RED Project - Methodology
Internationalisation – definition

Of all small and medium sized enterprises (0-250 employees) in the European Union only 1/5 have exports and only 3 % have subsidiaries, branches or joint ventures abroad, although they are already exposed to strong international competition even within their own markets. However studies show that pro-active internationalisation reinforces growth, enhances competitiveness and supports the long term sustainability of companies. That’s why all European countries have developed a number of support programmes, most of them promoting exports.
But internationalisation is not only exporting. Internationalisation today is much broader and includes imports, cross border cooperation, participation in networks, search for competitive inputs or new technologies as well as living up to common standards and legislation.

Internationalisation policies in Sweden

Sweden has a number of support programmes and different organisations to encourage the companies to be more international. Many organisations also participate in EU programmes to help companies enter into international business.

· The largest support organisation is the Swedish Trade Council with regional representation in Sweden and over 40 offices abroad to assist Swedish companies on the different markets all over the world. They make market research, company visits and search for agents and distributors against payment.
· The Chamber of Commerce in Sweden is not a compulsory organisation but a member organisation and they organise a number of activities for companies within the field of internationalisation. The network of Chambers all around the world is to great help in these activities.
· ALMI is the development agency in Sweden working with financing (i.e. special loans for export as well as export guarantees) and business development. Most of the activities are mending to make the small companies more competitive and profitable and to prepare them for international business.

· Financial institutions like EKN (Exportkreditnämnden) and SwedFund work with special funding in connection to international business.   
· The European Commission has established a network with more than 300 offices all over Europe. This network support the SMEs with information on EU-related questions, activities like match making and business cooperation databases to help small companies get new business contacts as well as technical cooperation, export or import of technical innovations.
Most of the existing EU-programmes conditions cooperation between companies from different countries, for example the 7th Framework programme for research and development.
Internationalisation policies in Kaliningrad

……………. (The Kaliningrad partners have to fill in this part)
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Of vital importance:


· Preparation before each step 

· Follow up after each activity
This transforms the business to an ongoing learning process
Methodology used in the RED-project
Step 1

Bilateral meetings were held between all partners at the kick-off in Karlskrona.

The project partners got to know each other and talked about how the company visits could be carried out as well as laying out a time schedule.

Step 2

A seminar was held in Sweden with companies that already had experiences on doing business with Kaliningrad as well as information from the Swedish Trade Commission about the Russian market.

Step 3 

Mail contacts between the partners on different methodologies.

The simplest methodology was mail questions about companies within a special sector. This was a kind of basic service offered between the project partners.

To give more advanced service and prepare for the company visits we decided on using a common document to describe companies interested in making business between Kaliningrad and Sweden - a company profile.

This company profile contained information about the company, its services/products, its wishes and its demands on partners.
We did send the company profiles to each other as soon as we had found an interested company. This procedure gave the project-partners time to investigate and find suitable companies to visit.
Step 4
The Swedish project partners first went to Kaliningrad to visit the interested Russian companies before they brought the Swedish companies there. We wrote a deeper and more advanced company profile on each Russian company’s offers and requests. That report became the basis of recruiting Swedish companies to make company visits in Kaliningrad.

Step 5

How did we find interested Swedish companies? 

-We studied the company profiles from interested Kaliningrad companies and made special contacts to matching Swedish companies and offered them assistance.
-We printed a brochure in Swedish marketing the reasons to make business in Kaliningrad and distributed it to about 300 companies all over south Sweden. 

-We phoned about 25 companies who’s business was of the character that they aught to be especially interested – wood components, construction companies, special machinery, textile importers etc.

-We asked the companies that already make business in Kaliningrad to help us.

Step 6
A meeting was held before the visit to prepare the Swedish companies and inform them about the market they were going to visit. Company presentations and documentations were prepared.
Step 7
Three trips have been made with in total XX companies from Sweden to Kaliningrad. At least one project partner accompanied the companies. Each trip included tree days. Amoko and the Business Club took an active part.
Step 8
A follow up meeting or telephone call has been made from the Swedish project partner to each company within two weeks from the activity. Six months after the company visit we will follow up the result for each company again.

The Kaliningrad partners have to fill in their methodology also…..
Conclusions and recommendations

The two markets – Sweden and Kaliningrad - have a different degree of development. The Swedish companies required more information on the business environment and the society before they visited potential cooperation partners. The Swedish companies preferably wanted to sell or produce products in Russia. The project was carried out in an economic boom which makes Swedish companies less interested in new markets. Beside that Kaliningrad is a market that Swedish companies do not know very well and consider as difficult. The Swedish companies wanted to feel more secure before going for a visit. 
These circumstances affected the methodology.
The recommendations for the future is to work on preparations and make the companies that already succeeded in doing business visible – they will be the best ambassadors for future business between our two countries.

The network of official partners on the Russian side - AMOKO and the Business Club – has also been of great importance.

