in the Baltic Sea Region: a situation analysis
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Figure 4: The focus of the pilot study

Pre-arrival

Arrival

Settling
and
thriving

Possible measures during the three principal phases are
1. Pre-arrival – information prior to arrival.
a. Usually portals that act as an outward profile and source of information for practical aspects such as moving, housing, jobs, taxes, permits and so on.
2. Arrival – welcome/reception and smooth landing in the initial period after moving into the region.
May include e.g.:
a.
b.
c.
d.

Information manuals/guides.
Assistance with authority contacts, contacts for schools/child care.
Assistance with first home.
Language courses.

3. Settling and thriving – social and professional integration after the initial period. May include
e.g.:
a.
b.
c.
d.
e.
f.

Housing in the longer term.
Social events and networks
Professional events and networks.
Career advice/job-seeking assistance for partners.
Career advice for students.
Professional contacts for students.

2. General observations
The pilot study gave rise to various general observations, all of which have been key in producing the recommendations presented in this action plan:
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1. Existing services need to be strengthened: The pilot study identified various initiatives which aim
to attract, welcome and integrate global talent, but they are often too disjointed and small-scale.
There is a general need to scale up certain initiatives and a specific need to launch new initiatives if
the region is to be competitive internationally.
2. A pivotal issue for employers: The issue of attraction and reception of global talent is considered
important among many players – and to employers above all. At the same time though, many of
those interviewed in the pilot study wonder whether the issue really is sufficiently high-priority among
politicians in Gothenburg and the wider region.
3. A welcome initiative. Many have great expectations of the action plan, both among stakeholders
and the target group. Many of the people interviewed or heard in some other way have welcomed the
initiative and expressed expectations of improvements as regards the region’s attractiveness to
global talent.
4. Increased need for global talent. Most employers believe that the recruitment of global talent will
increase in the future.
5. Regional differences. During the process, it has emerged that the Gothenburg Region has an exceptional position in Region Västra Götaland when it comes to attracting global talent – although
there are islands of international labour in certain environments in other parts of the region, primarily
around Skövde, Trollhättan and Borås. Future regional solutions must consider the Gothenburg Region’s exceptional position, while also ensuring that many of the solutions are available to other parts
of the wider region.

3. The target group’s general satisfaction
General satisfaction with the move to the region
The survey shows that eight of ten of all respondents are very satisfied or satisfied with their move to Gothenburg. However, among the group of accompanying persons the share is only 66%.
Figure 5: Satisfaction with move to the region.
(Question: Overall, how satisfied are you with your move to Gothenburg/West Sweden?)

Very satisfied

5 3
13

29

Satisfied
Neither nor
Dissatisfied
Very dissatisfied

51
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Among students the satisfaction is even higher than the whole group; 84% of students are very satisfied or
satisfied with their move to the region. Many are also inclined to stay; 85% state in the survey that they are
interested in staying and working in the region.
One conclusion is therefore that students are a group that one with quite simple means can get to stay in the
region after their studies; they are already relatively satisfied with their stay and only need to be given better
possibilities to be able to stay, such as job opportunities.

Expectations of and actual experience of the region
In the survey it was also investigated how great the expectations the target group had of Gothenburg/West
Sweden before their move where a number of factors were concerned. They have also been able to state
what perception they have of the region today.
Shown in the table below is the number of respondents who answered “very good” of “good” before and respectively after the move to the region.
Table 1: The region’s qualities - expectations before moving, experience after moving
Factor

Expectation before moving

Experience after moving

Attractive lifestyle

79%

79%

Good career opportunities

61%

42%

Rich cultural offer

57%

61%

High accessibility to/from outside
world

59%

55%

Reasonable cost of living

25%

25%

Good schools and day care

53%

46%

High quality public services

78%

70%

Safe, healthy and clean environment

84%

82%

Open social climate

61%

51%

The highest expectations before moving were on Safe, healthy and clean environment, Attractive lifestyle and
High quality public services. The region only lives up to expectations where three of nine factors are concerned. Where it concerns four of them the outcome is measurably lower than the expectations:





Good career opportunities
Good schools and day care
High quality public services
Open social climate

The result was confirmed in the West Sweden Chamber of Commerce’s report “Global in West Sweden”.
Among the areas that to the least degree live up to the expectations in the survey were:


School (51 percent state that they had high of very high expectations of the school, but only 39 percent say that they are satisfied or very satisfied with it).

Tendensor International AB | Stockholm | Helsinki | Øresund | Tallinn | www.tendensor.com

9



Business climate (in total 42 percent had high or very high expectations of the business climate but
4
when in place in the region only 29 percent maintain the score) .

Students most satisfied, accompanying persons least
Students are generally seen more satisfied than the average, but career opportunities and the social climate
do not live up to expectations
However, the biggest differences in expectation as opposed to outcome are found in the group accompanying
persons. Where it concerns Rich cultural offer the outcome is more positive than the expectation but for the
majority of factors the expectations are not met. The areas where the outcome is much worse than the expectation are:




Good career opportunities – very large expectation gap: 53% thought that career opportunities were
good or very good before arrival, but only 18% thought that the opportunities actually were good or
very good.
High quality public services – large expectation gap: 80% thought that the quality of public services
were good or very good before arrival, while only 64% though so after arrival.
Open social climate – large expectation gap: 56% thought the social climate was good or very good,
but only 43% experienced this after arrival.

Many in the study have stated that the accompanying family’s well-being is completely decisive for how long
a time an employee chooses to stay in the region. A clear conclusion is therefore that extra measures within a
number of areas must be taken in order to ensure that this group does not have their expectations let down,
not least where it concerns job and career opportunities. We will get back to efforts for accompanying persons in chapters four and five.

4. The present situation based upon the target group’s needs
In this section we analyse the target group’s most important needs and the challenges they meet and with
that as a base the present situation where it concerns what is found today in the existing offer and activities.
A more comprehensive list of existing initiatives and services is found in appendix 1 to the report.
We emanate from two main target groups: Employees and students. Where the need and present situation
clearly differs between the groups this is stated. The analysis is partly based on the target group’s own testimony and partly on how interested parties (employer, university and the public authorities) perceive the different aspects.
In those cases where a clear, concrete suggestion for the solution has emerged in the process this is stated.
The priorities solutions are then developed more in-depth in chapter 6.
Where appropriate we also list sources of inspiration for future efforts by pointing out interesting efforts in
other regions, both from the case studies that are carried out as a part of this pilot study, but also based upon
other previous studies carried out by Tendensor.

Pre-arrival – information prior to arrival.
The needs and challenges that the target group and interested parties stress as most important before arrival
to the region are the following:
1. Lack of gathered information about moving to and working in the region
Many would like to have gathered information about living, residing and studying in the region. Here many

4

West Sweden Chamber of Commerce, 2013
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say that some type of portal is lacking or another type of information packet with gathered information about
the region.
A typical suggestion in the survey’s free text is that “a one-stop shop website in English that gives an overview of what the region has to offer” is needed.
Sweden’s official portals www.sweden.se and above all www.work.sweden.se and www.studyinsweden.se
are stated to have good general guidance and are relatively well-known among the target group, above all
with students. However, these portals appear to be relatively unknown amongst employers and therefore few
recommend these sources of information to those they recruit from abroad.
Figure 6, which shows how information was sought by the target group before arrival, illustrates that local and
regional websites currently play a lessor role than e.g. website about moving to Sweden, which is explained
by the region unlike many other regions does not have a portal that is targeted toward the target group international labour.
Figure 6: Sources of information before arrival (all respondents)
(Question: How did you find information about Gothenburg/West Sweden before your move?)

There is a rather pronounced difference between how the target group employed and students sought information prior to their move. For example, the group employed visits the region to a higher degree before moving; approximately 50% state this alternative as opposed to a scant 16% among students. Here there is an
untapped potential in organising a systematic reception and welcoming for those who visit the region prior to
their move, especially for those who are not offered help from a relocation company by their employer.
Students, in their turn, utilise social media more than other groups, 30% state this compared with 16% among
the group employed. They also utilise official websites about Sweden for their information search to a greater
extent, 49% state this, compared with 40% for the group employed.
Students are also somewhat more inclined to seek information from persons in their proximity and there are
interesting initiatives in the region that precisely meet their way of seeking information. For example,
Chalmers has employed some 10 student ambassadors from different countries on a part-time basis who can
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answer questions from potential and new students via e.g. social media. In addition to this core group they
also have a larger group of 70-80 student volunteers who are prepared to answer simpler questions.
Solution proposal:
A portal with collected information about moving to, residing and living in the region.
Inspiration:
Both the Stockholm region and Skåne/Southern Sweden have well-developed portals that can provide guidance as to how a portal can be constructed: http://www.visitstockholm.com/en/moving-to-stockholm/ respectively http://www.movingtosouthernsweden.com
2. Difficulties finding information about housing
Information about housing in the region, but also about how the housing market in general and how the
queue system in the rental market works, is strongly in demand by the target group.
Many perceive it as being difficult to find information on their own before arrival to the region, in particular in
the Gothenburg region. The main site that exists, Boplats, has according to many a difficult to understand
queue system and a small selection. Other sites, such as Blocket, are not available in English.
Many students receive information about housing via the university, but despite this they state that it is difficult to understand how the rental market works when they, themselves, are going to search for housing.
Solution proposal:
Information about housing in the region should be found on the information portal that many want. Quite concretely it can involve contacts to landlords and housing agencies, but also information about how the rental
and buying market works.
3. Difficulties finding information about tax, healthcare, national insurance, labour market and jobs for
partners
This type of information is perceived as particularly difficult to find and understand. See table 2 for an illustration. Information about tax, national insurance and social network were also perceived as being challenging to
find.
A portal with collected information about moving to and/or working in the region is lacking. Many indicate that
several public authorities often only have general information in English on their websites. The more detailed
and usable information is often only found in Swedish.
Table 2: Information before arrival (all groups)
Question: Before arriving in Gothenburg/West Sweden, how easy was it to find accurate and helpful informa5
tion about…?

1. Housing

5

Difficult

Very
difficult

Total

Not relevant /
Don't know

31 %

40 %

71 %

7%

Scale Very easy/Easy/Difficult/Very difficult/Not relevant/Don’t know
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2. Healthcare

35 %

12 %

47 %

17 %

3. Labour market

32 %

14 %

46 %

36 %

4. Work opportunities
for partner

17 %

22 %

39 %

54 %

5. Tax system

29 %

10 %

39 %

25 %

6. Social security system

29 %

8%

37 %

19 %

7. Social networks

26 %

8%

34 %

30 %

8. Sport activities

16 %

4%

20 %

19 %

9. Culture

17 %

3%

20 %

9%

10. What documentation to bring

14 %

4%

18 %

13 %

11. Schools

10 %

4%

14 %

53 %

12. Visa/work permit

10 %

4%

14 %

28 %

13. Childcare

10 %

3%

13 %

71 %

14. International
Schools

7%

3%

10 %

55 %

Solution proposal:
This type of information should be prioritised through the creation of an information portal.
4. Lack of information in English
Many seek out more information in English on the authorities and municipalities websites, but also for more
private services such as banking, insurance and the rental market.
At present there is no information collected in English that many want. As one survey respondent expressed:
”I think we may need more English instruction in the government website and systems”
Another person stated that, “Surprisingly, information in English is often unavailable or limited (e.g. bank,
healthcare or even university websites) which makes it difficult for internationals who don't speak Swedish.”
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Solution proposal:



Dialogue with authorities and private service providers about the importance of furnishing information
in English.
Ensure that much of the information that is demanded is available on the portal that many think
should be created.

5. Specifically for students: Lack of information about staying and working after studies
Many students state that they specifically have difficulty in finding information prior to arrival about working life
in general and what is required in order to get a job after studies in particular. Many become e.g. surprised
that they to a great extent are expected to be able to speak Swedish in order to get a job after studies and
wish that they had begun learning Swedish earlier.
This is also reflected by those who work with marketing toward students, where one university employee expressed that prior to arrival they receive many career related questions from students that they have difficulty
answering and that they also have difficulty referring students correctly with their questions. It should, to a
greater extent, be the industry’s task to respond to questions about e.g. salary, career opportunities and
working conditions, stated this respondent.
Solution proposal:




A special entrance for students should be created as a part of an information portal about the region,
where clear information is found about the labour market and what is required to get a job after studies.
Many students seek out information in more interactive and easily available formats that can be integrated as a part of a portal, such as e.g. videos or game like check-lists.

Arrival – the first period in the region
During the first period in a new place there are many aspects that are important in order to create a frictionfree and positive welcome. For example more formal parts such as contacts with the authorities play a large
role for the first experience and opportunities to without delay be able to begin focusing on work or studies.
There is also much that speaks for the first welcome playing a role for satisfaction in the longer term, which
means that a positive welcome can both be an attraction factor and a factor that means that more stay longer
in the region. .
1. Difficult to find collective information about living and working in the region
Many experience that it is difficult to find the right information about living and working in the region even after
they have come to the region.
Certain more generally available sources of information are available, such as e.g. BRG's "Get Local"–guide.
However it seems that few, especially in the target group, but also among HR personnel at employers, know
about it. It also doesn’t cover the entire Region Västra Götaland.
The target group students generally receive good welcome information from the university, via welcome centre and/or contact persons/”buddies”. However, this group also wants a portal with collective information
about living and studying in the region.
6

The target group who has received help from a relocation company via their employer during the move itself
are often satisfied with the information they receive in an early stage, but often lack some contact point who
can give information when the begin making themselves feel at home in the region and new questions turn
up.
6

Scarcely 40% of the 500 survey respondents have had access to relocation services in any form.

Tendensor International AB | Stockholm | Helsinki | Øresund | Tallinn | www.tendensor.com

14

Solution proposal:



Once again, a portal with collected information about moving to, residing and living in the region is
needed.
A welcome desk, e.g. in an international building, that can answer questions from the target group
should be set up.

Inspiration:
The Stockholm Region and Skåne/Southern Sweden’s portals: http://www.visitstockholm.com/en/moving-tostockholm/ respectively http://www.movingtosouthernsweden.com

2. Lack of co-ordinated treatment from authorities
Many in the target group who participates in the survey, interview or focus group experienced a lack of coordination between authorities and that it is difficult to, in advance, understand in what order things must be
done in order to handle all of the necessary paperwork.
Some also feel that there were quite so heavy bureaucratic procedures that had to be gone through. This
quote from the survey is expressive:
”For a relatively short contract the level of bureaucracy was way too high. There was way too little active support to navigate the bureaucracy and very little or no on line or phone line support in the English language. When you come to Sweden you are expected to 'know' the rules so you carry on as
best you can and then find out what you were supposed to do when you get it wrong”.
Also among interested parties, above all from the private and academic employers, they point to the same
problem and that the lack of co-ordination is also burdensome for them as they must spend so much time
helping new employees with this. Some go as far as saying that the lack of co-ordination makes the processes so demanding that sometimes it can lead to them refraining from foreign recruitment.
Solution proposal:



Dialogue with affected authorities is necessary in order to show the need for increased co-ordination.
A welcome desk, e.g. in an international building, should contain the most important authority functions.

Inspiration:
In many countries several authority functions have localised themselves together in order to increase the coordination and clarity in reception toward the target group, among others, in Denmark, The Netherlands and
in Germany.
Both benchmarking cases Eindhoven and Aarhus point to concrete efforts:
http://www.hollandexpatcenter.com respectively http://icitizen.dk (read more about these on pages 31-33).
3. Slow case management by the authorities with uneven quality
Many point out that long case management times by the authorities creates frustration during the first period
of time in the region. Previously the case management time for new work permits at the Swedish Migration
Board were perceived as long, but several interview subjects on the side of the interested parties indicate that
this has become better in recent times. At the same time, new taxes for extension of work permits have made
the process more burdensome than before for both employers and employees. One such example of this is
that when extending a work permit after two years you must present pay stubs in order to prove that you have
had the salary you stated when you first applied for the work permit. Furthermore, those who have applied for
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a residence permit for self-employed persons point out that the queue time is still long, which can lead to
business opportunities being missed.
Another authority which is stated to have long waiting times is the Swedish Social Insurance Agency, where
you must register yourself in order to gain access to everything that is covered under national insurance (e.g.
healthcare, parental leave, absence due to illness, pension). Even the waiting time to get a national insurance
number is mentioned as a challenge, which is something that can complicate life during the first period as a
national insurance number is such an important requirement for both public and private services in Sweden.
Many also experience that information about how decisive the national insurance number is, is lacking.
Another challenge that is pointed out is that at many authorities there is low knowledge about the international
target group and that what answer you receive when you contact the authorities can vary from time to time,
depending on who you speak with. One concrete example of this is about what rules apply for holders of foreign driver’s licenses (see table 3).
The same thing also applies to private companies such as telephone service providers or banks, where many
also state that there is an unfamiliarity with handing the international target group and that procedures for this
are often lacking. For example, those who do not have a credit history to show in Sweden must often wait 8
months in order to be able to get a landline subscription.
Table 3 confirms that precisely aspects such as opening a bank account and order telephone and internet
subscriptions, besides obtaining a national insurance number, registering for national insurance and understanding the rules for driver’s license are perceived as challenging for the target group.
Also in the arrival phase many state that they lack information and services in English. This quote from the
survey is expressive:
"Paperwork from public agencies could be in English. It was good to confirm that the population
speaks English very well, but surprisingly there is no English version for a lot of official documents
(including insurances, rental contracts, tax forms, transit signs)."
All-in-all a number of employers experience that it is so cumbersome to handle permits, applications and
other contact with the authorities, particularly where it concerns third-country recruitment, that they sometimes feel forced to refrain from making these recruitments, which can have serious consequences for their
and the region’s competitiveness. Likewise, many in the target group state that each individual part in establishing themselves in the region isn’t all too cumbersome, but that when they meet challenges, long waiting
times or lack of information in several places then it becomes a cumbersome process that does not meet the
requirement of a positive welcome.
Solution proposal:



Dialogue with the concerned authorities and private service providers is necessary in order to show
the need for a fast and professional treatment of the target group.
The welcome desk that should be set-up should be able to give faster and more target group adapted
case management and information that meets the target group’s needs.
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Table 3: Challenges upon arrival (all groups)
7
Question: How easy was it to..?
Difficult

Very difficult

Total

Not relevant /
Don't know

Find housing

23 %

45
%

68 %

6%

Open a bank account

19 %

10
%

29 %

12 %

Find language courses

20 %

8%

28 %

12 %

Get personal identification
number

17 %

8%

25 %

10 %

Get utilites such as phone and
internet

15 %

7%

22 %

9%

Understand driver license requirements

13 %

8%

21 %

51 %

Register for social security

14 %

6%

20 %

25 %

Get insurance

13 %

6%

19 %

33 %

Get necessary work permit card

11 %

5%

16 %

41 %

4. Difficult to find (temporary) housing
At the place of arrival fast access to housing is important for reception. Ideally seen, most will find long-term
housing direct, but temporary housing can be enough, with it as a base, in order to seek other more long-term
solutions.
The housing shortage is without doubt one of the most difficult challenges where it concerns giving a good
welcome to international labour, particularly in the Gothenburg region. There is above all a lack of first hand
rental contracts. Many also experience that it is difficult to find information about how the rental market works
and to get contact in English. Another aspect that is raised is that the queue system almost disqualifies those
who have moved in from abroad, as they end up on the same queue as those who have lived in the city for a
long time.
A number go so far as to call the system surrounding the rental market corrupt. One survey respondent says
that “The 1st/2nd hand system is very corrupt and I have seen many people holding onto their 1st hand con7

Scale Very easy/Easy/Difficult/Very difficult/Not relevant/Don’t know
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tracts even though they never want to move back in, because they know they are so hard to get again in the
future”.
However, there are some more systematic solutions. For example, University of Gothenburg’s Welcome Services furnishes housing for guest researchers and internationally recruited personnel, of the size of 4-500
persons/year.
Many of the larger private and academic employers also get help from relocation companies to organise the
first housing (and often housing in the longer term for those who have expat contracts, while local employees
often have to seek long-term housing on their own). However, many larger employers state that they must
handle runaway costs and in the long term unmanageable costs that the housing shortage has led to.
Generally speaking students who are a part of an exchange programme are offered help with finding housing
and those who are so-called free-movers must organise it themselves, but this can vary from seat of learning
to seat of learning. For example, University of Gothenburg and Chalmers both co-operate with Boplats in
order to also help free-movers with housing during the initial period. Despite this many students state that
they have problems finding housing.
This is how one “free-mover student” expressed it:
”They [the university] did not provide rooms or any kind of short term accommodation for so called free movers, who do an entire master or bachelor program in Sweden. That was horrible for so many international
students, so many lived in hostels for weeks for instance. Moving to a new country and facing problems to
stay somewhere was really dissatisfying!”

Solution proposal:




Create an own housing queue system for the international target group as a part of existing arrangements.
Set up an own housing agency for the target group.
In both cases a welcome desk/international building be the domicile for the solution.

5. Introduction about/welcome to the region
The needs that are expressed by the target group revolve around introduction events, orientation meeting,
personal guidance from a sponsor, guided walk arounds and an introduction to Swedish culture, etc.
Several of the region’s seats of learning offer welcome programmes for new researchers. This can be about
welcome ceremonies, cultural orientation, guided walk arounds and other information efforts.
For the group of researchers in Gothenburg there is also Go:Science, which is a welcome get-together for
international researchers and their families that is organised two times per year. Included in this are e.g.
guided walk arounds, inspirational lectures and welcome greetings. The event is often organised in the spring
and is a co-operation between the Trade and Industry Group at Gothenburg & Co., Chalmers and University
of Gothenburg.
Those who utilise relocation companies are often offered a more personal introduction.
For the group students there is a relatively large range of welcome activities:


Welcome programme: Most seats of learning in the region, or their student’s union, arrange
some type of welcome or introduction programme. Example: International Student Welcome
Programme at University of Gothenburg (http://utbildning.gu.se/education/incomingstudent/welcomeprogramme)
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”Buddy-program”: At University of Gothenburg, for example, several faculties have sponsor
programmes that the student associations are responsible for, where a contact person, Student
Buddy, is available before, during but also after arrival. In many cases they already meet up
upon arrival at the airport. (http://utbildning.gu.se/education/incoming-student/student-buddies)
Chalmers also has a corresponding programme.
Gothenburg & Co. also offers a common programme for all of Gothenburg’s students at the
start of the term. Also go:Study map will help students to find their way in the city.

Students are the group that is most satisfied with introduction and welcome events, even though some of the
university colleges in the region lack more comprehensive sponsor programmes.
Introduction events are generally lacking for other groups of employees and many state that the first welcome
would be more positive if there were more organised events.
Solution proposal:
Gather existing introduction events under a common umbrella, in accordance with the model for Helsinki Region Welcome Weeks, described below.
Inspiration:
Helsinki Region Welcome Weeks is held in the autumn and is a co-operation between city, region, university,
non-profit organizations and companies. The weeks are comprised of different events and exhibitions with
service providers and networks within areas such as culture, career and job education, learning the language,
housing, sport and leisure and are targeted toward all international target groups. In previous years a total of
approximately 10,000 persons have participated in some of the almost 40 events.

Settle and thrive in the region
Important factors that affect the possibilities to settle and thrive in a region are often about social and occupational integration for the employee and his/her family.
1. Difficulties for partners to find a job
Jobs for partners are perceived as a major problem, both within the target group and among interested parties. Among the target group many experience that many employers are doubtful to employ persons who do
not speak Swedish, even if it isn’t needed for the job in question. There is also quite a widespread perception
that international persons are often discriminated against on the labour market and that employers would
rather employ Swedes.
This is an often recurring comment: ”The labour market is very poor for internationals. Swedes like to hire
other Swedes” or that “If more companies adopted English as their official language, it would probably help”.
Another states that:
“My spouse has huge difficulties adapting, he tried to study but the program and courses was
badly organised, and he can't find work because his Swedish is not good enough (though he is
fluent in German and English). We want to leave Sweden as soon as possible, because our
current living situation (including living in one room without windows) is unbearable”.
Many on the HR side at large companies describe it as they sometimes can use their own personal network
to help partners of those they recruit with jobs, but that more systematic solutions are lacking. Here there are
opportunities to co-ordinate several companies efforts in order to gather a larger selection of opportunities.
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Certain relocation companies can provide some guidance and contacts, but many interested parties feel that
despite that more comprehensive solutions are needed.
Difficulties for partners to find jobs seems to apply to an equally as high degree to both employees and researchers. A number compare with how things look like in other places:
”Countless cities across Europe: Freiburg and Hamburg in Germany, for example offer dual
career relocation services for educated EU citizens as well as those from other regions of the
world. If West Sweden hopes to compete globally with the rising knowledge cities, they need to
meet educated expats where they are, with services in English NOW!”
In summary it points to much more active efforts being needed in order to help partners to find work and also
social contexts and to take advantage of the asset the accompanying relative is. One survey respondent puts
the question in a larger context:
”The expatriate world worldwide is growing quickly and will have more and more influence in
key decisions. This is a real asset to be able to live all over the world. I just believe that this is
just a little bit of a pity not to use the positive energy and all the skills that many expats' partners have when they arrive in Gothenburg. Having limited amount of platforms to express
themselves (working places, associations or clubs, meeting places, etc.), makes it difficult to
keep them motivated and make them feel that they experienced a successful expatriation experience”.
IN 2015 BRG arranged a seminar with a focus on how partners can seek jobs, with information from the
Swedish job centre, about starting up an own business, lectures about cultural differences and testimony from
those who have gotten jobs. The event was fully booked and received positive evaluations, so BRG will continue to organise the seminar until there “is someone else, e.g. an expat centre, who can take over”.
Solution proposal:
Efforts such as co-operation between the major employers, for example via a more formalised HR network,
job search courses, information efforts about starting up an own business and study opportunities are needed
in order to help more partners into jobs.
Inspiration:
Copenhagen Career Programme in Copenhagen (part of International House Copenhagen) arranges monthly
information meetings about searching for jobs for partners and offers individual advice and networking
events. All activities are free of charge. Learn more: http://international.kk.dk/artikel/what-copenhagen-careerprogram-spouses
In one of the benchmarking case cities, Aarhus, several programmes are about the partner’s employment and
well-being. Read more about Aarhus on pages 31-33.
For the academy: All major German universities have set up so-called Dual Career Centres that help partners
to both guest researchers and those who stay more long-term with information, individual advice and contacts
with the purpose of finding them a job. At least 35 universities have an established service for this:
http://www.dcnd.org/index.php/44.html

2. Access to good schools, particularly international schools
Good schools are a highly prioritised factor for the target group who has school age children. However, the
schools in the Gothenburg Region generally and the International School (ISGR) in particular do not meet the
expectations of all international parents. Recurring comments in the pilot study include too low a level of am-
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bition at the ISGR compared to international schools elsewhere, run-down premises, overly political governance that does not involve the commitment and input of the business world, and the quality of the school is
crucial if the region is to attract skilled personnel.
Quite a few from the target group say that the Swedish school, in comparison with the school in countries
such as the USA, Great Britain and the Netherlands places too low demands on students. This is what a survey respondent said: ”After 2 weeks we realised that the level of the ISGR was far below expectations”.
There are also a few people who state that key persons at major companies have left the region because of
the school’s deficiencies or that the family has returned to their homeland while the person who works in the
region remains until further notice. Some have also stated that the reputation about the school’s quality has
spread and that a number of expats with children express doubt about or even refrain from taking a job in and
moving to the region. This is what one survey respondent said when asked what can be better in the region:
”There is only one answer to this: have a good international school in place. The current
(ISGR) is perceived as very weak from international standards by many parents and has
caused many families to return back home or not come to Gothenburg”.
Despite this, it must be stressed that there is quite a large group who is also satisfied with the international
school.
A group of representatives from trade and industry from major employers such as AkzoNobel and AstraZeneca has at the time of writing started an initiative whose purpose is to affect the international school in a
positive direction through dialogue with the board and politicians in municipalities in the region that operates
the school.
Solution proposal:
There are possibilities to link a working group to a regional initiative with representatives both for the school’s
management and board and for the trade and industry representatives who want to engage themselves in the
international school’s development.

Inspiration:
In Aarhus the trade and industry has taken an active role in developing and expanding the international
school. Read more under the case description of Aarhus on page 33.
3. Difficulties in finding long-term housing
Just as when it concerns the more short-term housing upon arrival many state there is an almost extreme
difficulty in finding housing in the long-term, above all in the Gothenburg region.
Also better information about how the housing market works is something that many seek. One example concerns information about how bidding works. Another aspect also concerns the queue system, where many
feel it is unfair that those who have recently arrived in the region must have to stand in the same queue as
those who have lived there for a longer period of time.
This is what one survey respondent answered to the question about how welcoming can be better:
“Improving the access to accommodation. It extremely difficult to find something long term and at decent conditions when you are from outside the country. Moreover you don't get any help whatsoever.
Information on arrival (personal number, health system, elections, social benefits.)”
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A number point out that the housing shortage generally hits harder against the international target group and
express a certain mistrust against the system. This is what a survey respondent said:
“I guess it's never enough to repeat this over and over again. This housing crisis in this city, I heard,
it's been going on for the past 20 years. I seriously do not understand why the city does not do anything about it. Is it because Swedes just do not have any problem themselves because they are inheriting their places to live over generation after generation?”
A poorly functioning housing market affects both the possibilities to feel welcome and to stay and thrive in the
longer term. This is how one survey respondent expressed it:
“You can never feel local if you don't have a place to live – that can mean 8 years in Boplats queue.
After 4 years in Sweden, I have moved 6 times! And still haven't managed to get a first hand contract.”
Solution proposal:





Create an own housing queue system for the international target group as a part of existing arrangements, or
Set up an own housing agency for the target group.
In both cases a welcome desk/international building be the domicile for the solution.
Longer term: Build more in the region and create more flexible/cheaper solutions for students and the
younger target group.

4. Social events, network and meeting places
Many from, above all, the group employed state that they want access to specific events, network or meeting
places where they can meet other expats, but also other Swedes.
Certain networks are exist via work and activities by an association, but are generally speaking unknown or
lack the breadth of continuity that is needed in order to engage larger groups.
There is also more or less informal groups in social media, such as the group Ex pats in Gothenburg on
Facebook, who organises social events. See more examples in appendix 1.
BRG arranges “Expatdagen” (Expat day) two times per year, once before Christmas and one before the
summer where expat families are invited to a get-together that often revolves around Swedish traditions, such
as celebrating Lucia.
Another example is University of Gothenburg’s Welcome Services organising a monthly international cafe or
other social meet ups for guest researchers and internationally recruited personnel and their families. They
often thematically revolve around the current season such as Easter or Lucia. Sometimes they also organise
study visits and exhibitions such as at the city museum.
Solution proposal:
Suggestions that have recurred in the process are that social events should be held more frequently than
what is done today, that an information portal can contain information about a social network and events and
that an international building can be a natural meeting place for social meet-ups.
Inspiration:
The International Community in Aarhus works intensively with arranging itself and also making other players
social events and meeting places accessible. Read more under the benchmark case Aarhus below.
5. Specifically for students: Job opportunities after studies
The most critical question in order for international students to be able to stay in the region is without doubt
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job and career opportunities. Many student want to, as stated in the survey, stay; 85% state that they are
interested in staying. At the same time many state that they believe that it is difficult or that it will be difficult to
find a job.
One basic problem that many, both students and university employees, indicate is that the international students have difficulty creating trade and industry and labour market contacts beyond those given as an ongoing part of the studies (at the same time it must be stressed that many state that they receive more consecutive contacts with trade an industry in Sweden than in their home countries).
Another aspect is that many think that the career counselling at the university is too general (if it even exists;
the University of Gothenburg terminated its central career centre in 2014 in order to save money) and give
few concrete opportunities. There is also an expectation in many international students that career trade fairs
must be able to lead to direct jobs, when Swedish career trade fairs are more a part of employers’ long-term
relation building with students.
All-in-all there are many students who state that they have not been offered career counselling or labour market contacts, see table 4.
Table 4: Have you received help with the following…? (students)
Yes

No

Not relevant

Social events

60 %

34 %

6%

Meeting places where
I can meet other international students

79 %

19 %

2%

Meeting places where
I can meet locals

26 %

68 %

6%

Labour market contacts

21 %

61 %

19 %

Career advice

34 %

53 %

13 %

Language training

77 %

17 %

6%

Cultural training

28 %

58 %

14 %

Access to internships

25 %

59 %

16 %

Advice on starting
your own business

12 %

53 %

35 %

Solution proposal:
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There are many possible efforts whose purpose is to increase the international students’ contact with trade
and industry and the labour market. Among these the following can be mentioned:



Mentor network where students receive a mentor in trade and industry or “culture coaching”
where students can act as an export advisor for an exporting company.
Career counselling or internship databases that are solely directed toward international students.

5. The road to an internationally competitive receipt of international
competence
Via interviews, seminar discussions, focus groups and the survey it has become clear that there are a number of hinders or faults that are currently not addressed to a sufficient degree in order for it to meet the target
group’s needs and wishes. In certain cases a broadening or systematisation of existing solutions and initiatives is needed, but in many cases completely new solutions and efforts are required in order to ensure a
professional and welcoming reception and better opportunities for the target group to stay and thrive in the
region.
Solutions and efforts are often such in nature that a regional partnership between employers, the public authorities and the seat of learning should be the point of departure in order to be able to create them.
Sometimes the questions are also such in nature that they are difficult to read regionally and short-term, but
are more about the long-term influence.
It is also possible to differentiate between two main types of initiative and solution:
1. Regional initiatives which a regional collaboration between different central stakeholders such as
companies and employers, academic institutions, and regional and municipal authorities could initiate
and implement.
2. Influential initiatives on issues of a more political, structural or long-term nature which a regional platform could not resolve, but could influence in the right direction by speaking with a united voice to important decision-makers at a local, regional and national level. One case in point is the housing situation in the Gothenburg Region.
Presented below are the effort areas that should be prioritised in the shorter perspective and in parentheses
stated whether it is a question that a regional platform should take up of if it is more a long-term effect question that the regional co-operation can affect with a united voice.
The effort areas are also categorised based upon in which phase they are most important, in accordance with
the analysis of needs and current situation in the previous chapter:
Prior to arrival to the region:
1. Information portal – a collective place with information about living and working in the region (regional platform). Many of the problems that emerged in the pilot study relate to a lack of available information adapted to the target group. An information and service portal could considerably improve
the experience of moving to West Sweden for international workers and students.
Arrival – the first period in the region:
2. Welcome centre/International House Gothenburg – a one-stop-shop for co-ordinated reception of
the target group (regional platform). Many experience a frustration in contact with the authorities upon
arrival and a specialised, co-ordinated function collected in one physical place would improve reception considerably. A physical international meeting-place could also be used as a central venue for
social events and training/information activities that increase the chances of ‘settling and thriving’.
3. Coordinating/reception authorities – authorities that work in a coordinated way and have the preparedness and capacity to meet the needs of the target group (Effect). One precondition for co-
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localisation of certain authority functions is that authorities such as the Tax Agency/Skatteverket, Social Insurance Agency/Försäkringskassan, Migration Agency/Migrationsverket and Public Employment Service/Arbetsförmedlingen are open to cooperation. Several authorities also need to raise their
capacity in order to understand and meet the target group’s needs. It is therefore important to maintain a dialogue with these authorities to indicate the importance of coordination.
4. Help with housing in the short-term – an information point, a special agency and/or a special
queue system that helps the target group with housing upon arrival is needed. Can be a part of the
welcome centre (regional platform)
Settle and thrive in the region
5. Employment for partners – solutions that help partners with job opportunities and social context.
There is great potential in better utilising the skills that partners often possess, thereby enhancing
their quality of life and increasing the chances of them and their families staying in the region (regional platform).
6. Job for students – efforts for strengthening contact with trade and industry for international students
with the purpose of increasing their job changes after their exam/completed education (regional platform). Many students want to stay in the region after finishing their studies, and this is an untapped
source of labour.
7. Dialogue about the international school – above all influence work toward decision makers in order to improve the international school’s long-term quality and opportunities to live up to the international parents expectations (effect).
8. Long term housing – increasing the availability of homes that meet the needs of the target group in
the longer term (effect), but also initiatives to offer better queuing systems and agency services may
also be necessary (regional platform).
There are also a number of issues that are also important to work with, but as a regional platform we should
wait somewhat before we take them on in order to really be able to muster strength surrounding the above
mentioned effort areas. Among these there are again both those that can be addressed by a regional cooperation and such that are more effect issues:
Issues that can be solved by regional co-operation:
9. Social networks, events and meeting-places – a key area where much is already being done, but
the initiatives can be broadened and intensified. A welcome centre for international labour can also
be a meeting point for social events and networking.
10. Linking innovation environments and international labour – innovation environments such as
clusters, science parks and incubators could be vital in creating opportunities for global talent to develop professionally and contribute to the region, while also providing environments and networks
that could promote social integration.
11. Ambassador networks – by systematically staying in touch with people who leave the region, we
can have ambassadors around the world who can help to spread information and a positive image of
the region. It is also a way of getting feedback on how the region is perceived in the wider world, and
above all a way of ensuring a ‘soft departure’ from the region: people who leave a place are often inclined to maintain contact with it. This has previously been proposed by the West Sweden Chamber
of Commerce in its report entitled Global i Västsverige (Global in West Sweden).
12. Promoting (mutual) cultural understanding – this is about laying a foundation for newcomers to the region to
gain an insight into Swedish culture, both socially and in the work/leadership culture. Another important aspect,
although one which is difficult to promote with any concrete measures, is that the community and workplaces
must promote cultural awareness of newcomers among the population at large. Concrete measures which some
of the organizations interviewed in the pilot study are already working on include
arranging courses on cultural awareness for all new employees, something that could be coordinated from a
regional platform so as to identify synergies.
Influence issues:
13. Flexible Swedish tuition – many people say that courses such as the state-run SFI/Swedish for
Immigrants are often not split into different levels, and that classes often take place in the evening. A
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range of courses with more flexibility would encourage a lot more people to start learning Swedish,
and thereby increase the chances of them staying and thriving in the region.
14. More airlines – a surprising number of respondents say that there are no direct flights to important
international destinations. A lot is already being done in this area, but a regional platform could add
influence and awareness of the issue’s importance when it comes to international attractiveness.
15. English in culture and public spaces – many people request more cultural events in English at e.g.
theatres and libraries. Many also say that if a place is to feel truly reception internationally, it is important that e.g. signs in the city and traffic environments are also in English.
16. Simpler tax and pension regulations – many respondents say that tax and pension regulations are
complicated and create major problems when moving internationally. Can these be simplified?
Figure 7 shows initiative areas categorised according to whether it is about initiatives that a regional platform
should actively develop of more about initiatives where influence work can be done with a united voice and
based upon whether it is initiatives that should be initiated in a short or longer term. The school issue is an
issue that is both an issue that the regional platform can work with but that is also about influence and consciousness.

Figure 7: Initiative areas in a future regional collaboration.
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6. Stakeholders
During the process, it has become clear that the issue of the region’s reception of global talent requires, by its
very nature, that a broad group of stakeholders work together so that they can deal with it together. It is an
issue that primarily affects the public, business and academic spheres, but also civil society. In the pilot study
we have carved out three main stakeholder groups for the ongoing work.
These are:




Key stakeholders who should be involved in a regional platform. These are primarily regional
organizations, employers with large recruitment requirements, academic institutions, and certain municipalities or associations of local authorities in Region Västra Götaland.
Other stakeholders with whom the regional platform must work on certain activities, such as national authorities, small companies, relocation companies and the non-profit sector.
The target group: There is great potential in involving the target group of global talent as a requirement setter, and in ideas development in the regional work, to ensure that the solutions meet their
needs.

In the action plan that the process will lead to, concrete suggestions surrounding how a regional platform can
be built up and financed will be given.

7. Marketing and attraction
As mentioned earlier, one of the secondary aims of the action plan is to indicate future opportunities for marketing and branding targeted at global talent.
The pilot study has indicated that at present few systematic activities are carrier out on the regional or municipal level that are directly targeted toward this target group. It is actually only the university that more continuously works with attracting international master’s students.
A number of future possibilities have been identified via interviews, workshops and focus groups in the study:
1. Uniform trademark building and marketing of the region toward international competence. Many
employers and other interested parties seek clarity surrounding what the region should stand for toward the
target group. For example, a couple years ago VGR had quite a comprehensive trademark work, where a
trademark platform and an action plan was developed in conjunction with, among others, trade and industry,
the university and the municipalities in the region. However this was never decided on by the regional board.
One possibility is to therefore bring this work back to life and build further on it. A crucial problem where it
concerns trademark building is which name shall be used: ”West Sweden” or ”Gothenburg region”?
2. Support companies in conveying the right image of the region. Many employers would like support in
what they should communicate about the region, and what values they should emphasise. In Denmark for
instance, an online plug & play solution (www.talentattractiondenmark.dk) has been developed jointly by several regions, which acts as a toolbox for co-branding. It contains statistics, pictures, videos and texts which
companies and others can simply copy and use in their own marketing towards and recruitment of global
talent.
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3. LinkedIn presence for attracting leading-edge talent in selected sectors. A way of displaying job opportunities and vacancies in e.g. 2-3 selected key sectors in the region. This is also a way of exposing a critical mass of jobs in the region, which is an important factor for people moving to a new region for work: they
want to know that there are other, similar jobs should they want to move on to develop their careers or for
some other reason. This also creates concrete recruitment opportunities for companies taking part in the
dialogue.
4. Cooperation between academic institutions in marketing West Sweden: The interviews in the pilot
study have indicated that the majority of the academic institutions in the region are positive towards the idea
of cooperating on international marketing under a single West Sweden umbrella. This could bring image synergies, but also financial benefits if the costs for often expensive international campaigns, visits to selected
universities around the world and participation in international exhibitions can be spread more widely.
5. Nordic collaboration: One way of reaching out more widely in the world and achieving cost synergies in
marketing towards global talent is to work with other Nordic city regions. There could be some interesting
opportunities here in the Gothenburg Region’s various collaboration projects with Copenhagen and Oslo.

8. International benchmark
Four cases have been studied: Aarhus in Denmark, Eindhoven in the Netherlands, Lyon in France and Tampere in Finland. All four selected cases have a lot in common with West Sweden and the Gothenburg Region.
They are number two or three in size in their respective countries, they are knowledge intensive regions with
many high-tech companies, often with an industrial heritage and one of them, Aarhus, is also a harbour city.
They are also all among the leading regions in northern Europe regarding concrete efforts to improve attraction and reception of global labour.
First general lessons are presented from all cases, then there is a review of each case mainly based upon
two aspects:

1. Strategy, organization and funding
2. Example of interesting activities and services

General lessons
General lessons from the four cases studied:
1. Speak with one voice to international target groups
Lyon and Tampere especially, and also to some extent Eindhoven, have developed cohesive onevoice marketing, with harmonised marketing concepts targeting groups such as global talent, investors, companies and tourists, the result being greater clarity and efficiency.
2. Create a “sense of urgency” and consciousness about the importance of the issue
Work with active efforts in order to create insight into the problem and consciousness in different interested parties surrounding the importance of the issue. Both the aspect that employers competence
needs must be met, but also the more long-term issue of society’s internationalisation and what importance the diversity plays for creativity, innovation and growth should be discussed. Efforts can be
about producing statistics and reports but also dialogue and effect initiatives can be important.
3. Involve employers/companies early on to ensure needs-orientation
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Whether or not employers are involved in funding solutions, it is important to involve them in the
process at an early stage, partly to ensure that services and activities are needs-oriented, and also to
build trust, which paves the way for co-funding in later stages.
4. Support at management and operational level
It is important that issues relating to attractiveness for global talent are made a priority at management level in municipalities/regions, companies and universities, but also that the people working
hands-on with the issues at an operational level are involved.
5. Advocate governance that includes the business and political sectors
Make it a priority to build a strong governance team of collaboration partners/people from politics,
academic institutions and corporate management, people who have a passion for the area and who
share an insight into the problem (‘burning platform’) and a united vision.
6. Focus in early stages – create a working ‘proof of concept’ to clearly illustrate the benefits
Focus on what you can change in early stages to show all stakeholders the benefits and thereby build
confidence ahead of new initiatives.
7. Professionalising the process gives it legitimacy
All the benchmark regions have lent the issue of international attraction weight, visibility and legitimacy by creating organizational solutions with their own identity (‘Talent Tampere Network’, ‘Brainport Talent Centre’ in Eindhoven, ‘International Community’ in Aarhus etc.). These organizations or
partnerships are also staffed by specialist functions who work on the issue full-time; these people are
called Talent Attraction Managers, Talent Managers, International Labour Specialists and so on.
8. Non-capitals have to work harder in this issue.
Capital cities have an automatic advantage when it comes to their attractiveness to the target group,
and the target group is also more forgiving when it comes to shortcomings in reception, for example.
Non-capitals have to work harder and more proactively to attract talent and ensure a good reception
for global talent.

Case Tampere
Tampere in brief
The Tampere region is comprised of the city of Tampere and seven surrounding municipalities and has a total
of 365,000 inhabitants. After Helsinki/Espoo/Vantaa it is the second largest city region in Finland. There are
four higher educational institutions and a total of 40,000 students in the city. Strong sectors are manufacturing, ICT, life science, computer gaming and trade.
The region has suffered relatively hard from Nokia’s shut-downs and has a certain surplus of IT engineers,
but otherwise has a large need for international labour. Attraction of international competence is also seen as
a way of strengthening the company’s internationalisation and the region’s innovation system. There is also a
strong connection to activities promoting investment, where access to talent is used as an argument for companies to move there.
The region has been particularly successful where it concerns developing solutions that will increase international students’ opportunities to stay and work in the region. These aspects will therefore be highlighted specially in the case description.
One of the leading challenges that Tampere has struggled with is that the international labour has a much
more difficult time than domestic labour to come into and build occupational related networks, which generally
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makes it more difficult for them to receive full exchange on their career opportunities in the region and also
makes it more difficult for international students and their partners to find qualified jobs.
Strategy, organization and funding
Most of the initiatives toward the target group international talent are co-ordinated by Talent Tampere Network, which is more or less a permanent platform with interested parties from primarily the public authorities,
but also Tampere Chamber of Commerce as a representative for companies.
The work is co-ordinated by Tampere Region Economic Development Agency, Tredea, and financed by the
Tampere City Economic Development Fund, which is a regional development fund. A total of 3-4 persons
work full time at Tredea with co-ordinating the network and carrying out concrete activities (see example below). The annual budget for this work is around 250,000 Euros. Beyond that, employees in the other organizations in the network spend quite a bit of their time in common work groups and activities. Tredea works on
a new model for funding that is based on all participants in the network from 2017 and beyond giving budget
contributions to a common budget.
The trigger that led to the creation of the network came after a number of EU financed pilot projects, where
the conclusion was drawn that there were many different, spread out initiatives that were targeted toward the
target group.
During 2013 yet one more component was added: Tampere Talent Start, which can best be described as a
project laboratory or project catalyst where new pilot projects and concepts are developed. Tredea is also the
responsible co-ordinator there.
In addition to the network Talent Tampere there is also an information centre in Tampere that gives assistance to new arrivals (read more under activities below). It is financed by Tampere city.
Example of interesting activities and services
Common trademark platform
The region has developed a common trademark platform that emanates from an umbrella trademark, Tampere All Bright, which is used for three main areas: visitors, investors and innovation players and talents/immigrants. The three initiative areas emanate from a common web portal, which in its turn links further
to three different websites: VisitTampere.fi, InvestTampere.fi and TalentTamepere.fi

Networks in social media:
Talent Tampere Network also operates the LinkedIn group “TALENT TAMPERE - Linking Bright Business
With Internationals”. The purpose is, as the name indicates, to connect employers in the region with international talents that are found both abroad and in the region. Employers can post job advertisements and job
seekers can present their skills. The group is also a forum for discussing initiatives that improve the matching
between talents and employers and for discussing the target group’s comfort and well-being in the region in
general. The group is co-ordinated by Tredea, but moderated by representatives for several of the organizations in the network.
Information centre
Migration Info Centre Mainio is Tampere city’s information centre for recent arrivals that provides advice in 16
languages. Advisers can help with questions that concern working, living or studying in the region. Quite practically the help can be about understanding correspondence in Finnish, filling in documents or booking doctor
appointments. The centre is available for residents in all municipalities that belong to the surrounding region.
Trade and industry and social contacts for students
In the region several initiatives are being carried out that have the goal of increasing contact with trade and
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industry between international competence and companies, but also the social contacts between international
students and Finnish families.
Some examples are:
Mentor programme
Tredea another Talent Tampere Network member, Unipoli (University of Tampere’s co-operative organization), operate several mentor programmes, where international master’s students or other international labour
receive a mentor for 6 months. The purpose is to increase the target group’s understanding for the labour
market and thus their chances for a job.
Friend Family program
Voluntary programme that is operated by Unipoli, where international master’s students can receive a host
family during their studies. The purpose is to promote intercultural understanding between international students and host families.
Students and open innovation
Demola is an open innovation concept that is based on companies contributing ideas and problems that the
interdisciplinary student team solves during a term. The Demola organization facilitates the team and the
team can work in premises that are furnished by Demola and the university (in Tampere the work is carried
out from the incubator environment New Factory). The company also contributes with a contact person who
supports the team approx. 1-2 hours/week. The instructor from the seat of education functions as a technical
support to the students and is also the person who approves the course. Ideas from the company are open
formulated and it is the student team that manages the result and the path there. Students receive from 7.5
ECTS points for one course.
Approximately 40% of all students who participate annually are international students and the concept has
several positive effects on these students opportunities to stay and thrive in the region:
1. Occupational related network: Students are given a change to create a network in trade and industry
and come in contact with employers (more than 10% of all students, for example, receive jobs at the
company they have worked with).
2. Social networks: By working together in a team and solving tasks together the international and Finnish students are given a change to get to know each other.
3. A chance for them to learn more about the local work and business culture.
4. A chance to contribute to the company’s development and feel that their knowledge is in demand.

Demola started in Tampere but has spread itself across all of Europe and today can be found, for example, in
two places in Sweden; South Sweden (Lund, Malmö, Kristianstad) and East Sweden (Linköping/Norrköping).
Courses for the international target group
Tredea and Talent Tampere Network also offer a selection of free or discounted courses that will facilitate the
target group’s landing and thriving in the region, such as:






Entrepreneurship
Language courses.
Mentorship
Job searching
Cultural understanding

New and planned initiatives
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Involvement of internationals through “co-creation”: Twinkle is a new concept that revolves around a
major conference in December 2015 that focuses on the region’s international opportunities and topics such as creativity, innovation, leadership and CSR. It is “co-created” with the target group and
with persons who are internationally oriented. Tredea acts as the co-ordinator but does not finance
any activities. It is instead each co-arranger who contributes with voluntary work or own funding.
Companies can also finance the conference. Learn more: http://twinkletampere.fi
A new ambassador network with persons who want to support the region’s development will be
launched by Tredea during 2015. http://talenttampere.fi/networks/ambassador
An International House according to the model International House Copenhagen is also planned, with
a co-ordinated one-stop shop reception for the target group.

Case Brainport Eindhoven Region
Brainport Eindhoven Region in brief
The third largest city region in the Netherlands after Amsterdam and Rotterdam. With its 215,000 inhabitants
Eindhoven city is surrounded by a city region with 750,000 inhabitants and is generally regarded as having a
strong trade and industry and strong, innovative clusters within advanced manufacturing, ICT, design and life
science.
Brainport Eindhoven Region is the product of a regional co-operation between Eindhoven municipality and 20
other municipalities who together form the metropolis region Eindhoven, and a number of universities and
educational institutions and companies.
The Eindhoven region has on several occasions been pointed out as one of the most innovative or knowledge intensive regions in the world.
The region has been particularly successful where it concerns building a long-term partnership for work with
international competence, at which special focus will placed on that issue here.
The region devotes a lot of its resources toward the issue how can we be better at creating interesting job
opportunities and long-term career opportunities for the target group international competence. Even challenges that are about finding housing for the target group, access to international schools and jobs and social
network for partners are highly prioritised to try to be solved.
Strategy, organization and funding
The growth of the Brainport Eindhoven Region concept and its investments in talent must be understood
against the background of the past 20 years of development in the region. During the second half of the
1990’s the Eindhoven region underwent a baptism of fire with major industrial shut-downs, which culminated
in the crown jewel Philips moving production to Asia and its head office to Amsterdam. At the same time DAF
went bankrupt and a total of 36,000 people lost their jobs over a couple of years. It became acutely clear that
new measures had to be taken. A regional gathering of players from the public authorities, the university and
companies and the chamber of commerce sought new solutions and “a new style of co-operation”. Triplehelix became the key world and the basis for the new regional co-operation, later also supplemented with
open innovation as a guiding-star. It was from this co-operation that “Brainport Foundation” was founded in
2005 and thus also a new regional unit held together by the triple-helix players.
Players in the region denote this co-operation as “new governance”. In brief, the steering of Brainport Foundation, which has been founded and financed by the 21 municipalities in the metropolis region Eindhoven, the
larger university and trade and industry (companies such as DAF and Philips). Brainport Foundation, in its
turn, owns Brainport Development, which is the operative organization responsible for implementing the
strategy and the guidelines Brainport Foundation decides on.
Brainport Development is responsible for talent attraction, promoting investment and exports, innovation and
regional development.
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Brainport Development’s different initiatives toward international labour emanate from the partnership Brainport Talent Centre (BTC). BTC is a co-operation between Brainport Development and 28 member companies
and was formed in 2014 but grew from a co-operation that already began in 2008.
One important aspect where funding and the organization are concerned is to understand how the cooperation surrounding the “talent issue” has developed over time in the Eindhoven region. Three phases can
be discerned:
1. Phase 1 – public financed pilot phase between 2007 and 2011. During this period all funding came
from a combination of public bodies on a national, regional and local level. During this period it was
generally easier to obtain funding from a public direction. Companies who wanted to participate in cooperation contributed with funding in the form of hours and paid in order to participate in certain activities. One example is that if you went to an international job fair together Brainport took care of the
common stand, but the company paid its participation and travel itself.
An important success factor here was to involve the company early on by partly asking them what
they want and partly through them contributing their own time in order to develop and carry out new
activities and solutions. By showing that the solutions then help to solve the company’s problem and
“show that the whole becomes larger than the parts” (”proof of concept”) faith is developed between
the company and the region, which paved the way for a discussion regarding funding of future activities. At the end of this phase the company was asked how they wanted to proceed and if they were
willing to pay for new activities, which paved the way for phase 2.
2. Phase 2 – trade and industry financed development phase between 2011-2013. During this period many of the activities from the pilot phase were developed or scaled up, solely with the aid of private financing. Companies were asked what they wanted to do and whether they were prepared to
pay for it. A model was decided upon where the company paid annually according to it size in the
number of employees in the Netherlands.
Here a partnership was built up surrounding approx. 30 company, all of which were involved in accordance with a two level structure with representatives both on:
a. highest strategic level (HR Director for the larger companies and MD’s for SME’s), persons
who became important ambassadors for the work and
b. a more operative level.
Brainport Development stresses here that it is important that the company knows that the work is also
their responsibility and realises how much work is required of them. Another important aspect is that
when they participate in the operative work, e.g. a trade fair, they report to the higher representative
about what use it gives to receive a continuous anchorage on the strategic level in the company.
3. Phase 3 – “focus phase” between 2014-2017. Since 2014 the concept Brainport Talent Centre has
been worked with and a model that builds on mixed financing: a regional organization for municipalities in the region and the provincial administration contribute with public financing and the company
pays yearly, but has signed a 3 year contract, a sum that is determined according to size. 28 companies participate where the smallest pays €1,000 and the largest €75,000. The total annual budget is
between €1-1.5 million.
In this phase much of the work has been focus on a couple of prioritised initiative areas that the
member companies demand. The sector focus has also been tightened to be about competencies
within high technology and IT.
Steering is comprised of a steering committee where six of the 28 companies are represented.
There is also a tight, not yet formalised, dialogue with the deputy mayor responsible for trade and industry and the labour market in the most important municipalities in the region.
Example of interesting activities and services
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Branding and marketing
The name Brainport shall signal the region’s high technological profile in relation to investors and talents internationally and within the country. Brainport Development utilises the expression ABC in an international
context in order to clarify its position as one of the three major, more meaningful metropolis regions in the
Netherlands, where “A” stands for Airport (Schipol in Amsterdam), “B” for Brainport and “C” for C-port (Seaport, Rotterdam).
When the financial crisis struck with full force in 2008, Brainport was, with its good prerequisites for innovation
and entrepreneurship, well positioned to meet the new challenges, something that was observed by the
Dutch government who began emphasizing the regions significance more clearly.
Thus, the region succeeded in achieving what they call official status at the country’s finance department as
one of the three most important corner stones in the Dutch economy, at the side of the two other “mainport
regions” Amsterdam and Rotterdam, something that all chances are taken to point out. You can also express
it as a trademark concept that was created “bottom-up” now also received a legitimacy “top-down” from the
government.
Brainport also tries to with strength position itself as one of the leading knowledge and innovation regions in
Europe. The region was designated as the most intelligent region in the world 2011 (Intelligent Community of
the Year 2011) by Intelligent Community Forum (ICF), which is something that is communicated with emphasis by Brainport Development.
Brainport Development recently made a familiarity survey and received the result that they have a 10% familiarity in their target group globally, which must be regarded as high because it is a completely “created”
trademark.
Where marketing is concerned this is the region’s prime branch. Some initiatives that can be mentioned are:
Brainport Talent Box – employers share CV’s
Brainport Talent Box (BTB) functions both as a marketing instrument and an information portal. BTB is based
on employers in the region sharing CV’s with each other in a “talent pool”. When an employer tries to recruit
they often receive many applications for a vacant position and can then offer all who do not get the job the
opportunity to register themselves in a database via Talent Box in order to receive offers from other similar
employers. The most recent addition to this work is that employers can offer a group of persons or occupational categories that are found in the database interesting “content”, e.g. webinars with a focus on a topic
that is occupationally interesting to the target group. Through this added value is created for the target group
and the company is given a chance to both build its employer trademark and receive input from a group of
experts outside of the company.
Global talent networking
Is about building relations with talent intensive environments around the world, e.g. universities, in order to be
able to attract the labour the companies in the region need. Among the prioritised markets are Taiwan, Turkey and Mexico, countries with a young and well-educated population. The also have a strategic co-operation
with the Basque region in Spain in order to promote the mobility of young labour between the regions.
Participation at job fairs
Here they work according to the concept “expert to expert” If you go to a specific trade fair within e.g. a technical field, you try to take with you persons from this field, who speak the same language as those you want
to attract.
One-stop shop for co-ordinated welcome
Beyond the comprehensive attraction initiatives, many initiatives are also made to receive and integrate the
international talents. Here there is e.g. Holland Expat Centre South, which is one of several welcome desks in
the Netherlands that offers the international qualified labour a co-ordinated welcome and initiatives to pro-

Tendensor International AB | Stockholm | Helsinki | Øresund | Tallinn | www.tendensor.com

34

mote social well-being. It offers help with, among others, information and guidance surrounding taxes, immigration, housing, social events, etc.

Case Aarhus
The Aarhus region in brief
Aarhus is Denmark’s second largest city with a population of 315,000 inhabitants. The Middle Jutland Region
has roughly 1.2 million inhabitants. Aarhus is a large university town and has many head offices for large,
international companies.
Aarhus is included in several national co-operations together with Copenhagen and the Southern Jutland
Region, among these, Talent Attraction Denmark, which markets Denmark and three of the country’s five
regions internationally.
One major challenge in the region’s work with attracting and receiving international labour centres around the
opportunities to find a job for partners. Interview persons in Aarhus mention e.g. Cambridge in the U.K. where
there is a programme that in principle guarantees work for the partner, which is difficult to compete with.
Another prioritised issue concerns international students opportunities to stay in the region after they have
completed their education. Here the situation is much like that in West Sweden: A survey showed that 84% of
students wanted to stay but perceive it as being difficult to find a job. A concrete solution has been about
supplying more Danish courses to students. Other challenges concerns access to housing, especially for the
younger target group, because rents are high and it is also the custom in Denmark to pay three months’ rent
in advance and also three months’ deposit.
Strategy, organization and funding
Has built up and financed long-term solutions such as e.g. in the International Community, which has been
active since 2008 and the International Citizen Service, which was started in 2011.
This co-operation emanates from the area within Business Region Aarhus, which represents Aarhus municipality and 10 other municipalities.
International Community
International Community (IC) that was founded in 2008 as an answer to Business Aarhus members needs
(Business Aarhus resembles a chamber of commerce). The financial crisis still had not struck out fully and
many companies needed to recruit from abroad. Many came to Aarhus but many stayed for a short time and
companies in the region wanted to see larger initiatives in order to above all retain the international labour.
The companies encouraged Business Aarhus to begin working with the issue.
Business Aarhus is an independent trade and industry organization with approx. 500 member companies and
receives no public funding. It believes itself that independence is an important factor for what measures have
been able to be launched and it is also easier to invite in different players in order to discuss solutions with
the International Community as a more independent platform outside of e.g. the municipality’s organization.
The services are often completely free for Business Aarhus members. If a company who is not a member
wants to use a service then they are encouraged to become members. From 2009-June 2015 there has been
ESF funding in order to scale up and complete certain activities. There are four persons who work full time
with the issue and also a couple student colleagues and interns. It is likely that this will gear down to three
persons after the ESF funds end in June 2015.
A great focus lies on improving the conditions for partners and to give the international labour a social connection. Examples of activities are described more in-depth below.
International Citizen Service
International Citizen Service (ICS) is a one-stop shop solution that gathers different authority functions (e.g.
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tax, immigration/work permits, Aarhus citizen service and job centre). It is one of five nodes in Denmark and
was, when it opened in 2011, the first solution of its kind in Denmark.
In the ICS building each authority pays its rent and the building is owned by a private landlord. Has had EU
funding in two phases in order to concept develop surrounding its services. Where long-term funding of ongoing initiatives is concerned, each municipality pays according to size or according to how many, for example,
welcome packets (read more about the activity below) they order.
Example of interesting activities and services
International Community
1. Partner’s employment and well-being
As stated, a great focus lies on improving the conditions for partners and to give the international labour a
social connection.
Where partners are concerned, focus lies both on job and social health. The arrange job seeker courses,
offer career advice and try to match partners with the needs of employers in the region.
A concrete tip from Aarhus, both where it concerns jobs for partners and also for international students is to
closely co-operate with companies. There is great potential to encourage the group of more “mature” small
and medium sized companies to employ international competence. CV courses and other support to partners
leads nowhere if the company is not ready to employ international labour.
2. Social events and networks
Works intensively with both organising and making social events available to the target group. A special focus
lies on meeting places where the target group can meet Danes. Recently a specific network was started for
those who have moved back to the region after a period abroad, which is called Repat in Denmark.
International Community has also had a co-ordinating role for different networks and groups, which has led to
many event planners continuously having a dialogue with each other so that they don’t plan different events
on the same day and in order to help market the different events.
3. Practical information in all phases
Has detailed information on its website about things you should think about and do prior to arrival, upon arrival, for longer stays and when you leave the region and the country.
Also organises information seminars for the target group on topics that surround how the banking system or
the rental market works.
International Citizen Service
Focus at the International Citizen Service i Aarhus lies on creating a “warm welcome” and they work according to the motto “Do it the ICS way – no bureaucracy, only service”.
ICS activities are divided into three areas:
1. ”Help with Paperwork”, such as
a. Residence permits for non-EU citizens
b. Registration for EU citizens
c. Tax card
d. Healthcare
e. Driving licence
2. ”Personal Guidance” surrounding e.g.
a. Seeking a job in Denmark
b. Finding a job for partner
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c. Free language courses
d. The tax system
3. ”Useful Information”, e.g. about
a. Work in Denmark
b. Information surrounding fully qualified occupations
c. Find housing
d. School, education and child care
ICS also works with competence and capacity raising measures: One such example concerns language
courses for the personnel in the region’s municipalities who have contact with the international target group.
Employees at ICS state that the solution has really made the welcome for international labour much better
and that they continuously have high figures in satisfaction surveys. Among the challenges with starting a
“one-stop shop” are primarily initial difficulties with integrating IT systems, in addition to getting authorities
with different organizational cultures to co-operate.
Other examples of activities
Trade and industry supports the international school
In Aarhus, close co-operation and co-funding from trade and industry has meant that the international school
has been able to grow and expand to new premises.
Learn more: http://www.businessaarhus.dk/da/NewsList/2015/2-kvartal/Aarhus-styrker-sin-internationaleskole.aspx

Case Lyon
Lyon is France’s second largest city region with 2.2 million inhabitants in the metropolitan area. The city is
generally regarded as attractive for investments and trade and industry; Lyon has ranked as the most company friendly city in France and as top 15 in the world for foreign direct investments (FDI).
There are five organised cluster initiatives in the region: Life science (vaccines and diagnostics), transport
and urban systems, technical textiles, chemistry/environmental engineering and digital animation. The city
has four larger universities, at the side of a number of specialised seats of learning.
Lyon has been particularly successful where it concerns creating long-term, broad partnerships for a powerful
and co-ordinated marketing of the region. The region’s partnership for this, ONLYLYON, is pointed out in
many circles as being one of the foremost examples of co-ordinated and powerful place marketing in Europe.
Strategy, organization and funding
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ONLYLYON
The base for the region’s marketing toward the international target group is the partnership ONLYLYON. The
goal of the initiative is to promote a unique position for the region and to attract qualified labour, tourists and
companies.
8

ONLYLYON was founded in 2007 by a broad partnership of 13 organizations from the city and the surrounding region, with Aderly (Lyon Area Economic Development Agency) as the co-ordinating player. The partnership is also comprised of approx. 60 active members (companies and other regional organizations). The organization points out itself that its steering model is a strong contributory factor behind its success: the model
provides stability and strength to launch initiatives with broad support among all relevant public and private
players in the region.
Figure 8 illustrates how the management is built-up in practice. “The President’s meeting” gathers
MD’/general directors for the 13 founder organizations every other year in order to work out the strategic direction. The steering group meets four times per year to decide on strategic activities that are then transformed into operative initiatives by the board (Board of Directors) and the organization’s operative secretariat,
which is comprised of seven people.
Figure 8: ONLYLYON’s management

ONLYLYON’s budget was 600,000 EUR for the first year and has now risen to 1.5 MEUR.
Lyon à la carte
Where it concerns aspects surrounding long-term comfort and well-being and social and occupational integration no more comprehensive initiatives have been identified from the public authorities or employers in the
region. There is, however, a non-profit organization, Lyon à la carte, who carried out different initiatives. The
basis for the work is volunteer initiatives where expats themselves are active, with certain financial support
8

Airports of Lyon, Lyon Chamber of Commerce and Industry (CCI Lyon), CGPME Rhône Employers’ Association,

Rhone Chamber of Skilled Trades, Lyon Convention Center, Rhone County, Eurexpo (Lyon city exhibition and
convention centre), Greater Lyon (an investment promotion and economic development body encompassing the greater
Lyon region’s 59 communes), Lyon Tourism and Convention Center, Medef Lyon-Rhône Employers’ Association, University of Lyon and City of Lyon.
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from ONLYLYON, Air France, Starbucks, Région Rhône-Alpes and other sponsors.
The goal is to create solidarity between the place Lyon and expats that are new and already residing in the
region. Focus lies on both connections to the labour market and social initiatives with activities that are
grouped under three main areas:




career and entrepreneurship,
leisure and culture and
art and gastronomy.

The organization’s work is organised on three levels: a core group of 5 persons leads the work, a group of
approx. 15 persons project manage the realisation and a third group is comprised of volunteers who participate in arranging the larger events. The target group is expats between 35-55 years, but students also participate in the work. Many volunteers are Frenchmen who have returned after a period abroad.
Example of interesting activities and services
One Voice marketing
ONLYLYON is a common marketing term that is used toward four target groups: visitors, immigrants/labour,
students and companies/investors. As an illustration ONLYLYON’s website has four entrances: ”Visit Lyon”,
”Live in Lyon”, ”Study in Lyon” and ”Set up my business in Lyon”.
Ambassador network
One of the most central tools for building Lyon’s trademark is ONLYLYON Ambassadors - an ambassador
network which, at the time of writing, has 19,000 members, both living in the city and persons who have previously lived in the city. It is an open network where actually anyone at all who has a connection to the city
and wants to contribute to its development can become a member. A map on ONLYLYON’s website shows
that the network d.g. has more than 500 members on the west coast of the USA, 300 in Benelux and almost
300 in Shanghai.
Ambassadors are supplied with information and marketing material about the city, receive exclusive information about what is happening there and a possibility to themselves interact with others in the network. Since
2013 the component “1 Ambassador - 1 Action” has been included, which is a way of individualising the
communication with each member and in this way capture up interesting initiatives that can help to build the
city’s trademark and spread this to a broader target group. Since 2015, two sub-networks have also been
included in the programme: one for international students in co-operation with the city’s university and an
international lobbying network in order to be able to mobilise decision makers in important decisions that concern the city.

Three type models for funding and organising
The four cases have it in common that they in all cases have developed permanent, regional platforms for
sector crossing co-operation in question. They represent three different type models where it concerns funding and organization of a regional platform. Figure 8 illustrates the three type models.
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Figure 9: Three type models for funding and organising regional partnerships

1. The Network model is represented here by Tampere, which is comprised of 7 organizations all who
contribute with work initiatives and where activities are mainly financed by the public authorities via a
regional development fund and to a certain extent the university. The regional chamber of commerce
contributes with time as one of the 7 organizations.
2. The Division of work model is illustrated by Aarhus, where two different regional platforms constitute the base in the work and have specialised themselves on different initiatives that supplement
each other; where the one is a public platform for reception and in certain integration (International
Citizen Centre, which is financed by the centre’s tenants and contributory municipalities in the region)
and the other a mainly trade and industry driven platform for integration and to a certain extent reception (International Community, which is financed via the trade organization’s ordinary budget). In both
cases EU funding has also been used in order to test new and scale up existing initiatives.
3. The Hybrid model is found primarily in Eindhoven, where the regional development company Brainport Development and 28 companies together have created a regional partnership and a common
budget for all initiatives. The company pays a one year membership whose level is determined according to their size and also contributes with time in different work groups and activities. The model
is to a certain extent characteristic of Lyon, where the platform ONLYLYON is financed by both public
regional organizations and companies in partnership. However, the public part of the funding is
greater in Lyon than in Eindhoven.
Naturally, all three models have benefits and disadvantages. The Network model represents a more flexible
way of working with the issue, but places great demands on co-ordination and management and that all participating organizations are committed and motivated to work with the issue. The Division of work model permits a specialisation that suits every organizations other focus and competencies, but also places great demands on a functioning co-ordination being built up between the two main responsible organizations. Otherwise there can be the risk of certain initiatives being duplicated or that certain initiative areas fall between the
cracks. The Hybrid model with its common budget enables powerful, focus initiatives, but can take a long time
to build up as it places great demands on a trustful co-operation between all parties involved.
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9. Interview subjects
Interviews interested parties and target group
Afrouz Behboudi, University of Skövde, Vice-rector/Responsible for internationalisation, telephone interview
31/3
Agneta Gerdner, HR and Communication Director, Akzo Nobel, phone interview April 20
Agyat Suri, master student (entrepreneurship within biomedicine) at the University of Gothenburg and entrepreneur from India, interview April 8
Anders Glemfelt, Trade and Industry Manager, Borås city, phone interview May 19
André Högevoll, Vice President Group HR & Communications at UniCarriers Europe, phone interview, May
11
Andrzej Brud, MD Chalmers Innovation, phone interview May 6
Anna Ohlson, Division manager HR, Chalmers, interview April 15
Annika Bergbom, Head of HR Generalist Teams, Ericsson, phone interview May 18
Ann Palmnäs, project manager Position Väst, phone interview April 10
Ann Sandén, Project manager, West Sweden Chamber of Commerce, interview May 28
Mats Bergh, MD, Johanneberg Science Park, phone interview June 9
Birgitta Claesson-Roll, SVP Compensation & Benefits, Volvo Group, phone interview May 4
Birgitta Söderberg, Director Group HR at SKF Group, interview April 17
Camilla Reis, Compensation & Benefits Specialist at Akzo Nobel, phone interview May 12
Carl-Fredrik Miles, Administrator internationalisation, University West, phone interview March 26
Catarina Krüger, HR Service Partner and IA expert Sweden, SKF, interview April 17
Caroline Badner, will move to Sweden from Hamburg in July 2015, interview April 8
Catherine Morton-Fincham, Marketing coordinator, West Sweden Chamber of Commerce, interview May 28
Cecilia Hillman, Project manager International Student Recruitment, Chalmers, interview April 15
Dick Eriksson, Trade and Industry Manager, Trollhättan Municipality, phone interview May 11
Elisabeth Björk, Site Manager Mölndal/Head of CVMD GMed, AstraZeneca, phone interview May 26
Emma Hawkins, Global Director Compensation & Benefits, Mölnlycke Healthcare, phone interview April 16
Eva Castro, Director, CMC, Global Regulatory Affairs, AstraZeneca, interview May 12
Göran Ågren, HR Director Nordic & Baltics at SCA Hygiene Products, phone interview April 17
Hanna Fager, Vice President Human Resources, Volvo Cars, phone invterview May 25
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Helen Andersson, International Mobillity, Ericsson, phone interview May 27
Jenny Rhodin, information assistant, University of Gothenburg, phone interview March 26
Johanna Flanke, HR Director Sverige, Volvo Group, phone interview April 27
Karin Hellqvist, section manager Welcome Services, University of Gothenburg, interview April 8
Karin Johansson, HR Specialist CEVT, phone interview April 24
Karl Neuman, Senior Recruiter, Ghost Games, phone interview May 6
Kim Bolton, Professor, University of Borås, phone interview May 20
Lien Nguyen, AstraZeneca, interview May 19
Maarten Kraan, Head of RIA iMed, AstraZeneca, phone interview May 8
Marcus Schindler, Head of CVMD iMed, AstraZeneca, May 26
Maria-Chiara Magnone, Sr Director, Head of Translational Sciences CVMD iMed, AstraZeneca, May 20
Marina Gireva, Establishment counsellor, Business Region Gothenburg, phone interview 13/5
Michael Zijp, HR strategist, Group Office, Region Västra Götaland, interview 13 April
Michiel Hoogendijk, General Manager, Surface Chemistry EMEIA, AkzoNobel, phone interview June 3
Niclas Jarhäll, VD, Mutual Benefits, interview April 8
Rafi Ahmad, Senior Research Scientist, AstraZeneca, interview May 19
Ronny Schützer, HR Global and HR Projects at GKN Aerospace Sweden AB, phone interview June 2
Sara Holmberg, Consultant Reward Specialist, AkzoNobel, phone interview May 12
Simon Berry, Associate Principal Scientist, AstraZeneca, interview May 12
Vladislav Orekhov, Professor, Nuclear Magnetic Resonance Centre at University of Gothenburg, interview
April 8
Åse Nyberg, Region Västra Götaland’s representative in Stockholm, interview 13/5
Interviews International benchmarking
Yvonne van Hest, Programme Director, International Labour Market Development, Brainport Development,
telephone interview 15/5
Marjukka Houranta, Talent Manager, Tredea – Tampere Regional Economic Development Agency, phone
interview 15/4
Laura Lindeman, Talent Attraction Manager, Tredea – Tampere Regional Economic Development Agency,
phone interview 8/4
Tiny Maerschalk, Head of International Community Aarhus, phone interview 29/4
Lene Hartig Danielsen, Head of Aarhus Citizen Service, phone interview 13/5
Kristin Mangold, Networks Manager, ONLYLYON, e-mail correspondence during the beginning of June
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Appendix 1 – inventory of existing initiatives
Pre-arrival

Arrival

Stay/thrive

Work in Sweden
(work.sweden.se)

Business Region Göteborg's "Get Local"–
guide

Expat day: Expat families are invited in to a
get-together arranged by Business Region
Göteborg (BRG) that often surround Swedish
traditions, such as celebrating Lucia. Arranged
twice per year, one time before Christmas and
one time before the summer.

Study in Sweden
(https://studyinsweden.s
e)

Study and live in Gothenburg/Boplats
Göteborg – portal with information about
and links to different types of housing,
information about public transport and
testimony from international students.

Partner seminar: During 2015, BRG arranged
a seminar with a focus on how partners can
seek jobs.

EURAXESS Sweden –
portal for researchers
who want to work in
Sweden
(http://www.euraxess.se)

Global mobility departments or relocation
companies: many larger employers have
their own global mobility departments
and/or hire relocation companies who
help with contact with the authorities,
contacts with schools/child care, information, first housing and certain social
events.

Meet-ups for guest researchers: The University
of Gothenburg organises a monthly international cafe or other social meet ups for guest
researchers and internationally recruited personnel and their families. They often thematically revolve around the current season such
as Easter or Lucia. Sometimes they also organise study visits and exhibitions such as at
the city museum.

Study in Gothenburg
(www.goteborg.com/en/s
tudent/) – “landing page”
that links further to the
university, Facebook
groups, Boplats Göteborg, etc.

Welcome Services at University of Gothenburg: helps with housing, information,
etc.

Meet-ups via non-profit associations: E.g.
IWCG International Women’s Club of Gothenburg arranges a number of meet-ups every
month. Has approx. 120 active members from
more than 30 countries.
(http://www.iwcgothenburg.com). Another
example is the American Women’s Club of
Gothenburg (http://awcgothenburg.com), British Club in Gothenburg
(http://www.britishclub.se) and Anglo-Swedish
Society of Gothenburg
(http://www.angloswedish.se)

City of Gothenburg portal
(international.goteborg.se)

Go:Science: an annual welcome gettogether for international researchers and
their families. Included in this are e.g.
guided walk arounds, inspirational lectures and welcome greetings. The event
is often organised in the spring and is a
co-operation between the Trade and
Industry Group at Gothenburg & Co.,
Chalmers and University of Gothenburg.

Groups in social media: “Expats in Gothenburg” on Facebook, which organises social
events, among others.

Guides/handbooks: most seats of learning have some type of collected information about e.g. contacts with the authorities and/or the city. Example: University
of Borås Handbook for international students at the niversity of Bor s

InterNations: Information surrounding arrival
and different social events.
(http://www.internations.org/gothenburgexpats)
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go:Study map – information about Gothenburg as a student city for new students.

Career network in social media: For example
Professional Women’s Group Gothenburg, a
Facebook-group with the purpose of promoting
career development. Approximately 1,300
members. Open primarily to those who reside
in the region, not for those who haven’t moved
yet.

Göteborg & Co’s Welcome Programme
http://pages.goteborg.com/student/welco
me-programme/
Welcome programme: Most seats of
learning in the region, or their student’s
union, arrange some type of welcome or
introduction programme. Example: International Student Welcome Programme:
(http://utbildning.gu.se/education/incomin
g-student/welcomeprogramme) CIRC at
Chalmers arranges a corresponding
programme.
”Buddy-program”: Example: At University
of Gothenburg several faculties have
sponsor programmes that the student
associations are responsible for, where a
contact person, Student Buddy, is available before, during but also after arrival.
Meets up already at the airport.
(http://utbildning.gu.se/education/incomin
g-student/student-buddies)

Tendensor International AB | Stockholm | Helsinki | Øresund | Tallinn | www.tendensor.com

44

