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Abstract: In the Helsinki-Uusimaa region of Finland, 2012 was the theme year of 
entrepreneurship, with the central aim of promoting entrepreneurship among young 
people. Throughout the year about 80 different events took place. The present study 
analysed the impact of the theme year and its activities. The study will examine the 
changes in the attitudes and perceptions towards entrepreneurship amongst young 
people. The first sample (N = 873) was collected in early 2012 and the second sam-
ple (N = 725) in early 2013. The results indicate the challenging nature of trying 
to influence attitudes towards entrepreneurship and perceptions of entrepreneur-
ship. According to the results the perception of entrepreneurship changed slightly 
during the theme year, but only amongst upper secondary school students. Simi-
larly a small change was observed in the relationship between the perception and 
appreciation of entrepreneurship. In addition the study shows how challenging it is 
to evaluate the impact of promotional activity at the regional level.

Keywords: entrepreneurship, entrepreneurship attitude, entrepreneurship educa-
tion, perception of entrepreneurship.
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Introduction

In Finland and also elsewhere in Europe, the importance of entrepreneur-
ship has been highlighted in many recent resolutions [e.g. Small Business 
Act 2008; Entrepreneurship 2020 Action Plan 2012]. Also the promotion of 
entrepreneurship and entrepreneurship education has a significant role 
in society. Since the early 1980s there has been considerable research activ-
ity in the field of entrepreneurship education [Kuratko 2005]. Furthermore 
there is need for reliable research data on the influence of entrepreneurship 
education and various different types of activity promoting entrepreneur-
ship.

This study focuses on the promotion of entrepreneurship in the Hel-
sinki-Uusimaa region in Finland. In particular it is examined the Youth 
entrepreneurship theme year held in Helsinki-Uusimaa in 2012. The Com-
mittee of the Regions of the European Union named Uusimaa as one of the 
European Entrepreneurial Regions (EER) for 2012 which was the starting 
point for the theme year. To answer and meet to these objectives Promot-
ing Young Entrepreneurship in Helsinki-Uusimaa Region – EER 2012 project 
was created.

We analyse the impact of theme year´s activities from the perspective 
of attitudes and perceptions. In particular we will ask: How have young 
people´s attitudes towards entrepreneurship and perceptions of entrepre-
neurship changed during the EER 2012 theme year? As material we use 
two survey data which were collected from the secondary schools around 
Helsinki-Uusimaa region (N1 = 873 and N2 = 725).

Entrepreneurship attitudes and perceptions have been studied exten-
sively. According to several studies, the attitude approach has been prov-
en viable especially for explaining entrepreneurial intentions and behav-
iour [e.g., Liñán 2008; Liñán and Chen 2009; Goether et al. 2012; Moriano 
et al. 2012; Walker, Jeger and Kopecki 2013; Rantanen, Pawlak and Toikko 
2015). Likewise it has also been used in the evaluation of entrepreneurship 
education programmes [e.g. Fayolle and Gailly 2004; Fayolle, Gailly and 
Lassas-Clere 2006; Weaver et al. 2012; Moreno and Wach 2014]. On the 
contrary the attitude approach has been applied less to evaluation of re-
gional entrepreneurship projects and regional development activities.

In this article we first describe Helsinki-Uusimaa as a region and con-
text for business activities and analyse Finnish social perceptions of en-
trepreneurship based on previous studies. Second, we describe the Youth 
entrepreneurship theme year, its objectives and activities. Then we evaluate 
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the impact of activities on young people´s attitudes and perceptions using 
the survey data. Finally, we consider issues relating to the promotion of 
regional entrepreneurship and its effectiveness in general.

1. Helsinki-Uusimaa as a region and a context for business 
activities

The Helsinki-Uusimaa region is situated in northern Europe on the south 
coast of Finland. It consists of 26 municipalities and has around 1.6 mil-
lion inhabitants, which is more than a quarter of the country’s total popula-
tion (Central Statistical Office of Finland). It is a leading region in Finland 
from the perspective of business, innovation, development and concentra-
tion of knowledge. Uusimaa’s economic structure is dominated by servic-
es. According to the 2012 Entrepreneurship Review [Ministry of Employ-
ment and the Economy 2012, p. 152], Uusimaa accounts for 48.4% of the 
whole country’s revenue.

In 2012 the development of GDP was negative in Finland (Central 
Statistical Office of Finland). Even though Finland’s economic status was 
strong compared to many other Euro States it was also one of the most 
vulnerable states due to a strong dependence on exporting [Ministry of Fi-
nance 2012, p. 12]. The amount of new enterprises decreased and closures 
increased in Helsinki region in 2012 [Helsingin seudun yritysraportti 2013, 
p. 91; Central Statistical Office of Finland].

The Helsinki-Uusimaa Regional Programme in 2011 included a vi-
sion and strategy for promoting entrepreneurship amongst young people 
and finding new ways to influence the entrepreneurial spirit. The new Hel-
sinki-Uusimaa Regional Programme [2014] emphasizes that the Helsinki-
Uusimaa region needs renewal, new young entrepreneurs, immigrants as 
potential new entrepreneurs, more start-ups and companies driven towards 
export. The structural change in the global economy reflects strongly on the 
Helsinki-Uusimaa region which means that the businesses are also under-
going a continuous structural change. According to the programme it is 
crucial to nurture and activate a flourishing entrepreneurial culture and 
an atmosphere amongst young people, but also in society, that is conducive 
to entrepreneurship.



10	 Teemu Rantanen, Eeva Järveläinen	

2. Attitudes and perceptions of entrepreneurship in Finland 
and in Finnish entrepreneurship discourse

The concept of attitude is multi-dimensional and can be defined in differ-
ent ways [Eagly and Chaiken 1993]. It can be understood as a property 
or trait of the individual as well as a constructive concept [DeRosa 1993]. 
Typically attitude is understood as a value judgment of a given target [Eagly 
and Chaiken 1993]. Attitude theory has traditionally made a distinction be-
tween the target and the topic of attitude. A certain topic, for instance entre-
preneurship, may be subject to different interpretations in a young person’s 
mind and thus their interpretations or perceptions of the topic also have 
an influence on their valuations. Therefore young people’s attitudes towards 
entrepreneurship are closely linked with their perceptions of entrepreneur-
ship. Some studies have also examined attitudes towards entrepreneurship 
as a part of an analysis of entrepreneurship perceptions [e.g. Davey, Plewa, 
and Struwig 2011).

In terms of attitudes and perceptions of entrepreneurship Finnish 
thinking includes some unique characteristics. First of all, the valuation of 
entrepreneurship is at a very high level in Finland and there is a high de-
gree of consensus on the importance of the enterprises, promotion of en-
trepreneurship and entrepreneurship education. According to the Global 
Entrepreneurship Monitor (GEM) the status accorded to successful entre-
preneurs was seen as the highest in European Union [Amorós and Bosma 
2014, p. 27].

On the other hand Finnish entrepreneurship discourse has also pre-
sented a critical point of view. Nevanperä [2003, 143–144] has made a dis-
tinction between two kinds of criticism, enterprise criticality (critical at-
titude towards the social importance of SMEs) and the understanding that 
entrepreneurs are selfish. Also the new Finnish entrepreneurship educa-
tion studies show that it is justified to examine both the positive and the 
critical attitude towards entrepreneurship. The recent critical discussion of 
entrepreneurship is associated particularly with criticism of neo-liberal-
ism and consumption-centred thinking [Räty, Komulainen, and Korho-
nen 2010].

Finnish studies have highlighted different kinds of personal features of 
entrepreneurs, such as innovation, creativity, and self-confidence. In partic-
ular several Finnish studies have brought to the fore an image of the entre-
preneur as a ‘persevering, hard worker’. This kind of perception emphasizes 
the diligence of entrepreneurs and a plentiful amount of work. This means 
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that entrepreneurs like working hard [Home 2007, p. 428], they have to 
work extended hours and cannot afford to take vacations [Hyytiäinen and 
Pajarinen 2005, pp. 156–157].

Also the significance of social skills and networking has been recently 
emphasized in Finnish entrepreneurship discussion [e.g. Äyväri 2006]. 
For example, Kivelä´s [2002, p. 81] study showed that diligence and per-
severance are the adjectives that reflect best the entrepreneur respon-
dents´ opinion in Finland, but on the other hand, 91% percent agree with 
view that “get along with other people” describes very well or fairly well the 
typical entrepreneur. Mention is also made of the relationistic image of en-
trepreneurship [Vesala 1996; Vesala and Peura 2007; Tonttila 2010] which 
highlights networking, close client relationships and interest in group 
cooperation. The relationistic image of entrepreneurship is a combina-
tion of internal and external control [cf. Rotter 1966; Wong and Sproule 
1984]: an entrepreneur expects his success to depend both on himself 
and others.

In a number of previous entrepreneurial attitude and intention studies, 
the importance of social relationships has been examined using the concept 
of social capital [Liñán and Santos 2007; Chuluunbaatar, Ottavia and Kung 
2011; Goether et al. 2012]. However this study focuses on young people’s 
perceptions instead of their own social networks. The effectiveness of the 
theme year will be examined particularly from the perspective of the rela-
tionistic entrepreneurship image, as well as positive and critical entrepre-
neurship attitudes.

3. The “Young Entrepreneurship” theme year in Helsinki-
-Uusimaa

The main focus of the Helsinki-Uusimaa theme year was the promotion of 
young entrepreneurship. The aim was to boost interest in entrepreneur-
ship, promote entrepreneurial activity, creativity and spirit, develop busi-
ness know-how and create new networks and raise awareness of business 
and innovation activity in Uusimaa [EER Project Plan 2011–2013]. The aim 
of the theme year was to impact on young people’s attitudes towards en-
trepreneurship and to change their perceptions concerning entrepreneurial 
activities. During the theme year the goal was to create an enthusiastic at-
mosphere and present entrepreneurship as a creative activity and an op-
portunity.
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The idea of creativity as a starting point for regional development and 
entrepreneurship is not unique. Florida´s [2003] concept of creative class 
refers to diversity and creativity as basic drivers of innovation and regional 
and national growth. This means that communities are undergoing more 
sweeping transformation, social capital has emerged in cities and com-
munities and furthermore these innovative and creative firms are seen as 
sources of regional and national growth. Calonius [2004, pp. 23–24] argues 
that a policy of technology and design is crucial to the growth of creative 
society, even though heated discussions between these sectors occur. Hi-
manen [2004; 2012], highlights creative economy where the Finnish welfare 
state is combined with competitiveness. The structures of the economy and 
an unprejudiced attitude need re-evaluating in searching for new solutions.

The EER-project contained a large number of participative entrepre-
neurship theme year events, creative programmes and inter-network coop-
eration. During the theme year almost 80 events were organized in the Hel-
sinki-Uusimaa region. The range was from functions and conferences with 
several hundred participants to smaller networking events. The events were 
aimed at different target groups, such as political decision-makers, busi-
ness people, students and organizers of entrepreneurship education. The 
events fostered closer cooperation, inspired dialogue and boosted the inter-
nationalization between the education and business sectors, students and 
entrepreneurs. Entrepreneurs and students met at various entrepreneurship 
events, seminars at large expo-style events.

The main target groups of the theme year were young people of second-
ary-level and university students, as well as young entrepreneurs from the 
creative field. Over the year these events were organized in a number of 
schools in Uusimaa area. The events tried to engender optimistic attitudes 
towards entrepreneurship and created an inspiring and positive atmo-
sphere. Their core message was that entrepreneurship is a career option and 
it can also be a path to success. The starting point for the events was about 
building stronger self-awareness as well as increasing entrepreneurial activ-
ity and spirit. The events encouraged students to work hard in pursuing 
their dreams in the future.

Support also came in the form of complementary interactive online 
services (Twitter, Facebook, Youtube, blogs, Flickr) and participants took 
part in group work on entrepreneurship topics. The event provided on-
line teaching materials, which included entrepreneurs’ backgrounds and 
experiences of entrepreneurship and concrete tools for innovation, creating 
a business plan and establishing a business.
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4. Research design, questions and hypotheses

In some previous studies the attitude approach has been used in the evalu-
ation of entrepreneurship education programmes. For example Weaver et 
al. [2012] have shown that a five-week intensive entrepreneurship pro-
gramme can have an influence on entrepreneurial attitude. In turn the 
impact study of a three-day entrepreneurship programme by Fayolle et 
al. [2006] showed no effect on attitudes. The focus of this study relates to 
the effectiveness of a regional development project, not a single entrepre-
neurship education programme. The study examines the changes at region-
al level rather than individual-level changes. It asked: How have attitudes 
towards entrepreneurship and the perceptions of entrepreneurship of stu-
dents in secondary school changed during the EER theme year? This ques-
tion is formulated with the following hypotheses:

H1: �The entrepreneurship attitudes of students are more positive at the end 
of the EER theme year than they were previously.

H2: �The critical entrepreneurship attitude among students is less at the end 
of the EER theme year than they were previously.

H3: �Students´ perception of entrepreneurship changes during the EER 
theme year.

H4: �The relationships between students´ attitudes and their perceptions of 
entrepreneurship change during the EER theme year.

Contrary to the principles of experimental and quasi-experimental impact 
study, this study has not used a control group. The reason for this relates 
to the regional development perspective. It is very difficult to find a re-
gion that would be comparable with the Helsinki-Uusimaa region in cul-
tural, demographic and economic terms. Another difference is that the 
changes are examined at the level of the whole population, not at the level 
of the individual participants. Thus the respondents of the two surveys are 
not the same. Comparability of surveys is based on the fact that both sur-
veys are representative samples from the same population.

According to a realistic evaluation by [Pawson and Tilley 1997] exami-
nation of the impacts is not enough but it is necessary to also analyse the 
mechanisms affecting the study and the impact of context where activities 
take place. At the beginning of this article the context and activities of the 
project were described. However the survey data does not permit a system-
atic analysis of the impact of these.
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5. Sample and methods

Over the course of the research process two sets of survey data were col-
lected in six upper secondary schools and six vocational schools across 
a total of eight municipalities around the region of Uusimaa. Expectations 
were set in such a way that they would apply to the whole region. From 
the vocational schools cultural, economics, social and healthcare, technol-
ogy and transport departments participated. The respondents were second-
year students (mainly 17–18-year-olds). Data was collected by means of 
an electronic survey during class time. Due to practical reasons the survey 
was completed on paper in one school in 2012 and in two schools in 2013. 
The first set of survey data (N = 873) was collected in the period Janu-
ary – March 2012 and the second set of data (N = 725) was collected in the 
period January – March 2013.

Overall the representativeness of the both surveys was good from the 
perspective of a residential area, school (upper secondary school and vo-
cational school) and field of study and mother tongue (the proportion of 
Swedish-speaking). The response rate was 71.0% (upper secondary schools 
79.1%; vocational schools 63.7%) in the first survey and 46.0% (upper sec-
ondary schools 54.6%; vocational schools 37.3%) in the second survey. The 
poorer response rate in vocational schools was influenced by absences and 
student work placements. The lower response rate to the second survey 
amongst high schools was due to the fact that, for practical reasons, not all 
student groups were able to complete it, particularly in large upper second-
ary schools.

The first survey comprised 72 questions and the second survey 89 
questions The majority of them took the form of Likert-scale indications 
(1 = completely disagree,..., 5 = completely agree). When compiling the 
questionnaire previous, mainly Finnish, research studies were used as 
reference points [e.g., Vesala 1996; Nevanperä 2003; Hyytinen and Paja-
rinen 2005; Flash Eurobarometer 283 2009], but the previous criteria were 
not used. Before the survey was adopted it was tested on 19 university-
level students.

Analysis of the data was mostly carried out using simple statistical 
methods. The sum variables were set using factor analysis (generalized least 
squares and varimax with Kaiser normalization). The normality of distribu-
tions was checked using the Kolmogorov-Smirnov test and histograms. The 
differences between mean values were examined using the t-test. Relation-
ships between sum variables (hypothesis 4) were examined using Pearson’s 
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correlation coefficient and the difference between correlation coefficients 
was analysed using Fisher’s Z-test.

According to the Kolmogorov-Smirnov test distributions for all vari-
ables were not completely normal. However, because the distributions were 
nonetheless close to normal and the size of the data set was sufficient, the 
use of parametric methods is justified. Some general methodological is-
sues related to the use of Likert-type scales. It is clear that the Likert scale 
is, in the statistical mind, only ordinal. However a number of researchers 
[e.g. Norman 2010] have suggested that parametric methods can be utilized 
in the case of Likert scales as well.

The comparative analysis was first done using all the material. Changes 
in attitudes and perceptions were also examined separately amongst up-
per secondary school and vocational school students. At this point one 
school unit was removed from the first material in order to achieve bet-
ter comparability. The reason for this was that this unit was not included 
in the second sample.

6. Measures

Sum variables were formed based on the first survey using factor analy-
sis. The three factor model explains 43.2% of the total variation of the vari-
ables (cf. Table 1).

Table 1. Factor analysis. The four greatest loading items for each factor in the 
first survey

Specification
Fac-
tor 1 

20.4 %

Fac-
tor 2 

12.2 %

Fac-
tor 3 

10.7 %
Entrepreneurs are ideal citizens . .434 .
Succeeding as an entrepreneur requires perseverance .636 . .
An entrepreneur must get along with different kinds of 
people .670 . .

Many entrepreneurs are money-grabbing speculators . . .632
Entrepreneurs are typically hard-working and responsible . .395 .
Succeeding as an entrepreneur requires stress tolerance .710 . .
An entrepreneur must be able to convince others .647 . .
Succeeding as an entrepreneur requires selfishness . . .453
Entrepreneurs’ work is valuable for the entire society . .758 .
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Specification
Fac-
tor 1 

20.4 %

Fac-
tor 2 

12.2 %

Fac-
tor 3 

10.7 %
An entrepreneurs’ work is hard and laborious . . .
Succeeding as an entrepreneur depends not only on oneself 
but also on other people . . .

Entrepreneurs unscrupulously take advantage of other people . . .845
Entrepreneurs play a key role in the success of the society . .676 .
An entrepreneur must often work extremely long hours and 
cannot take vacations . . .

Small enterprises are a burden to society . . .404

First, the perception of entrepreneurship sum variable was formed from 
the four questions that loaded most highly on factor 1. It characteristical-
ly emphasizes perseverance and stress tolerance as well as interest group 
cooperation. Second, the (positive) entrepreneurship attitude variable was 
formed from the four questions that loaded most highly on factor 2. The 
questions concerned an entrepreneur’s ethics of hard work, responsibility 
and exemplarity. On the other hand, the questions deal with the societal 
significance of an entrepreneur’s work. The critical attitude variable was 
constructed on the basis of the questions that concerned the selfishness and 
unscrupulousness of entrepreneurs. Additionally, one question which re-
lates to the social importance of entrepreneurship was included in the vari-
able.

The reliabilities of the sum variables (cf. Table 2) were quite good (above 
0.7) except the critical attitude. Its reliability is 0.65 in both samples. The 
reason for this may be that the various aspects of a critical attitude dif-
fer from each other: It is one thing to call into question the social impor-
tance of businesses and another thing to criticize the entrepreneur’s person-
ality [Nevanperä 2003].

Table 2. Sum variables and their reliabilities (Cronbach’s alpha)

Sum variable Questions
2012 2013

N Alpha N Alpha
Entrepreneurship attitude 4 872 0.740 722 0.705
Critical attitude 4 872 0.652 722 0.649
Perception of entrepreneurship 4 872 0.788 722 0.821
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7. Results

At first we will look at the changes in young people’s attitudes towards en-
trepreneurship and perceptions during the theme year in the complete data. 
Table 3 shows that there were no significant changes in attitudes. Overall 
Finnish young people have a quite positive attitude towards entrepreneur-
ship. For example, 37.7% of respondents agreed with the statement entre-
preneurs are ideal citizens, (second sample) and 12.2% disagreed. On the 
other hand, critical attitudes can be seen. The c riticism i s specifically tar-
geted at entrepreneurs´ selfishness n ot s o m uch a t t he s ocial i mportance 
of entrepreneurship. After the theme year (second sample) 43.8% of the 
respondents agree with the statement Succeeding as an entrepreneur re-
quires selfishness and only 4.9% agree with the statement Small enterprises 
are a burden to the society.

Table 3. Changes in attitudes and perceptions of entrepreneurship during the 
theme year in the complete data

Sum variable
2012 2013 

t p
N Mean SD N Mean SD

Entrepreneurship at-
titude 872 3.60 0.65 722 3.61 0.63 0.31 .756

Critical attitude 872 2.76 0.71 722 2.77 0.70 0.28 .778
Perception of entrepre-
neurship 872 4.35 0.62 722 4.26 0.67 2.76 .006

Young people´s perceptions of entrepreneurship changed significantly 
during the EER theme year. At the beginning of the EER theme year young 
people supported unanimously the opinion that the entrepreneur must be 
persistent and get along with other people. Only a low percentage (4.0% 
and 2.5%) of respondents disagreed with this. Also, after the theme year, 
the results were similar but not as clear. The proportion of respondents who 
agree with statements decreased and the opinions of entrepreneurship be-
came more varied during the EER year. This is credible, because the subject 
of entrepreneurship was presented in a number of ways (cf. Table 4).

How the relationships between the attitudes and perceptions changed 
during the EER theme year is examined next. First, we can note that the 
correlation between entrepreneurship attitude and critical attitude is nega-
tive and significant, as would be expected. However it is quite low which 



18	 Teemu Rantanen, Eeva Järveläinen	

supports the assumption that the positive attitude and the critical attitude 
should be considered separately.

Table 4. Questions concerning the perception of entrepreneurship

Question
Sam-

ple
(year)

N Agree
(in %)

Dis-
agree
(in %)

Mean SD t p

Succeeding as an entre-
preneur requires perse-
verance

2012 872 88.2% 4.0% 4.33 0.83
2.12 .034

2013 721 83.4% 3.5% 4.24 0,85

An entrepreneur must 
get along with different 
kinds of people

2012 871 92.2% 2.5% 4.50 0.76
2.04 .042

2013 721 88.9% 2.8% 4.42 0,80

Succeeding as an entre-
preneur requires stress 
tolerance

2012 872 87.0% 2.9% 4.29 0,80
1.68 .094

2013 720 81.8% 3.1% 4,22 0,85

An entrepreneur must 
be able to convince 
others

2012 872 85.8% 2.5% 4.25 0.79
1.98 .048

2013 722 81.6% 2.6 % 4.17 0.81

Table 5. Changes in correlation coefficients (Pearson) during the theme year in 
the complete data

Sum variables
2012 (N = 873) 2013 (N = 725)

F p
N r p N r p

Entrepreneurship attitude – 
Critical attitude 872 –.178 .000 722 –.235 .000 1.18 .238

Entrepreneurship attitude – 
Perception of entrepreneurship 872 .524 .000 722 .596 .000 2.08 .038

Critical attitude – Percep-
tion of entrepreneurship 872 –.055 .107 722 –.119 .001 1.28 .201

The correlation between entrepreneurship attitude and perception of 
entrepreneurship is very high. (0.524 in the first data and 0.596 in second 
data). The appreciation of entrepreneurship is linked strongly to the idea 
that the entrepreneur must be persistent and get along with different kinds 
of people. This way of thinking seems to be dominant amongst Finnish 
young people and the connection between entrepreneurship attitude and 
the relationistic perception of entrepreneurship even strengthened during 
the theme year (cf. Table 5).
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Finally, students in upper secondary schools and vocational schools 
are considered separately (cf. Table 6). The only significant difference is 
in the perception of entrepreneurship amongst upper secondary school 
students. It seems that the entrepreneurship promotion in theme year suc-
ceeded better in upper secondary schools than in vocational schools.

Table 6. Changes in attitudes and perceptions during the theme year in upper 
secondary schools and vocational schools.

Sum variable
Upper secondary 

schools

2012 2013
t p

N Mean SD N Mean SD

Entrepreneurship 
attitude 463 3.70 0.61 428 3.66 0.63 0.91 .363

Critical attitude 463 2.72 0.73 428 2.73 0.68 0.15 .881
Perception of entre-
preneurship 463 4.39 0.54 428 4.27 0.65 2.93 .003

Vocational schools
Entrepreneurship 
attitude 391 3.49 0.68 289 3.53 0.64 0.84 .404

Critical attitude 391 2.80 0.68 289 2.84 0.72 0.69 .488
Perception of entre-
preneurship 391 4.29 0.70 289 4.24 0.70 0.93 .352

For many vocational school students being self-employed is a realistic 
option in the near future. In contrast, for upper secondary schools stu-
dents the labor market and their own career choices are more distant things 
and the issues of entrepreneurship are more abstract for them. Thus it is 
to be expected that upper secondary school students´ perceptions change 
more easily.

Conclusions

The results show that young people’s attitudes towards entrepreneurship did 
not change during the EER theme year. Consistent with the Finnish sample 
of GEM study [Amorós and Bosma 2014, p. 27], attitudes strongly focused 
on the positive side. However a critical entrepreneurship attitude is also 
present amongst Finnish young people, as we assumed [cf. Räty, Komu-
lainen, and Korhonen 2010). On the other hand there is no reason to be 
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afraid of critical attitudes. A certain amount of criticism may even arouse 
public debate about entrepreneurship and thus create a realistic view of it.

There was quite a large consensus about the perception of entrepreneur-
ship amongst Finnish young people. The traditional perception of entrepre-
neurship was combined with the highlighting of social skills. Consistent with 
previous studies [e.g. Kivelä 2002; Nevanperä 2003; Hyytiäinen and Pajarin-
en 2005; Home 2007], Finnish young people agree that entrepreneurship re-
quires perseverance and hard work. This view of point is clearly distinct from 
the message of the EER project which emphasized the enthusiasm and spirit.

The results show that entrepreneurship perception changed slightly dur-
ing the EER theme year. On the basis of the results it cannot be concluded 
whether the change was due to the project or some external factors in so-
ciety or in the economy. First, the observed changes could be explained by 
the economic recession in 2012: The weak economic situation reduces the 
belief that one can succeed as an entrepreneur by means of social skills and 
perseverance and this is also reflected in the social perceptions of entrepre-
neurship. Second, it is possible that the traditional view, which emphasizes 
the importance of persistent and diligent working, is gradually being re-
placed by newer social ideas of entrepreneurship. On the other hand, this 
does not explain changes in the importance of the entrepreneur’s social 
skills. In any case, the results show that it is difficult to have an influence 
on entrepreneurship attitudes and perceptions at the regional level.

In recent years there have been a great number of different entrepre-
neurship projects and campaigns in Europe, and a number of projects are 
directed just at young people. There has been a certain kind of “project 
optimism” in Europe. However according to the results of this study there 
is no basis for such optimism. Construction of an entrepreneurial culture is 
a long-term process. It is not possible to create a new culture by using sin-
gle events or projects. It requires long-term activities and structures, which 
include entrepreneurial education and business incubation activity, as well 
as a number of concrete enterprise policy measures, for example, support 
services for start-up businesses and potential growth companies.

Some limitations are acknowledged in relation to the results of this 
study. First of all, perceptions that were analysed are based on a previous 
Finnish study. Because of this newer priorities were not included in the 
research design. Second, the study looks at only one Finnish project. Com-
parative studies have shown that there are significant national differences 
in entrepreneurship perception [e.g. Davey, Plewa, and Struwig 2011]. So 
the results cannot be generalized.
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Third, some of the challenges associated were in the design and meth-
odology. The reliability of critical attitude was quite low and the response 
rate of the second sample low. The evaluation of the regional develop-
ment project also included some fundamental methodological challeng-
es: When changes at the regional level are looked at it is not possible to find 
a control group which would be similar in terms of relevant demographic, 
economic, political, etc. background variables. In addition the study does 
not systematically analyse the mechanisms affecting the context or the im-
portance of same. On the other hand these kinds of fundamental method-
ological challenges related to all regional development projects.

One main aim of the EER theme year was to change the culture and 
create entrepreneurial enthusiasm and spirit. But how can we conceptualize 
the entrepreneurial enthusiasm and spirit? They are obviously a multidi-
mensional phenomena, which combines cognitive, affective, functional and 
social elements. This study focuses on the attitudes towards entrepreneur-
ship and perceptions of entrepreneurship, even if the attitudes and percep-
tions are just one aspect of the change in culture.

Entrepreneurship attitudes have been studied widely in the 2000s. How-
ever attitude approach is also associated with many limitations. People’s at-
titudes do not directly predict the behaviour [Ajzen 1991] and by exam-
ining attitudes we cannot predict who will be setting up a business and 
not. If we are interested in the growth of companies and their sources we 
should take into account the very large number of economic, social and 
cultural factors which have an effect on this. We need diverse impact stud-
ies which focus not only on the attitudes and perceptions, but also start-up 
companies, conditions of business and long-term cultural and economic 
changes. In any case the promotion of entrepreneurship as well as a critical 
assessment of it is needed in the future.
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