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Summary
The Ministry of Trade, Industry and Fisheries has asked Innovation Norway to make
recommendations regarding Innovation Norway’s future presence abroad and to prepare to
contribute to increased exports, more international investments, and increased collaboration
within the fields of knowledge and technology.
Our recommendations involve a restructuring of working models and the organisation of
export-related work and include:
•

•
•
•
•

•

Strengthening and consolidating export-related work through increased public sector
funding, increased user payment from industry and commerce, and the freeing-up of
resources at Innovation Norway.
A new decision-making and governance structure in which industry and commerce will play
a central role in validating, deciding on, and implementing major strategic initiatives.
A basic service to all parts of Norwegian industry and commerce.
Data-driven segmentation and proactive export advisory services to enterprises
with the best prerequisites for engaging in export.
Increased capacity and expertise in relevant export markets through several specialised
scouts and project offices, as well as a permanent presence in the largest and most
relevant export markets.
Strengthening collaboration in Team Norway, with a clearer division of labour, faster
clarifications, and closer coordination.

Background and Knowledge Base
Sustainable growth and exports play a central role in Innovation Norway’s strategy, including
specific performance indicators designed to increase exports and put the best Norwegian
enterprises on the international stage. Through the project ‘Ready for Export’, Innovation
Norway has carried out a thorough analysis of how we can help increase exports and attract
more foreign capital and expertise. Among other things, the recommendations are based on
analyses of industry and commerce requirements and an international benchmark analysis
conducted in 2020. The recommendations also respond to input and advice from the 2019 area
review of the business support system. The proposals now being forwarded to the Ministry of
Trade, Industry and Fisheries have also been discussed with industry organisations, clusters,
partners, and individual enterprises. Input from industry and commerce reflects that their
needs are different, but there seems to be broad agreement regarding the need to strengthen
export promotion work, especially with the coronavirus crisis as a backdrop, and regarding the
main lines in the strategic direction Innovation Norway is now proposing.
Strengthened Export Investment
The need for increased and more diversified exports has been on the political agenda for several
years. The Government’s ‘Strategy for Export and Internationalisation’ highlighted the need to
develop a competitive business sector that develops goods and services that the world needs. It was
shown that Norway is a strong export nation within maritime-based industries and that there are
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great opportunities for increased exports. At the same time, we have seen how vulnerable
Norwegian exports are when they are mainly concentrated around a few industries, such as oil and
gas. This vulnerability can be reduced if we are able to extract the export potential found in other
industries and can build new, strong Norwegian value chains for export. This will provide the
Norwegian economy with a more diversified platform. The uncertain outlook for international trade
and international value chains resulting from the coronavirus pandemic, as well as a fall in oil prices,
means changing and more dynamic framework conditions for Norwegian industry and commerce
when entering international markets. Innovation Norway believes that promoting exports and the
internationalisation of Norwegian industry and commerce are of great strategic importance in
relation to how the Norwegian economy will cope throughout the crisis.
The Confederation of Norwegian Enterprise (NHO) has highlighted the export and value creation
potential within a number of new industries in its work involving ‘Green Electric Value Chains’. By
2030, their calculations show that the total revenue potential for the value chains of hydrogen,
batteries, energy systems, offshore wind, and the maritime industry is in the range of 5 to 20 billion
euros each. A crucial prerequisite for Norway to succeed in these and other areas is that innovation,
regional business development, scaling-up, and exports are seen in context. We need to develop
solutions that meet actual needs, and we cannot export something that we do not have.
Both Innovation Norway’s own experiences and what we see in our neighbouring countries show that
industry and commerce are willing to fund targeted, strategic initiatives and that these produce results.
For example, in close collaboration with the Norwegian defence industry, Innovation Norway is working
in Washington DC in order to contribute to employment and value creation in Norway. Similar initiatives
have been implemented and initiated within the fields of healthcare and agricultural technology. In
other words, a working methodology that involves securing strategic opportunities in industry and
commerce, and then implementing initiatives in close collaboration with larger enterprises, business
organisations, and clusters, is not something entirely new for Innovation Norway. However, we want to
greatly strengthen this work and see that industry and commerce are of the same frame of mind.
In order to be successful with this shift, the financing of strategic initiatives is necessary. This can
only be done by strengthening all of Norway’s export investments. To date, Norway invests less in
promoting exports compared to our neighbouring countries. Public sector investment is lower, but
the main difference compared to Denmark and Sweden, for example, lies in the business sector’s
own contribution. With our industrial structure and the coronavirus crisis as a backdrop, we believe
that it is unrealistic in the short term to increase user payment to the same level as our
neighbouring countries. It will also take time before organisational changes at Innovation Norway
result in cost reductions that can be put into strengthened investments.
In light of the underlying challenges, the significant economic upside for Norway in identified areas,
the situation in which Norwegian industry and commerce find themselves as a result of the
coronavirus crisis, and the great need for pace in the implementation of desired strategic changes,
our assessment is that an escalation of public sector export investment is needed.
Restructuring of Work and Organisation
The Government’s review of the industry-oriented business support system found a need for a
strengthened and more strategic system for Norwegian trade promotion abroad. Industry and
commerce call for a simpler and less fragmented support system that does more to prioritise
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activities in consultation with industry. Innovation Norway has taken this backdrop into account
when recommending a new platform to promote Norwegian internationalisation and exports. The
proposal involves restructuring working models and organising export-related work.
Our recommendations involve more differentiated services to industry and commerce.
Export promotion instruments are designed to support a business sector that has very
different starting points and needs. Therefore, the business support system must have
a toolbox that can be used by all the different target groups. There is a large variation
in the needs of small and medium-sized enterprises (SMEs) with little export
experience and the larger more established export enterprises. It is also very different
from enterprise to enterprise regarding what it is like to enter immature markets and
industries where Norway does not have an international position.
Innovation Norway recommends a more focused initiative in relation to the enterprises and
communities that have the best prerequisites regarding export success. Individual enterprises with
the right expertise and great potential to grow internationally will receive a bespoke service that
runs over several years. Research provides the foundation for our recommendation of stronger
selection regarding which enterprises receive focused export development assistance. Our analysis
of international export data and literature reviews provides clear indications of the criteria that need
to be met for an enterprise to succeed in an export initiative. Therefore, a systematic and datadriven customer segmentation is a prerequisite for successfully choosing the right policy instruments
for the different needs of the business sector’s internationalisation process.
Norwegian export promotion has been largely supply-driven. Innovation Norway recommends
supplementing this with instruments that contribute to a more demand-driven way of working that
is able to identify and manage new market opportunities. More public sector investment should be
directed towards the specific demand for services and products in international markets where
Norway has comparative advantages.
As a small country, we cannot be present in all markets and we therefore recommend a more
flexible platform from which to deal with changing needs. We need to adapt the business support
system’s expertise and networks to the business sector’s changing needs and to market
opportunities that open up internationally.
Prioritisation of the international initiatives must be carried out by a better-coordinated Team
Norway, where industry and commerce themselves determine direction and priority. In order to
identify the needs and priorities of industry and commerce, Innovation Norway recommends closer
collaboration between Team Norway and the business sector’s own organisations, thus contributing
to a better-coordinated Team Norway that is cost-effective and easy to use. A strategic export
initiative will only be implemented and financed if the overall value creation potential is considered
to be significant.
In Sweden, Business Sweden operates with a lower limit of 1 billion Swedish kroner. In addition, the
initiative must meet other conditions, where the interest of enterprises and their implementation
skills are considered the most important factors. The criteria for stimulating public sector funding
should be defined according to input from the industry organisations, and it will be natural to draw
on expertise found in industry organisations, clusters, and other business support systems during
the validation process.
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In particular, the foreign missions play an important role. Innovation Norway is already working
closely with the embassies and consulates general abroad, and it sees that the combined
resources can be applied more purposefully in the future. In relation to the major joint projects,
the foreign missions will play a key role both in identifying opportunities and in acting as a key
partner for the business sector and Innovation Norway during implementation.
Often, large commercial opportunities are stimulated by political decisions, such as ambitions
regarding renewable energy initiatives. Norway’s foreign missions play a key role in identifying and
pursuing such opportunities. The possibilities must be quickly assessed seeing as these types of
‘commercial windows’ have limited duration. Our business sector competes with business sectors in
other countries.
Innovation Norway’s proposed working model involves us conducting the validation process quickly
and in close collaboration with industry and commerce and other business support systems. Over
time, this will result in lower overall costs and more targeted trade promotion at the foreign
missions. The foreign missions also play an important role as a home to Norwegian secondments.
There is significant value in the fact that Innovation Norway’s secondments have access to and
participate in relevant forums at embassies and consulates general and for all intents and purposes
are representatives of Norway.
As part of the proposed restructuring, our assessment is that official visits involving industry
and commerce delegations can also be used more purposefully. Based on industry and
commerce priorities and the validation of strategic opportunities, the official representatives
of Norway can also visit the markets where the impact is expected to be greatest.
As a consequence of Innovation Norway’s reorganisation on 1 January 2020, work relating to scalingup and exports was merged in the Entrepreneurship, Growth and Export Division. Export-related
work is carried out both at our regional offices in Norway and at our international offices around the
world. Innovation Norway’s customers are satisfied with the work being done, and external
evaluations show that our export advisory services have an impact. The division is responsible for
our export advisory services, export development, and the work involved with ‘Invest in Norway’,
and it is the unit that will be secretariat for the implementation of major strategic initiatives (‘Export
Centre’). In our opinion, it is crucial that this is seen in context. For example, efforts to get foreign
investment into Norway and efforts to implement strategic export initiatives have great synergies.
We would also like to stress that the business support system’s contribution to increasing Norwegian
exports is not limited to export promotion but is also just as much about contributing to the
development of solutions that can be exported through expertise and capital.
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1.0 Introduction
1.1 Background
In accordance with the letter of assignment, Innovation Norway shall give their recommendations to
the Ministry of Trade, Industry and Fisheries regarding a future platform from which to contribute to
increased exports, more international investments, and increased collaboration within the fields of
knowledge and technology in industry and commerce. These recommendations are to be given by 1
September 2020. The assessment shall include needs, scope, and type of presence, and the reasons
for the recommendations shall be explained and the budgetary consequences discussed. The process
shall be transparent and include input from external parties.

1.2 Goals and delimitation of the work
The recommendations are based on an extensive knowledge
base* and involve a proposal to restructure the international
services provided to Norwegian industry and commerce in order
to meet their need for assistance through the cost-effective
operation of the services.
An overall analysis of trends and macro data is also part of the
overall report.

*
• International Benchmark (2020)
• Analysis of Export Development (2020)
• The Government’s Review of the Business
Support System (2019)
• Analysis of Our Export Customers (2019)
• Dialogue with Stakeholders (2020)
• Literature Review (2020)

In line with the assignment from the Ministry of Trade, Industry and Fisheries, the main objective is that this will
contribute to
- increased exports
- increased international investments
- increased technological collaboration
Based on the knowledge base, a set of design criteria have been compiled that provide a
framework and guidelines for the work.
1. Design an appropriate dimensioning and funding model
2. Focus and differentiate industry and commerce services in order to increase export value
3. Identify and manage new market opportunities in order to diversify Norwegian exports
4. Adapt expertise and networks to the changing needs of industry and commerce
5. Contribute to a coordinated Team Norway that is cost-effective and easy to use
Innovation Norway’s recommendation on dimensioning and structuring public sector services
shall be based on business sector needs that are not catered for by the market and where other
stakeholders or initiatives are less effective (initiatives must provide a stimulating effect).
The working model and the presence needed to implement special assignments such as
the EEA and Visit Norway assignments are not included in the project.

1.3 Procedure and data base
Innovation Norway has prepared a knowledge-based and transparent process to ensure a robust
foundation and to ensure that the involvement is thorough enough that the proposed decision is
satisfactory and can be verified.
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The project work was initiated in the spring of 2020. As a result of the coronavirus pandemic
and the shutdown in March, the progress plan was revised, and in consultation with the
Ministry of Trade, Industry and Fisheries, the deadline was postponed until 1 September
2020.
For more detailed information on the knowledge base, see the appendices.

2. Status and challenges for Norwegian exports
2.1 The need for increased and more diversified Norwegian exports
In order to maintain and possibly increase Norwegian living standards, we must import a number of
goods and services from abroad. Imports are financed mainly through exports and any transfers
from the oil fund. Since the late 1980s, we have generally had a significant trade surplus, but imports
have grown faster than exports over the last ten years. The third quarter of 2019 saw a negative
trade balance for the first time since 1998. Seeing as the return on the oil fund’s investments has
been very positive, the current external account remains positive, but this has also fallen from last
year and is significantly weaker than the average from around the turn of the millennium. This was
also the case before the coronavirus pandemic struck.
According to national accounts, export of Norwegian goods and services amounted to approximately
NOK 1300 billion in 2019. This was a 4.2 percent decrease from 2018 (6.2 percent in prices adjusted
for inflation).
The decrease occurred despite the fact that 2019 was a record year for Norwegian seafood exports,
which exceeded NOK 100 billion for the first time. The reduction in export revenues was mainly due
to lower oil and gas prices. The United States’ increased gas production and competition with Russia
over the European market drove down the price of natural gas. The price of natural gas in 2019 was
approximately two-thirds of the price in 2018. Excluding oil and gas, Norwegian exports rose by 7.5
percent (5.2 percent in prices adjusted for inflation) from 2018 to 2019. In comparison, the annual
growth since 2010 has averaged 4.2 percent (2.6 percent in prices adjusted for inflation). Oil and gas
exports still account for more than half of Norwegian export of goods and for between 35 and 40
percent of total exports. Therefore, fluctuations in supply and demand for these goods have a big
impact.
The relatively solid Norwegian export figures must be seen in context with the Norwegian krone
weakening in relation to the currencies of our trading partners over a long period of time. Excluding
oil and gas and measured in dollars, overall export growth has been negative since the peak in 2014
and continued to be so in 2019. Measured in euros, growth has been weak but there have been
positive tendencies in recent years. This has picked up somewhat in 2018 and 2019. In any case,
export growth measured in foreign currencies is very low. The growth measured in euros is weaker
than any other of the EU and EFTA countries, and this is an indication that Norwegian exports have
stagnated. Norway is also the only country in the EU and EFTA to have seen a decline in total exports
since 2015, as measured in euros.
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Figure 1: Concentration index for the export of goods from benchmark countries. 0 = Completely diversified. 1 = Exporting only one item
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Source: World Bank

A comparative analysis Innovation Norway has made of exports from various countries gives cause
for concern. Norway clearly differs from the other countries in that it is the least diversified
country. However, Norway shows an increasing trend towards diversification since the turn of the
millennium. This is an important part of the context when developing a new platform for export
promotion, and it illustrates the need to systematically build new export industries that make us
less vulnerable and that secure incomes for an increasingly expensive welfare state.

2.2 Consequences of the coronavirus pandemic
The coronavirus pandemic has had major consequences for the Norwegian economy. Officially, we
now find ourselves in a recession after two consecutive quarters of negative economic growth. The
decrease of 6.3 percent in mainland GDP in the second quarter of 2020 is the largest fall that
Statistics Norway (SSB) has ever registered. The extent of the economic consequences caused by the
pandemic is unclear. What is obvious, however, is that the pandemic has already had, and will
continue to have, major negative consequences regarding the Norwegian and global economies. The
uncertainty of the extent of such consequences means that there are major differences in future
economic growth forecasts. In the June issue of the Organisation for Economic Co-operations
(OECD) Economic Outlook, it was estimated that Norway will be one of the countries where the
economy will get back on track at the fastest rate (estimates of 4.7 percent GDP growth between
2020 and 2021) if there is no new mass infection and subsequent shutdown of society.
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Figure 2: Change in percent in export value of goods compared to the same week last year. Four-week moving average.
Week 5–Week 33 2020
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Exports of goods in Norwegian kroner have fallen sharply since March of 2020, see Figure 2. Although
it has picked up somewhat in recent weeks, it is still negative. This growth is due to a slight increase
in exports of refined petroleum products since the oil price plunged in March. Innovation Norway has
received signals from Norwegian export enterprises during the pandemic. For some enterprises, the
pandemic has led to major liquidity challenges and a downscaling of operations. Several enterprises
are signalling that the pandemic will lead to lasting changes such that they want to move the entire
supply chain, or parts of it, closer to themselves. This is to reduce the vulnerability they experienced
related to the supply of intermediate goods, especially during the first months of the outbreak.
Norway has not been alone in experiencing this as an issue during the pandemic. If business sectors
around the world move their supply chains back home, trading patterns may change on a permanent
basis, thus making markets closer to home even more important. Future trading patterns show signs
of significant uncertainty.
For more information on the status of Norwegian exports, see Appendix 1.

3. Future needs of industry and commerce
The needs of industry and commerce and the enterprises’ experiences of public sector services
within exports and internationalisation shall form the basis when Innovation Norway
recommends changes to its own services or collaboration within Team Norway. We use three
main sources in this section.
1) Analyses and reports in the Government’s review of the business support system
2) Our own input meetings carried out in connection with the project
3) Analyses of demand and input from industry and commerce in the spring and summer of 2020
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3.1 Analyses and reports in the Government’s review of the business support system
There has been increasing awareness regarding exports and internationalisation in recent years.
Innovation Norway has been a driving force behind this, and the Ministry developed an export
strategy for Norway. Since then, an area review of the international apparatus1 and a review of the
entire business support system has been carried out2 , where Norway’s and Innovation Norway’s
contribution to promoting Norwegian exports has been evaluated.
The business support system review from Deloitte et al. notes that less than 0.1 percent of total export
value is used on various export-promoting initiatives. This is not that much if we are to reverse the
negative trend that Norwegian exports have experienced in recent years. Deloitte et al. point out that
there is a need to strengthen export advisory services by offering more qualified advice and by utilising
clusters and networks for export mobilisation. Furthermore, they believe it is important to undertake a
thorough review and prioritisation of foreign activities with a view to gaining a clearer focus and
improved efficiency. They recommend utilising more local employees who have knowledge of relevant
networks and who possess market expertise, and more use of hired personnel. The report also states
that one should consider extended user payments from enterprises that are able to pay.
Innovation Norway supports Deloitte et al.’s conclusions regarding an increased need for exportoriented instruments in Norway and that the current platform requires a higher level of
coordination. Innovation Norway believes that good collaborative solutions between export
instrument stakeholders are crucial if we are to succeed in helping more enterprises scale
internationally. The stakeholders offer complementary solutions that must work together in order
to offer industry and commerce good, cost-effective solutions. There is a need for more strategic
initiatives and a better prioritisation of investments, and industry and commerce must be better
connected than is presently the case when the public sector prioritises its investments.
However, Innovation Norway believes that the proposals put forward in relation to the export area in
the Government’s review of the business support system do not contribute enough to simplifying
things for customers. The purpose of service changes must be a more consolidated and simpler
business support system, not further division and fragmentation. Innovation Norway believes that
export starts at home, and it is therefore important to see export instruments in context with other
policy instruments in the national business support system. Increased growth through exports from
existing and new export industries requires that small enterprises with limited international experience
become mobilised, qualified, and matured. These are enterprises that are vulnerable regarding the
risks entailed in international operations, and they must be equipped for growth before they can
benefit from qualified export advice. The path from having international ambitions to gaining an
established international share of the market is a development process that requires a combination of
phase-adapted instruments for growth in terms of capital, expertise, networking, and bespoke advice.
While established industry and commerce actors are well organised, the emerging business sector
is organised to a lesser extent. If Norway is to succeed in securing international positions in new
areas, it is crucial that offers of assistance are not limited by existing industry and trade structures.
With its distributed organisation and breadth of instruments, Innovation Norway has a
good starting point for its role in coordinating export advice and trade promotion work.
1 PWC/Oslo
2 Deloitte

Economics December 2018, ‘Area review of trade promotion abroad’
et al. Report 1-4 2019/2020
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We want to interact closely with clusters, industry organisations, and other policy instrument
stakeholders in the export-related work, and we see a need for closer collaboration with industry
and commerce to identify new needs and changes in priorities. Therefore, we recommend a new
platform for collaboration and coordination that safeguards this.

3.2 Input from the business sector and their organisations
As part of this project, qualitative interviews have been conducted with the largest Norwegian
enterprises and with a selection of clusters and business sector organisations, as well as with
certain stakeholders in Team Norway and regional stakeholders.
Innovation Norway has received comprehensive approval from the stakeholders involved in the
process regarding the proposal. Many are of the opinion that Team Norway’s priorities should
address industry and commerce requirements more closely and that a more focused and
coordinated effort is needed. In general, the stakeholders want more involvement. They are
calling for good structures in order to make ongoing and effective engagements with the
business support system, as well as principles and mechanisms for strategic prioritisation. Team
Norway is perceived as being too fragmented both at home and abroad.
When it comes to specific input regarding presence in international markets, the needs of the
stakeholders vary. The largest Norwegian enterprises are requesting a presence in emerging and
demanding markets, and countries that have a high degree of corruption and countries with few
Norwegian exports are especially highlighted as markets where door-opener services and
dialogue with local stakeholders are important. This is in contrast to the SMEs that often highlight
the largest markets as their primary areas of priority.
The wishes of Norwegian clusters regarding international presence are strongly linked to the
industry segments they have as members. In addition, there is large variation in the maturity of
both the enterprises and the clusters’ markets, which indicates large variation in the need for
international support.
Many of the interested parties say that they require arenas for increased collaboration between
Norwegian industry and commerce stakeholders so that Norway is better coordinated and united in
its internationalisation activities. Long-term planning and the ability to look beyond a crisis are also
elements that are emphasised by many.
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Table 1: Overview of stakeholders interviewed in the process:
Meetings with stakeholders
Stakeholder

Date

NCE Media

12/02/2020

NCE Finance

12/02/2020

GCE Ocean Technology

12/02/2020

Norwegian Energy Partner (NORWEP)

29/04/2020

Export Credit Norway

30/04/2020

Norwegian Seafood Council

07/05/2020

The Confederation of Norwegian Enterprise
(NHO)
- International Department
- Area Policy
- Department of Business Policy
- Expertise and Innovation

02/06/2020

Strategic panel 1:
- Orkla
- DNV GL
- Jotun
- Schibsted

03/06/2020

Research Council of Norway

04/06/2020

Norway Health Tech

05/06/2020

Strategic panel 2:
- The Confederation of Norwegian Enterprise
(NHO)
- DNB
- Yara
- Hydro
- Norwegian Shipowners’ Association
- LO

06/06/2020

Norwegian Energy Partner (NORWEP)

11/08/2020

The Confederation of Norwegian Enterprise
(NHO)

26/08/2020

The Federation of Norwegian Industries
- Sectoral and Industrial Policy Department
- The Design Industry’s Sector Association

26/08/2020

Export Credit Norway

28/08/2020

LO Department of Business Policy

Week 37,
2020

County authorities (Regional meetings)

Aug/Sept
2020
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3.3 Analyses of demand and input from industry and commerce in the spring and
summer of 2020
Due to the coronavirus crisis, Innovation Norway conducted fewer meetings with the business sector
and other relevant stakeholders than originally planned during the period of April–May. To some extent,
this has been compensated for by the fact that Innovation Norway has strengthened its role as a
sounding board for the Government, where we continuously collect information from our customers.
The coronavirus crisis is a global challenge. Enterprises involved with international trade in Asia were
among the first to become aware of the effects of the crisis. Over the past few months, shutdowns and
restrictions have affected the world in the form of a wave that started in Asia, moved over to Europe,
and has finally hit the Americas. The strict measures introduced in different countries led to changes in
behavioural patterns and demand in several industries. For example, the WTO estimates that global
trade will fall by between 13 and 32 percent this year depending on how severe the crisis becomes.
The coronavirus crisis has highlighted issues and dilemmas related to the national security of supply
and challenges related to international protectionism. The pandemic and subsequent shutdowns
led to many enterprises having to face challenges in obtaining necessary supplies. Enterprises with
European subcontractors have experienced few supply problems, while enterprises with all or parts
of their production outside Europe experienced challenges as early as January in relation to
unstable deliveries. For example, parts of the process industry experienced that contracted
deliveries stopped completely over a long period of time, and we have seen several examples of
deliveries that have encountered challenges at different border crossings. In general, the trend is
that enterprises want to become less dependent on suppliers outside Europe by entering into
alternative agreements with European suppliers. All in all, this could lead to significant changes in
the organisation of product development, prototyping, and production (Sørheim et al. 2020).
In parallel with the increased risk associated with security of supply, industry and commerce have
expressed their concern about increased global protectionism and nationalism. This concern is
reinforced by national support schemes that protect their own enterprises. Norway has a small,
open economy that relies on international trade. Therefore, it is essential for Norwegian industry
and commerce that international trade flows and functions properly and has stable and long-term
framework conditions. In addition, it is important that the Norwegian authorities maintain and
further develop trade agreements through the WTO, the EEA Agreement, and bilateral trade
agreements. It is also important that Norway refrains from building trade barriers as doing so would
only contribute to increased protectionism. The coronavirus crisis has highlighted the need to
control all, or at least the major parts of the value chain within certain industries.
In the short term, the pandemic has led to a number of international trade challenges. However,
the enterprises that Innovation Norway has been in contact with emphasise that this also provides
an area of opportunity. They say that Norway must use this opportunity to think in the long term
and focus on helping to solve global societal challenges. In particular, the enterprises highlight the
focus on green energy and green shipping.
In a survey of enterprises conducted on 19 March, Innovation Norway asked about expectations
regarding export market shares in 2020. Expectations were fairly evenly distributed regarding
enterprises that see the international market as being the most important. Among those surveyed,
36 percent expect the export market share to be higher in 2020 compared to 2019.
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These are mainly enterprises that deal with ICT and specialist, scientific, and technical services. It
is apparent that most industrial enterprises expect similar or lower export market shares
compared to last year.

Expectations regarding export market share 2020
Greater than last year

36%

Similar to last year

33%

Lower than last year

31%
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Figure 3 Expectation regarding future export market shares (2020 during the coronavirus pandemic)

Reports based on Innovation Norway’s sounding board activities have also highlighted that some
enterprises have used the crisis to align their operations differently in order to take advantage of new
opportunities that have opened up. This includes new, smart, technical solutions and green solutions.
These types of opportunities may become even more important points of focus for Norwegian
enterprises. Nevertheless, it is important to have in mind that for many enterprises the crisis is leading
to a tighter market and that many of them are having to shut down. Another possible consequence of
tighter times is that enterprises will become less willing to take risks. For example, several of the
enterprises Innovation Norway has spoken to have said that they are now focusing only on core
operations. A lack of venture capital may have consequences for Norwegian exports as well because the
decision to invest in an unknown market can involve high start-up costs and uncertain profits.

4. Summary of the international benchmark analysis
As part of the work to design a new export platform, Innovation Norway has conducted a
comparative analysis of Trade Promotion Organisations (TPOs) in five countries and their work on
business and export promotion. The countries include France, Sweden, Finland, Denmark, and
Ireland, and these countries were selected based on three criteria:
1. Export development: The countries score higher than Norway on various export indicators.
2. Learning potential: The countries have made changes to their export-related work in recent years.
3. Cultural proximity: Innovation Norway has chosen countries where the economic and
social conditions are similar to those found in Norway so that initiatives and organisation
have a transfer value in relation to Norwegian conditions.
The hypothesis was that the selected countries had elements in their export-promotion model
that Norway could learn from.
The purpose of the comparative analysis was to gain insight and knowledge that can benefit our
own development, not necessarily to copy other models. An initiative that has been successful in
one country is not necessarily transferable to Norway. The reason for this is that the business
structure and composition of exports are very different from country to country.
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The same applies to the framework conditions and the context in which industry and commerce in
the different countries work, as well as the political attention associated with export promotion. Due
to the fact that the context in which the different TPOs operate is very different, it is very
challenging to conduct a comparative analysis according to objective criteria that have the same
meaningful content in all countries. However, Innovation Norway has used the analysis as a
knowledge base to increase its own insight into the work of designing a new export platform.
The analysis was both qualitative and quantitative. In order to establish a good basis for comparison, it was
necessary to understand the macroeconomic context of the countries. Among other things, we looked at
parameters such as the percentage of export enterprises, the extent of public sector investment in export
promotion, and the value of exports in proportion to the GDP of the benchmark countries.
The primary source of quantitative data was the OECD’s Banking Statistics, and we primarily relied
on the following sources regarding the qualitative analysis:
1.
2.
3.
4.

5.
6.
7.
8.

Interviews and meetings with employees of sister organisations in other countries
Annual reports and other information about services and customer dialogue that is available online
The area review of trade promotion abroad (PwC/Oslo Economics – 2018)
Reports and knowledge-based evaluations/analyses conducted by international
networks such as TAFTIE (A European network of innovation agencies), ETPO,
and NTPO (networks of export councils/trade promotion organisations)
The OECD’s review of investment promotion agencies in OECD countries from 2018
Menon’s impact evaluation of Invest in Norway from 2019
Export promotion addressed in Deloitte’s 2019 review of the business support system
Interviews with key people at Innovation Norway

In this summary, we will highlight some important learning points that may contribute to improving
the quality and achievement of goals regarding export promotion work in Norway. The findings are
assessed according to the same five design criteria that are used when Innovation Norway
recommends changes in working methods, organisation, and type of presence regarding exports,
foreign investment, and technological collaboration in industry and commerce.
Direct comparison is also difficult because countries have different links between export promotion and
efforts to attract foreign investment. The analysis discusses the link between export and foreign
investments under design criterion 3 (identifying and managing new market opportunities).
The percentage of export enterprises in the total business sectors is not very different between the
benchmark countries. Denmark stands out by having the highest percentage. France and Ireland are a
little behind. Norway, Sweden, and Finland all have between a five and six percent share of export
enterprises. In Denmark, Norway, and Ireland, large enterprises dominate with 2/3 of exports. Sweden
stands out at the opposite end of the scale in that its percentage of exports from micro-enterprises is
almost twice as large as any other country in the analysis (14.2 percent). Norway is in second place
regarding the percentage of exports from micro-enterprises with 7.9 percent. In terms of the percentage
of foreign-owned export enterprises, France stands out with 23 percent of their export enterprises
having foreign ownership. The other countries have between 10 and 14 percent, with Norway in second
place behind France. However, there is no clear connection between the percentage of foreign-owned
enterprises and the exports they are responsible for. The percentage of exports from foreign-owned
enterprises is the highest in Ireland and Sweden.
When it comes to the diversification of exports, Norway clearly differs from the other benchmark
countries by being the least diversified, as shown in Chapter 1.
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However, Norway has seen a trend towards increasing diversification since the turn of the
millennium. Contributing to a more diverse export industry is a key goal in Innovation Norway’s
proposal for a new export promotion platform.

4.1 Appropriate dimensioning and funding model
This section summarises the countries’ funding models, and we take a closer look at resource
investment dimensioning.
In order to adjust for differences in the size of the economy and the number of possible export
enterprises assisted by TPOs, we have divided the resource investment into export value for the
respective countries. A common factor for all TPOs in the analysis is that the investment only
constitutes a tiny fraction of the export value. This is one of the parameters that can provide an
indication regarding the resource investment for export promotion. On the other hand, we have no
evidence to claim that there is a causal link between a country’s export promotion model and how
the same country scores on various export parameters. However, there is a certain amount of
documentation suggesting that export promotion investment has an impact by preparing young,
promising, and highly specialised SMEs for international growth.
All five countries have some form of TPO and Investment Promotion Agency (IPA), but the work is
organised somewhat differently. Innovation Norway has not included investments related to travel
and tourism profiling in the analysis, but we have attempted to include work conducted by all
countries that is aimed at attracting foreign investments. Similarly, not all TPOs offer accelerator
programmes and international advisory services for start-up and scaling-up enterprises like
Innovation Norway does. In order to make a comparison, the total investment from Innovation
Norway, including start-up and scaling-up services, is shown on a separate line in the table.
Table 2 Total investment and funding model for exports and foreign investment in the TPOs of five countries

Country

Public
sector
funding in
NOK
millions*

User
payment
NOK
millions*

Total
investment
NOK
millions*

Public sector
funding/export
value

Percentage
of public
sector
funding

Percentage
of user
payment

Country’s
export value
compared to
Norway*

Sweden

435

298

732

0.019%

59%

41%

2.0

Finland

244

0

244

0.025%

100%

0%

0.7

Denmark

482

152

633

0.031%

76%

24%

1.2

Ireland

636

0

636

0.012%

100%

0%

4.0

France

859

1049

1908

0.013%

55%

45%

6.1

Norway

262

59

321

0.020%

82%

18%

0

Norway incl.
Scaling-up

314

63

377

0.024%

83%

17%

1

*All amounts, resource investments, export values, and exchange rates are from 2019
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Table 3 International presence and number of employees in TPOs and IPAs for the five countries

Country

Number of
offices
internationally

Number of
countries
covered

Number of
employees
internationally

Number of
employees
regionally/nationally

Sweden

46

41

353

131

Finland

44

35

148

Not available2

Denmark1

1

2

3

79

Ireland

40

283

200

Not available2

France

74

55

670

780

Norway

29

24

108

43

Figures on the number of employees and organisations in Denmark are uncertain
because the TPO is an integral part of the Ministry of Foreign Affairs
Neither Finland nor Ireland have figures on how many people in the regional system
work with exports
Covers a total of 57 countries, as some of the Irish international offices cover several
countries

The Norwegian public sector investment in export development and foreign investment via
Innovation Norway is estimated to be approximately 0.02 percent of the country’s export value
(0.024 percent if scaling-up services are included). If we disregard Ireland and France, there is
relatively little variation between countries regarding public sector investment in TPOs and IPAs,
which make up 0.019–0.031 percent of the country’s export value. Norway does not differ much
from the other countries in the analysis. However, Norway has the smallest platform of all the
countries in the analysis, with 29 offices in 24 countries.
The column furthest to the right in Table 2 shows the size of the countries’ exports compared to
Norway. Of the countries we compare ourselves to, Denmark and Finland are closest to Norway in
export value, while Sweden’s exports are twice as large as Norway’s, Ireland’s are four times as
large, and France’s are more than six times greater. Therefore, each country will have slightly
different conditions that determine their investments regarding export promotion.
As can be seen in Table 2, there are significant variations in the funding models used by the
various TPOs in their export initiatives. With regard to user payment, Innovation Norway is in the
middle with approximately 18 percent of the funding coming from industry and commerce user
payment. Ireland and Finland have 0 percent user payment, while Sweden and France have the
highest percentage of private sector funding with 34 percent and 45 percent user payment,
respectively.
Some of the differences in the funding model can be explained by differences in business structure
and which enterprises the TPOs assist, different trade policies, and different traditions of charging
for public sector services. Therefore, the funding model and user payment must also be seen in
connection with the context in which TPOs operate, as well as any segmentation models.
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The analysis shows that there are various fundamental perceptions and arguments regarding the
choice and degree of user payment. On the one hand, user payment functions as ‘segmentation’ in
itself because it shows that the enterprise is serious about export initiatives. Enterprises are more
dedicated to a project when they pay for a service, therefore increasing the likelihood that they will
be more satisfied with the result than if the service was free of charge. Another argument is that
user payment could lead to a higher quality of services through increased expertise and greater
capacity because the organisation gains more available resources. In the comparative analysis,
Business Sweden, for example, has the highest degree of funding (in relation to export value) as well
as a high degree of user payment (41%).
On the other hand, there is the danger that the public sector will ‘disrupt’ the private sector
consultancy market. This is the reason why Business Finland was pressured by trade organisations,
and later the authorities, to transfer its export advisors to a private enterprise and not charge for
their basic services. In 2004, Innovation Norway also received a demand for reduced user payments
on the same grounds following pressure from industry organisations. Furthermore, an excessive
focus on sales is an issue that emerged in the analysis; one of the arguments that Enterprise Ireland
had for moving away from user payment was that they felt that their offices were too focused on
selling hourly fees and less concerned with finding customers and partners for their clients.
Moreover, higher degrees of user payment will mean increased vulnerability in relation to cyclical
fluctuations. For example, Business Sweden expects a reduction in user payments as a result of the
coronavirus crisis, and this coincides with a cut in the 2020 public sector budget.

4.2 Focus and differentiate industry and commerce services in order to increase export value
A common factor for all TPOs in the analysis is that, to a certain extent, they conduct a form of
segmentation and differentiate the services for the various customer segments. The segmentation
method used is different. By segmenting customers and differentiating services based on given
design criteria, the organisation will have the opportunity to offer services to the enterprises that
are adapted to their requirements and implementation skills. Furthermore, this will allow for the
allocation of internal resources to assist projects that have the potential for high value creation.
An important learning point in the analysis has been that the TPOs’ customers seem to make up a
relatively small percentage of the export enterprises – at least when measured in relation to their
country’s total export value. For example, exports from Enterprise Ireland’s customers account for
only 4 to 5 percent of Ireland’s total export value. This means that the established export
enterprises use the TPOs to a lesser extent and that market knowledge of the export markets in
which they operate is core expertise that they must possess themselves. Research shows that TPOs
have less impact on the behaviour of large enterprises compared to SMEs. It is important to find ‘the
correct level’ for those one works with in order to have a positive impact.
TPOs do not pay that much attention to start-ups and small-growth enterprises. In Sweden, there is
a division of labour with ALMI, and France has a clear division of labour where Bpi France manages
entrepreneurs and the development and growth of SMEs. Ireland and Finland also have others
(regional partners) that manage the majority of the smaller growth enterprises.
Enterprise Ireland uses a segmentation model that includes five categories. This is a practical
approach that binds together needs with services and is a model that Innovation Norway has
gained knowledge from in the development of its own segmentation model.
The five customer categories that Enterprise Ireland uses are 1) High potential start-ups, 2)
Exporter development, 3) Core clients, 4) Accelerated clients, and 5) Large clients.
In Finland, Team Finland and the delegating authorities set any guidelines for sectors that need
special attention (of course, this is also based on Business Finland’s proposals).
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Industry and commerce in Finland can be confident that once the business support system has entered
into an agreement with the interest groups and authorities, the bureaucracy will adhere to the priorities.
For example, cleantech was chosen as an area of priority 10 to 15 years ago, and this is an area that
remains in focus. In other words, long-term planning and continuity are success criteria in Finland.
The Trade Council in Denmark focuses on SMEs because it is primarily this segment that needs help
to become larger exporters. Furthermore, the Trade Council conducts segmentation according to size
of enterprise/operations and sectors/industries such as agriculture/food, health-tech, and subsectors within these categories. Communication focuses on three target groups:
1) enterprises that need help entering international markets
2) SMEs in need of classic export promotion
3) Start-ups
Business Sweden segments customers within the SME segment that have the prerequisites for
international success. The basis for the segmentation is the total selected enterprises within certain
industries. In order to find the right SMEs within the right industry of a certain size, Business
Sweden uses data-driven segmentation. Examples of segmentation criteria are that the enterprises
must have exported previously and must have a minimum of 1 million Swedish kroner in equity.
Innovation Norway is using knowledge from how Business Sweden segments and differentiates its
services in the design of its own segmentation model.
It is important that enterprises that do not qualify for a focused export development service have access
to a basic service within the fields of export and internationalisation. This basic service will be a common
good that is essentially free. In Denmark, for example, the Danish Trade Council offers 15 hours of free
export sparring (in a collaboration between regional stakeholders and the Export Council).
One advantage with the Norwegian model is that we have a distributed apparatus that is close to
the enterprises and to the markets abroad, with access to both money and expertise that can be
used in the development process. Enterprise Ireland makes it very clear that it is important to
exploit this advantage. The link between capital and export activities is an important premise for
Innovation Norway’s recommendations.

4.3 Identify and manage new market opportunities in order to diversify Norwegian
exports All the TPOs that Innovation Norway interviewed are tasked with identifying
international market opportunities, often in collaboration with the embassies. It is also common
to publish reviews of the market opportunities on the internet.
Large public sector infrastructure investments are often regarded as High Potential Opportunities
(HPOs). Business Sweden mentioned ‘Airports in Turkey’ as an HPO, while Business Finland
mentioned ‘Digitalisation in Africa’.
Business Sweden requires that an HPO must have a potential of 1 billion Swedish kroner and that
there are sufficient numbers of enterprises that will participate and pay for it (it is unclear whether
the one billion is in increased exports or increased growth in value creation in Sweden). In order to
establish routines for the HPO-related work, Business Sweden started to ‘force’ all the
international offices to look for and document new opportunities. Furthermore, they have
established a small team at the head office that selects a number of opportunities each year. The
team is composed of people who have extensive experience in the international offices and in
export promotion and employees with general expertise. A number of stakeholders are involved in
the selection processes, not least stakeholders in industry and commerce. Sometimes the leading
industry associations are also active. It is important to involve as many enterprises as possible, and
all participants pay a fee.
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When asked how they specifically worked with these opportunities, Business Sweden used ‘new
airports in Turkey’ as a case. Here, they gathered a number of Swedish enterprises to participate,
and the office in Turkey gathered as much relevant information as they could about the project.
Investigating who the buyers are, as well as finding information about the purchasing processes, was
demanding work and not something that can simply be Googled. Dissemination of knowledge was
conducted in several ways, such as through seminars and events, meetings with buyers, and through
matchmaking. Innovation Norway has gained a lot of knowledge from the Swedish model in relation
to our recommendations of a new way of working towards international opportunities.
The Danish Trade Council believes it is important to be proactive in identifying global opportunities. One
must also be proactive when working to find and actively contact the right customers. Networks and
analyses are crucial for knowing which enterprises the organisation must contact, and it is important to
be coordinated so as not to ‘wear out’ the same enterprises. The global sector teams in Denmark are
constantly looking to build knowledge, be present, hold webinars, and take part in dialogue with
industry organisations within selected sectors. This also includes clusters, chambers of commerce, and
other networks that work to find the best possible match between enterprises and opportunities.
Ireland has a data-based approach to its selection of international opportunities. For example, data on
market development and foreign market trends form the basis for where they should be present. The
embassies also gather knowledge about new opportunities, but the challenge in Irish industry and
commerce is to match opportunities with competitive advantages. Enterprise Ireland points out that it is
their job to identify enterprises at home that are able to take advantage of the opportunities that are put
forward. When advisors identify global opportunities, this information is taken back to the sector team.
Data centres, clean energy, and the automotive industry are some examples of HPOs that they work
with. Enterprise Ireland puts together a team that checks out the proposals and then establishes an
internal ‘competition’ to obtain funding to pursue major new market opportunities. The proposals
are pitched in front of an internal committee that decides which opportunities they should pursue (2
to 3 times per year). This group can be assembled at short notice if there are opportunities that need
to be tackled quickly.
Business Finland has a process where foreign office advisors screen what is happening in the market.
The various sector teams look for the most interesting opportunities that they call ‘Mega
opportunities’. An example of such an opportunity is digitalisation in Africa, where investment is
now being stepped up.
Team France does not have its own HPO projects, but they are investing heavily in and focusing on trade
delegations as an export promotion instrument and are exploring new, more promising opportunities.
The selection of which trade fairs to focus on starts at the regional level through input from sectoral
organisations and priorities from political leadership in the regions. This results in 600–700 suggestions
that are then negotiated at the national level. There is room for a significant number of initiatives per
year, and because the regions fund the organisation, they each have a significant amount of authority
with which to prioritise. To ensure a certain amount of potential as a result of participation, plans are
never made to participate in a trade fair unless at least six enterprises can participate. Ideally, there
should be many more, and a record 800 French enterprises attended a single trade fair last year.
In other words, there is relatively large variation between countries in terms of methods for looking
for and defining major international opportunities. Innovation Norway’s model is not a copy of any
single country, but we have gained insight from this analysis in order to develop a method of work
that makes the model accurate and effective for Norway and Norwegian industry and commerce.
When working on such new opportunities, it is natural to coordinate efforts to increase
international sales (HPOs) and to increase investments in national high-quality investments (HQIs).
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Choosing major opportunities will require a broader base of expertise than simply having market knowledge in
different markets, and pursuing HQIs will be just as important.
In Sweden, an HQI is defined as follows:
Table 4 Business Sweden’s criteria for assessment of HQIs (quality assessment of investment projects). Source:
Interview and SOU 2019:21

In Sweden, an HQI is defined as follows:
Business Sweden’s criteria for assessment of HQI (quality assessment of investment
projects). Source: Interview and SOU 2019:21

Criterion

Description

Size of investment
(Weighting 35%)

- Invested capital
- Number of jobs planned

Direct benefit from the investment
(Weighting 35%)

- New technology and innovation
- Market development
- Internationalisation

Quality of investor
(Weighting 15%)

- Trademark
- History of international investments

Future benefit from the investment
(Weighting 15%)

- New jobs (indirect)
- Additional investments
- Attract other investors
- Other future benefits

As shown in the table above, these criteria are related to the quality of investments, i.e. the size of
the investment and the number of jobs as well as innovation and international market opportunities.
Sweden has criteria related to the investor’s characteristics and the possible long-term ripple effects
of investments (future benefits of the investment). By using the number of HQIs rather than the
number of investments as a measure of success, they also have a means of measuring the effects of
the investments. Both Sweden and Denmark state that they also use the HQI criteria as a tool to
prioritise which projects they should invest resources in. This is revealed through customer surveys
where enterprises are asked if the service influences their investment decision. Sweden, Denmark,
and Finland state they that they only count investments where customer feedback shows that they
have had an influence on the investment decision, i.e. the additionality.
TPO and IPA activities are concurrent in a number of areas in most countries. For example, these
might be branding, mapping export and investment opportunities, and joint targeting of the TPOs’
HPOs and the IPAs’ HQIs. However, one challenge may be that the IPAs, to a certain extent, become
too ‘invisible’ to investors when they are part of a larger entity. Furthermore, it is not evident that
IPAs will focus on areas of industry where countries are already strong today, but rather will work to
attract foreign investors in new areas.
The challenges are often related to the fact that the TPO work often involves a short-term search for
potential projects for customers and partners, while pursuing the most relevant investors involves
long-term work. Therefore, if one is to operate in the same organisation, it is important to adopt
strategies that take into account both assignments. A common factor for both TPOs and IPAs,
however, is that one must ‘get out of one’s chair’ and visit customers and investors.
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An example of the coordination of these two assignments can be found in Business Sweden, which is
now merging export and investment promotion because they also see the importance of promoting
entire ecosystems in the work concerning greater export drives. This means that Invest in Sweden will
no longer be a separate department but will be integrated with the export-promotion work. They will
be part of 4 or 5 new departments that will focus on 6 or 7 sectors, value chains, or ecosystems.

4.4 Adapt expertise and networks to the changing needs of industry and commerce
Incorporating a greater degree of flexibility into the export platform will provide both benefits and
challenges. In particular, the use of time-limited contracts for local employees abroad has been
pointed out by some TPOs as a possible direction to take. This will increase flexibility when
experiencing changing market opportunities/sector expertise. Enterprise Ireland is an example of an
organisation that seeks to increase the degree of flexibility through the use of temporary staff
(contracts of between 2 to 5 years). The aim is to be able to adapt expertise to the changing needs of
industry and commerce. Enterprise Ireland often recruits employees with sectoral expertise to
foreign offices, and it is a requirement that those taken on have worked in a relevant industry within
the Irish business sector and thus know the relevant stakeholders. In order to safeguard the networks
the employees bring with them into the organisation (which is a criterion for employment), it will be
crucial that the organisation has a system and incentives to share their network.
Labour law conditions in the different countries may make it difficult to fulfil the wish to have
greater flexibility through short-term contracts. However, Business Sweden took the opposite view
to Ireland, namely that they see the importance in having continuity in local employment as well as
in-depth knowledge of Swedish industry and commerce and their changing needs in relation to those
posted on contract. Currently, most people working in export promotion at Innovation Norway are
locally employed on a permanent basis. Local employees are usually significantly cheaper than
secondments, but they tend to lead to decreased flexibility.
The use of external expertise will also give organisations greater flexibility. At the same time,
the organisation will be dependent on building and possessing internal expertise in order to be
a relevant sparring partner for industry and commerce, following the Danish Trade Council,
which points out: ‘you must know your customers’ customers’ in order to help the customer
with sales and to build relevant networks. Enterprise Ireland operates on the same logic.
A challenge that several countries point to is the wish for a high and increasing degree of
sectoral/value chain expertise. This means broader expertise in entire ecosystems, not just specific
enterprises or industries. Some see the value of putting export and investment promotion together in
new departments or connecting the expertise together in global teams that can then look more
broadly at internationalisation opportunities. Others highlight HPOs and HQIs as broader projects that
should be worked on more patiently in order to succeed in the long run. Therefore, it is somewhat
surprising to observe that the interviewed TPOs pay little attention to technological secondments.
Innovation Norway is now seeking to develop a model with a greater degree of flexibility that, among
other things, makes it easier to attract sectoral and technological expertise. The experience gained
from the various TPOs has formed part of the basis for decision-making in this area.
Norway has the most one-sided platform, with few employees focusing on the ‘Invest in’ area in
relation to export promotion. Investor expertise and long-term horizons complement the more
short-term, project-oriented export promotion expertise. The TPOs that see these in context have
reported certain challenges in getting them to collaborate well together. This is because one has
different work processes and time horizons in addition to different expertise. However, this is
extremely valuable for the successful completion of major projects.
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When it comes to flexibility and office structure, Enterprise Ireland, for example, often uses a
‘pathfinder’ in new markets before deciding whether to create an office. Certain TPOs have
offices that cover several countries, and some have the flexibility to ‘loan’ their employees to
other offices during major projects. It is not very often that TPOs are represented by other
stakeholders in foreign markets.

4.5 Contribute to a coordinated Team Norway that is cost-effective and easy to use
The area review of trade promotion abroad (PwC et al. 2018) points to fragmented services, as well
as to the absence of common strategic principles for the stakeholders in Team Norway to follow.
The consultants recommend a strengthened Team Norway at home.
In the benchmark analysis, it is particularly interesting to see how France has solved the problem by
reducing transaction costs between the stakeholders and by designing a customer-friendly Team
France. In order to erase the interfaces between stakeholders and enterprises, Team France Export
has been created. From the enterprises’ point of view, it is unclear which of the stakeholders in
Team France Export is providing services to them, but this is not considered a significant problem.
Furthermore, Team France Export operates with a common Customer Relationship Management
system. In practical terms, Business France is responsible for most of the traditional export
assignments, while Bpi France is a funding stakeholder with its main focus on the start-up and
innovation segments, but which also offers export credit.
Another example is Team Finland. Team Finland is an umbrella organisation, and enterprises find it
challenging to understand the stakeholders’ areas of responsibility. Therefore, in 2019, a new Team
Finland strategy was created where the stakeholders agreed that overlapping services would be
avoided. In practice, this means that all stakeholders in Team Finland must be informed before new
initiatives are implemented.
In 2020, the Swedish Government updated its 2015 ‘Export and investment strategy for more jobs
across the country’. The world has changed since 2015, and the threat to free trade has increased at
the same time as an intensified competition for investment. However, Sweden has succeeded in
increasing exports during the first strategy period – and has done so in all areas of the country. The
global goals for sustainable development in Agenda 2030 and the Paris Agreement have created
new opportunities for Swedish enterprises to contribute to climate change adaptation. Sweden has
stated that it will be the world’s first fossil-free welfare state and that it will export solutions that
contribute to a fossil-free world. Coordination in Team Sweden continues along the industry
dimension in the 2020 revised strategy. There seems to be different frequencies in the meeting
activities and projects in the various industries.
On several occasions, most recently in the 2020 Innovation Speech, Innovation Norway has called for
a more systematic and strategic collaboration in Team Norway. In this respect, the proposal is in line
with the initiatives implemented in France, Sweden, and Finland.
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5. Provide Norwegian industry and commerce with export assistance
5.1 Team Norway - the main stakeholders and their roles
The publicly funded Norwegian apparatus for trade promotion abroad is called Team Norway. The
Ministry of Trade, Industry and Fisheries, the Ministry of Petroleum and Energy, and the Ministry of
Foreign Affairs are the most important ministries for Team Norway. At the ministerial level, the formal
responsibility to coordinate Team Norway lies with the Ministry of Trade, Industry and Fisheries.
On its website, the Government presents 12 policy instrument stakeholders that are part of Team
Norway. Not all the organisations are equally active in the various markets, and not all have activities
that focus specifically on industry and commerce.
• Export Credit Norway
• Research Council of Norway
• GIEK
• GIEK Credit Insurance
• Innovation Norway
• NORWEP
• Norad
• Norfund
• Norwegian Seafood Council
• DOGA
• Norwegian Agency for International Cooperation and Quality Enhancement in Higher Education (DIKU)
• Music Norway
Other key stakeholders contributing to Team Norway’s work abroad are organisations such as
The Confederation of Norwegian Enterprise (NHO), LO, ICT Norway, Virke, Norwegian Maritime
Exporters, the Norwegian Shipowners’ Association, etc.
In 2017, the total use of resources for the Norwegian Foreign Service, NORWEP, the Norwegian
Seafood Council, and Innovation Norway amounted to NOK 1447 million (just over 0.1 percent of
Norwegian export value during the same year). This is limited to activities related to trade
promotion abroad and includes administrative costs.

5.2 Innovation Norway’s role and services
Innovation Norway's main tasks
Innovation Norway’s work on internationalisation and export assistance to industry and commerce is
part of our main assignment from the Ministry of Trade, Industry and Fisheries, called the Innovation
and Internationalisation Assignment. The purpose of the internationalisation assignment is to
stimulate Norwegian enterprises that have high growth potential to seek opportunities outside
Norway’s national borders. The assignment includes programmes that focus on three main objectives:
1) Increased sales in international markets
2) More foreign investment
3) Increased technological collaboration in industry and commerce and better positioning of Norwegian
solutions
Innovation Norway currently offers export assistance to industry and commerce in the form of
resources at the international offices, resources at the regional offices in Norway, and specialist
functions at the head office in Oslo.
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In addition, Innovation Norway manages significant assignments that include the funding of
innovation projects, an agricultural assignment, and a banking assignment that contribute to the
long-term funding of investments throughout the country. The internationalisation and export
assignment is strongly intertwined with the innovation assignment because customers seeking
growth will normally need international customers in order to succeed. Therefore, Innovation
Norway’s entire office structure works on the export assignment, where the link between our
regional offices and our international apparatus is key.
The enterprise also has assignments linked to district and regional development, the management
of EEA grants, the development of new and innovative solutions for the emergency aid market, the
development of travel and tourism, and the profiling of Norway as a tourist destination. These
assignments are not discussed in more detail here.
Public sector funding
Innovation Norway’s work on export promotion is mainly funded through Chapter 2421, item 74
by the Ministry of Trade, Industry and Fisheries. The item funds three main initiatives:
- Growth and exports
- Profiling of the travel and tourism industry
- Innovation and Entrepreneurship (The Entrepreneurial Plan) The distributions over last three
years have been as follows:
Table 5 Public sector funding through item 74 (2018-2020)

Public sector investment through Chapter 2421, item 74
Growth and Exports1
Innovation and Entrepreneurship2
Travel and Tourism3
Total

2018
259.7*
55.3
231.5
546.5

2019
256.3
67.5
231.5
555.3

2020
262.1
37.9
178.0
478.0

*NOK millions
1)
2)
3)

In this section, EU advisory services are included in the figures for growth and exports. In the updated
analyses, EU advisory services are included in scaling.
Item 74 Innovation and Entrepreneurship also covers regional activities that are not relevant to exports and scaling.
These have been removed from the updated analyses.
Travel and tourism profiling is a special assignment that is not included in the updated analyses. In the 2020 national
budget, travel and tourism initiatives were cut by NOK 53.5 million. Offices in Europe and in New York have employees
that work within the fields of export and tourism profiling, and the downsizing of travel and tourism increases the cost
per employee for these offices.

Development over time: public sector funding
In 2011, Innovation Norway received a cut in item 74 of approximately NOK 100 million. This
resulted in a significant restructuring of operations and major downsizing at the international
offices. Approximately 25 percent of employees lost their jobs. Europe was hit hardest, especially
the markets closest to us such as Sweden, Denmark, and Finland. There were also closures or
reductions in staff at some offices in Asia and the Middle East. Development per year and the
framework distribution in the different areas is shown in the graph below. More than 30 percent of
the item covers direct costs related to the implementation of customer projects, while the rest
covers salaries and operating costs for employees at our international and home offices. As a
general rule, Item 74 is not adjusted in relation to salary and price increases in society. In practice,
an unchanged budget means an actual decrease in export investment of NOK 6 to 8 million per year
depending on salary and price increases in the various markets as well as currency fluctuations.
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User payment
All bespoke and individualised advisory services from the international offices require user
payment. In line with state aid regulations, 50 percent of international office advisory costs
are subsidised for SMEs (including hourly costs, not direct project costs).
Trade fair participation, international business events, and expertise programmes also include
user payments. Information and advice of a more general nature, such as basic market
information from the international offices and technical trade advice, are limited in scope and
are seen as a public good. These types of small expertise services are delivered free of charge to
customers.
Revenues from user payments of export promotion services amounted to approximately NOK 64
million in 2019. This has varied little over time and accounts for approximately 17 to 18 percent of
total Norwegian investment regarding exports and scaling. Trade fairs and international business
events accounted for more than half of the revenues, approximately NOK 37 million. Revenues from
individual advisory services at the international offices amounted to NOK 11.7 million. In addition,
Innovation Norway receives user payments from industry and commerce and from other revenues
associated with the office in Washington DC (collaboration with the defence industry), technical
trade courses, and projects such as the Nordic Innovation House in Palo Alto. The Global Growth
export programme and the global accelerator programmes are aimed at promising start-ups and
small enterprises, which means that user payment is therefore moderate.
Table 6 User payment 2019 divided into various services

User payment 2019
International market advisory services
International business events
Global growth programmes
Global entrepreneurship programmes
Other projects
Total

NOK millions
11.7
36.7
4.1
4.0
7.7
64.2

Background of the current funding model
The funding model is politically governed and over the years has varied between high and low levels
of user payments. Before 2004, the Export Council had a different funding model with a higher level
of user payment for its services. The argument for a low level of user payment rests on the theory
that export promotion is a common good for the country. Based on the fact that many SMEs in the
target group for the public sector initiatives have a limited ability to pay, requests from the industry
organisations also contributed to changes in the funding model after the establishment of
Innovation Norway.
Over the past year, there have been signals that Innovation Norway will charge more for its export
services. Cutbacks were made in 2019 to reduce the number of free small services at the
international offices. This was done both to ensure more long-term work with the right customers
and to meet budget goals. Slight increases in user payment were implemented in the 2020 budgets,
and the trend at the start of the year was positive for many offices. However, after the shutdown
due to the coronavirus pandemic in March 2020, the level of industry and commerce activity has
been decreasing, therefore resulting in less user payment.
Therefore, Innovation Norway does not expect to reach the planned increase in user payment for 2020.
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Proportion of employees working with exports and foreign investment
Approximately 140 of Innovation Norway’s 750 employees (2019) work exclusively with export assistance
and foreign investment. Just over 70 percent of these work at the international offices. Figure 4 shows the
distribution of employees working with export and investment promotion at home and abroad. Together
with the Norwegian Foreign Service, Innovation Norway is the Government’s main policy instrument for
increasing exports abroad. Most employees are market advisors with networking expertise in the local
ecosystems. The market advisors provide advice, expertise, and networking services that give Norwegian
enterprises faster and better access to the market. In some countries, we also have more specialised
advisors within the fields of technological collaboration and foreign investment.
The regional offices have 12 internationalisation advisors working to mobilise Norwegian enterprises
that have international potential. These advisors work in close collaboration with the funding
advisors, as well as three ‘Invest in’ advisors that are funded by the regions. Together, they act as
sparring partners for industry and commerce and link enterprises to relevant employees abroad or to
other public or private sector stakeholders when relevant. Innovation Norway has 31 employees at
its head office that perform customer-oriented functions. These include, among others, employees
who provide technical trade advice and advice related to intellectual property rights (IPR), as well as
employees with ‘Invest in’, management, and support functions.
The Export Centre assists Norwegian industry and commerce with information on framework
conditions and regulations within international trade and the EEA. The IPR team reduces risk by
helping enterprises make the most of intellectual property in their business development.
Figure 5 Distribution of employees working directly with
exports at the head office in Oslo (N = 31)

Figure 4 Distribution of employees working
with export and investment promotion
abroad and at home (N = 140)
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The managers responsible for the Middle East and Africa, Asia, and Europe have offices in Oslo,
while the regional manager for the Americas works at the office in San Francisco.
The distribution of resources at the head office is shown on the right.
Brief information about the international offices
In 2019, Innovation Norway had 36 offices in 29 countries. The offices in Romania, Bulgaria,
Greece, and Croatia all work exclusively with the EEA grants, while the office in The Hague
focuses solely on travel and tourism.
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Excluding these, there are a total of 29 offices in 24 countries that focus on export assistance
and positioning of Norwegian industry and commerce in relation to exports and investments.

Number of offices and countries per region (2019)
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Figure 6: Number of offices and countries per region (2019)
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Currently, 114 employees at
Innovation Norway’s international
offices perform the following tasks:
• Assist enterprises in efforts to
increase exports and
internationalisation (TPO)
• Attract more foreign
investment to Norway (IPA)
• Facilitate increased technological
collaboration (secondments in

Figure 7: Person-years abroad distributed between export, investments, and
technology (2019)

collaboration with the Research Council of Norway)
In addition, 32 person-years are linked to special assignments within the fields of travel and tourism profiling and the
EEA funding schemes (not discussed further). A total of 108 employees at the international offices are currently
working on export promotion. The graph below shows how these are geographically distributed between offices and
regions at the present.
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Figure 8 Export assistance: Number of employees distributed between offices and countries (2019)
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The offices that hold specialised investment positions are Munich, Tokyo, Beijing, and San
Francisco. They work closely with Invest in Norway’s four employees in Norway. The offices that
have technological secondments in collaboration with the Research Council of Norway are Japan,
India, and Brazil. In addition, there is a position in Singapore that is funded by Innovation Norway,
the University of Tromsø, and SINTEF. It is unclear whether the contracts with the Research
Council of Norway will be renewed, and an alternative and more flexible model is being worked
on.
Flexibility
Currently, Innovation Norway’s export initiatives are run mainly by permanent employees. It is
rare that employees are taken on without being designated a specific location.
Almost all of the 108 employees working with exports and foreign investment at offices abroad hold
permanent positions, and approximately 80 percent are local employees. As a general rule, only the
office managers are seconded from Norway with 2-year to 4-year contacts. Several of the offices
also have managers that have been employed locally. These are often people with a Norwegian
background.
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Distribution of local employees and
secondments from Norway

Figure 9 Local employees and secondments Export investments and technological
secondments (2019)
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Employee turnover is low at Innovation Norway not least among local employees abroad. The
opportunities in the internal labour market are primarily used by employees in Norway who wish to
gain experience from the international offices. A certain amount of external expertise and
assistance is used in customer services. In 2019, Innovation Norway’s international offices spent
approximately NOK 9.5 million on external consultants within the fields of Invest in Norway,
entrepreneurship, and export.
There are also some representative agreements between the stakeholders. For example, Innovation
Norway represents Norwep (and previously Export Credit Norway) in Singapore. Innovation Norway
has a formal collaborative agreement with the other Nordic countries through Nordic Innovation
House. Among other things, the agreements regulate the funding of Nordic Innovation House.
Currently, Innovation Norway has no formal agreements with other Nordic countries to represent
each other in markets where the countries are not present themselves.
Previous experience, expertise, and networks
We looked at the level of education, where the employees are recruited from, and the formal
education of 58 selected people who primarily work with export and internationalisation at
Innovation Norway. The majority of these selected employees have a master’s degree (74 percent),
and the majority of the selected employees are educated within the fields of international
business/marketing or economics. Other disciplines that are represented are engineering, law, social
sciences, and tourism/communications/journalism. The proportion recruited from the private sector
is slightly higher than that from the public sector.
Feedback from Innovation Norway’s customers
Innovation Norway receives regular feedback on the standard of service and experienced customer
benefit through dialogue with our advisors and through participation in our export-oriented
programmes.
Customers are generally satisfied with the services offered. Ongoing customer satisfaction surveys
for the international offices and other export-related services have a consistently high score of 4.5 to
5 out of 6 possible points. After a service is delivered, office managers are responsible for following
up with customers who give low scores on customer service surveys. In a 2016 Oxford Research
survey, 92 percent of a total of 1461 customers answered yes to the question of whether they would
use Innovation Norway when attempting to internationalise themselves in the future. There are no
differences between entrepreneurs and established enterprises in the answers to this question.
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Would you use Innovation Norway when attempting to internationalise yourself in the future?
Number
Yes
No
Uncertain
Total

Percent
1343
18
100
1461

91.9
1.2
6.9
100.0

Table 7 Answers to the question ‘Would you use Innovation Norway again (export customers) Oxford Research AS (2017)

6.0 How to meet the future needs of industry and commerce recommended model
Innovation Norway’s recommendations for a new platform regarding export promotion work are
based on input from the business sector and their needs, the status of Norwegian exports, and
future forecasts, as well as knowledge gained from the comparative analysis of other countries. The
recommendations are based on the five design criteria that must be taken into consideration when
Innovation Norway recommends changes in organisation, working methods, and type of presence.
A strengthened platform for Norwegian exports
Norwegian export development trends give cause for concern. Norway is the only country in the EU
to have seen a decline in exports since 2015, as measured in euros. Exports from Norway are
concentrated around a few industries, making us particularly vulnerable. That fact that Norway
must also undergo major economic restructuring due to demographic changes and a global
transition to a less carbon-dependent society increases the need for value creation and productivity.
As a result of the ongoing pandemic, industry and commerce are less willing to take risks than was
previously the case. The pandemic has also reduced the willingness to invest internationally and
reinforces the current market failures associated with such initiatives. For a small country like
Norway, international trade is essential if we are to succeed. The further recommendations assume
an increased public sector investment in export promotion. Innovation Norway recommends an
increase of at least NOK 100 million in public sector investment and a significant restructuring of
working methods.

6.1 Identify and manage new market opportunities in order to diversify Norwegian exports
Innovation Norway finds that the current export platform has been largely supply-driven, and we have
not been successful enough in linking Norwegian advantages to specific international market
opportunities. We are small and must prioritise. Industry and commerce have expressed that they want
a higher level of collaboration between enterprises as part of an international market orientation.
Therefore, it has been a key criterion that our proposals must help us to better identify and manage new
market opportunities than we have so far managed to do. This will contribute to a diversification of
Norwegian exports, the need for which is indicated in the above analysis. Therefore, Innovation Norway
recommends a strategic programme aimed at major international market opportunities.
The programme's working methods and structure are described below.
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6.2 Adapt expertise and networks to the changing needs of industry and commerce
International market opportunities are changing rapidly and there is a lot of competition. The coronavirus
crisis has intensified uncertainty in international value chains, and we see tendencies towards increased
regionalisation and protectionism. This requires an international apparatus that can quickly turn towards
new export opportunities for Norwegian industry and commerce. Innovation Norway’s analyses show that
the current export promotion platform is relatively inflexible. The resources are largely tied up in personyears at fixed locations. In order to do more with the public sector investments and to assist industry and
commerce where necessary, Innovation Norway recommends that increased flexibility be built into the
organisation of services. This means, in addition to a permanent international presence, an organisation
that enables us to reprioritise resources more quickly towards identified market opportunities abroad,
drawing on expertise from external stakeholders and across the markets. It also means even closer
interaction between the home and international apparatus and requires a stronger degree of
prioritisation of available resources towards identified opportunities.

6.3 A coordinated Team Norway that is cost-effective and easy to use
The Government’s review of the business support system points out that Norway needs a strengthened
and more coordinated export investment in order to simplify things for industry and commerce and to
capitalise more on our long-term investments in research, development, and innovation. Feedback from
industry and commerce points in the same direction. Team Norway must better coordinate itself at home
and abroad and base its work on a common strategic direction. Therefore, the criterion is to contribute to
a coordinated Team Norway that is central to the platform. Innovation Norway agrees that Norwegian
investments must be better coordinated and hereby proposes the collaboration called ‘Business Norway’.
The comparative analysis shows that other countries solve the coordination challenges in their own version
of ‘Team Norway’ in different ways. It is particularly interesting to see how France has reduced transaction
costs between stakeholders and has successfully designed a customer-friendly Team France. In order to
erase the interfaces between stakeholders and enterprises, Team France Export has been created. This
means that enterprises are not aware of the divisions that exist between the various stakeholders.
Furthermore, Team France Export operates with a common Customer Relationship Management system.
The idea is that ‘Business Norway’ will act as a working method where entire ecosystems collaborate in
order to take up new global positions and develop new export industries. Large and small enterprises,
centres of expertise, and industry associations will work together with the policy instrument stakeholders
and authorities to win large international contracts, attract foreign investment, and create more jobs.
Norwegian industry and commerce are world champions when it comes to collaboration, but we are
currently not taking advantage of our international initiatives. We will do that in the future.
Business Norway also means more coordinated efforts and binding partnerships. It gives extra weight and
visibility when Team Norway and politicians support the prioritised projects during state visits so that
enterprises can utilise the authorities as door-openers. Therefore, Innovation Norway proposes close
dialogue with authorities, trade associations, and industry clusters. The collaboration between large and
small enterprises is key to such an initiative and to enabling Norway to introduce value chains to the
markets.
Dialogue with industry and commerce shows that enterprises are calling for the public sector to take such a
connecting role.

6.4 Focus and differentiate industry and commerce services in order to increase export value
Export promotion instruments are designed to support enterprises that may have very different
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starting points and needs. Therefore, the business support system must have a toolbox that can be
used by all the different target groups. This is the reason why Innovation Norway has chosen ‘focus
and differentiate industry and commerce services in order to increase export value’ as one of the
design criteria for our proposals. There is a large variation in the needs of SMEs that have little
export experience compared to the larger and more established export enterprises. There is also a
big difference for enterprises entering immature industry markets in which Norway does not hold an
international position compared to well-known markets and established export industries. For
example, a large enterprise like Equinor will need public sector assistance when it enters the
renewable energy market, but not necessarily in relation to its current core activities.
Focusing and differentiating the services must be based on clear criteria that have been developed
according to research findings. Innovation Norway’s analysis of international export data and
literature reviews (Appendix 2) gives clear indications of the characteristics that describe successful
export enterprises.
The size, financial resilience, and competitiveness of the enterprise are crucial quantitative factors.
In addition, there are certain qualitative characteristics such as scalable business models, marketing
expertise, networks, and growth ambitions that are essential regarding export success. Helping to
mobilise, select, and develop Norwegian enterprises that are ready for an export initiative is an
important role for Innovation Norway. Therefore, a systematic and data-driven customer
segmentation is a prerequisite for successfully choosing the right policy instruments for the different
needs of the business sector’s internationalisation process.
Innovation Norway’s role as a public sector stakeholder is to provide a service to all enterprises that
have export ambitions. Therefore, enterprises that do not meet the criteria indicating that they are
ready for export must be offered a basic service to increase their export skills.
In order to best meet these design criteria, Innovation Norway proposes dividing industry and
commerce export services into three sections. Coordination and strategic prioritisation will be
maintained through the Business Norway model outlined above.

Figure 10
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Digitalised basic service for all
Innovation Norway will offer basic assistance as a common good to exporters and new export
enterprises. For many enterprises, the basic service will be their first meeting with Innovation
Norway, and customers will receive an overview of various services and applicable requirements.
They can also spar with Innovation Norway’s advisors to get expert advice, clarify their needs, and
possibly be linked to partners that are more relevant to the customer's future plans.
In order to meet the criterion of an appropriate funding model, the services offered to enterprises
must be better adapted to the enterprises’ needs and development phase. In order to provide indepth advisory services and expertise initiatives for enterprises that are ready to enter the export
market, parts of the other services must be streamlined through digitalisation. Norwegian
enterprises are making new demands on digital availability and self-service solutions for business
support system. The Government’s review of the business support system also highlighted the need
for a higher level of digitalisation within ‘basic’ services. The coronavirus crisis has highlighted the
need for digital solutions within skills development. Innovation Norway is developing a digital basic
service with access to technical trade expertise, self-service digital courses, webinars, online chats
with advisors, information on market opportunities, referrals to other stakeholders, etc. (Figure 11).

This will be a free service (common good) that the
entire business sector can take advantage of. By
having services that are more digitalised, Innovation
Norway will be able to offer the same quality to
customers across the country and serve more
customers than is currently the case without
increasing the amount of advisory time used.
Innovation Norway serves approximately 2,500
customers each year through a largely manual basic
service consisting of brief advice, referrals, and
orientation. These are services that will constitute a
basic offering, but in practice this is currently provided
by all advisors, and not by a selected group that has
this as its core operations. In addition, the services are
primarily provided physically and individually, not
digitally and standardised. This is ineffective, and the
possibility of profit realisation here is great.
Figure 11

A digital basic service is crucial to ensuring the equal treatment of customers that have the same
potential, regardless of the regions they focus on and which offices have the capacity to conduct
customer meetings and to answer the telephone at all times.
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In the future, the basic service must be better and
more scalable so that Innovation Norway can meet
increased expectations of self-service from
industry and commerce in general.
Compared to today’s mainly manual basic service,
Innovation Norway will reach more enterprises with
consistently high quality without increasing staff
numbers.

Focused export development initiatives for the best enterprises
Based on research, Innovation Norway now recommends that a stronger selection of customers be
chosen to receive focused export development assistance. The research shows that there are
certain characteristics common to all enterprises that become exporters. In the future, more
emphasis will be placed on such characteristics in order to focus and differentiate the service in
relation to industry and commerce based on the enterprise’s prerequisites for international success.
In the summary of the research below, a distinction is made between quantitative and qualitative
characteristics (see Figure 12 below). See Appendix 2 for a more thorough review of the research
literature.
Customer
dialogue/
Input from
customer

Export
experience

International
ownership
Competitiveness

Marketing
expertise

Network
expertise

Business
model

Growth
ambitions

Economically
robust
Registry data

Size

Qualitative characteristics

Quantitative
characteristics
Figure 12

In Norway, many of the quantitative characteristics (left side of the figure) are publicly available
and can be collected without the customer or Innovation Norway spending too much time on it
(albeit with a certain time delay). However, data on whether the enterprise is an exporter or has
export experience are not available at the present.
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In order to evaluate the quantitative characteristics (right side of the figure), input from or
dialogue with the customer is often required, but Innovation Norway now has access to certain
sources of data that also can give indications of the more qualitative characteristics as the basis for
selection and further dialogue.
In the future, Innovation Norway will offer individual enterprises possessing the right expertise and
great potential to grow internationally a bespoke package that runs over two to three years. The
package can include capital injections and expertise programmes, as well as individual advisory
services and sparring. This is important because we know that bespoke combinations of expertise,
advice, and capital instruments increase the chances of enterprises succeeding. Partners such as
Export Credit Norway, GIEK, Norwep and embassies will be linked to the process when relevant to
the customer.
The customer will be assigned a permanent point of contact at Innovation Norway who will
follow up and facilitate the customer in their efforts to become internationally successful. The
advisor will be a sparring partner and will arrange specific services adapted to the customer’s
needs. Furthermore, the advisor will follow up on agreed performance targets and milestones on
a quarterly basis and will terminate projects that are progressing poorly.
Innovation Norway will use common national criteria to
select customers with great potential and good
prerequisites for successful international growth and
will offer them a more focused and bespoke service
than is currently available. In the box to the right is an
overview of important criteria for the export
development segment. The criteria are research-based
and will be tested during the autumn of 2020 (see
appendix for literature references).
Experience from Sweden and Ireland suggests that a
more focused initiative with some of the larger and
more mature enterprises will contribute to more of
the enterprises that receive public sector assistance
increasing their international sales and becoming
permanent exporters with a high percentage of
exports.

Criteria for the export development
segment
(draft for testing autumn 2020)

• >20 full time employees
•
•
•
•

>NOK 30 million annual turnover
>5–15% annual growth
Specific export targets
Healthy and profitable
operations in previous periods
• Professional board
• International internet domains,
English-language websites

We know from Norwegian surveys that customers who are followed up over longer periods of time
and who receive financial services in addition to paid advice and sparring have up to three times the
growth in turnover compared to customers who only receive international market advice (a nine
percentage point increase in growth). See Appendix 3 for a summary of the impacts and results
regarding Innovation Norway’s export services.
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This assumes that a sufficient number of qualified
enterprises will commit themselves to long-term
export development and that Innovation Norway will
manage to meet the increased demands and
expectations of more mature customers.
Innovation Norway will conduct a pilot project during
the autumn of 2020 including 30 to 50 customers.
Together with each individual customer, we will
establish specific growth goals in relation to value
creation, increased international sales in target
markets, etc. In the box to the right is a draft of the
KPIs that will be tested in the pilot project.

Results (KPIs) for the export
development segment
(draft for testing autumn 2020)

• # international partner agreements
• # international contract
negotiations
• # international contracts won
• commitment to milestone plan
• % increase in international sales
in target markets
• increased share of export/turnover
• % growth in turnover
• % growth in # of employees

However, Norway has relatively few enterprises that possess sufficient expertise and financial muscle
to survive on their own during demanding internationalisation processes that might take several
years to complete. This is partly due to the industrial structure and the fact that we have many small
subcontractors with high technological expertise but with modest international experience.
Therefore, to only prioritise initiatives aimed at individual enterprises will not provide sufficient
improvement in performance.
Major international opportunities
Large enterprises and the policy instrument stakeholders are both calling for more focused export
investments. Therefore, Innovation Norway proposes a prioritised and coordinated investment
targeting selected major international opportunities where a demand for Norwegian solutions has
been identified. This has been highlighted by the coronavirus crisis because access to international
markets is now perceived as particularly demanding for industry and commerce. If Norway is to
succeed in increasing and diversifying Norwegian industry and commerce exports, it is not sufficient
that each policy instrument stakeholder improves their own schemes and services provided to
individual enterprises. If we are to strengthen exports and attract more international investment, we
need to direct more of our efforts into new working methods where we gather forces and
strengthen collaboration with industry and commerce.
Innovation Norway proposes a programme called ‘Major International Opportunities’ to prioritise
between specific international market opportunities abroad and to facilitate coordinated
collaboration within the framework of Business Norway (Team Norway, industry organisations,
enterprises, and other business support systems) in order to take advantage of such
opportunities. The initiatives will be linked to efforts at attracting investment in Norway.
The programme will help to diversify Norwegian exports through the development of areas where
Norway has opportunities to take up new market positions and where market failure is extensive.
Furthermore, individual projects in the programme will help to solve societal challenges and will
contribute positively to meeting the UN’s Sustainable Development Goals.
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Norwegian
comparative
advantage

Market
needs

Enterprises that
can and will

The goal is to establish a programme that targets major international opportunities – both for
increased international sales through HPOs and increased investments in Norwegian industry and
commerce through HQIs. This requires a demand-driven and long-term strategy aimed at
identifying needs in the market that match
Norway’s comparative advantages and where
HPO Project Criteria
Norwegian enterprises are identified as enterprises
that ‘can and will’. Among other things, this means
A. Market/opportunity:
that Innovation Norway’s ‘Invest in’ function is
• market size and relevance
more closely linked to the programme (see
• description of specific market opportunities
Appendix 5 for the analysis of foreign investments
• barriers and the competitive situation in the
and export promotion).
relevant markets
• regulatory deficiencies and maturity
As highlighted in Innovation Norway’s
• active market investors interested in the
comparative analysis, Business Sweden is now
business segment
merging export and investment promotion
• the project is concurrent with political
because they see the importance of developing
ambitions/strategic areas of priority
entire ecosystems in the work concerning greater
export drives. This means that Invest in Sweden
B. Norwegian advantages/potential:
will no longer be a separate department but will
• existing clusters and expertise/technology
be integrated with the export promotion work.
communities
It will be one of four to five new departments
• presence of important industry and commerce
that will highlight a smaller number of
stakeholders (‘powerhouses within the industry
sectors, value chains, or ecosystems.
segment’)
However, no industries will be excluded.
• presence of individual enterprises in the relevant
industry segment
The process of selecting major
• interest in the market from the critical mass of
international opportunities
Norwegian enterprises that have export
potential
In order to ensure that relevant major global
• the initiative underpins the activity to help solve
opportunities for Norwegian industry and
societal challenges and contribute to
commerce are identified, it is important to have
sustainability goals and political ambitions
a concerted effort from various stakeholders
• existing or potential international recognition of
such as the embassies, technological
Norwegian expertise/solutions within the
secondments, clusters, chambers of commerce,
industry segment
and Nordic partners as well as Innovation
Norway’s international offices.
C. Balanced portfolio
• diversification of technology communities, value
chains, market segments, and the range of
Norwegian industry and commerce stakeholders
• diversification based on risk, investment
intensity, time horizon, project process, and
societal challenges
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Innovation Norway proposes a work
methodology based on a two-step model. In
the first phase, major global opportunities are
identified according to given criteria, and
knowledge about these opportunities is
obtained and then qualified.

In phase two, the project is implemented to realise the market opportunities and goals of value
creation. It is important that this process be transparent.
A potential opportunity is then forwarded to a Business Norway secretariat for a quick
assessment regarding the pre-phase commencement for obtaining relevant information. This is
then used to prioritise and determine whether a project should be created or not. The pre-phase
result meets the defined assessment criteria and includes a recommendation to implement the
project with a proposed milestone plan or a recommendation to downgrade.
In order to assess whether the international opportunity should be pursued, the criteria in
the box below will be key.
Based on these criteria, the projects will materialise in different groups.
1. Major projects with long-term horizons (4 to 6 years) such as carbon capture and storage,
offshore wind, hydrogen, or large infrastructure projects. Depending on the maturity of
the market in relation to established regulations and the Norwegian business sector’s
willingness and ability to invest, etc., these projects will have different time horizons and
milestones. Typically, these are high-risk projects, and major investments over several
years are required before any contracts are entered into and goals are achieved. At the
same time, these projects will be able to provide high returns in the form of Norwegian
exports and value creation relative to public-sector investments.
2. Projects that are somewhat smaller and have shorter horizons (2 to 3 years), such as
wooden constructions and smart cities/electrification in Europe, agri-tech and off-grid
renewable energy in Eastern and Southern Africa, or maritime autonomy in Singapore.
Typically, these are low-risk projects where returns in the form of exports, investments,
and value creation will be seen during the early period of the project. At the same time, it
is reasonable to assume that these projects will result in lower value creation during the
lifetime of the projects but that value creation will continue to increase after the projects
are completed.
We propose that a secretariat led by Innovation
Norway should coordinate the process and receive
proposals, validate the proposals, and make a
recommendation for a broadly composed strategic
board that prioritises joint projects on behalf of
Team Norway. Suggestions regarding strategic
board participants are shown to the right.

Investor
community

Large
enterprise

In terms of confidence, it is essential that an
independent stakeholder such as Innovation Norway
validates the proposals and makes a recommendation to
the strategic board and that the recommendation is
based on objective criteria. It is not Innovation Norway’s
role to prioritise individual sectors or technologies.
Furthermore, Innovation Norway will ensure transparent
processes and professional follow-up of progress as well
as the evaluation of results from the initiated joint
projects.
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Research
community

Implementing large joint projects requires expertise and well-developed national and international
networks. Therefore, it is not possible to prepare and staff the projects based on where there is
available capacity among the public sector stakeholders. Innovation Norway and the other policy
instrument stakeholders contribute with expertise and services when relevant. Other partnership
stakeholders are in the driver’s seat because they are the ones possessing the best expertise.
Therefore, this working method requires more flexible resources and unrestricted funds that are not
tied up in employees at permanent locations.
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Validate
prospects in
relation to a set
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Propose new
joint projects
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Figure 13 Process of proposing, validating, prioritising, and implementing large projects in Team Norway
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In 2020, Innovation Norway has gathered knowledge from
sister organisations in other countries and carried out its own
pilot projects to gain experience from this type of work
process. On the right is a preliminary overview of possible joint
projects of various sizes.
Innovation Norway plans to continue working on the pilot
projects in the autumn of 2020. An open process is being set up
with partners, the business sector, and clusters to bring in
additional and more qualified proposals. Innovation Norway will
also start the formal validation of the various proposals.
Prioritised projects must have sufficient market potential,
manageable market barriers, specific purchasing and
investment indicators, documented competitive advantages,
and interest from qualified enterprises, investors, and centres
of expertise that are willing to pay.

Prospects XL-projects (4-6 years)
•
Defence Industry -Washington DC
•
Hawind - Japan, US East Coast with Norwep
•
Hydrogen - Germany export/invest in with
Norwep
•
Carbon capture and storage (CCS) with
Norwep
•
Battery technology - lnvestin
•
Green data centre - lnvestin
Projects M-projects (2-3 years)
•
Wooden constructions abroad - France,
Germany
•
Climate-smart mobility - Germany/Europe
•
Health technology - Singapore and Canada
•
Nordic Solutions for C40-Global
•
Agritech - East Africa
•
Electrification/Smart cities - Hong Kong
•
Applied Al - USA, UK - lnvestin
•
Sustainable Ocean Technologies - Japan
•
Smart, green buildings - New York
•
Maritime autonomy - Singapore;
•
Water management - South Africa

In order to measure the results of projects focusing on major international opportunities, the KPIs
outlined below, for example, can be included in a measurement regime.
Results/KPIs for Team Norway projects
• Portfolio of 10 to 15 projects diversified
according to risk, industry, and market
• Value creation in Norway ≤1 billion NOK ≥10
years on average per project as measured in
exports, jobs, and investments
• 50-50 split between public sector funds
and user payment from industry and
commerce

6.5 Appropriate dimensioning and funding model
The above recommendations must be considered in relation to the appropriate dimensioning and
funding model criterion. The scope and structure of operations in the relevant markets as well as
budgetary consequences are discussed in a separate submission.
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Appendix 1 Knowledge base - status of Norwegian exports
Weaker times for Norwegian exports
According to national accounts, exports of Norwegian goods and services amounted to
approximately NOK 1300 billion in 2019. This was a 4.2 percent decrease from 2018 (6.2 percent in
prices adjusted for inflation).
The decrease occurred despite the fact that 2019 was a record year for Norwegian seafood exports, which
exceeded NOK 100 billion for the first time. The reduction in export revenues was mainly due to lower oil
and gas prices. The United States increased gas production, and competition with Russia over the
European market drove down the price of natural gas. The price of natural gas in 2019 was approximately
two-thirds of the price in 2018. Excluding oil and gas, Norwegian exports rose by 7.5 percent (5.2 percent
in prices adjusted for inflation) from 2018 to 2019. In comparison, the annual growth since 2010 has
averaged 4.2 percent (2.6 percent in prices adjusted for inflation). Oil and gas exports still account for
more than half of Norwegian export of goods and for between 35 and 40 percent of total exports.
Therefore, fluctuations in supply and demand for these goods have a big impact.
Figure 14: Average annual growth in exports excluding oil and gas. Measured in NOK. 1990–2019
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The relatively solid Norwegian export figures must be seen in the context of the Norwegian krone
weakening in relation to the currencies of our trading partners over a long period of time. Excluding
oil and gas and measured in dollars, overall export growth has been negative since the peak in 2014
and continues to be so in 2019. Measured in euros, growth has been weak, but there have been
positive tendencies in recent years. This has picked up somewhat in 2018 and 2019. In any case,
export growth measured in foreign currencies is very weak, which is an indication that Norwegian
exports have stagnated. A worrying trend is that Norway is the only country in the EU and EFTA to
have experienced negative export growth since 2015 as measured in euros. Excluding oil and gas and
measured in euros, export growth has been low, but has remained positive at around 3 percent.
However, this is weaker than any other EU or EFTA country.
In order to maintain the living standards Norwegians are accustomed to, we must import goods and
services from abroad. This is funded mainly through exports and any transfers from the oil fund.
Since the late 1980s, we have generally had a significant trade surplus, but imports have grown
faster than exports over the last ten years, and the third quarter of 2019 saw a negative trade
balance for the first time since 1998. Seeing as the return on the oil fund’s investments has been very
positive, the current external account remains positive, but this has also fallen from last year and is
significantly weaker than the average from around the turn of the millennium.

Figure 15: Growth in export value measured in different currencies. Five-year moving average. 1999–2019
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Figure 16: Export growth measured in euros over the last five years in the EU and EFTA. 2013–2018
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The weak krone exchange rate has been positive for the competitiveness of our export enterprises.
At the same time, Norway is dependent on imports from other countries, and the Governor of the
Central Bank of Norway, Øystein Olsen, was concerned in his annual speech in 2020 that our
increased competitiveness has not led to an improvement in the oil-adjusted trade balance. This is
illustrated in the figure below, which shows that Norwegian compensation of employees, a measure
of competitiveness, has decreased since 2013. Nevertheless, the trade deficit has continued to
increase, and it has been a rational policy to direct much of Norwegian business towards the oil
industry and to use the state revenues from this business to build the oil fund.
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Since oil was discovered in the North Sea, the value of the fund (including other oil-related
revenues) has obviously been much greater than the alternative cost of investing in other exports
over all these years. The return from the fund has been extremely high and acts as a buffer against
possible future export declines. At the same time, it is also a fact that oil revenues as a percentage
of total Norwegian revenues will fall in the future and that a restructuring of the economy is
necessary. As the Governor of the Central Bank of Norway pointed out in his annual speech, the
weak krone is also the cause of almost a quarter of the oil fund’s rise in value over the past ten
years. One objection against placing too much emphasis on the fact that the trade deficit, excluding
oil and gas, has increased is that it has not been taken into account that much of the imports are
linked to activity on the Norwegian continental shelf, so this measurement may be misleading.
Figure 17: Trade deficits and competitiveness. 2000–2019
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The Way Forward
There are already signs that Norwegian enterprises have changed their behaviour to some extent.
After the major fall in oil prices in 2014, demand from the oil sector was sharply reduced, and we
saw that the oil industry implemented necessary and lasting efficiency improvement measures. The
effects of reduced demand from the oil industry could be felt in the Norwegian economy, but not as
strongly as one might have thought. Although the tighter times were particularly felt in the
Stavanger region, they did not have a negative impact on national employment growth in general.
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Figure 18: Historic and estimated demand from the oil industry as a percentage of mainland GDP, 1970–2040
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Calculations made by Innovation Norway in 2016, based on Statistics Norway projections, showed
that in order to meet future import demand and to fund increasing public sector spending, Norway
must double the exports of products other than oil and gas by 2040, as measured at fixed prices.3
This export must then grow by between 3 and 3.5 percent each year. In comparison, the rate of
annual growth since 2010 at fixed prices has been 2.6 percent, and even lower over the last five
years. Measured in euros and excluding oil and gas, exports have only had an annual growth of 2.3
percent since 2010. Therefore, we face a significant challenge in adapting ourselves to meet the
challenges of the future. Some of this will most likely be solved naturally by the fact that there will be
a shift of capital and labour towards other industries when there are no longer as many new and
profitable oil production projects. However, it is still not a given that we will be able to create new
export successes.
Norway’s greatest value is our human capital, i.e. the knowledge and skills of the population. The
present value of Norway’s human capital, or future work efforts, is estimated to be three-quarters
of the national wealth and thus to be worth three times more than the sum of natural resources,
production capital, and financial capital combined. 4 As Norway continues its transition towards an
economy for the future, we must draw on our human capital. It is our most important card going
forward.
An obvious future challenge is that the global trade situation is more demanding than it has been
for a long time. The trade war between the United States and China has been going on for two years
now, and even a so-called Phase 1 trade agreement signed in December 2019 did not provide
immediate impetus to a world economy that has suffered as a result of superpower rivalry.
3 Innovation
4 Sources:

Norway’s calculations based on Statistics Norway projections
Annual Speech and Perspective Report 2017
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The rivalry not only has direct consequences for those countries that trade with the United States
and China, but also causes further ripple effects. Germany is seen as the engine of the European
economy, but the automobile industry, which is the most important part of the German economy,
has experienced very bad times, partly due to reduced demand for German cars from the United
States. As a result, Germany only narrowly avoided a recession in 2019. This has also reduced
demand in Germany, which is felt in countries like Norway that export goods and services to
Germany. Therefore, the close interconnection of economies makes us very vulnerable to economic
and political shocks.
The United States is fighting a fierce battle to ensure the best possible terms of trade for their
country. They have become fed up with what they believe are unfair terms of trade and practice in
other countries. Because of this, they have vetoed new nominations of WTO appellate body
members, and this has meant that the appellate body can no longer process new cases. Therefore,
it is no longer possible for an impartial body to resolve trade disputes between countries unless it is
done bilaterally or multilaterally. This is a serious blow to the world’s liberal, regulatory trade
system that, until now, has led to predictability and economic growth. This comes at a very bad time
when protectionist currents are increasing around the world and world trade growth is in decline.
Brexit is also causing a great amount of uncertainty for exports. It is unclear what the relationship
between the UK and the EU will look like after the transition period ends in late 2020. Norway’s
future terms of trade with the UK must be clarified. There will most likely be greater transaction
costs related to trade with the UK in the future, but the size of the costs will depend on the UK’s
level of integration in the EU/EEA’s single market.

The Norwegian economy is now less export-oriented than our neighbouring countries
Since 1990, the value of Norwegian exports has mainly been between 37 and 45 percent of the
GDP. In 2016, we reached a low point, where export value was approximately 35.5 percent of the
GDP. Subsequently, it has once again increased to around 38.5 percent of GDP in 2018. During this
period, Norway is one of only three OECD countries where the export percentage of GDP has
decreased. The other two countries are Israel and Chile.
Nevertheless, Norway lies consistently above the OECD average regarding export percentage of
GDP, despite the OECD average increasing from 19.4 percent in 1994 to 30.1 percent in 2018. In
relation to our neighbours, Finland has by and large had a very similar percentage of exports to us,
while since the year 2000 Sweden (45.8 percent in 2018) and Denmark (55.6 percent in 2018) have
had more positive developments.
As a percentage of mainland GDP, exports of goods and services not related to oil, gas, and
shipping have remained steady at between 20 and 22 percent between 2010 and 2019.
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Figure 19: Export as a percentage of GDP for selected countries and areas. 1990 - 2018
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In Norway, large enterprises export the most. The last time Statistics Norway made a calculation of
this in 2014, two-thirds of the export value in Norway was created by enterprises that had 250 or
more employees. Based on the same calculation, we can say that only around 4.6 percent of
Norwegian enterprises actually export. Excluding primary industries, finance, insurance, catering,
and accommodation, this is slightly lower than the OECD statistics showing that approximately 5.9
percent of Norwegian enterprises export.
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Figure 20: Norwegian export value distributed between enterprise sizes in 2014.
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Export of goods
The export of goods has traditionally been more important for Norway than the export of services.
When it comes to the export of goods, raw materials have dominated. Oil and gas exports accounted
for approximately 50 percent of the total value of Norwegian export of goods in 2018, and 55
percent in 2019, based on preliminary figures. This is somewhat lower than the average over the last
30 years, which is approximately 63 percent of the total export of goods.
After oil and gas, seafood and metals are our most important export industries.
Approximately 70 percent of seafood exports are salmon, and aluminium accounts for
approximately half of all Norwegian metal exports.
Seafood exports in particular have increased a lot in value over the last 20 years, ending with a value
of NOK 104 billion in 2019. Excluding oil and gas, they now account for 26 percent of Norwegian
exports, compared to just 18 percent in 2010. The value of seafood exports has almost doubled
between 2010 and 2018. But as the Governor of the Central Bank of Norway, Øystein Olsen, pointed
out in his annual speech, the volume of seafood exports has actually been at a standstill for several
years now. Recently, higher prices have driven much of the increase in value. However, not only
seafood exports have doubled in value since 2010. Among other things, this also applies to
important Norwegian export goods such as chemical products and road vehicles. Timber, lumber,
and cork have more than tripled their value, while animal feed has almost quadrupled its value.
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Figure 21: Percentage of Norwegian export of goods, excluding oil and gas. 2000–2019
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The vast majority of Norwegian export of goods goes to European and other rich countries. Last
year, approximately 70 percent of Norway’s mainland exports went to Europe, and approximately
83 percent went to OECD countries. The UK has been our most important export market in recent
years. The reason is primarily that they import large amounts of gas from Norway. The gas is
transported in pipelines between the two countries and is one of the few goods and services that is
unlikely to be affected by new terms of trade as a result of Brexit.
Determining the most important export markets, excluding oil and gas, somewhat depends on who
is doing the measuring. According to Statistics Norway, the Netherlands is the most important
market for Norway, but this is most probably due to the fact that it is an important transit country
and that the statistics are based on the customs declaration of the goods. Based on what our trading
partners report themselves, the Netherlands is fifth on the list. Sweden is by far the largest, followed
by Germany, the United States, and Denmark. The relative importance of different markets
fluctuates somewhat, but since the turn of the millennium it is clear that countries such as China,
South Korea, Singapore, Thailand, and India have received greater shares of Norwegian export
goods.
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Figure 22: Percentage of Norwegian export of goods, excluding oil and gas, to Norway’s most important trading partners. 2000–2019
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The export of services is becoming increasingly important for Norway
The value of Norwegian export of services increased by almost 50 percent between 2011 and 2018
from NOK 244 billion to almost NOK 362 billion. This increase was largely due a weakening krone
during this period. Measured in dollars, the export of services fell every year between 2014 and
2017 and was still lower in 2018 than the level in 2012 according to data from Statistics Norway.
The export of services has become more important for the Norwegian economy, and national
accounts show that the export of services has gone from almost 20 to 25 percent of total export
value each quarter between 2000 and 2012 to almost 25 to 30 percent of the total export value
since then. The preliminary peak came in the third quarter of 2019, when 36 percent of Norwegian
export value came from the service sector.
Since 2011, the export of services to North America has increased the most as of 2018. The export of
services to Canada has increased by 237 percent and to the United States by 136 percent, followed
by Germany (116 percent) and China (109 percent). Africa and Central and South America are the
only regions where, over the same period of time, the export of services has been lower than in
2011.
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According to figures from UNCTAD, the United Nations Conference on Trade and Development,
Norway has increased its market shares of trade in services to key trading partners such as the
United States, Sweden, and Poland. At the same time, the market shares of other important
European trading partners have been reduced or have been at a standstill during the same period.
Overall, for those of our 25 most important trading partners for which UNCTAD has figures,
Norway’s service market shares have decreased slightly since 2011. Figures from Eurostat show that
this is also true for the EU as a whole, but Norway has considerably increased its market share of
services to the Baltic states over the period.
Figure 23: Norway’s service export markets as a percentage of total export of services, 2011–2018
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The financial sector is becoming more important
Within the export of services, the export of finance and insurance services has increased the most
over the past five years and has doubled since 2013. Historically, this sector has accounted for
around 4percent of Norwegian service exports, but this percentage has gradually grown over the
last five years, now accounting for around 9 percent.
There has also been positive growth in most other service categories, apart from services
associated with oil and gas activities, auditing, and legal services. Among other things, gross freight
has experienced an annual growth of 7.4 percent and is our most important service sector within
the field of international shipping. Information services and travel services have also experienced
an annual growth of over 7 percent since 2013.
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Figure 24: Development in the Norwegian export of services. Measured in million NOK, 2000–2018
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Falling foreign investments in Norway
The holdings of foreign direct investments in Norway have fallen in value since 2013, despite the
fact that the OECD and Statistics Norway disagree on the 2018 total. The OECD believes that the
value was further reduced, while Statistics Norway reports high returns and therefore higher value.
The OECD’s figures show a total holding of USD 135 billion in foreign investments in Norway, or
approximately NOK 1,100 billion. Measured in dollars, there has been a decrease of 28.9 percent
since 2013, while measured in NOK there has been an increase of 3.6 percent.
The net inflow of foreign investment into Norway was also negative in 2018 (–4.39 percent of GDP).
The FDI inflow will always fluctuate from year to year, so a single year of negative development need
not be worrisome, but the net inflow over the past five years has been minus 23 billion dollars. Of
our 25 most important trading partners, only Belgium, Austria, and Iceland have experienced a
reduction over the same period.5 An obvious explanation for the overall reduction is the reduction in
oil investments over the same period, but the investment value in a number of important service
categories has also been reduced.
The export of services is growing faster than the export of goods, particularly in relation to financial
and insurance services, information services, and travel services. At the same time, foreign
investment in these sectors has not increased.

5 The

World Bank: Foreign direct investment, net inflows (BoP, current US$, 1970–2019)
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This is puzzling and may indicate that the opportunities are under-communicated or
underestimated, both in the enterprises that are already exporting and in the sectors in general. No
one is going to turn up and throw money at Norwegian enterprises, and one has to make an effort
to attract them. The sector that raises the most money in investments is the oil and gas sector,
approximately the same amount as the finance, insurance, and property sectors and industry
combined. The latter two sectors are the largest recipients of foreign investments in the majority of
comparable countries in Northern and Western Europe. In Denmark, however, the trade sector is
the largest recipient of foreign investment. Apart from the fact that the oil and gas industry
naturally attracts large investments in Norway, the rest of the investment situation is not that
special when measured on a European scale.
Figure 25: Percentage of foreign direct investments in Norway distributed between sectors, 2018
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Figure 26: Foreign direct investments in Norway. Value of holding measured in dollars, 2013–2018
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Figure 27: Change in dollar value of foreign direct investments in Norway from 2012 to 2018
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Other industrialised economies, especially EU countries, and the rest of the OECD account for most
of the direct investment in Norway. In 2018, 72 percent of direct investment in Norway was from the
EU. With more emerging economies having capital to invest, one would think it would also be
possible to attract investors from other parts of the world. A survey that has just been conducted by
the NUPI researchers Morten Skamsrud Andersen and Ulf Sverdrup clearly shows that Norwegians
have negative attitudes towards investments in Norway from China and Russia. When asked about
attitudes in relation to foreign investment in the country, more people answered ‘uncertain’ than
those who answered ‘positive’.6 It is doubtful that the average business owner is just as negative, but
it is perhaps a sign that there needs to be a change in attitudes in order to improve the country’s
investment climate. This is especially true because we know that foreign-owned enterprises are
growing and exporting more than enterprises that are purely Norwegian-owned.

6 Andersen,

S.K. and Sverdrup, U. 2020. Attitudes towards foreign investment from China in the Nordic countries.
International Politics journal. Vol 78 No.1 (2020)

57

Air transport

and auditor services

Arts, culture and leisure activities Legal

Insurance services Power supply

products,

Services related to textiles, clothing, wood

Accommodation and hospitality services

Scientific R&D

Property services

Services related to food, drink and tobacco

Health and care

Building and construction activities

Other business-related services

Mineral product industry

Private property services

Financial services Water transport

Goods and retail trade, excluding...
Transport and storage

communications

Mining and extraction Information and

Metal and machinery industry

Other industry

Business-related services

Architects and technical consultants

-100%

Advertising and market research
Production of motorised vehicles

-50%

Norwegian investments abroad are somewhat broader, but most investment goes to EU countries.
However, North America and Asia in particular are more important regarding inbound investments.
Between 2013 and 2018, the turnover of Norwegian subsidiaries abroad also grew by NOK 253
billion, which corresponds to an increase of 22.2 percent (8.1 percent in fixed prices). The turnover
from Europe and North, Central, and South America was responsible for the increase during this
period, while turnover in Asia fell slightly. Industry; mining and extraction; academic, scientific, and
technical services; and business-related activities have all experienced a significant growth in
turnover. Growth in the number of employees in Norwegian subsidiaries abroad was weaker
compared to turnover, with a 4.7 percent increase from 288,000 employees to 302,000.
Trading partner markets
Oil and oil products remain the most important import commodities among our trading partners, but this
import was reduced between 2010 and 2018. At the same time, total imports among the same countries
increased by 26.6 percent, so there are obviously still opportunities to increase Norway’s exports to our
traditional trading partners. As shown in the figure below, seafood imports from these countries have
increased sharply, as has the import of different types of machinery.
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Figure 28: Percentage change regarding the import of goods in our 25 largest export markets since 2010. Selected commodity groups,
2010–2018
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The import of services among our trading partners is increasing in sectors that are growing in
Norway, such as finance, business-related services, and auditing. Here, Norway should continue
its efforts to move forward in these sectors.
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Figure 29: Percentage change in the import of services to Norway’s largest export markets in the OECD, 2010–2018
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The following table shows various indicators of business friendliness,
including changes from last year. Rank in brackets.
Table 8 Sources: The World Bank, The World Economic Forum and Transparency International

Countries ranked
by export from
Norway
United Kingdom
Germany
The Netherlands

Ease of doing
business

Global
Transparency
competitiveness score

83.5 (8) -0.1
79.7 (22) +0.4
76.1 (42)

81.2 (9) -0.8
81.8 (7) -1
82.4 (4)
60

77 (12) -3
80 (9)
82 (8)

500%

Sweden
USA
- Los Angeles
- New York City
France
Denmark
Belgium
China
- Beijing
- Shanghai
Spain
Poland
Canada
Finland
Italy
Japan
- Osaka
- Tokyo
South Korea
Singapore
Ireland
Brazil
- Rio de Janeiro
- São Paulo
Switzerland
Lithuania
Turkey
Portugal
United Arab
Emirates
Iceland
Egypt
Angola
Malaysia
Nigeria
- Kano
- Lagos
India
- Delhi
- Mumbai
Russia
- Moscow
- St. Petersburg
Thailand
Australia

82 (10)
84 (6) +0.4
82.2 +0.8
85.2 +0.2
76.8 (32)
85.3 (4) +0.1
75 (46) +0.3
77.9 (31) +3.9
78.2 +4.3
77.7 +3.7
77.9 (20) +0.2
76.4 (40) -0.5
79.6 (23) -0.1
80.2 (20) +0.2
72.9 (58) -0.1
78 (29)
78.4 -0.1
77.8
84 (5)
86.2 (2) +0.4
79.6 (24)
59.1 (124) +0.5
59.5 +0.5
58.8 +0.5
76.6 (36)
81.6 (11) +0.6
76.8 (33) +1.5
76.5 (39) +0.1
80.9 (16) -0.7

81.2 (8) -0.4
83.7 (2) -2
78.8 (15) +0.8
81.2 (10) +0.6
76.4 (22) -0.2
73.9 (28) +1.3
75.3 (23) +1.1
68.9 (37) +0.7
79.6 (14) -0.3
80.2 (11)
71.5 (30) +0.8
82.3 (6) -0.2
79.6 (13) +0.8
84.8 (1) +1.3
75.1 (24) -0.6
60.9 (71) +1.4
82.3 (5) -0.3
68.4 (39) +1.2
62.1 (61) +0.5
70.4 (34) +0.2
75.0 (25) +1.6

85 (4)
69 (23) -2
69 (23) -3
87 (1) -1
75 (17)
41 (80) +2
62 (30) +4
58 (41) -2
77 (12) -4
86 (3) +1
53 (51) +1
73 (20)
59 (39) +2
85 (4)
74 (18) +1
35 (106)
85 (4)
60 (35) +1
39 (91) -2
62 (30) -2
71 (21) +1

79 (26)
60.1 (114) +1.6
41.3 (177) +0.1
81.5 (12) +0.2
56.9 (131) +3.5
58.2 +2.2
56.5 +3.9
71 (63) +3.5
71.9 +3.8
70.1 +3.3
78.2 (28) +0.8
78.3 +0.8
77.9 +0.7
80.1 (21) +0.6
81.2 (14) +0.5

74.7 (26) +0.2
54.5 (93) +1
38.1 (136) +1.1
74.6 (27) s+0.2
48.3 (116) +0.8
61.4 (68) -0.7
61.4
61.4
64.4 (43) +1.1
68.1 (40) +0.6
78.7 (16) -0.1

78 (11) +2
35 (106)
26 (146) +7
53 (51) +6
26 (146) -1
41 (80)
41
41
28 (137)
36 (101)
77 (12)
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South Africa
Austria
Vietnam
Czech Republic
Saudi Arabia
Greece
Mexico
- Mexico City
- Monterrey
Taiwan
Indonesia
- Jakarta
- Surabaya
Estonia
Luxembourg
Hong Kong
Romania
Latvia
Azerbaijan
Ukraine
Togo
Hungary
Israel
Chile
Malta
Cyprus
Belarus
Morocco
Slovakia
Argentina

67 (84) +0.3
78.7 (27)
69.8 (70) +1.2
76.3 (41)
71.6 (62) +7.8
68.4 (79) +1
72.4 (60) +0.1
71.7 +0.1
75.7
80.9 (15) -0.1
69.6 (73) +1.4
69.8 +1.4
68.8 +1.4
80.6 (18) -0.2
69.6 (72)
85.3 (3) +0.2
73.3 (55) +0.8
80.3 (19)
76.7 (34) +3.1
70.2 (64) +1.1
62.3 (97) +7
73.4 (52) +0.2
76.7 (35) +1.7
72.6 (59) +0.3
66.1 (88) +0.6
73.4 (54) +0.6
74.3 (49) -0.1
73.4 (53) +1.7
75.6 (45) +0.2
59 (126) +0.8

62.4 (60) +1.7
76.6 (21) +0.3
61.5 (67) +3.5
70.9 (32) -0.3
70.0 (36) +2.3
62.6 (59) +0.5
64.9 (48) +0.3
80.2 (12) +1
64.6 (50) -0.3
70.9 (31) +0.2
77.0 (18) +0.4
83.1 (3) +0.9
64.4 (51) +0.9
67.0 (41) +0.7
62.7 (58) +2.7
57.0 (85)
65.1 (47) +0.8
76.7 (20) +0.1
70.5 (33) +0.3
68.5 (38) -0.2
66.4 (44) +0.8
60.0 (75) +1.5
66.8 (42) -0.1
57.2 (83) -0.3

44 (70) +1
77 (12) +1
37 (96) +4
56 (44) -3
53 (51) +4
48 (60) +3
29 (130) +1
65 (28) +2
40 (85) +2
74 (18) +1
80 (9) -1
76 (16)
44 (70) -3
56 (44) -2
30 (126)
30 (126) -2
29 (130) -1
44 (70) -2
60 (35) -1
67 (26)
54 (50)
58 (41) -1
45 (66) +1
41 (80) -2
50 (59)
45 (66) +5

Appendix 2 Characteristics of successful export enterprises
Quantitative characteristics of successful export enterprises
Research has found a number of quantitative characteristics that are common to many successful
export enterprises. Some of these factors make it easy for us to categorise the enterprises because
the information can be retrieved directly from the enterprises’ annual reports. These
characteristics are very useful as a preliminary means of categorising and identifying the
enterprises we should potentially provide additional assistance to. They also enable us to identify
enterprises with export potential that are not part of our corporate portfolio.
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Exporters, for example, have stronger financial results than non-exporters7, and they have fewer
liquidity constraints than non-exporters. At the same time, studies show that enterprises that meet
these criteria do not necessarily choose to export.89
There has long been agreement within the social economics field that exporters are more productive
than other enterprises. This is shown through several empirical studies and is used in some of the most
influential economic explanatory models within the field of international trade.10 There has been some
discussion as to whether the causal link is that the most productive firms are able to export or that less
productive firms that start exporting are forced to streamline in competition with foreign stakeholders,
thereby becoming more productive. However, it has become more apparent from the research that
the most successful export enterprises are those that were already productive.111213
The enterprise’s profitability, equity, sales revenue, and growth are all good indicators of
productivity, and this information can be easily retrieved from accounting databases. Competition
in the export markets is high, and there are often relatively high start-up costs associated with
export-related work. Therefore, it is often profitable enterprises with a good deal of equity that
have the best prerequisites to succeed.
Generally speaking, export enterprises are also larger than enterprises that do not export, even
before they start exporting (measured in the number of employees).1415 This is often explained in
the socio-economic literature by the fact that larger enterprises are able to utilise economies of
scale, thereby reducing unit price costs more than smaller enterprises are able to.
Therefore, it is natural to focus on enterprise size when trying to identify enterprises with export
potential. The size must be considered in relation to the delegating authority’s guidelines if
Innovation Norway’s investments are to have a stimulating effect, including the need for balance
between increasing exports from established sectors and the need to differentiate exports in the
long run. Differentiated exports indicate a balance between large and small enterprises and between
established enterprises and start-ups.
Qualitative characteristics of successful export enterprises
In addition to the somewhat easily quantifiable characteristics of the average export enterprise,
research also points to some qualitative characteristics of enterprises that have the prerequisites
to succeed in growing through international sales.
7 UK

Department for Business Innovation & Skills (2011) - International Tradeand Investment - the Economic Rationale for Government Support.
BIS Economic Paper No. 13
8 Arndt, Buch, & Mattes (2009) - Barriers to Internationalization: Firm-Level Evidence from Germany. IAW Discussion Papers
No. 52
9 Greenway & Kneller (2007) - Firm heterogeneity,exporting and foreign direct investment. The Economic Journal Vol. 117. Issue 517
10 Melitz (2003) - The Impact of Trade on Intra-Industry Reallocations and Aggregate Industry Productivity. Econometrica
Vol. 71. No. 6
11 Bernard & Jensen (1999) – Exceptional exporter performance: cause, effect or both? Journal of International Economics.
Vol. 47
12 Roberts & Tybout (1997) - The Decision to Export in Colombia: An Empirical Model of Entry with Sunk Costs. American
Economic Review. Vol. 87. Issue 4
13 Clerides, Lach & Tybout (1998) - Is Learning by Exporting Important? Micro-Dynamic Evidence from Colombia, Mexico,
and Morocco. The Quarterly Journal of Economics. Vol. 113, Issue 3
14 Bernard & Jensen (2004) – Why Some Firms Export. The Review of Economics and Statistics. Vol. 86. Issue 2
15 Wagner (2001) - A Note on the Firm Size – Export Relationship. Small Business Economics Vol. 17
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A number of qualitative characteristics can be retrieved from registries and comprehensive accounting
databases, while dialogue with individual enterprises is required for certain other characteristics.
Among other things, there are several studies that point to the networking skills of managers and key
people working in the enterprise as being particularly important regarding the extent to which the
enterprise’s export activities will be successful. For our purposes, it will be natural here to look at
whether the general manager and the chairman are the same person, whether the board is professional,
and whether board members also sit on other boards. This information can then be used as an indicator
of professionalisation and networking expertise. Hopefully, it will be possible to use some of these
characteristics as automatic selection criteria going forward, taken directly from Vainu. Combined with
the dialogue we have with potential customers, these are characteristics of implementation skills that
can be validated.
In a survey report carried out on behalf of Innovation Norway, the following was stated
regarding the importance of market research and international networks:
Solberg (2006) “shows that international market analyses conducted by enterprises with
limited networks do not necessarily lead to the desired result. All too often, it is seen that
decision-makers conduct such analyses so as to confirm the knowledge they know they
already possess, rather than to obtain new information (Diamantopoulos and Souchon
1999), or that management does not actually believe in the results of the survey as they go
against ‘adopted truths’ within the enterprise (Caplan, Morrison and Stambaugh 1975).”
However, "According to Tryggset’s (2012) survey, information obtained through (informal)
networks of trusted market contacts and partners has direct impact on market insight.”16
In relation to other characteristics regarding the managers and owners, we already know that the
probability of a foreign-owned enterprise exporting is greater than that of an enterprise under
Norwegian ownership. This is evident from the research, and we also see this in our customer
impact surveys. Networking is one of the most key predictors of export success, and it naturally
follows that the foreign owner has networks and market knowledge in their country of origin. It
would not be natural to have foreign ownership as a selection criterion, but it should be included
in the customer dialogue, especially for enterprises that need to raise capital from new investors.
In 2012, Ganotakis and Love found that managers with commercialisation experience help their
enterprises to become exporters. However, after the enterprise has become an exporter, the manager’s
level of education is a better indicator of success than experience.17 Generally speaking, another
indicator of whether the enterprise will be able to export is if the enterprise has employees with
marketing expertise.18 Norwegian enterprises are technologically advanced, and we always do very well
in the rankings of the most technologically and digitally competitive nations (see, for example, IMD’s
World Digital Competitiveness Rankings). This is also the impression among foreign business leaders;
however, they also point out that we are not good enough when it comes to marketing and promoting
our products (Innovation Norway - Norway 2016: Strong on Products, Weak at Marketing).

16 Solberg,

Gripsrud & Hunneman (2014) – Mapping and analysing export patterns and strategies. Innovation Norway
Final Report
17 Ganotakis & Love (2012) - Export propensity, export intensity and firm performance: The role of the entrepreneurial
founding team. Journal of International Business Studies. Vol. 43. Issue 8
18 Love, Roper & Zhou (2015) - Experience, age and exporting performance in UK SMEs. International Business Review. Vol.
25. Issue 4
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In the same survey, it is also claimed that Norwegian enterprises are too focused on creating
advanced prototypes and need to be more concerned about the actual needs of the market. Having
too much focus on products may be one of the reasons why research in the field rarely finds a link
between R&D and export success. Again, this shows how important market focus is for enterprises
to become successful at exporting. After enterprises have been preliminarily categorised based on
other criteria, it is possible to collect signals such as if they have announced job vacancies within the
fields of marketing/commercialisation, and then use this information as a positive selection
criterion. Here, we can also see if they mention words like ‘export’, ‘international’, etc., in the job
vacancy announcements. Dialogue with the enterprises will also be very important in assessing their
international implementation skills.
In the 2019 Innovation Speech, we highlighted that research shows that enterprises with specific
growth ambitions are more likely to succeed in achieving growth than others. Similarly, it must be
assumed that enterprises do not achieve exports by chance and that those with specific growth and
export goals are often more successful than others. Some of these indicators can be identified quickly
by seeing if the enterprise has international internet domains (.com) or English-language websites.
Later, in dialogue with the enterprise, specific growth and export ambitions can be discussed.
Export enterprises are also more innovative than other enterprises.19 Enterprises that have changed
the products they offer are also much more likely to become exporters.20 Innovation Norway offers
risk mitigation for innovative activities, and we therefore have a good deal of these types of
enterprises in our portfolio. We can also use information from the interaction database as an
indication of whether the enterprise is innovative.
The empirical data also show that those who have exported in the past are more likely to be
successful exporters when they try again. This applies both at the enterprise level21 and to
owners/managers in new enterprises. However, the likelihood of enterprises re-exporting decreases
gradually year by year. Based on this, Bernard and Jensen developed the hypothesis that an
enterprise’s first export entails a relatively high start-up cost, but which is then considered a sunk
cost after the first export experience is made. Therefore, previous export experience should be
emphasised in the dialogue with enterprises.
Which enterprises experience the most impact from export assistance
The research literature provides little information as to which enterprises experience the most impact
from export assistance provide by public sector stakeholders. Most of the studies we have examined
place more emphasis on the instruments than on the characteristics of the enterprises, and the
studies are somewhat different in their conclusions.
A number of studies have examined the services provided by individual countries, and here it is
important not to draw too many parallels with Norwegian conditions because enterprises in other
countries might face completely different challenges than Norwegian enterprises. For example, a
good deal of the research we have come across examines export assistance in emerging economies.
19 UK

Department for Business Innovation & Skills (2011) - International Trade and Investment - the Economic Rationale for
Government Support. BIS Economic Paper No. 13
20 Bernard & Jensen (2004) – Why Some Firms Export. The Review of Economics and Statistics. Vol. 86. Issue 2
21 Ibid.
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One of the pieces of work done in this field deals with Canadian export enterprises that have
received export assistance.22 They found that the impact of the assistance provided is greater for
older enterprises compared to younger enterprises. Enterprises with a larger number of employees
also experience more impact from the assistance.
This is the opposite of what a recent study of Danish export assistance shows.23. That study found that
enterprises with between 1 and 20 employees are the ones that increase their chance of exporting the
most when they receive export assistance, thus providing the most impact in relation to employment
and value creation. The interpretation is that small enterprises face greater barriers when entering
markets compared to larger enterprises. The findings also show that medium-sized enterprises
increase their export value the most when they receive export assistance.
The Canadian study also found that if an enterprise already exports to many markets, the actual
impact of helping them to establish themselves in yet another market is less compared to helping an
enterprise that is not as experienced. In general, the farther an enterprise has already come in its
internationalisation work, the less impact an extra dollar gives them in investment compared to
other export enterprises.
In relation to Belgian enterprises, Annette Schminke and Johannes Van Biesebroeck found that the
impact of export assistance is very large even for enterprises that have not previously exported.24
In another study, the data show that export assistance also has a positive impact when it comes to
helping enterprises that already export to gain a foothold in new product markets and in new
countries (Volpe Martincus and Caballo 2010).
In the studies that have been conducted, active steps have been taken to check that more enterprises
that are ready to export would have contacted export-promoting stakeholders and exported anyway,
so-called self-selection towards export assistance and export. The fact that most studies find positive
export impacts does not suggest that everyone who might be able to export should actually start
exporting or should contact the public sector instrument stakeholders.
Conclusion
Innovation Norway shall contribute to increased exports and the international success of more
Norwegian enterprises. This role is important, but also limited. Although enterprises receive high-quality
and relevant export assistance, the research shows that many enterprises are not going to succeed. In
order to reduce the risk of failure, we need to use knowledge-based criteria more systematically in order
to select enterprises for public sector export initiatives. We have limited knowledge of the types of
enterprise characteristics that enable businesses to gain a lot of impact from export assistance, but
knowledge of general characteristics in successful export enterprises is likely to be a good starting point.
The criteria must take into account that public sector investment is to have a stimulating effect, at the
same time as enterprises receiving more comprehensive advisory services have the necessary
prerequisites to become successful with a long-term international initiative.
22 Van

Biesebroeck, Yu & Chen (2015) - The impact of trade promotion services on Canadian exporter performance.
Canadian Journal of Economics. Vol. 48 Issue 4
23 Munch & Schaur (2018) - The Effect of Export Promotion on Firm-Level Performance. American Economic Journal:
Economic Policy. Vol. 10, No. 1
24 Schminke & Van Biesebroeck (2017) - The impact of export promotion on export market entry. Journal of International
Economics. Vol. 107

66

Appendix 3 Impacts and results of Innovation Norway’s initiatives
Surveys show that enterprises that receive a combination of expertise and capital experience more
success than those that only receive capital. However, it is methodically challenging to ‘prove’ the
causal links of expertise and advisory services using impact measurements because investing in skills
development usually constitutes a relatively modest percentage of an enterprise’s total business
activity when measured in terms of time and money. Furthermore, access to export data is a
challenge when attempting to measure impacts and results in relation to export services. The overall
goal for Innovation Norway’s export services is to increase exports, but enterprise export figures are
not publicly available data in Norway. Therefore, the collection of data on enterprise export
indicators must be done using other methods.
Innovation Norway continuously measures certain sections of the export services in relation to
impacts and results, as well as taking some ‘deep dives’ in order to understand the relationship
between expertise and capital. A brief presentation of these impacts and results is given in the
sections below.
Impact measurements based on accounting figures - International Market Advisory services help to
increase growth
Every year, Economics Norway (previously carried out by Statistics Norway) measures the
impact of Innovation Norway’s funding services. The impacts of International Market
Advisory services are also measured.
The impact estimates in the table below are percentage points of average annual increases at
enterprises that have used Innovation Norway’s International Market Advisory services. They have
been measured over three years in relation to a control group of similar enterprises. The enterprises
that received International Market Advisory services from Innovation Norway in 2019 experienced
an 8.2 percentage point increase in turnover and a 4.1 percentage point increase in value creation
compared to similar enterprises that did not use the service.

Table 9 Impact for customers who have received International Market advisory services (Statistics Norway’s impact analyses
based on accounting data)

2015

2016

2017

2018

2019

Sales revenues

2.7

2.7

4.1

6.2***

8.2***

Value creation

6.1*

5.5*

6.1**

3.3*

4.1**

Productivity

2.4

3.4

2.1

2.8**

2.3*

Number of employees

4.6**

3.1

0.7

-0.2

2.5**

Profitability

0.9

1.0*

0.8

0.3

-0.5

***: 99% significant **:95% significant *: 90% significant
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There is a shorter history of quality customer data in relation to International Market Advisory
services (only from 2009). This is due to a change in computer systems and routines. However, even
though there are fewer years to measure from, we see that there are clear impacts on things such
as value creation. The 2018 and 2019 figures also show significant impacts on sales revenues and
productivity.
Result measurements based on customer data: International Market Advisory services help to increase exports
Every year, a so-called customer impact survey is conducted among enterprises that have received
funding services and/or certain advisory and expertise services from Innovation Norway. Both a
preliminary survey and a follow-up survey of the same customers are conducted. The preliminary
survey is conducted shortly after an enterprise receives support from Innovation Norway, and it
provides information about customer expectations related to the usefulness of the service. The
follow-up survey is conducted four years later and provides an assessment of how useful the service
actually was. The customer impact survey is a self-assessment from the enterprises.
The customer impact survey allows us to measure the results of the International Market Advisory
service. This service stands out as being more efficient than the services as a whole, with a
proportion of projects that greatly contribute to increased exports. There are slight differences in
how customers perceive the usefulness of International Market Advisory services. Generally
speaking, the service focusing on collaboration, innovation, expertise, and growth receives higher
ratings. At the same time, enterprises report poor results regarding growth in the number of
employees.

Result measurements based on customer data: A combination of expertise and capital works best
Evaluations and impact measurements show that through increased supply of risk capital,
Innovation Norway’s financial services have a significant impact. At the same time, we
experience that risk mitigation can also be provided through ‘soft instruments’ such as
information, guidance, advice, and follow-up.
Innovation Norway meets customers at our offices in Norway and abroad. An advisor engages in
dialogue with enterprises to establish the customer’s needs, which is very different from a distanced
application process. The dialogue determines the types of initiatives or instruments that are possible
to implement. This requires practiced, expertise-based resources in our services, i.e. knowledge and
instruments that are not only financial, but also expertise-based.
The tables below show the importance of expertise and advisory services.
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Areas of importance regarding projects implementation
Expertise/advisory services are far more important
than financial services
Expertise/advisory services are somewhat more
important than financial services
Financial services and expertise/advisory services are
equally important
Financial services are somewhat more important than
expertise/advisory services
Financial services are far more important than
expertise/advisory services

Figure 30 What matters most in relation to whether the customer implements a project – all services (Oxford Research 2015, The Stories
of Success)

Not unexpectedly, the enterprises stated that financial services are of greater importance than
expertise/advisory services regarding their decision to implement a project. However, we see that
not all enterprises said that the financial services are most important; in fact, 40 percent said that
the expertise/advisory service(s) they received were either just as important or more important
than the financial service(s) regarding their decision to implement a project. Oxford Research finds
the same pattern when looking at economic development expectations. In other words,
expertise/advisory services are also important for enterprises’ projects and for their economic
development expectations.
In this context, it is particularly interesting to see how this is distributed in terms of importance for
increased exports. Here, the proportion who believe that expertise and advisory services are equally
important or more important is as much as 50 percent. This ties in well with the hypothesis that
enterprises working with international exports are much better at being able to see the complexity
of working abroad, and they find that Innovation Norway’s advisory services can reduce risks when
entering international markets.

Importance for increased exports
Expertise/advisory services are far more important than
financial services
Expertise/advisory services are somewhat more important
than financial services
Financial services and expertise/advisory services are
equally important
Financial services are somewhat more important than
expertise/advisory services
Financial services are far more important than
expertise/advisory services

Figure 31 What matters most in relation to whether the customer implements a project – export assistance
(Oxford Research 2015, The Stories of Success)
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In a separate report to Innovation Norway, Oxford Research compiled information on export
behaviour from the Customer Impact Surveys conducted between 2010 and 2019. They found that
over 4000 enterprises, approximately 18 percent of all customers who answered the preliminary
surveys during the period, stated that exports made up an increasing percentage of their turnover.
By comparing the answers in the preliminary and follow-up surveys, one can assess whether exports
have developed negatively or positively during the four-year period. Approximately 1,700 enterprises
answered both surveys. A significantly higher percentage of businesses reported successful export
activity after receiving either a combination of financial and expertise/advisory services (47 percent
successful) or only expertise or advisory services (55 percent successful) compared to businesses that
only received financial services (35 percent successful). The dominant expertise/advisory service
included in this analysis was the International Market Advisory service. Two out of three of the
enterprises that only received the expertise/advisory service had received this specific service.
However, when interpreting this analysis, it is important to note that the results only apply to services
included in the customer impact survey. This means that a number of the customers included in the
customer impact survey probably received several services.
Analysis of growth figures: customers receiving more comprehensive assistance over time grow more
In 2019, a review was carried out of Innovation Norway’s customers who had received both
comprehensive funding services and International Market Advisory services between 2003 and
2017. The review showed that it applied to around 250 enterprises and that they had generally
achieved very good results. In 2018, they had an average turnover of more than NOK 27 million,
which was nearly three times the turnover of those enterprises that had only received one round of
financing in addition to International Market Advisory services. Between 2015 and 2018, the average
enterprise that received several rounds of funding and International Market Advisory services had
an annual growth in turnover of 7.2 percent.

Appendix 4 Foreign investment and export promotion
In 2017, the OECD mapped Investment Promotion Agencies (IPAs) in OECD countries.25 This
mapping showed that 91 percent of the IPAs were public sector enterprises, either as part of a
ministry or directorate or as an independent public sector enterprise. Furthermore, it showed that
the combination of investment promotion, export promotion, and innovation promotion is
relatively common. Research shows that foreign-owned enterprises export more than others.
In the OECD’s mapping survey, 56 percent of the IPAs in the survey stated that they had export
promotion and innovation promotion as a mandate, in addition to investment promotion. In the
same survey, however, only 9 percent reported that tourist promotion is part of their mandate.
In relation to the OECD’s 2018 mapping survey, we see that there is a large variation in the
number of employees working at the different countries’ IPAs. Norway is among the countries
with the fewest number of employees linked to a national ‘Invest in’ function.
25 OECD

2018, Mapping of investment promotion agencies in OECD countries
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Excluding Norway, the average among all the organisations in the OECD’s survey is 70
employees focusing on the ‘Invest in’ function. In the Nordic region, excluding Norway, the
average is 32 employees.
According to the OECD (2018), all the OECD countries’ IPAs are using strategies that favour certain
sectors and countries. In addition, approximately 75 percent of them prioritise selected types of
investment projects.
The rationale regarding prioritisation is to implement activities that lower barriers and asymmetric
information where these are most significant or where the positive impact of increased foreign
investment is greatest. The literature has shown that these types of strategies stimulate greater
foreign investment. The OECD points out that on average, the budgets of IPAs that prioritise
selected investors and projects are greater than those that do not.
According to the OECD, the IPAs’ objectives can be divided into the four categories of image
building, investment generation, investment facilitation and retention, and policy advocacy. The
description of these four categories is shown in the table below26.
Table 10: Categorisation of the IPAs’ main objectives. Source: OECD (2018)

Image building

Main objectives: Create attention and

Investment
generation

Investment
facilitation and
retention

Policy advocacy

Contact foreign

Facilitate the investment

Investigate and monitor

positivity so as to make

investors and

process, optimise the

foreign investors’ perception

the country an

actively work to

economic advantages,

of the country’s investment

attractive investment

convince them to

and create follow-up

climate and suggest changes

location.

invest in the

Investments.

that can improve the

country.

conditions.

Access to resources varies widely between the different IPAs. Excluding Norway, the average in the
Nordic region is 32 employees. However, Iceland brings this average down by having only four
employees. Sweden, Denmark, and Finland have 35 to 55 employees in their ‘Invest in’ function. The
distribution of these employees is approximately 50 percent at home and 50 percent abroad. In
relation to the OECD countries as a whole, the average number of employees in
‘Invest in’ functions is significantly higher, but it is still around 40 employees27. Currently, Invest in
Norway is significantly smaller than the ‘Invest in’ functions in our neighbouring countries, excluding
Iceland. In comparison, Ireland, a country similar to Norway in many ways, has 250 employees in IDA
– Ireland. Menon (2019) claims that Norway has a clear disadvantage because its ‘Invest in’ service is
small.

26 Ibid.
27 Ibid.
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With limited resources, one must either have a stricter prioritisation policy or seek collaboration
with other relevant resources inside and/or outside the organisation. With 10 employees in ‘Invest
in Norway’ and a moderate operating budget, it is demanding to maintain an active and visible
service in the industries and regions of Norway, as well as to operate an apparatus abroad.
Because ‘Invest in Norway’ has long operated as a small service within Innovation Norway, there
are relatively few people in the organisation who have placed this service high on the agenda.
Therefore, the management team in ‘Invest in Norway’ is now actively working to raise
awareness in the rest of the organisation regarding what this work entails. This raising of
awareness is primarily targeting other employees at the international and regional offices.
Through improved collaboration between these two sections of Innovation Norway, one can
obtain the resources and expertise necessary for the effective promotion of foreign investment.
Menon28 has provided the following recommendations for prioritising industries and investment characteristics:
•

It is a bad idea to prioritise industries and technologies in which the organisations or close
networks do not possess solid and relevant expertise. For example, it would not be practical
for Invest in Norway to prioritise bioeconomy if no relevant expertise exists among employees
and/or their networks.

•

It is practical not to over-prioritise industries and technologies, but rather to build a portfolio
of cases along the way. This means that the good business cases govern the initiative, not the
strength of the industries and technological areas a priori.

•

It is not a given that one should mainly focus on strong Norwegian industries. Invest in Norway
can also provide services to industries that are struggling the most to raise competent capital
in Norway.

The number of investments is a common Key Performance Indicator for many IPAs, but mostly it
is just the number of HQIs. Finland made a very conscious choice when they went from counting
all investments to just counting HQIs. In Sweden, an HQI is defined as follows:
Table 11: Business Sweden’s criteria for assessing HQI (quality assessment of investment projects). Source: Interview and
SOU 2019:21

Criterion

Description

Size of investment

- Invested capital

(Weighting 35%)

- Number of jobs planned

Direct investment benefit

- New technology and innovation
- Market development

(Weighting 35%)

- Internationalisation

Quality of investor

- Trademark

28 Menon

2019, Impact Evaluation of Invest in Norway
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(Weighting 15%)

- History of international investments

Future investment
benefit

- New jobs (indirect)
- Additional investments

(Weighting 15%)

- Attract other investors
- Other future benefit

As shown in the table above, these are related to the quality of investments, i.e. the size of the
investment and the number of jobs, innovation, and international market opportunities. Sweden has
criteria linked to the investor’s qualities and the possible long-term ripple effects of investments
(future investment benefit). By using the number of HQIs instead of the number of investments as a
measure of success, they also have a means of measuring the effects of the investments. Both
Sweden and Denmark state that they also use the HQI criteria as a tool to prioritise which projects
they should invest resources in. All the countries in Menon’s survey also refer to a customer survey
where, in addition to impact, investors are asked about the ‘Invest in’ function’s impact on
investment decisions and general customer satisfaction. Sweden, Denmark, and Finland state that
they only count investments where customer feedback shows that they have influenced the
investment decision, i.e. the additionality.
As can be seen, many TPO and IPA activities overlap. This relates to the branding of Norway and
Norwegian industry and commerce, the mapping of export and investment opportunities, and the
joint targeting of the TPOs’ HPOs and the IPAs’ HQIs.
One potential area of conflict is that when the IPAs are part of a larger entity, they may become a
little too ‘invisible’ to investors. Therefore, it is not clear whether the IPAs will focus on business
areas in which they are already strong today, or rather will bring in foreign investors in new areas or
in areas where there is currently a poorly developed equity service in Norway that has great
opportunities for value creation and future growth.
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