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This report consists of four major parts.

Chapter 2 describes some theoretical development of 
the concept of innovation journalism. This was part of 
the commission from TEKES in 2005, and is also neces-
sary in view of the pristine state of the international in-
novation journalism discussion. Innovation journalism is 
seen to be related to the current phase of development 
of innovation policies. It is proposed that media and 
its publicity are necessarily a crucial part of any policy 
that wishes to mobilize people into change of any kind. 
People cannot be walked blind into the change, howev-
er; in the process they must be seen as sovereign citizens 
whose innovativity and insight are respected in their own 
right. It is also suggested that if the central role of com-
munication and media publicity in innovation economy 
is not seen, the economy cannot attain the best possible 
level of productivity.

Chapters 3 and 4 present analyses of the empirical ma-
terials of this study. Chapter 3 looks at the innovation 
related content of a number of newspapers, magazines 
and two TV news programs. The material was collected 
in May-June 2005. The chapter also contains an analy-
sis of the content of one newspaper over a period of six 
months in 2005 that has to do with the phenomenon of 
population ageing. We identify a powerful discourse that 
concentrates on the problems created by population 

ageing mostly and fails to see the elderly people as the 
resource that they are. In Chapter 4 a number of jour-
nalists and innovators are interviewed to analyze their 
relation to journalism, innovation journalism and each 
other, plus those ideas, attitudes and practices that on 
each side of the table shape the innovation journalistic 
content of media.

Chapter 5 presents an innovation journalistic pilot proj-
ect carried out in the newspaper Maaseudun Tulevaisuus 
in 2006 as a part of this study. The task was to see if inno-
vation journalistic ideas, and especially the use of some 
methods borrowed from future researchers, can give 
some practical value added to a practicing journalist. The 
answer is briefly: yes.

In Chapter 6 the conclusions of this study are presented. 
It is fashioned as a tour guide of sorts, so it is advisable 
to start reading this report there and only then either 
embark on the theoretical exercise of Chapter 2 or the 
empirical discussions of Chapters 3, 4 and 5. People in-
terested in innovation policy issues or ready to ponder 
the role of journalism in society may find Chapter 2 in-
teresting and either annoying or stimulating. Those who 
are interested in practical journalism only will probably 
find something of interest in Chapters 3 to 5. In Chapter 
3 especially the section about representations of old age 
in media (3.12.) is very topical.

How to read this report
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This is the final report of the research project Innovation 
Journalism in Finland, 2005–2006. It was financed by 
TEKES2 and carried out in the Journalism Research and 
Development Centre of the University of Tampere3. The 
purpose of the study was to assess the state of innovation 
reporting in Finnish media. In the theoretical part of the 
study the concept of innovation journalism was analyzed 
and developed in view of the mainly European innova-
tion policy discussion.

In the study a large body of material of innovation-re-
lated items in several major Finnish newspapers and 
magazines and two TV channels in May-June 2005 was 
collected and a series of theme interviews was conducted 
with journalists and innovation entrepreneurs or other 
people in key positions in young innovative companies. 
The material was subjected to quantitative and qualita-
tive content analysis.

The theoretical analysis results in a more profound un-
derstanding of the concept of innovation journalism so 
that social, cultural and artistic innovations are also in-
cluded. It is claimed that technological development and 
social/cultural development are only different aspects of 
same processes in society and neither can be understood 
separately. To mark this observation it is proposed in the 
report that instead of innovation policy, we should devel-
op innovation society policy, which is innovation policy 
enriched with social and cultural concerns. In innovation 
society it is not enough to support technological innova-
tions but structures to support social innovation activity 
are needed as well.

This wider conception necessarily leads to abandoning 
of various linear models of innovation in favor of more 
complicated ones like the cascade model, where innova-
tion is seen as a multi-layered cognitive structure with 
user innovations included. This theoretical movement 
shifts attention to the process of innovation diffusion, 
which is seen as a central but sadly neglected part of all 
innovation systems. It is claimed that all endogenous 
models are deficient descriptions of economy without a 
communication condition attached. This view highlights 
the role of media as one of the most important agents 
of the Future Work of society, a view that has deep im-
plications both for the self-understanding of media and 
all attempts to create realistically functional innovation 
policies.

2 Finnish Funding Agency for Technology and Innovation, 
http://www.tekes.fi/eng/ 

3 http://www.uta.fi/jourtutkimus/basics.html

In the empirical part of the study among other things it 
is seen that the innovation-related content of the Finnish 
media is rich but suffers from several serious biases. One 
of these is huge hyper-emphasis on ICT. It results in un-
der-representation of all other technologies and devel-
opments e.g. in the service sector, which, however, may 
be the key field in view of the future of the Finnish econ-
omy. Four different profile types in innovation report-
ing are identified: technological innovation orientation, 
social innovation orientation and business/management 
innovation orientation in newspapers, and personal life 
management innovation orientation in magazines.

In newspapers and TV news innovation activity is usu-
ally presented in rather elitist terms and the role of con-
sumers and other users of technology as co-innovators 
and a national resource is not recognized. Poor use of the 
innovation discourse and even populist opposition to it 
serve to keep the ordinary citizen outside the national in-
novation discussion which then remains the area of tech-
nology and economy elites only. Thus innovation report-
ing has ramifications that connect it to discussions of the 
deep roots of democracy and citizen society. This is seen 
very well e.g. in the media content that deals with the 
phenomenon of population ageing, a hugely important 
theme of any future discussion in most western countries. 
Elderly people are seen as a problem only, very seldom 
as a resource, and the innovative development possibili-
ties e.g. in the service (business) sector are not seen or 
discussed. This often makes discussion in media reactive 
rather than proactive.

Magazines differ from newspapers in that their innova-
tion content is often shaped from the user point of view 
to the extent that it may sometimes lead to various nar-
cissistic discourses that lose sight of the social and other 
more general aspects of innovations. Differences be-
tween different types of media are discussed.

Theme interviews cast light on various features of the 
journalistic culture that influence innovation reporting. 
Certain tensions between the journalists on one hand 
and the innovation entrepreneurs or other “company 
people” on the other, are recognized and discussed.

On the basis of the problems identified, the innovation 
journalistic approach is compared to the traditional jour-
nalistic approach.

Abstract

http://www.tekes.fi/eng/
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Already in 1995 the so-called OECD Oslo Manual4 saw 
rich flows of information as a necessary condition of in-
novation activity. However, there is one crucial insight 
that is conspicuously absent from most papers that dis-
cuss the role of information flows in innovation systems. 
As the leader of the Innovation Program of the Swedish 
VINNOVA5, David Nordfors says:

“There are many policy initiatives today for increas-
ing the quality of teaching, but few policy initiatives 
for increasing the quality of journalism. Considering 
that each teacher communicates his/her knowledge to 
hundreds or thousands of people, while each journalist 
communicates his/her knowledge to hundreds of thou-
sands or millions of people (who furthermore repeat 
this knowledge to each other in their daily communi-
cation), it seems that something is missing in public 
policy.”

What is missing is the practical realization that media is 
one of the most essential institutions of information in 
modern society. Its importance is comparable to the edu-
cational system that is generally seen as the cornerstone 
of any technologically developed economy. As Nordfors 
remarks:

”Journalism is a formidable actor in innovation sys-
tems, and it can be rewarding for various actors to rec-
ognize this fact and look into its mechanisms…” and 
“…the journalist’s level of understanding about the 
reported matters sets the baseline for the level of the 
public debate and quality of knowledge in society.”

Media is indeed a formidable actor. It is doubtful if any 
culturally important transformation can succeed if media 
is not involved. This problem was recently touched by the 
Creative Environments Working Group of the creativ-
ity strategy project organized by the Finnish Ministry of 
Education6. It noted that “The media’s role is important, 
but its own development does not always represent or sup-
port good discussion culture. Superficial critic is common, 
but the practice of real critical journalism and media critic 
have not really taken root in the Finnish media culture”. 
Thus, we are led to ask: what is the quality of innovation 
discussion in Finnish media, and how does it contribute 
to the functioning of the innovation system at all its vari-
ous levels? The idea of a new journalistic genre, innova-
tion journalism, departs from this kind of questions. Its 
birth can be seen as a logical step that parallels the devel-
opment that has happened earlier elsewehere in society, 
especially in science and technology policy.

In the introduction to their recent book� Petri Honkanen 
and Tarmo Lemola characterize innovation research as 

4 OECD (1997/1995)
5 See http://www.vinnova.se/ 
6 OPM (2005)
� Lemola & Honkanen (2004)

a cross-scientific meeting point and state that one of its 
roles is to facilitate these encounters. Similarly, the dis-
cussion of innovation journalism can be seen as an inter-
nal critical discussion of the media to create a public fo-
rum where information about all things relevant in view 
of the functioning of the national (or local, regional, or 
even global) innovation system is transmitted and a dia-
logue between different parties of the innovation theatre 
can happen in as informed a way as possible.

Innovation policy was born out of a science and technol-
ogy policy discussion which was able to offer only rather 
narrow views on the efficiency of the “technological sys-
tem” in producing new technology and the ability of the 
“business system” to commercialize it. The term innova-
tion policy marked a movement toward wider concepts. 
Its birth was linked to discussions since late 1980’s on the 
differences in economic growth rate in different coun-
tries. Why did some of them experience rapid growth in 
the post-war decades, while some others seemed to lag 
behind? To answer this kind of questions, the idea of na-
tional economies as integrated “innovation systems“ was 
launched by Christopher Freeman in his classic study 
of the Japanese economy8. Finland embraced this con-
ceptual change among the first countries but it was com-
pleted perhaps only in 2004 by the government’s report 
Finland’s Competence, Openness and Renewability9 that 
explicitly proclaimed the move from science & technol-
ogy policy to innovation policy as the national vision of 
future economy.

The concept of the national innovation system was a 
welcome development compared to the old and much 
narrower views. Yet even it has been deeply influenced 
by the linear model of innovation that sees production of 
new technologies and commercial products as a relative-
ly straightforward process where good education system, 
R&D institutions, and commercial companies form an 
innovation chain of sorts. With this concept, supporting 
research and education have become the policy automa-
tons that are seen to lead to a more innovative society.
Figure 1
Still there seems to be something missing. If the national 
economy is broken down into its constituent parts, it is 
seen that in Finland one company dominates the innova-
tion scene overwhelmingly, up to a point where it can be 
asked if innovation policy outside the Nokia cluster has 
somewhat failed. True, in a recent study Ali-Yrkkö and 
Hermans note that even if Nokia’s share were subtracted 
from the national R&D figures, in 2001 Finland’s R&D 
spending would still be about 2.3 % of GDP, way above 
the EU average10. Yet several critics have claimed11 
that from the national economic point of view the com-
mercial productivity of research is not what it should 

8 Freeman (1987)
9 VNK (2004)
10 Ali-Yrkkö and Hermans (2004)
11 E.g. Steinbock (2006)

1 Introduction
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be. According to Steinbock, from 199� to 2002 Nokia’s 
share of the Finnish international patents registered in 
the USA rose from less than 40 % to over �0 %. Here a 
No-Nokia assessment would relegate Finland as an inno-
vator on at most a very mediocre European level12.

This turns attention to the problems inherent in the basic 
model of innovation used. There is growing evidence that 
the process of innovation is seldom as straightforward as 
the linear model would have it. Numerous analyses sug-
gest e.g. that the role of end users is much more central 
than has generally been acknowledged13. In addition, it 
has been understood for a long time that technological 
change forces changes in social conditions and relations 
and vice versa. In this sense technological innovations are 
always also social processes. Social factors e.g. influence 
heavily how an innovation is received14 or how legitimate 
the government’s innovation policy is in the eyes of the 
common people. A successful innovation economy is 
based on rich social and cultural capital and forgetting 
this may lead to seriously misguided policy choices.

Such suggestions are like the Troyan Horse in the sense 
that they shift attention away from technology develop-
ment proper and open the door to discussions of much 
deeper influences that are related to the national culture 
and are much more difficult to study and comprehend. 
Yet, in fact already Christopher Freeman15 touched this 
issue in his classic study of post-war Japan, and in a rather 
similar spirit Lundvall16 described the innovation in the 
national context as a learning process. In fact, cultural 
influences on economy have long been a bone of con-
tention in cultural studies proper. E.g. Geert Hofstede 
has for decades studied the possible influence of cultural 
factors on organizations1�. Even before him, people like 
Edward Hall18 and later Florence Kluckhohn19, Harry 
Triandis20 and many others have published studies that 
may be relevant here.

12 It is also telling and gives cause for some serious consid-
eration that the fields of science where Finnish scientists 
gather relatively the biggest number of citations and where 
the level of the Finnish science accordingly is deemed high-
est by peers abroad, are medicine and agricultural research, 
not information and communication technology as one 
might assume. See Lehvo & Nuutinen (2006).

13 see e.g. von Hippel (2005), Thomke & v. Hippel (2006)
14 Bijker, Huges and Pinch (1987), Mackenzie and Wajcman 

(1985), in Finland this has beem emphasized e.g. by 
Ruuskanen (2004)

15 Freeman (1987)
16 Lundvall (1988), (1992)
1� E.g. Hofstede (1980a), (1980b), (1991), (1994), (1998)
18 E.g. Hall (1959), (1966), (1976), (1983), Hall & Hall (1989)
19 Kluckhohn (1954), Kluckhohn & Strodtbeck (1961)
20 E.g. Triandis (1972), (1983), (1994), (1995), Triandis & 

This has given rise to a new conceptual change that is al-
ready brewing. While preparing the budget for the fiscal 
year 2005 the Parliament of Finland defined as the goal 
to create in Finland the best innovation environment of 
the world. This choice of words reflects the new discus-
sion of innovation ecology, which is a further develop-
ment of the original idea of innovation systems21. In the 
innovation ecology discussion the emphasis is shifting 
from mere top-down policies to more horizontal interac-
tions that together create the habitat22 or the operation 
environment for innovation activities. That would seem 
to demand that innovation policies have a broader scope 
than today. Social and cultural concerns especially will 
gain in importance. Therefore we will argue in this re-
port that instead of innovation policy we should speak of 
innovation society policy.

Innovation society policy is innovation policy enriched 
with the realization that social and cultural factors mat-
ter, too, and that great structural and cultural changes in 
society are possible only if the general public is drawn 
into the process as a genuine and active participant.

As Gerd Schienstock recently wrote: 

“It is highly unlikely that an existing techno-organiza-
tional path can be transformed fundamentally or even 
replaced by a new one without users or concerned citi-
zens being actively involved… It is therefore important 
to give up the traditional asymmetric configuration of 
the producer/user relationship and to conceive of user 
groups and concerned citizens as independent social 
actors within the process of path creation.”23

Journalism also can be thus enriched. The discussion of 
innovation journalism in this report is such an attempt. 
However, the concept as it was originally proposed by 
David Nordfors24 is heir to the same linear view of in-
novation as the “traditional” innovation policy and suf-
fers from the same myopia or partial blindness to social 
and cultural factors. It is a child of the innovation policy 
phase of our economic thinking. To enter the innovation 
society phase the concept of innovation journalism must 
be widened for it to have any real content.

Innovation society policy and innovation journalism are 
connected to a model of innovation process that discards 
the idea of linearity in favor of a more complicated view. 
In this study we see innovation as a multi-layered knowl-

Lonne (1980), Triandis et al. (1972)
21 This widening of focus is amply evident in Sitra (2005)
22 Miller (2000)
23 Schienstock (2004b)
24 Nordfors (2004)

R&D Commercialization Product

Consumer

Figure 1: The linear model of innovation
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edge/knowhow structure that is never ready but con-
stantly evolving. In addition to the primary innovation it 
includes all user knowledge and user innovations needed 
to put the new idea to use. This highlights the processes 
of innovation diffusion and innovation use as sources of 
productivity gain. It is postulated in this report that the 
currently much used endogenous theory of growth needs 
a communication condition to really capture the essence 
of this process.

In this study Finnish media is analyzed from this point 
of view to see how it functions as a part of the Finnish 
innovation economy. The study was financed by the 
Finnish Funding Agency for Technology and Innovation 
TEKES25 and carried out in the Journalism Research and 
Development Centre of the University of Tampere. The 
principal researcher was Erkki Kauhanen. Parts of the 
material was collected and analyzed by Elina Noppari26.

25 See http://www.tekes.fi/ 
26 Elina Noppari was responsible for the theme interviews of 

journalists and innovation entrepreneurs (Chapter 4) and 
the data and analysis of the material related to the journalis-
tic construction of old age (Chapter 3.12.).

http://www.tekes.fi/
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2.1 On Schumpeter and innovations

The current emphasis on innovations is often traced back 
to the Austrian-born Harvard economist, Joseph Alois 
Schumpeter (1883–1950). The roots of innovation think-
ing, however, are much older. We can see it already in 
the 1�th century writing of Francis Bacon2�, who empha-
sized the ability of technological inventions to make life 
better. By the end of the 19th century this view was al-
ready well established. What makes Schumpeter unique 
among his contemporaries, however, is his systematic ef-
fort to make technological change a central concept of 
his economic theory.

The current often ceremonial28 popularity of Schumpeter 
is no doubt at least partly due to his special interest in en-
trepreneurship and the development of economy through 
the “creatively destructive” processes of innovation29. 
It has obvious connections to the currently fashionable 
endogenous theory of economic growth30 on one hand, 
and his market-emphasis on the other. As globalization 
is causing great pressures in many industries in Western 
countries to cut labor costs and to move production to 
cheaper environments, Schumpeter’s “creative chaos” 
has offered an easy justification for many socially dis-
rupting decisions that are marketed as a necessary pre-
requisite for various unpopular reorganizations of the 
economy that many see as obligatory.

In his Theory of Economic Development Schumpeter 
applauded the creative and risk-taking entrepreneur-
innovators, who bring about the downfall of aged tech-
nologies and thus create room for new development. We 
see here a distinctively Darwinian vision of the survival 
of the fittest. Although it is often said that Schumpeter 
changed his thinking radically in his later years when 
he began to emphasize the role of big companies, 
Rosenberg31 sees in Schumpeter’s later work the fulfill-
ment of the same intellectual agenda as is evident in his 

2� Bacon writes: “…the true and lawful goal of the sciences is 
none other than this: that human life be endowed with new 
discoveries and powers…” (Bacon 1626), and “… it is well to 
observe the force and virtue and consequences of discoveries, 
and these are to be seen nowhere more conspicuously than in 
those three which were unknown to the ancients, and of which 
the origin, though recent, is obscure and inglorious; namely, 
printing, gunpowder, and the magnet. For these three have 
changed the whole face and state of things throughout the 
world; the first in literature, the second in warfare, the third 
in navigation; whence have followed innumerable changes, 
insomuch that no empire, no sect, no star seems to have ex-
erted greater power and influence in human affairs than these 
mechanical discoveries.” Bacon (1620, CXXIX)

28 See e.g. Becker and Knudsen (2004).
29 Schumpeter, J. (1949): The Theory of Economic 

Development (originally Theorie der wirtschaftlichen 
Entwicklung, 1911).

30 The seminal paper of this tradition is Romer (1986). Also 
Romer (1990) and Romer (1994).

31 Rosenberg (1994)

2 Theoretical background2 Theoretical background

early writings. Also Langlois32 claims convincingly that 
Schumpeter did not really change his view but he had 
two parallel lines of thought in his writings of innovation 
and entrepreneurship.

Although Langlois sees the two parallel lines as mu-
tually conflicting, they can be seen as complemen-
tary, too. Becker and Knudsen suggest that the “late 
Schumpeter“33, too, saw innovative entrepreneurship as 
the crucial motor of economic growth, but in his more 
mature thinking he understood that innovativeness is 
more a function than a personality trait. In big organiza-
tions this function can be transferred to other persons 
than the owner-entrepreneur. This realization is in debt 
to Schumpeter’s seldom cited classification of entrepre-
neurial types34. Becker and Knudsen also draw attention 
to some of Schumpeter’s little known works where he 
explores the idea that interactions between the entrepre-
neur-innovator and his environment (or the company’s 
capability to act as a “middle-man”) may be the crucial 
factor in determining the innovativeness of a company. 
This idea is now finding expression in the current interest 
in “innovation environments”35 and theories of human 
networks.

Many advocates of the Schumpeterian innovation econ-
omy have not noticed that for Schumpeter himself the 
meaning of “innovation” is much wider than strictly 
technological developments. It includes36:

Introduction of a new good or a new quality of 
good;
Introduction of a new method of produc-
tion (or a new way of handling a commodity 
commercially);
Opening of a new market;
A new source of supply of raw materials or half-
manufactured goods;
A new organization of any industry e.g. the cre-
ation of a monopoly position or the breaking up 
of a monopoly position).

One of the most controversial views of the “late 
Schumpeter” is that capitalism cannot survive, because 
in its new mega-corporation form it will formalize and in-
stitutionalize progress and innovation3�. Like Langlois38, 
most writers are of the opinion that Schumpeter was 
simply wrong. We can ask, however, if Schumpeter was 
totally mistaken. Henrekson and Jakobsson39 claim that 

32 Langlois (2003). 
33 Or “Schumpeter Mark II” as some writers call his more 

mature thinking.
34 In Schumpeter (1928), cited in Becker and Knudsen (2004).
35 or “habitats” as Miller (2000) calls them
36 Schumpeter (1934)
3� The “mechanization-of-progess”-thesis (Schumpeter 1942).
38 Langlois (2003)
39 Henrekson and Jakobsson (2000)

1.

2.

3.
4.

5.
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Schumpeter’s prophecy almost came true in the post-
war Sweden. In Schumpeter’s theory they distinguish six 
phases of which five did happen before Sweden turned 
its course at the end of 19�0’s. The phases are:

Most innovations are made in big organizations;
Big organizations dominate economy;
The role of new and small companies in economy 
diminishes;
Ownership concentrates into fewer hands;
The general public and intellectuals are increas-
ingly critical of big companies;
As a reaction, socialism will replace capitalism.

The turn away from the path described by Schumpeter 
happened at phase 5, mainly because the failure of so-
cialism in Eastern Europe became too obvious. At the 
same time the romantic green “small is beautiful” ideol-
ogy penetrated society. Because of these and some other 
influences a reaction was born against the totalitarian 
tendencies inherent in the growth of mega companies. 
As the result, phase 6 was replaced by

Entrepreneurship is supported by strong national 
policies.

This led to the current renaissance of entrepreneurship 
- and the late 20th century never saw the final crisis of 
capitalism. Quite to the contrary, capitalism proved its 
amazing resilience once again by shedding its skin to 
become what is now called the Creative Economy. Now 
innovation, or more generally creative capacity, partially 
redefines the relation of company owners and workers, 
at least apparently empowering the latter or some elite 
among them in a novel way.

As a consequence, the entrepreneurial bourgeoisie of 
Schumpeter is partly replaced by the creative class of 
Richard Florida and in the place of the former’s petty-
owner relation to capital we see socially rewarding class-
specific life-styles that can be attained without actual 
ownership of capital. In addition to the legendary new 
entrepreneurs (type Bill Gates) who are a role model to 
many, the gallery of mythical heroes of this age has ex-
panded to include hackers, crackers and highly mobile 
free agents (type Richard Stallman or Linus “Linux” 
Thorvalds) who may or may not make big money but 
more importantly derive their satisfaction from their 
calling (work), appreciation of their peers etc.

In a way, a third road has been paved between a tradi-
tional career in someone else’s service and hard entre-
preneurship. It is characterized by mobility, fulfillment 
in individual freedom and creative activity. Both of these 
developments (the renaissance of entrepreneurship and 
the third road) can be seen as a reaction to the dystopic, 
even totalitarian, developments in the organizational re-
gime that scared Schumpeter and many other writers of 
his time. As Florida says:

[in the new capitalism] “Everything from the rise of the 
entrepreneurial startup company and the formal venture 
capital system to the loosening of traditional cultural 

1.
2.
3.

4.
5.

6.

6.

norms regarding work and life reflects attempts to elude 
the strictures of organizational conformity”40.

While Karl Marx believed that capitalism would end 
when workers took production tools into their posses-
sion, people like Richard Florida can say today with some 
justification that they already did so, but that made capi-
talism stronger than ever. Indeed, in some sense Florida 
seems to be right in his allusion, for this new capitalism is 
a curious hybrid between the old capitalism and the old 
socialism. It is more “democratic” than the old capital-
ism in the sense that more people are invited to the par-
ty. This is exemplified e.g. by various new sweat equity or 
knowledge equity models of partnership. In addition to 
traditional ownership based on financial equity they rec-
ognize the investment of one’s creativity, time and effort 
which are rewarded with shares, stock options or other 
tokens of shared ownership. Yet these opportunities are 
usually open only to some elite among workers and this 
new type of capitalism may be equally exclusive in view 
of those who are left outside or drop off the wagon.

In Creative Economy capitalism is looking for a new bal-
ance between some crucial polarities that marred it in 
the past, like 1) the efficiency of big organizations vs. the 
creativity of the best small entrepreneurial companies, 
or 2) the cumulative experience of big organizations vs. 
the often nomadic restlessness of the new creative class41, 
and 3) the wealth and power of the owning class vs. the 
subordinance of the workers.

2.1.1 Parallel innovation regimes and 
innovation policy

After the turn in economic thinking towards new appre-
ciation of entrepreneurship, today the executive innova-
tion regime of the late Schumpeter and the entrepreneur-
ial innovation regime of the earlier Schumpeter coexist 
peacefully to the extent of being mutually supportive 
and perhaps equally important for a sound economy.

Thus, even if the birth of some new strong technology 
or product may happen in a garage with its small and 
cozy milieu of the entrepreneurial context, the global 
market dynamics dictates that its commercialization will 
happen in the executive regime of a big multinational. 
From Microsoft to Netscape to Google, Yahoo, Skype 
or YouTube this scenario has been played out time after 
time. Also, when it comes to the diffusion of these new 
general purpose technologies (GPT)42, we see a new role 
emerging for the small entrepreneurial companies. More 
and more often they form supportive networks of sub-

40 Florida (2002). On the other hand, as the big countries 
of the East are taking the lead in the world economy and 
most of them are much more collective in their culture than 
those Western countries where the current organizational 
theories have been forged, it is naive to take for granted 
that the Western theories of management and organization 
are necessarily followed in the big global conglomerates of 
the future. Thus, the totalitarianism of big organizations 
that Schumpeter feared may not have culminated yet. For 
a discussion of collectivism and cross-national comparisons 
of organizational behavior, see e.g. Triandis (1994), (1995), 
Usunier (1996). 

41 Florida (2002), (2005a), (2005b)
42 See Chapter 2.3. of technological complementarities.
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contractors that feed the big ones who outsource large 
parts of their production and even product development. 
Instead of irreparable structural tension between the 
small and the big, there is structural division of innova-
tive labor43. Partly this has become possible because in 
the new post-Schumpeterian capitalism e.g. in Finland, 
society has taken upon itself many of those functions that 
the late Schumpeter saw as the most essential assets in a 
big company and which, he feared, the smaller entrepre-
neurial companies perhaps could not emulate.

In addition, a new rapidly growing service sector is be-
ing born44 where big companies service the small ones 
offering them synchronized global e-commerce solu-
tions, taking care of the company’s IC infrastructure and 
database management, customer relations management, 
the supply chain, the distribution chain or in fact the 
entire logistics and back office functions. This makes it 
possible for a small company to reduce its own activities 
and capital input to the bare essentials and still act big, 
enjoy the benefits and opportunities previously reserved 
for the biggest of the big. Apparently we see here a novel 
business model emerging, where companies specialize 
much more than ever before and the composite opera-
tion that used to be the domain of one single company 
is now divided among a network of specialists. The best 
companies today are core business companies with a very 
light organization. So, although Joseph Schumpeter him-
self perhaps never managed to reconcile his two paral-
lel and superficially conflicting visions of small and bold 
entrepreneurially managed innovative companies on the 
one hand and big executively managed companies on the 
other, that tension has at least partly been resolved by 
post-Schumpeterian innovation policies, which can be in-
terpreted as bridging between these two Schumpeterian 
innovation regimes.

43 Florida (2002)
44 Friedman (2005) calls it aptly “insourcing”.

In conclusion, because Joseph Schumpeter was not able 
to foresee 1) the strong public intervention through in-
novation policies, 2) the new type of capitalism called 
the Creative Economy, and 3) the technological devel-
opment that has made possible the new type of core busi-
ness company and its functional counterparts the (often 
universal) b-to-b-service companies, he was mistaken in 
his prophetic vision of the demise of capitalism. Contrary 
to his expectations the entrepreneur is not obsolete, but 
essential, and capitalism is not dead but perhaps stronger 
than ever. In this study we therefore see the European 
innovation policy discussion partly as an attempt to 
bridge between the two Schumpeterian innovation re-
gimes, which represent two alternative approaches to en-
trepreneurial capitalism. Innovation policy has emerged 
as a middleman or third party that purports to reconcile 
these two roads.

Although the famous analysis by Joseph Schumpeter of 
the demise of capitalism did not hit the mark in the end, 
its essential line of analysis prevails and serves as a re-
minder. The success of an economic system is not only 
about the money produced, but it is also about the le-
gitimacy of the system in the eyes of the general public. 
The famous leadership analyst Linda Holbeche says that 
there is always a psychological contract between employ-
ees and employers45. Traditionally it was based on the 
belief that company management safeguards employee 
well-being and job-security. Now many people feel that 
this contract has been broken and no new contract is in 
sight. Holbeche and other leading analysts of change em-
phasize that the key challenge in managing change lies 
in gaining the willing co-operation of those whom the 
change touches. Therefore “building a change-able, high 
performance organization may require rethinking the na-
ture of the employment relationship between employers 

45 Holbeche (2006)

“The earlier Schumpeter” -type small 
firm with entrepreneurial innovation 
regime

Public innovation policy and the new b-
to-b sector as middlemen between the 
two Schumpeterian innovation regimes

“The later Schumpeter” -type big 
organization with executive innova-
tion regime

Knowledge and knowhow are tied to key 
persons, especially the innovator-entrepre-
neur himself, making the accumulation of 
knowhow in the organization difficult.

Public education system, universities; sec-
toral industrial networks; various public 
programmes and support organizations act 
as public reservoires of accumulated knowl-
edge and knowhow.

Accumulation of knowledge and 
knowhow in the company is guaranteed 
by the institutional structure and its 
continuity that is independent of any one 
person.

Perhaps brilliant ideas, but meagre re-
sources for advanced R&D

Universities, public support to R&D, technol-
ogy programmes, in- or outsourcing of the 
R&D function.

Advanced R&D inside the company (or 
lately often outsourced)

Local presence in markets Public institutions for developing trade rela-
tions, publicly supported sectoral networks, 
trade centres, in- or outsourcing of the 
marketing function.

Global presence in markets

Meagre capital resources Public financial support for startups, insourc-
ing of functions etc.

Access to ample capital resources

Table 1: The public innovation policy and new business models as middlemen  
between the two Schumpeterian innovation regimes
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and employees, seeing employees less as ‘resources’ and 
more as ‘partners’.
Table 1
In today’s hypercompetitive international environment 
a successful innovation economy needs all creative re-
sources available, and more. The capacity of public poli-
cies to act as the middleman in the innovation game de-
pends both on the resources available and the legitimity 
of the policy in the eyes of the great majority. A policy 
that does not meet the relevant social and cultural issues 
in its analysis and actively mobilize the support of the 
general public may prove counterproductive in the end.

2.2 The European Technology Paradox

At the time of writing this report, innovation policies 
have already for several years been the focus of numer-
ous high level meetings in the context of the European 
Community. During the Finnish presidency of the 
European Union innovation has been proclaimed as one 
of the key concerns. Yet European economies suffer from 
what the Commission of the European Communities 
in 1995 dubbed as the European technology paradox: 
Europe excels in scientific research, but there seems to 
be a partial failure in translating the new knowledge into 
commercial products46 4�. Big investments in education 
and research do not automatically translate into corre-
sponding gains in economic growth48. E.g. in Finland it 
appears that the relatively high level of productivity is 
still more dependent on high productivity in the tradi-
tional sectors of technology than in the new technologies 
where most investments in education and research lately 
have been made49.

The proposed remedy for the situation is expressed in 
the twin ideas of innovation society and its innovation 
economy. Innovation society is a social organization that 
is strongly and consciously future-oriented and geared 
toward harnessing the whole innovation potential of its 
people. Innovation economy has in its core a dynamics 
that in terms of the so called new growth theory (NGT) 
is called endogenous growth.

The phrase “endogenous growth” is used by several au-
thors since the late 1980’s to express the idea that eco-
nomic growth is an outcome of some internal processes 
of the economic system rather than some outside influ-
ences upon it. The theory is often associated with Paul 
Romer of Stanford University50. According to Romer we 
must distinguish between “ideas” and “things”. Things 
are always rival goods, ideas usually aren’t. This is to say 

46 Commission of the European Communities (1995)
4� Moreover, on the basis of his analysis of the Finnish Sfinno 

innovation database Saarinen (2002) notes that the develop-
ment times of ICT innovations have become longer since the 
1980’s. It may be due to the increasing complexity of both 
innovations and the innovation process, which is becom-
ing more and more co-operative and networked. This is 
one reason more to suspect that contrary to the currently 
fashionable credo, also in innovation economy the curve of 
“increasing returns” may tire off with time.

48 E.g. Hyytinen & Rouvinen (2005b)
49 Jalava & Pohjola (2005), see also Pohjola (2005) in 

Hyytinen & Rouvinen (2005)
50 Romer, Paul M. (1990), (1994)

that information differs from most other types of pro-
duction inputs like money in the sense that many people 
can use it at the same time. With relatively little extra 
cost knowledge can multiply like a plant, making pos-
sible increasing returns.

Although inventions and discoveries made in an econo-
my may seem to be exogenous inputs into the economic 
process in the same sense as nuggets of gold found by 
a gold-digger, Romer points out that the aggregate rate 
of discovery is endogenous. Although gold nuggets and 
diamonds are found in alluvial deposits where they have 
been positioned by geological forces beyond human con-
trol, in the end the organization of miners, their vision, 
inventiveness, knowledge, know-how and technology 
determine the success of the mining town. It is an impor-
tant idea as it forces our attention upon institutions and 
other factors that either support innovation or impede 
it. It is the task of society to lay the table for innovative 
individuals and companies by developing institutions. As 
a reward it hopes to get positive externalities or spillover 
effects flowing out of the new knowledge and know-how. 
In NGT, the human capital is the crucial growth factor of 
national economies.

The concept of human capital can be traced back to 
Theodore Schultz, the University of Chicago agricultural 
economist and Nobel laureate of 19�9. Schultz presented 
his ideas in the early 1960’s to explain why investing in 
education improves agricultural output. The 1992 Nobel 
laureate Gary S. Becker developed the idea further, wid-
ening its scope. He explained that in a modern economy 
expenditures on education, training and medical care are 
not costs but investments in human capital. He writes: 
“They are called human capital, because people cannot 
be separated from their knowledge, skills, health, or val-
ues in the way they can be separated from their financial 
and physical assets.” According to him economic growth 
depends on synergies between new knowledge and hu-
man capital. That is why “large increases in education 
and training have accompanied major advances in tech-
nological knowledge in all countries that have achieved 
significant economic growth. 51”

Thus, Becker sees a difference between knowledge and 
human capital. This distinction is not always made. It 
is an important observation: Knowledge becomes part 
of human capital only after it is incorporated in living 
human beings as part of their skills and other resource 
repertoires, which include their attitudes, social prac-
tices and other less tangible but none the less important 
things.

2.3 Technological complementarities

Carlaw and Lipsey52 have claimed that it is not positive 
externalities in the traditional meaning of the word but 

51 Becker (2006). Importantly, he also writes: “No discussion 
of human capital can omit the influence of families on the 
knowledge, skills, values, and habits of their children. Parents 
affect educational attainment, marital stability, propensities 
to smoke and to get to work on time, as well as many other 
dimensions of their children’s lives.”

52 Carlaw & Lipsey (2001). See also Lipsey (2000), (2001).
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technological complementarities that form the basis of 
economic growth. Old and new technologies produce to-
gether more than each would have accomplished alone, 
thus opening to each other some new avenues of devel-
opment. “So… the technological complementarities… 
have been… the major… source of growth over, at least, 
the last three centuries.53”

Why complementarities imply growth is easy to see. It 
is a logical outcome in a system whose number of ele-
ments and their potential combinations increases54. Of 
course not all logically possible combinations of old and 
new technologies are technologically or commercially vi-
able, but it is more than compensated by the fact that in 
modern markets most artifacts are produced in numer-
ous, sometimes in hundreds or even thousands of slightly 
different models and varieties. Therefore, with each new 
technology we see a huge increase in the number of pos-
sible artifacts and artifact classes. That is the fundamen-
tal source of growth in innovation economy, making pos-
sible a vibrant industrial activity, steady stream of new 
marketable products and efficiency gains55.

Electricity is the prime example of a GPT that has made 
possible a huge number of goods that have gradually re-
placed old pre-electricity technology. The process has 
taken more than a century and is not yet complete. There 
are still tools and appliances that in principle could be 
made electric. Another good example would be syn-
thetic plastics56. When the bakelite process was made 
public in 1909, probably no one realized what it would 
mean economically and technologically worldwide. In 
the beginning bakelite was not even a commercially vi-
able competitor to the cheaper celluloid process. Then 
in 1918 huge war reserves of phenol were dumped into 
the market lowering the cost and making bakelite com-
mercially competitive. This created the market, opened 
avenues of product and process development, and led to 
omnipresence of synthetic plastics today. A similar pro-
cess is currently happening with microprocessors.

However, historical analyses of technological comple-
mentarities show that they do not automatically produce 
rapid increases in productivity, not even strong GPT’s, 
like ICT. Sometimes it takes decades, even centuries for 
a new technology to show its whole potential. Often in 

53 They also say that technologies, especially general purpose 
technologies (GPT) such as electricity, “…expand the space 
of possible inventions and innovations, creating myriad new 
opportunities for profitable capital investments, which in turn 
create other new opportunities, and so on in a chain reaction 
that stretches over decades, even centuries”. Carlaw & Lipsey 
(2001)

54 Kauhanen (2006b)
55 Of course there is growth of markets and sales volumes, too, 

but in global dynamics the production of mature and mass-
marketable goods has a strong tendency to move to coun-
tries where labor is cheaper than in the old ageing West. 
Thus, in many product groups growth of market volume 
is only available as a source of growth in the early phases 
of product life cycle, before the production matures and is 
transferred. Then a new product is needed to keep going on. 
Thus, we are getting the role of a nursery for new products, 
with mass production happening elsewhere. This surfing on 
a rising tide of new innovations is the essence of innovation 
economy and needs a constant stream of innovations to feed 
the economy machine.

56 Pinch & Bijker (1987)

the early phase an innovation may even decrease produc-
tivity due to the cost of the learning process and various 
glitches of juvenile technology. In times of technological 
transformation, network effects and synergies based on 
old technologies are vanishing and the network effects 
that ultimately will be built on the new technology are 
not yet there. Sometimes a new technology will not in-
crease productivity at all. Yet it may still be useful in the 
long run because of the various new paths that it opens 
for technological development5�.

There are always several of these mega-transformations 
going on at the same time, in different phases. Most 
individual technological innovations are part of these 
large processes of some GPT diffusing through society. 
Parallel to this movement we see institutional develop-
ment, both in business and in society in general, which 
always accompanies technological change.

2.4 Innovation as a knowledge/know-
how structure

In the case of electricity, the real impact on productivity 
and economic growth was not made by manufacturing 
electronic appliances, but by taking the technology into 
wide use. For example, of course somebody has made a 
lot of money by producing telephones, but much more 
has been made by using them. Thus, electricity became 
really important only as it transformed practices. And 
that is even more generally true58: although a techno-
logical transformation always begins with the birth of 
some new technology, it is only made important by its 
wide use, incorporating it into the matrix of older tech-
nologies, realizing the potential complementarities. 
Complementarities are sought both by users and produc-
ers of applied technologies. This observation has some 
important consequences from the point of view of inno-
vation policy.

First of all, it is probably possible to drive a vibrant in-
novation economy without being a leading primary pro-
ducer of any new technology. If you are fast and good at 
adopting and applying technologies, you can take part in 
the much more voluminous processes of looking for the 
technological complementarities, commercializing them 
and boosting productivity in general through their wide 
use. This is one possible strategy. It has certain disadvan-
tages compared to being the primary producer, but on 
the other hand it may be more realistically attainable, 
as producing novel technologies is very expensive and 
risky. It is especially risky if your resources are relatively 
small and you have to put a disproportionate share of 
the eggs in the same basket in a wild-goose chase after a 
global leading role that you cannot attain or retain in the 
long run anyway.

One may ask if a deliberate effort to be among the best 
users and appliers of technologies with a wide spectrum 
would form a more sustainable base in the long run. If 
you can get technologies without bearing too big a share 

5� Carlaw & Lipsey (2001)
58 Jalava & Pohjola (2005), ks. myös Pohjola (2005) teoksessa 

Hyytinen & Rouvinen (2005)



16

of the initial costs and risks of primary technology de-
velopment, you may concentrate on innovative applica-
tions. It is far cheaper to develop a new “skype” than a 
new mobile technology platform. Or to say it a bit dif-
ferently: never in history so far has the technology bag 
been emptied so that existing technologies are utilized to 
the full: there are always countless commercially viable 
innovations to be made on the basis of already existing 
technologies.

It may be that the most innovative societies in the fu-
ture are not the ones where the biggest percentage of 
population has a university degree or participate in pri-
mary technology development but those where creating 
innovative ideas and commercializing them is inbred in 
all organizations and is facilitated by powerful support 
structures that help in the difficult phase of the commer-
cialization of the idea. To misquote Richard Baldwin 
slightly (but in the same spirit, we hope)59: It may be more 
important for our children to learn how to innovate with 
any technology than it is for them to learn and develop 
some particular technology.

To be a primary producer of technologies you must be in 
the scientific and technological vanguard or even avant-
garde. That is only possible if two conditions are met: 
your scientific/technological level must be consistently 
at least as high as or preferably higher than in the main 
competitor countries, and you have to have more human 
or financial resources to invest. Daydreams aside, for a 
small country, none of these can hold true for any length 
of time, at least not in any GPT industry60. Science and 
especially technology development have become such 
huge industries that it is impossible to ensure a constant 
stream of path-breaking discoveries even in one nar-
row field with a relatively small base of specialists61 and 

59 Baldwin (2006) says that “The most important educational 
policy implication may be that it is more important for our 
children to learn how to learn than it is for them to learn some 
particular set of skills.”

60 Of course there is the “Vaisala strategy” option. Vaisala 
is a very successful Finnish high-tech company (see http://
www.vaisala.com/ ) that has based its whole operation on 
one principle: be among the best of the best. This has been 
possible because Vaisala has concentrated on very special-
ized electronic measurement instruments in such a narrow 
niche that with its technological excellence it can keep the 
lead. The gist is that as there are no mass markets for such 
products there can be no competitors with vastly bigger 
resources. This strategy works fine only with very special 
products, never a GPT.

61 The key word here is “relative”, because the resource lead-
ers set the pace of technology development. It is even more 
so when the technology becomes all the time more compli-
cated and the development work requires more raw power 
and time. If there are 100 people globally working on some 
problem, you can leave a mark with a handful of ordinary 
good professionals. But if there are 10 000 or 100 000 people 
working on it, you need an Einstein in your little group to 
stay in the lead. Most people fail to see the magnitude of the 
shift in the resource balance between the traditional technol-
ogy leaders and the newcomers. E.g. in India the number of 
knowledge workers rose from less than �000 in 1985 to more 
than half a million software and services professionals by the 
end of 2002, most of them with some IT –related specialty 
(10.1.200� http://en.wikipedia.org/wiki/Software_engineer-
ing_demographics). This is about the same as the whole 
population of Helsinki, but unlike Helsinki, this number is 
growing fast: in 10–20 years we must speak of millions of 
Indian IT professionals alone. India has always produced 

limited amount of money available. Only during early 
phases of big technology transitions we can see small 
players having the lead, and they are necessarily transi-
tory situations. In the global context no single European 
country can boast with such resources. Europe taken to-
gether may be a big enough player if it manages to act 
as a unit. We see this e.g. in particle physics and space 
technology where all the member countries of CERN 
and the European Space Agency ESA benefit from the 
common knowledge and knowhow pool. Any attempt by 
any single European country to be alone a global lead-
er in these fields would be sheer madness. The same is 
necessarily true of any new GPT like robotics, biotech-
nology, nanotechnology, and also mobile technology. A 
handful of scientific super powers aside, the chances of 
most countries lie in networking with and participating 
in various centers of excellence and building structures 
that help technologies to diffuse through the networks as 
efficiently as possible. That is the only way to maintain a 
national base of up-to-date knowlegde and knowhow.

Saxenian62 in her excellent recent study has document-
ed how the “brain drain” from India to Silicon Valley 
ultimately turned to India’s advantage when hundreds 
of first-class scientists, engineers and business people 
returned home with their knowledge, knowhow and 
personal connections and started creating places like 
Bangalore. Its reputation as an offshore production area 
for European and American high-tech companies is only 
half the truth, and in the long run perhaps not even the 
most interesting half of it. More and more, Bangalore 
and numerous other places like it are becoming also cen-
ters of excellence in innovative R&D and prototyping. 
The same dynamics that is moving mass production from 
Europe to cheaper countries is gradually emerging in 
these more demanding tasks as well. The old truth that 
R&D and prototyping benefit from the proximity of the 
production plants and the biggest markets has not yet 
become obsolete and probably won’t very soon. It is pos-
sible to manage the necessary communication between 
the R&D, the prototyping and the production teams 
electronically and by organizing regular meetings where 
people fly from different corners of the world, but it is 
more difficult and in the hypercompetitive business en-
vironment it means extra costs. Sooner or later they will 
be cut. And also here economies of scale play a certain 
role.

Thus, we have the two views, one emphasizing the quest 
for global technology leadership and primary production 
of new technologies and the other memberships in re-
gional or even global networks, diffusion and innovative 
application of technologies. The former suggests alloca-
tion of resources to education and R&D, the latter to 
education, R&D and various structures and measures 
that make the receptivity of the society to new technolo-
gies better and build ability of the users to innovate in 

brilliant mathematicians and there is no reason to doubt that 
also in IT industry this huge resource will make a difference 
in global scale. Because of the unavoidable time lag the 
current world status roll in innovations, intellectual property 
rights and economic indicators, reflects the relative resource 
base in each country 10–20 years back rather than the cur-
rent time. The impact of the current resource balance is seen 
properly only in the next couple of decades. 

62 Saxenian (2006)

http://www.vaisala.com/
http://www.vaisala.com/
http://en.wikipedia.org/wiki/Software_engineering_demographics
http://en.wikipedia.org/wiki/Software_engineering_demographics
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user context. Education and R&D appear to be shared 
parameters here, but their meaning and content differ 
between these two visions.

Probably there is a sound balance somewhere between 
these two views. Usually there is. And probably it is 
somewhere in the middle. Certainly it is not very near 
either of the opposite ends. If this is accepted, it must 
be asked whether the same public institutions and struc-
tures as are created for the primary production of novel 
technologies are also optimal for innovation diffusion 
and application, or whether some novel and innovative 
structure is called for63.

It is also crucial to realize that the technological innova-
tion that produced some new marketable product is only 
the first in a long series of innovations that any techno-
logical transformation demands: for the diffusion to be 
completed we need millions upon millions of individual 
or collective user innovations. Some of them may be 
technological; others are related to business logic, man-
agement or perhaps social uses of technology. When a 
user embraces a new technology and restructures his 
user processes for productivity gains, it is an innovation 
itself. Similarly, to tap into an innovation economy by 
serving (b-to-b) some innovation-generated business 
is often a business innovation itself64. User innovations 
are preceded by user experiments when the user tries to 
find the special way of using the product that suits his 
needs best. In the case of new software, for example, the 
adaptive changes demanded may sometimes add up to 
an upheaval of long-held organizational structures and 
practices. Yet, as innovations are always introduced into 
a setting where they interact with old technologies, it is 
here that most technological complementarities are re-
alized. Therefore one must ask if creating structures to 
facilitate these user processes would also give good divi-
dends for invested public money instead of only or main-
ly concentrating on the primary producer end of the in-
novation process65. This user experimentation, which has 

63 In The New Atlantis (1626) Francis Bacon describes a 
utopian society with “engine-houses”, “perspective houses”, 
“sound-houses” and other publicly funded centres where 
the mechanical arts are studied and inventions made for 
the benefit of the people. The most important results are 
published in “…circuits or visits, of divers principal cities of 
the kingdom; where as it cometh to pass we do publish such 
new profitable inventions as we think good” (Bacon 1626). 
Bacon also understood that as no nation alone can master 
all the arts, its is necessary to learn from what others are 
doing: “…the King…made… this ordinance; that every twelve 
years there should be set forth out of this kingdom, two ships, 
appointed to several voyages; that in either of these ships there 
should be a mission of three of the fellows or brethren of 
Salomon’s House, whose errand was only to give us knowl-
edge of the affairs and state of those countries to which they 
were designed; and especially of the sciences, arts, manufac-
tures, and inventions of all the world; and withal to bring unto 
us books, instruments, and patterns in every kind…” 

64 In his book The World is Flat (2005), Thomas L. Friedman 
reminds us of the famous speech by Microsoft founder and 
chairman Bill Gates at the 1999 World Economic Forum in 
Davos. Gates “compared the Internet to the gold rush, the 
idea being that more money was made selling Levi’s, picks, 
shovels and hotel rooms to the gold diggers than from digging 
up gold from the earth”. The insight here is that digging gold 
was risky, but serving the gold diggers was much less so.

65 In the current European common wisdom, innovation dif-
fusion has become a catchword for bad innovation policy. 

in fact always been there, is nowadays more and more 
often taken into conscious use by pioneering companies 
who are even developing tool-kits for key users to fa-
cilitate experimentation and subsequent communication 
of ideas back to the company66. In the software industry 
this has created the open source movement, the core of 
which is precisely that there is a huge creative potential 
in the user end of the process, and recognizing this can 
benefit all parties.

Richard Langlois6� refers to modern consumption theo-
ry that sees the end consumers of commercial products 
as co-producers who create basic utility for themselves, 
their families, organizations or other communities from 
various inputs, like their own work, knowledge, know-
how, available raw materials, and technology. This 
co-production requires a fair amount of skills and a 
knowledge structure that must be compatible with other 
knowledge structures in society. When firms and public 
organizations introduce computer technology, house-
hold producers also face related challenges. Computer 
proficiency at work makes it easier to adapt one’s own 
household to the computer/Internet era, but the influ-
ence also goes the other way around. Those accustomed 
to computer technology at home are more ready to adapt 
to it at work, too.

Thus, innovation diffusion is regularly a multi-layered 
process, a cascade where the innovation-output of one 
layer serves as an innovation-input for the next level. In 
most cases, no clear-cut distinction is possible between 
users and producers of innovations, but both are part of 
the same process of technology diffusion. There is in-
novation in all stages of the cascade. All the subsequent 
co-innovations that comprise the process of putting the 
original idea or product into use are part of the new 
technology. When this is not understood, most support is 
concentrated on the first stages of the process. Then we 
may see a situation with excellent activity in the primary 

E.g. in the European Trend Chart on Innovations (Arundel 
& Hollanders 2005) the Finnish innovation system is 
compared with the Portuguese system and it is maintained 
that the definite superiority of the Finnish situation is seen 
e.g. in that in Finland only 13 % of firms largely innovate 
through diffusion. There is some conceptual confusion here, 
though. The concept of diffusion does not usually refer only 
to simply aping solutions created by others, but it is also a 
creative process that demands knowledge, knowhow and 
new ideas. There is no technological development without a 
prior diffusion or ideas, which is what we mean when we say 
that technology is cumulative. There is therefore creative dif-
fusion and imitative diffusion. Most technology development 
in fact is only meaningful as a part of some bigger diffusion 
processes whereby some novel GPTs penetrate society and 
are incorporated into its technology base via various second-
ary, tertiary, etc. innovations. It is important to make this 
distinction, because sneering at innovation diffusion easily 
leads to a misplaced policy emphasis on the hottest top of 
innovations, the primary innovations by which new GPT’s 
are forged. Yet we have no historical precedent of a small 
economy that has been able to sustain a stable flow of them 
for any length of time. Several economies have had their 
periods of great primary innovation activity, but they have 
always been followed by much longer periods of secondary 
innovations and product development based on applying 
the new ideas in various new combinations, i.e. looking for 
technological complementarities.

66 von Hippel (2005), Thomke & v. Hippel (2006)
6� Langlois (2001)
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producer end (science, basic technology research), but 
all other steps of the cascade are neglected.
Figure 2
A case in point is the text message function of mobile 
phones, or the mobile phone itself. No one could have 
anticipated the various social uses given to the mobile 
phone or text messaging and the importance that they 
would have in shaping this whole age by making us more 
connected than ever68. In business, too, the mobile phone 
has prevailed because of its technological and social 
complementarities or its ability to integrate with the old 
systems and make them more efficient. Thus, through 
use and use alone does an innovation find its closure69.

There is ample evidence of users participating in innova-
tion development in numerous subtle ways. This influence 
has always existed, although its depth and importance is 
seldom realized. Things are probably going to change, 
however. The director of the MIT Innovation Laboratory, 
Eric von Hippel, has recently published an interesting 
and important book, Democratizing Innovation�0 where 
he claims that in all fields studied so far, from 10 up to 
almost 40 percent of end users have participated in prod-
uct development. The results come from studies across a 
wide range of product types from software source code 
to sporting equipment and housing.

At the minimum the participation may consist of answer-
ing to questions of some product survey. At the other 
end of the continuum we have computer users who actu-
ally write source code in various open source projects. 
Von Hippel believes that this new idea of democratizing 
of innovations will become a major trend and a widely 
accepted product-development method as more and 
more products will be planned from the beginning so 
that the active input of lead users and other end users 

68 In Helsingin Sanomat (“Onnensa kukkuloilla, HS 23.�.2006) 
recently, Professor Jouko Lönnqvist of the National Public 
Health Institute is cited saying that the notoriously high 
annual number of suicides in Finland is now going down, 
probably thanks to the mobile phone that has improved our 
connectedness with each other. This is one unanticipated 
effect of this new technology.

69 For the concept of closure, see Pinch & Bijker (1987). 
Closure refers to the stabilization of the concept.

�0 v. Hippel (2005)

will shape their further development�1. Therefore the 
proposed transition from innovation policy to innovation 
society policy must be accompanied by a re-evaluation of 
the role of the general public and innovation diffusion in 
innovation society and the institutions used to nurture 
innovativeness.

Innovation policies in Europe are often analyzed and 
compared in the framework of the Trend Chart on 
Innovation in Europe�2. Innovation policymakers see it 
as a practical tool that provides a forum for benchmark-
ing. It has various useful indices and it provides a good 
statistical basis for many purposes, but its theoretical ba-
sis is shallow. For example, it practically excludes from 
analysis most such issues as relate to the national culture 
and social practices although in social science and cultur-
al studies a huge body of literature has shown that they 
influence economic dynamics and performance. When 
analysts of the chart�3 e.g. note that the leading countries 
in the composite index (SII) of 2005 are Sweden, Finland 
and Denmark, they explain their high performance with 
various simplistic innovation-related indices and indica-
tors, but do not discuss the most essential common char-
acteristics of these three Scandinavian societies. They 
look at economies when they should look at whole soci-
eties. Although the various sub-indices of the chart can 
of course be used to explain the value of the composite 
index and the composite index can of course be statisti-
cally correlated to various economic indicators, the only 
really interesting question, the dynamic relation of the 
composite index to the economic performance of various 
countries, is not analyzed in any theoretically acceptable 
way but remains more like an ideological credo.

The chart also plays down the importance of innova-
tion use and diffusion. It does recognize four innovation 
modes (strategic innovators, intermittent innovators, 
technology modifiers and technology adopters) but re-
gards companies of the last two of types as a problem 
for the economy. That may be a mistake. There is adop-
tion and adoption, diffusion and diffusion. If a company, 
for example, decides to move all its telephone commu-
nications to some voip solution, it is not necessarily only 

�1 Thomke & v. Hippel (2006), Hippel, Thomke, and Sonnack 
(2006)

�2 See http://trendchart.cordis.lu/.
�3 See e.g. Arundel & Hollanders (2005)

innovation

first producer

first user

second user

third level 
user, etc.

Figure 2: Innovation cascade: the innovation output of the previous level serves as the innovation input for the next level.

http://trendchart.cordis.lu/


19

aping bright ideas developed by others but it can also 
mean a major innovative reorganization of the whole 
business process and it may give great benefits in the way 
of cost savings, productivity, new processes and the like. 
The decision to adopt some software solution instead of 
some other can often have a major impact on the whole 
business. A good choice may even prompt new business 
ideas and opportunities. The choice of technology is al-
ways one of the most important decisions a company 
can make, and because of the heavy path-dependence of 
many business processes it may strengthen a company’s 
innovation base or fail to do so or even restrict future 
options.

In failing to address such issues the Trend Chart may in 
fact hide more than it reveals and it does not probably 
catch the really essential dynamics of economic excel-
lence. If it does not e.g. correctly identify the real core el-
ements of the Scandinavian success stories but replaces a 
deep, history-conscious social and economic analysis with 
simplistic recipes based on some trendy economic policy 
fads, it may in the end be more dangerous than useful as 
a tool for development of an innovation economy.�4

Trine Syvertsen�5 has analyzed scholarly and policy dis-
cussions of broadcast audiences and finds four different 
concepts that can be used to describe the relationship of 
the public to the production process: citizens, audiences, 
customers and players. According to the citizen view, the 
public consists of actively participating individuals who 
have a say in policy discussions. According to the audi-
ence view, the public consists mainly of people who are 
passive recipients of messages from above. In the cus-
tomer view the public is being mobilized for commercial 
purposes, and in the player view the public is offered a 
social pseudo-participation in form of bread and circus 
entertainment. The citizen view is an ideal that is real-
ized to different degree in different situations and at dif-
ferent times.

In innovation society policy discussion an essentially 
similar classification can be used. Then the transition 
from the industrial manufacturing society to information 
society, which is still ongoing, is also offering the empow-
erment of workers/consumers toward full and active citi-
zenship through easier participation in the information 
resource of the society. This is what it really means to 
see, like Gary S. Becker, people and their human capital 
as the critical resource in the new growth theory.

One aspect or rather symptom of this transition that is 
already under way, is the open source movement, which 
has revolutionized the computer programming scene 
during couple of last decades. It began as an ideologi-
cal movement by some programming enthusiasts but has 
transformed into a rich network of independent proj-
ects, some of which (like Linux and Mozilla) have had 
global significance and major economic ramifications. 
It has led e.g. to the Open Source Initiative by Eric S. 
Raymond and Bruce Perens, and among its branches we 

�4 It is typical of the current economy journalism that although 
the Trend Chart and the SII index are widely cited in media 
they are seldom analyzed. In fact we have never seen a 
single newspaper article where the index would have been 
critically analyzed.

�5 Syvertsen (2004)

can also count all the various wikipedia-type projects, the 
Creative Commons movement, etc. Later this pragmatic 
approach has been tentatively extended to areas other 
than computer programming. What stance society takes 
toward this movement is a potentially hugely impor-
tant policy choice in innovation society. Systematically 
supporting this mode of production e.g. by using open 
source programs in public administration�6 and provid-
ing services in the way of research and education and 
perhaps developing common standards, would encour-
age entrepreneurial activity in the programming com-
munity and would probably also produce cost savings. It 
would also decrease dependence on Microsoft and other 
international program giants. In the long run that would 
boost competition and creativity.

2.5 The endogenous theory and the 
communication condition

Here we are finally in a position to ask what innovation 
economy with its growth imperative means from the 
(innovation) journalistic point of view? Or, conversely: 
what does (innovation) journalism mean for innovation 
economy?

The answer is immediately obvious. The endogenous 
theory of growth must have a communication condition 
attached��. The theory is valid only in conditions of ef-
ficient and effective communication of innovations. As 
one of its basic tenets the endogenous theory holds that 
knowledge, knowhow and innovations as production 
inputs lead to increasing returns. In the long run it is 
plausible and indeed logically possible only if innova-
tion communication in society is so good that the techno-
logical complementarities and productivity gains by new 
technologies are realized in the everyday life of people, 
companies and public organizations. This is almost self 
evident. Yet it is seldom realized.

This was the basis for the present study when it was pro-
posed to TEKES in 2004. The idea was launched for 
more general discussion in spring 2006 in two reports�8. 
In a recent Sitra report�9 Juhani Wiio grabs the idea and 
repeats the suggestion that media publicity and media 

�6 In December 2006, the French Parliament’s administration 
decided that the parliament would move from Windows 
to open source. Starting in June 200�, more than 1000 
parliamentary workstations will be running on Linux, with 
OpenOffice.org productivity software, the Firefox web 
browser and an open-source e-mail client. France’s gen-
darmes and Ministry of Culture and Communication have 
done this already. In the first days of 200� also the City of 
Amsterdam announced its plan to test open source software 
(Linux) in city administration to reduce dependence on 
monopoly suppliers.

�� Of course, this is true of any theory, where the diffusion 
of knowledge-like utilities is the prerequisite of economic 
growth. With a rare clairvoyance Kilponen & Santavirta 
(2002, s.13) note: “Much less notice has been given to the 
fact that positive externalities do not arise automatically. 
When the public sector supports R&D activity the outcome is 
crucially dependent on how well the information connected to 
the new innovations can be spread and utilized elsewhere in 
economy”.

�8 Kauhanen (2006a, 2006b).
�9 Wiio (2006), September 2006
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communication must be included in the concept of the 
national innovation system as an essential element of our 
national innovation environment and all planning of fu-
ture developments.

It may well be that one of the key problems in European 
innovation economies, perhaps even The Big Problem, 
is the lack of effective and efficient innovation commu-
nication. Education, which certainly is part of it, is not 
the whole solution. Most people by working age have al-
ready left behind their years of education. They are not 
reached by the education system. Here we have to turn 
our eyes to the media and journalism. How do the media 
serve the innovation economy and the diffusion of inno-
vations? What specific types of influences could they and 
should they have?

2.6 Innovation and social innovation

Up to this point we have spoken of innovations quite 
freely without giving any definition. In the literature 
these are numerous and differ from each other in several 
essential and non-essential characteristics.

The Schumpeterian-type definition of innovation as a 
technological/commercial development is widely accept-
ed, especially by economists or engineers who are not 
aware of the innovation discussion in social science. The 
Swedish discussion of innovation journalism has so far 
also tended to concentrate solely on such technical inno-
vations as lead to commercially marketable products80. 
This use of the word can often be seen as an outgrowth 
of the neo-liberal economic/political philosophy that em-
phasizes the role of enterprises and markets in economic 
growth and willingly turns a blind eye to the social, politi-
cal and labor aspects of these developments. However, 
in Finland the word innovation is nowadays used more 
often than not in a wider sense. For example Ståhle and 
Grönroos81 define innovation as “a change in a product, 
service or other activity that has value in a competition 
situation”82. So, a change in company’s values would be 
seen as an innovation, too, for it may affect the subse-
quent economic result as much as any new product, and 
more. In effect, all adaptive novelties count83. Professor 
Raimo Väyrynen goes even further and calls graduate 
school84 an innovation. It is a novelty, a new method of 
organizing research education in Finland, but it is not 
a commercially marketable product, at least for now. 

80 For this discussion, see e.g. Kauhanen (2006b).
81 Ståhle and Grönroos (1999)
82 English translation mine
83 Ståhle et al. (2004) list several types of innovation, e.g. new 

technology, product, product palette, product property, 
process, service, clientele, user habit, new product use, new 
development capability, new marketing-, sales, distribution 
or management know-how, learning, new knowledge, new 
experience, new product quality, new strategy, business 
model, organization etc.

84 Väyrynen (2005); Lately it has been proposed that Finnish 
education institutions, also primary schools, could and 
perhaps should offer education services for foreigners on a 
commercial basis, as a marketable product. This highlights 
one aspect of the artificiality of the line between commer-
cialized innovations and other developments. All successful 
novelties can in principle be commercialized now or later.

Rather, it is a social or organizational improvement or 
social innovation.

Behind this wider use of the term we have the realiza-
tion that innovation activity in an economy is crucially 
dependent on institutions and their development, which 
is a creative challenge in its own right. As Schienstock85 
notes, there is evidence that differences in institutions 
explain part of the differences between countries in 
their ability to drive technological change. Schienstock 
and Hämäläinen & Heiskala86 talk of collective learn-
ing processes here. The need to include social issues in 
innovation policy considerations has been increasingly 
discussed at least since 1990’s and it figured importantly 
in the research program on the national innovation sys-
tem (1999–2001) financed by the Finnish National Fund 
for Research and Development, Sitra. It led to the sub-
sequent research program on social innovations (2002–
2004)8�. The corresponding policy choice was announced 
officially at the latest with the 2003 report of the Science 
and Technology Policy Council88. At the level of practical 
policy decisions, however, the concept of social innova-
tion has so far been more empty talk than active reality.

Hämäläinen and Heiskala defined innovation as a model, 
practice or idea that is new or is taken as new and chang-
es practices so that it results in a higher technological, 
economic or social efficiency. 89 On this basis they define 
social innovation: “By social innovation we refer to such 
novelties connected to regulation (legislation, administo-
rial regulation), politics or organizational structures and 
practices as make better the functionality of society”.90 
This definition has the merit of recognizing social devel-
opments as innovations, but there is one essential ele-
ment lacking: social innovations made in the context of 
civil society, by private citizens or any unofficial group of 
people. In the current report social innovation is defined 
as including any adaptive novelties irrespective of their 
producer. Also, innovation does not necessarily lead to 
efficiency or functionality gains. Some innovations can 
be counterproductive in the beginning or even in long 
time scale91. Innovation may also happen e.g. in the field 
of values, attitudes or artistic concepts. Then it is not 
even relevant to look at it in an efficiency context.

A strong technological product always creates new and 
unanticipated uses, new significations and new social re-
lations, even structures. It may change society for ever. 
These new social significations then turn back on their 
technological source and influence the way this new tech-
nology or product develops further. Good recent exam-
ples of this cyclical dynamics are personal computer, the 
Internet and mobile technology. Let’s take the mobile 
phone as a case. As Kopomaa writes, it ”…was not only 
adapted to our way of life, but our way of life was changed 
by it as well”92. And when the mobile phone marries the 
Internet, a romance already well under way, we will see 
even more new uses for it and more profound social influ-

85 Schienstock (2004b)
86 Hämäläinen & Heiskala (2004)
8� Hämäläinen & Heiskala, op. cit.
88 STPCF (2003)
89 op.cit. p. 46
90 op.cit.,p. 10
91 Carlaw & Lipsey (2001)
92 Kopomaa (2000)
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ences, which we cannot even guess yet. Future examples 
of similar processes will include personal robotics, pro-
tein engineering, gene engineering and nanotechnology.

Langdon Winner writes in his famous essay Do artifacts 
have politics?93 that certain technologies tend to prefer 
certain social and political solutions and drive toward 
them. In fact there is ample evidence that technology 
choices have sometimes been deliberately used for po-
litical ends.94 Technological and social development go 
so intimately hand in hand that forgetting one or the 
other makes any analysis necessarily at least half-blind. 
In economy, just as in any other walk of life, blindness is 
seldom an asset. This social aspect of technological in-
novations has been recognized by social scientists for so 
long and discussed so extensively that arguing for it is 
somewhat like trying to prove to the last adherents of the 
Flat Earth Theory that they have got it wrong. Probably 
the unwillingness to include social innovations in innova-
tion policy discussions sometimes reflects more a hidden 
political agenda or attitude than a thought-of analytic 
position.

Geoff Mulkan writes: “Economists estimate that 60–
80 % of economic growth comes from innovation and 
new knowledge. Although there are no reliable metrics, 
innovation appears to play an equally decisive role in 
social progress. Moreover, social innovation plays a 
decisive role in economic growth. Past advances in 
healthcare and the spread of new technologies like the 
car, electricity or the internet, depended as much on 
social innovations as they did on innovation in tech-
nology or business. Today there are signs that social 
innovation is becoming even more important for eco-
nomic growth. This is partly because some of the barri-
ers to lasting growth (such as climate change, or ageing 
populations) can only be overcome with the help of so-
cial innovation, and partly because of rising demands 
for types of economic growth that enhance rather than 
damage human relationships and well being.”95 

Mulkan has coined the concept social Silicon Valley to 
denote a region where the importance of social innova-
tions is really understood and where they are sought as 
eagerly as new technology. It can be imagined that in 
a social Silicon Valley there exists public structures for 
recognizing, supporting and rewarding social innova-
tions in a similar way as we do have support structures 
for technological innovations and their commercializa-
tion. Currently such structures do not exist in Finland96. 
A real innovation economy can’t afford such a waste of 
human creativity and resources.

Having come to see technological innovation processes 
as deeply connected to social and cultural processes in 
society, it is also obvious that they operate in the same en-
vironment: When we look through the literature on good 
innovation or entrepreneurial environments, or habitats 

93 Winner (1980)
94 MacKenzie and Wajcman (1999), Bijker, Hughes and Pinch 

(1987)
95 Mulkan (2006)
96 In fact the suggestion to develop such structures was made 

e.g. in the report of the work groups of the creativity strate-
gy project of the Ministry of Education in 2005 (OPM 2005), 
but it was not included in the final report of the project.

as William Miller9� would have it, we see time after time 
that very much the same things as make a good habitat 
for innovation or a creative entrepreneurial environment 
also make a vibrant and living society in general98. Social 
structures and technologies go hand in hand. Thus we 
enter the definitions that are used in this study:

‘Innovation’ refers not only to market introduction 
of inventions or new technologies but to all such ideas 
and inventions as attempt to make something better, 
whether they are of technological nature or not and 
whether they will ever be commercialized or not. To be 
counted as an innovation, however, an idea must have 
some amount or creativity so that it can be considered 
new in the context. Thus, the term can potentially be 
used of any development that has some element of 
qualitative change in it. Mere quantitative change does 
not count as innovation.

By ’ social innovations’ we refer to any developments 
of social or organizational structures, principles or 
practices, irrespective of who produced the idea.

In both cases the essential thing is that the agents of 
change feel that it is an innovation, a step forward. 
Whether the change in the end is for the good or the bad, 
is irrelevant in view of the definition, because 1) it is a 
value-laden assessment, and 2) often it cannot be seen 
until much later.

In addition to new products, methods, technologies, raw 
materials and other Schumpeterian goods, this definition 
accepts the existence of e.g. social, cultural or even artis-
tic innovations. It even grants the status of innovation to 
any major change of values or mission or even marketing 
strategy of a company, if the change is creative enough.

2.6.1 The process view and the product view 
of innovation

The European Green Paper on Innovation notes that 
there is a certain ambiguity in the concept of innovation. 
It is commonly used both of the process and its result, the 
product. In the product view, only the new product (the 
new marketable product, the new production process, or 
the new service, etc.) is referred to. In the process view, 
all the different stages leading to innovation and even its 
subsequent distribution are taken into account and inno-
vation itself is seen as a process or a complicated web of 
interactions between different active agents whose expe-
rience, knowledge, know-how and attitude can be mutu-
ally reinforcing and cumulative or, in the worst of cases, 
mutually prohibitive. This highlights the importance of 
such factors as mechanisms for interaction within the 
firm as well as the mechanisms or networks of interaction 
between the company and its environment, and finally 
between users of the innovation.

Both of these uses are equally legitimate, but when re-
stricting discussion to the product view often some im-
portant elements of the process may be overlooked. If 
this happens in the context of policy discussion, it may 

9� Miller (2000)
98 Hall (1998)
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have serious consequences. In this study, the process 
view is systematically employed. Innovation is seen as 
a knowledge-knowhow structure that develops not only 
through R&D or commercialization but also at the user 
end where constant user experimentation creates the 
technological closure.

2.6.2 Singular or incremental?

It is generally agreed that a merely quantitative devel-
opment is not innovation: there has to be some quali-
tatively new element for a development to be called so. 
However, there has been some conceptual disagreement 
whether innovation must be a singular achievement, or 
can it be slow and incremental. In the latter case it would 
be made in small steps which taken together may lead to 
totally new conceptions.

In this study we follow Soete, ter Weel99 and others who 
recognize that the perception of the nature of innova-
tion process has been changing lately. It has been un-
derstood that often a product that is considered an in-
novation does not contain a single element that would be 
totally novel in itself. It is enough if the combination or 
the use of elements is somehow innovative. The mobile 
phone industry is a case in point. Certainly there are new 
technologies emerging all the time, but most new models 
entering the market differ mostly in design and the com-
bination of functionalities. Functionality modules and 
ideas may migrate from one context of application to an-
other. Therefore it is possible to see innovation capacity 
not only in terms of the ability to come up with new pri-
mary inventions or principles. Being able to create new 
innovative combinations of already existing functional 
modules counts, too.

In this study it is seen that an innovation may be a com-
binatorial novelty, too, and that also small incremental 
steps taken together can produce real innovations.

2.6.3 Relativity of innovation to time scale

It is obvious, but often overlooked, that innovations are 
relative to a time scale. For example the mobile phone as 
such is not an innovation today, if we look at it in the per-
spective of, say, 1 year. It existed a year ago and already 
then in Finland most people had it. We might still call it 
new technology, though, as it is still rapidly developing 
and its penetration into society is not yet complete: some 
diminishing part of the older population has not yet ac-
cepted it and probably never will.

The mobile phone was rather more of an innovation 5 
years ago, it was definitely more so 10 years ago, and 15 
years ago it most certainly was an innovation. Before 
that it was emerging technology. Thus, looking back in a 
sliding time scale of 1–20 years, the mobile phone would 
appear as new technology, innovation, or emerging tech-
nology, depending on the time frame chosen. The impor-
tant thing here is to note that nothing is an innovation in 
some absolute sense but only in some time frame. When 
speaking of innovations, therefore, we unconsciously ap-

99 Soete & ter Weel (1991)

ply some time scale. No time scale is self-evidently right 
or wrong; the choice is based on the question discussed 
and the time scale relevant to it.

As it is impractical to think of the issue of time scale each 
and every time separately, we may perhaps agree that a 
technological product can be considered an innovation 
as long as it is still in the phase where we call it new tech-
nology. New technology has at least one of the following 
five characteristics:

still developing technology base: the basic tech-
nology is still developing fast and opening up 
new avenues of development;
still growing penetration: its most general appli-
cations have not yet reached saturation in their 
projected penetration even in the most advanced 
user societies;
still expanding sphere of applications: new uses 
of the technology are still invented ever so often;
still lacking familiarity: its technological basic 
ideas are not well understood by the general 
public;
sense of new.

Of these five criteria perhaps lacking familiarity is in 
some sense the least obvious one. However, we see it as 
an essential requirement for mature technology that it 
is already seen as commonplace and people are famil-
iar with its basic ideas. This familiarity does not have to 
be more than that people are no more puzzled by the 
technology.

Thus all technology that is based on quantum physical 
ideas, for example, is still largely experienced as new 
technology by the general public, even if the theory and 
its technology have been around for some time. Thus, 
we can still interpret laser as new technology in most 
contexts, but not radio broadcasting and television. 
Holography is still new technology and is bound to be so 
for some time to come, etc.

This has partly to do with the curricula of basic educa-
tion. The teaching of physics, for example, is generally 
at least 15–20 years or more behind the development 
of physics research and it usually takes at least double 
that time for a new technology to become socially and 
psychologically commonplace among the general public. 
This process of naturalization100, however, can be faster 
if an innovation is heavily publicized.

2.6.4 Relativity of innovation to user context

It is important also to understand that an innovation’s 
novelty is relative to the user’s earlier level of knowledge, 
technology and knowhow. This highlights the often over-
looked but sometimes important distinction that even in 
product discourse, innovativeness is not an objective and 
autonomous property of the product, but rather it is the 
joint property of the product and its user and therefore it 
is necessarily relative also to the user context.

100 See Kauhanen (1997), p. 130–13�
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This is connected to the view evinced earlier in this report 
that for example the diffusion of a technological innova-
tion is always itself a series of user experiments and user 
innovations by numerous individuals, organizations and 
societies: every decision to adopt a new technology is it-
self an innovation in user context. Frequently it demands 
or enables other local innovations, e.g. in work processes 
or organizational structure. For example: a new piece 
of networking software makes it possible or sometimes 
even necessary to change the basic organizational layout 
or procedure of the firm.

This, partly, is what is meant in this study when it is 
claimed that market introduction of a successful innova-
tion is always an innovation cascade, where the original 
e.g. technological innovation is followed by an expand-
ing series of user-innovations.

2.7 Innovation journalism, the definition

The leader of the innovation journalism program of the 
Swedish VINNOVA, David Nordfors, has defined that 
innovation journalism

covers commercialization of emerging 
technologies;
is a combination of business, technology, and 
political journalism;
is able to discuss innovation driven growth from 
a system point of view;
offers assessments based on analysis of the in-
tegration of science & technology, business and 
public policy;
scrutinizes the innovation systems and acts like a 
watchdog;
has previously not existed as a recognized con-
cept, although it has existed in practice101.

This view is based on the concept of innovations as not 
much more than market introductions of inventions102. 
Accordingly, the main topic of innovation journalism 
would be commercialization of emerging technologies in 
its various aspects. What would make innovation jour-
nalism different would be its more analytic and more 
holistic attitude. In particular it would combine methods 
and approaches from business, science and technology 
journalism and other relevant beats.

This view is a step forward in journalistic thinking, but we 
have seen in the previous chapters that no view of inno-
vation that ignores the active role of the general public, 
culture and society can shed real light on the workings of 
innovation economy. Therefore in this study innovation 
journalism is defined in slightly wider terms.

Innovation journalism is the journalism of prog-
ress or change. It covers all Future Work of society, 
whether it is technological, social or artistic by nature. 
In reality, there is no technological change that is not 
social and cultural at the same time. Future Work is a 

101 Nordfors (2004b)
102 Nordfors (2004c)
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concept that refers to all those processes that explicitly 
try to define the future path of society.

Thus understood, the motivation for innovation journal-
ism can really be that it “…enhances public debate by im-
proving common knowledge and understanding of inno-
vation issues essential for society”103. The definition also 
suggests that innovation journalism may benefit greatly 
from the methodology of future research, like scenario 
methods, trend analysis, weak signals, delphi panels and 
the like. At minimum an innovation journalist should 
know and understand these methods and be able to use 
the information so produced. In some cases, with proper 
care, these methods may also suggest new types of sto-
ries where e.g. scenarios are built and their unfolding is 
followed live in real time.

This wider definition has a price, too. Including social in-
novations in the domain of innovation journalism makes 
it a profoundly ethical project. It combines the media 
criticism inherent in innovation journalism discussion 
with the discussion of the future of democracy and citi-
zen society. This suggestion is made in a situation where 
a strong trend toward market-led content formation104 
has undermined the traditional media ethics up to a 
point where many journalists deny the social role and re-
sponsibility of the media and claim that it is only a mirror 
that reflects society. This talk is used to avoid discussion 
of the media’s responsibility as the most important inter-
face in society through which different interest groups 
integrate to a cohesive whole and work out their mean-
ing differences into mature democratic policies.

Anthony Giddens105 has proposed the democratization 
of democracy, by which he means a movement toward 
the utopian dialogical society evinced among others by 
Habermas106. The dialogic nature of his Utopia is only 
approachable through media.

Whatever stand one takes on these ideas, all responsible 
media theories take the view that media is an important 
influence in society and that it can be either a proactive 
and constructive force, or a reactive and conservative 
element10�. In view of the innovation society and its in-
novation economy, media is part of the national innova-
tion system whether it wants to be or not. It has a central 
role not only in diffusing new technologies and anticipat-
ing or analyzing their importance and impact in society, 
but also in the various value and vision discussions that 
are called for. It is an important social mover, whether 
it wants that role or not. If it prefers to invite people to 
enjoy mere circuses, that is its conscious choice.

103 Nordfors (2004c)
104 See e.g. Wiio (2006)
105 Giddens (1998), see also Alho (2004)
106 Habermas (1989)
10� Hämäläinen & Heiskala (2004)
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2.8 From innovation policy to innovation 
society policy

Thus, in definitions of innovation we have the continuum 
from the narrow Schumpeterian -type definitions that 
recognize only the new commercialized or commercializ-
able technology to a wider view that also includes social 
innovations made in the public sphere, to the even wider 
view followed in this study, that sees the innovations 
made in the civil society as equally essential to all de-
velopment. Each view has a corresponding vision of the 
relevant scope of policy and a corresponding journalistic 
genre. In the terminology of this study, the scope of inno-
vation journalism overlaps that of the future innovation 
society policy, which is the concept proposed in this study 

for the wider discussion that binds innovation policy dis-
cussion to wider social and cultural concerns.

This proposed adjustment is in tune with the European 
Green Paper on Innovation108 where innovation is de-
fined as being a synonym for “the successful production, 
assimilation and exploitation of novelty in the economic 
and social spheres”. Not only are social innovations ex-
plicitly included, but it is stated that “…sharing an in-
novation culture is becoming a decisive challenge for 
European societies”. Innovation culture refers to the ca-
pability of a society to engage in developing its activities, 
and to the cultural structures and practices that support 
this activity. Here culture is recognized as an essential el-
ement, or perhaps the essential element of the European 
innovation system.

108 Commission of the European Communities (1995)
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The main research material of this study consists of 1) all 
innovation-related articles in six newspapers109 and four 
magazines110 between May 1st and 31st, 2005, 2) all inno-
vation-related news stories in the main evening news 
broadcasts of two TV channels111 covering fifteen days 
between May 1st and June 30th, 2005, 3) theme inter-
views with ten journalists and eleven innovation entre-
preneurs or people working in key positions in young in-
novative companies, and 4) content analysis material of 
all innovation-related articles depicting old age in the 
newspaper Aamulehti for six months in 2005. In addition, 
a pilot project was launched in the newspaper Maaseudun 
Tulevaisuus to see if innovation journalistic consider-
ations can have a practical influence on media content. 
All articles of the text material were coded for quantita-
tive analysis using a computer-based classification form. 
Parts of the material were also analyzed using qualitative 
text analysis.

3.1 The amount of innovation material in 
newspapers

As the amount of science and technology material in 
newspapers is generally considered relatively small and 
one motivation of the innovation journalism discussion 
has been to increase the coverage of innovations in the 
media, it may appear surprising that the amount and 
number of innovation stories112 in the six newspapers of 
this study is already quite high: there is in fact a remark-
able amount of innovation reporting going on in newspa-
pers from day to day. This reflects the fact that Finnish 
news media are generally of very high quality by any in-
ternational standard and the omnibus media especially 
(like the four general newspapers of this study) have tra-
ditionally served a wide spectrum of needs in society.

109 The newspapers were: Hufvudstadsbladet, Helsingin 
Sanomat, Kaleva, Kauppalehti, Länsiväylä, and Tekniikka & 
Talous.

110 The magazines were: Anna, Seura, Suomen Kuvalehti, and 
Tekniikan Maailma.

111 The channels were YLE TV 1 and MTV3. YLE TV 1 is 
the main channel of the state owned Finnish Broadcasting 
Company. MTV3 is the leading commercial television chan-
nel in Finland.

112 We interpreted as innovation material all stories that 1) fea-
tured some technological, social, cultural or business innova-
tion, its need, or its consequences, or had some innovation-
related general theme like creativity or innovation system, 
or 2) had a clear future orientation. A story was considered 
as having a future orientation if some future-related theme 
was either its main topic or an important side theme.

3 Innovation journalism in Finnish media3 Innovation journalism in Finnish media

Total length, 
100 cm

Number of 
articles

Average 
length, cm

Kauppalehti 211 257 82

Helsingin sanomat 172 218 79

Kaleva 123 176 70

Tekniikka & Talous 101 162 62

Hufvudstadsbladet 66 80 83

Länsiväylä 10 18 58

Total 683 911 75

Table 2: Absolute number of injo stories, their total and 
average lengths.

In the material of this study, the greatest amount of in-
novation reporting was found in Kauppalehti with more 
than 20 000 column centimeters of innovation-related 
stories. Considering that Kauppalehti is published 5 
times a week, this makes about one column meter or 
slightly more than 10 average size stories per issue and 
publishing day. Tekniikka & Talous, which is a technolo-
gy paper published only once a week, is in fact relatively 
an even more active publisher of innovation-related ma-
terial with ~40 stories and 2–3 column meters per issue. 
In the three major daily newspapers (Helsingin Sanomat, 
Kaleva and Hufvudstadsbladet113) the daily innovation 
coverage is somewhat smaller, about �, 6 and 2–3 stories 
per issue respectively.

It can also be seen that the stories are for the most part 
rather big. Pictures included, the average length of an in-
novation story in the whole material was about �5 column 
centimeters, which corresponds to a sizable 3–4 column 
story with one big picture. Moreover, the papers did not 
attain high numbers of stories by making them shorter as 
might be suspected, but quite to the contrary, the more 
innovation articles a paper had during the research pe-
riod, the longer they also tended to be. As in most papers 
topics have to compete for a place in the sun, the large 
size of these stories indicates either the high appraisal or 
the greater than average complexity of these themes, or 
both. In any case, the rather large number of innovation 
stories shows that innovation in various fields of society 
is already now an important content type in the six news-
papers of this study.

113 For brevity and to avoid repetition we will occasionally use 
the following abbreviations: Hbl = Hufvudstadsbladet, HS 
= Helsingin Sanomat, K = Kaleva, Kl = Kauppalehti, L = 
Länsiväylä, T&T = Tekniikka & Talous.
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3.2 Article types: some unused potential 
for the Future Work of society

Figure 4: Types of injo articles

When innovation articles of the material are analyzed 
according to type, it is seen that the vast majority (~�3 
%) are editorially produced and either news or current 
affairs type. Other important content categories were 
letters to the editor and various column-type bylined 
opinion material114, both categories comprising ~� % of 
the material.

In addition, there was a comparable amount of paid ad-
vertorials where companies presented their innovative 
products. As the advertorials in fact are sometimes rath-
er difficult for a general reader to distinguish from jour-
nalistically produced material, they were included in the 
study. The amount of editorials treating some innovation 
related issue was relatively low (< 4 %). Various product 
presentations or reviews with a consumer point of view 
were also rare (~1 %).

The profiles are very similar from paper to paper, with 
a few notable differences: In all the four general news-
papers (Hbl, HS, K, L) letters to the editor are an im-
portant source of innovation-related material. They 
comprise from about � % (Kaleva) to about 16 % (HS) 
of the material, the latter being an unexpectedly high fig-
ure. In Kauppalehti letters to the editor were very few 
( ~2 %). In Tekniikka & Talous they were more or less 
non-existent. The amount of innovation related editori-
als, surprisingly, was also smallest in the two bus/tech pa-
pers (Kauppalehti, Tekniikka & Talous). In most papers 
there was some column type material where people are 
invited to treat some themes in an opinion format. This 
kind of material was most common in Kaleva (~12 %) 
and Helsingin Sanomat (~9 %), but also in the T&T (< � 
%). In the T&T the column type stories seemed to take 
the role which in most papers is served by letters to the 
editor.

As it is sometimes impossible to discern letters to the 
editor proper (i.e. unsolicited contributions) from col-

114 Category “columns” contains columns, comments, and other 
bylined stories other than editorials.

-0 10 20 30 40 50 60 70 80

citations

reviews

editorials

columns

advertorials

letters

news

% of N=911

-0 10 20 30 40 50 60 70 80

citations

reviews

editorials

columns

advertorials

letters

news

% of N=911

umn type contributions (that are solicited), in the figure 
below the three opinion materials are analyzed together. 
Taken together these three opinion type content cate-
gories suggest that different papers have very different 
appetites for discussion other than in their journalistic 
stories proper. The four general papers are on the left 
with the highest proportion of innovation-related edito-
rials in the Hbl and highest overall amount of innovation 
related opinion type stories in the HS. The two bus/tech 
papers are on the right with the proportion of opinion 
type material only about ¼ of that in the HS. This is true 
both of innovation related editorials and letters to the 
editor plus column type material.

A first sight the small amount of innovation-related let-
ters to the editor in the two bus/tech papers would seem 
to suggest a reading contract that does not encourage 
discussion with the general reader115. As even the T&T 
has a remarkable amount of column type innovation re-
lated material, it would appear that the paper prefers to 
hand-pick people who are already well-known and whose 
opinions are therefore deemed more interesting those of 
a man-in-the street. Possibly it suggests a somewhat elit-
ist conception of the paper and its role in society.

Figure 5: Opinion type innovation-related material.

However, as both papers have been forerunners in digi-
tal publishing in Finland the picture is complicated by 
the digital versions of these two papers where a lively 
debate is conducted by ordinary readers116. The T&T 
and Kauppalehti have been experimenting innovatively 

115 Reading contract is here taken to mean a silent understand-
ing between the paper and its readers of what constitutes 
a proper discussion and reader conduct in each paper. If 
a paper does not encourage letters from ordinary readers, 
they do not come in.

116 See http://www.tekniikkatalous.fi/keskustelu and http://kes-
kustelu.kauppalehti.fi/.
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and have managed to generate a lively discussion in their 
digital papers. Yet even then there remains the fact that 
ordinary readers are seldom encountered on the pages 
of the printed paper, which so far is the main product. 
It is a fact that some opinions are somehow picked up 
from the multitude of Finnish voices out there, and then 
posted on the printed pages, and they are seldom those 
of an ordinary reader.

In that sense the solution by the T&T and Kauppalehti 
that the discussion of the public appears to have been 
almost entirely channeled to the digital “paper”, is prob-
lematic. The digital channel with is low profile layout and 
an unending stream of chat-like conversation somehow 
devalues the individual opinions. Instead of giving peo-
ple a real access to Publicity in the true sense of the word, 
it creates of the audience various semi-public groups that 
often are peopled by some same group of activists. They 
often know each other by name and inhabit the virtual 
space like their living-room filling it with their insider 
talk in a way that often is repulsive to outsiders.

This curious virtual space is not Publicity but something 
essentially different. We may not yet quite understand its 
nature, which calls for research. What it can and will be 
in the future, is an open question. At the moment these 
virtual letters to the editor pages do not open Publicity 
to everyone but in reality divide the audience into two: 
those who take part in the “semi-public” opinion stream 
in the net and those whose opinions really count and 
who can be encountered in the “official Publicity” of the 
paper11�. Against this background the relatively large 
amount and proportion of innovation-related letters to 
the editor in the four general newspapers seems to sug-
gest a more open attitude toward citizen participation in 
content creation.

At the time of this writing Helsingin Sanomat reported 
on its project (Internet service Unelmiesi kaupunki – the 
City of Your Dreams) to encourage readers to submit 
various ideas to develop Helsinki118. A few days later 
the paper reported that it had got more than a thousand 
initiatives already. This is an excellent example of inno-
vation journalism and Future Work119 in a news media. 
The value of the project will ultimately depend on how 
the paper utilizes the citizen initiatives. If the service re-
mains just a therapeutic outlet for the creative energy of 
the audience, it is mere waste of the readers’ time. If the 
ideas are given due respect and are worked out, publi-

11� There is a curious relationship between these two types 
of publicity: In some sense publicity in the net is more 
public than the printed paper because in practice it can be 
accessed by more people, even globally. Yet in the context 
of the “serious discussion” that is conducted in the printed 
newspaper, which so far is the principal manifestation of the 
two prestigious media Kauppalehti and Tekniikka & Talous, 
it is a sideline, like a shady pub that you can call after you 
have done the serious business of reading the paper. There 
is no integration of these two contents so far. Probably you 
could give some more weight to the discussion in the net e.g. 
by regularly letting selected highlights of it in some edited 
format into the printed paper.

118 HS 14.11.2006: “HS:n lukijat haluavat pilvenpiirtäjiä ja kah-
viloita värittämään Helsinkiä”

119 In innovation journalism Future Work is a central concept. 
It refers to all those activities in society that consciously 
shape the future. 

cized and followed journalistically in a way that leads to 
some activity in the public administration, too, the pa-
per will have opened a new channel between reality and 
dreams. That is what the Future Work in media really is 
about.

If newspapers want to develop a livelier and a realisti-
cally constructive discussion with their audience, the for-
mat of the letters to the editor section could and should 
be greatly developed. Then the new Internet media with 
its handy archiving capabilities can be utilized e.g. to 
make the discussion intellectually cumulative so that it 
goes forward and achieves results instead of riding into 
oblivion with every discarded issue of the paper.

3.3 Location of injo stories in the paper

Figure 6: Location of injo articles.

Comparing the placement of injo stories between papers 
is difficult, because different papers have different sec-
tions. The T&T especially differs from the others as it 
has special “news” pages where most news type material 
is collected. They contain about �5 % of the injo stories, 
the rest of them being on pages that can be classified as 
“current affairs”. The Länsiväylä also has a “news” sec-
tion with 2�.8 % of its injo stories. All the other papers 
have a more conventional structure with special sections 
for domestic news, foreign news, current affairs, econo-
my, etc.

In the figure above we only look at those sections that 
most papers share with each other. There it is seen 
that innovation content is relatively evenly distributed 
throughout the paper. However, the economy pages, 
current affairs pages and domestic news pages are the 
most frequent locations. Thus, innovation is not a spe-
ciality of any single journalistic beat. It reflects the cur-
rent omnipresence of innovation in society. It suggests 
that innovation journalism should not be seen as a genre 
of its own, but rather an approach or a method that can 
be applied in any good journalism.

The T&T is all about technology in one sense or another, 
but otherwise special science or technology pages were 
either nonexistent in most papers or did not contain any 
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significant amount of innovation material. The only no-
table exceptions were the T&T which (in addition to be-
ing a technology paper throughout) regularly had special 
pages or supplements devoted to some special branch of 
technology (6.8 % of its innovation content in the study 
period) and the Helsingin Sanomat (which had 11.5 % of 
its innovation content on science pages).

The dearth ot specialized technology sections in most 
papers is a reflection of the fact that most papers do not 
have any specialized technology journalists and the few 
science journalists do not usually cover technological 
innovation issues very much but concentrate on basic 
research, mostly that conducted in universities. Even 
on the science pages of the leading national paper, the 
Helsingin Sanomat, most innovation-related material is 
due to the activity of one single journalist with a special 
interest in the Internet and its technology. Yet quite ob-
viously the existence of specialized economy journalists, 
for example, reflect the paper’s appreciation of economy 
as a beat and similarly sports reporters reflect the ap-
preciation of sports as an important recreation for the 
audience. Against this background, does the scarcity of 
special technology journalists reflect a corresponding 
evaluation of the importance of technology or the audi-
ence’s interest in it? This can hardly be the case. The eco-
nomic success of such magazines as Tekniikan Maailma 
is a sign of a huge interest in technical issues among the 
audience. It seems that there is some piece lost in this 
puzzle and, perhaps a chance for development at an age 
where new technologies are perhaps the biggest social 
mover ever.

It is also noteworthy that of all the innovation stories in 
this material only a negligible amount was placed on for-
eign news pages (2.6 %). In the five papers with some 
kind of foreign news sections120, the proportion of injo 
stories there did not exceed 6.3 % (Hbl), most papers 
being in the range of 3.5 to 5.5 % with the T&T and Kl 
trailing far behind (1.9 %121 and 2.6 % respectively).

In all cases the small amount and share of innovation 
stories in foreign news sections is paralleled by a gener-
ally poor coverage of innovation activities abroad. Yet 
Finnish innovations can never be but a tiny fraction of 
both technological and social innovations produced in 
the world. From the point of view of innovation econo-
my, the early recognition of important innovations made 
elsewhere and supporting their import and diffusion is 
economically sound and at least complements Finland’s 
own primary production of innovations in an essential 
way.

From the point of view of innovation journalism and its 
role in innovation economy this may be the single most 
easily developed content type, for international news 
agencies and other international news channels including 
the Internet do already offer a huge amount of innova-
tion related material. The problem is not on the supply 
side but that it is not filtered into the paper as efficiently 
as most other types of news.

120 Länsiväylä as a local papers hasn’t.
121 This figure, however, gives a misleading picture of the T&T’s 

interest in innovation news from abroad. Most international 
innovation content in the T&T is in the “News” section, 
whether domestic or foreign.

Some further observations:

1. In the Kaleva innovations are discussed in editorial 
pages clearly more often (12.5 %) than in other papers. 
Apparently this relates to the active role of Kaleva as a 
regional agent in economic development. Editorials are 
also an important context for innovation discussion in the 
Hbl and Kauppalehti (almost 9 % in both), Länsiväylä 
and Helsingin Sanomat (about 6 %), Tekniikka & Talous 
trailing (with only 2.5 % ). This last figure is somewhat 
surprising in view of the position of the T&T as the only 
real technology paper in this sample.

2. From the figures above alone it might seem that econ-
omy pages are not an important context for innovation-
related stories in the two bus/tech –oriented papers (Kl 
and T&T), but naturally, this is not the case. In the two 
papers the economic point of view dominates and there-
fore special sections that refer to economy in their title 
are not especially needed (there are some, however, like 
stock exchange pages etc.). However, in the four general 
papers the economy pages are separate and they are in 
most cases (K 21 %, Hbl 20 %, L 22 %) the most impor-
tant single context of injo stories in the paper in addition 
to the possible general “news” section. In the HS domes-
tic pages (~21 %) and letters to the editor (~16%) are 
more important than economy pages (~15%).

3.4 Innovation discourse – poor 
penetration

We make a distinction between innovation policy discus-
sion and innovation or innovation policy discourse.122 It 
is possible to take part in innovation policy discussion 
without using innovation discourse. For example, if you 
write about the need to develop school curricula to get 
more students to technological universities to broaden 
the technological creativity base, it is an innovation poli-
cy theme or discussion whether you see it as such or not. 
However, if you do not use words like “innovation” or 
“innovation policy” but frame the discussion as an edu-
cation discussion only, you do not utilize the innovation 
discourse in your text.

Innovation discourse is the specific linguistic practice that 
analyses economy, future or other social themes using 
the concepts of innovation or its derivatives, like innova-
tor, innovativeness, innovative, the national (or global, 
regional, local) innovation system, innovation economy, 
innovation ecology or innovation policy. The role of the 
innovation discourse is to provide a basic interpretation 
scheme that elevates certain elements and processes of 
technological/economic systems as central to the eco-

122 The word “discourse” is used here as in Jokinen, Juhila, 
Suoninen (1993). It refers to relatively stable systems of 
meaning relations that are constructed by social practices 
and at the same time build those practices and social reality. 
The idea that discourses are not only linguistic entities but 
a part of the material reality (like power relations) that they 
shape and that discourses are therefore useful in analysing 
social and political relations belongs to ontological or realist 
constructionism (Juhila 1999) as opposed to epistemic or 
relativist constructionism that is interested only in “linguis-
tic” relations between and inside discourses.
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nomic process and thus positions them in the focus of 
policy discussions. Innovation discourse, therefore, is 
tied to such economic theories as see innovation activity 
as the key of economic success.

The concept of discourse is closely connected to the con-
cept of framing. Frames have been defined in numer-
ous ways by different authors123. Here we follow mostly 
Entman124, who has described the basic idea so that frames 
structure reality so as “…to promote a particular problem 
definition, causal interpretation, moral evaluation, and/or 
treatment recommendation”125. Frames, thus, are struc-
ture forced upon reality by those describing it. When or 
if this structure is used by the audience in interpreting 
reality, a frame setting effect has happened. Framing thus 
understood is a form of second-level agenda setting126. 
In the often cited words of Gitlin: “Frames are princi-
ples of selection, emphasis and presentation composed of 
little tacit theories about what exists, what happens, and 
what matters.”12� The relationship of a frame and a dis-
course has recently been subject to quite a few scholarly 
papers.

Teun van Dijk and Paolo Donati have spoken of two 
different types of frames, discursive structural frames 
used in organizing topics of discussion, and higher level 
frames that are used to “make sense of the information” 
that people encounter in the world128. We take the re-
lated view that frames can exist at all levels of a concep-
tual or interpretative structure and they constitute hier-
archies129. The deepest level comprises species-specific 
biology-related interpretative structures that are shared 
by all people irrespective of culture. They are very bind-
ing but still probably negotiable. At the next level we 
have the culture-specific conditioning, and then level af-
ter level some more specific rule sets. We use the word 
“rule”, but perhaps more proper would be “suggestion”, 
for frames are negotiable and in fact sizable part of what 
has ever been written, consists of this process of negotia-
tion of current framesets.

We make the distinction that a discourse is a general 
frameset that is organized around some central words 
and concepts, in the case of innovation discourse the 
word “innovation” and its derivatives. Innovation dis-
course provides the central concepts and the discursive 
axiom that these concepts and their derivatives capture 
what is most essential in the discussion of economic fu-
ture. When we add theories or conceptions of the specific 
relation of these concepts to economic success or social 
well-being etc., we enter into the realm of frames.

123 For a good review of different views, see Scheufele (1999).
124 E.g. Entman (1993)
125 His view is thus wider than e.g. Scheufele’s (1999), who 

wants to make a conceptual difference e.g. between salience 
and perceived importance. We do not see this as necessary 
nor even useful, because by splitting important heuristics 
into too small components we easily lose the systematizing 
value of the basic concept and find ourselves forced into 
empirical research settings that go beyond the resolution 
practically obtainable by the field methods.

126 See Ghanem (199�)
12� Gitlin (1980)
128 Fisher (199�)
129 Triandafyllidou (1995), according to Fisher (199�)

In innovation discussion frames are either discursive sub-
structures of the innovation discourse or independent of 
it. Like innovation discourse, they define the central con-
cepts of innovation-related issues, but with dynamic and 
evaluative elements attached. We might even say that 
if the basic discourse is a structure, frames are claims 
made inside that structure. They are interpretative ideas 
that some parties suggest, others oppose and some ac-
cept and use. They are constantly negotiated by those 
who are party to the discussion. For some more marginal 
participants they may be unquestioned axioms, which 
people may accept and use without a profound personal 
understanding of the questions involved. If in some is-
sue there is a dominant frame or frameset, it often leads 
to a policy. In this view much of what happens in media 
is negotiation of various frames that then lead to policy 
discussions and policies. The journalistic basic challenge 
is to make this negotiation process as transparent and 
representative as possible.

Figure 7: A process model of framing, modified from 
Scheufele (1999)

Scheufele130 has presented a process model of framing 
that recognizes the dual nature of the process: journalists 
are also susceptible to influences from others, like their 
colleagues, the professional journalistic culture etc. We 
get the impression that Scheufele like Entman131 sees the 
process of frame building by journalists as something es-
sentially more conscious and systematic than the frame 
setting process that influences the audience’s percep-
tions, interpretations and actions, but we don’t see why 
it would or could be so. The real power of Scheufele’s 
model is in the realization that just like their audiences, 
journalists are subject to frame effects by both media and 
their important others.

Innovation is a theory-laden concept. That observation 
has bearing on the question: is any value added obtained 
by using the innovation discourse in a journalistic text? 
The answer is definitely yes. The difference between the 
innovation discourse and other conceptual choices is 
that the innovation discourse has a relevant background 
theory attached. It consists of the local/national/interna-
tional innovation discussion in its entirety and it devel-

130 Scheufele (1999)
131 Entman (1993)
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ops with each contribution. Thus, innovation words in a 
newspaper article are like a periscope at sea: even if you 
see one single tube, you know that the whole sub is under 
the surface.
Figure 8
Obviously, this is even more generally true: all genuine 
discourses have some background theory. In some cases 
it is diffuse and as such not very useful, but in some cases 
it is more unambiguously constructed. It is exactly this 
background theory that makes a discourse powerful. By 
virtue of it each sentence conveys more meaning, and 
there is the possibility of cumulative development of the 
discussion. That option is usually not present in single 
media articles not employing some definite discourse. In 
this sense discourses are shorthands that convey more 
meaning than meets the eye.

Therefore media are not only sources of news and in-
formation, but also of discourses. Discourses are keys to 
discussions of complex matters by various elite and pro-
fessional sub-audiences. This is seldom understood or at 
least said out loud. Especially in Finland since the 19�0’s 
and the downfall of the informative program policy of 
the national broadcasting company, the YLE, journalists 
have shown allergic reactions against the idea of media 
educating people. Yet in practice the education function 
is there whether we want to admit it or not. In some sense 
every reading session of a newspaper or watching session 
of television is a learning situation. It could very well be 
approached with questions like: What new information 
did you access? Which part of that did you learn so that 
you will remember it later today, tomorrow or a week 
from now? If this kind of a study were made, most peo-
ple who perhaps were never too eager to learn at school 
would be surprised to find out how much they learn dur-
ing the day from the media. Whether what they learned 
has some relevance for their life is another question.

3.4.1 Innovation discourse in the current 
material

Although innovation stories are quite numerous, not 
all of them are consciously treated as such. The ar-
ticles speak of new commercial products, new business 
concepts, new types of legislation and new solutions to 
various problems, etc., but they do not always call them 
innovations. Apparently, in these cases these innovation-
related articles are not using the innovation discourse. 

To see exactly how often it happens, the use of the word 
“innovation” was counted in the material. All instances 
of the word were searched. The idea behind this exercise 
was that although it is possible to write about innova-
tion-related issues without using the word innovation or 
even without seeing the issue in the context of the inno-
vation discussion, any use of the word “innovation” posi-
tively signals a conscious connection to the innovation 
discourse. Thus the occurrence of this word in one form 
or other marks the upper limit of the presence of the in-
novation discourse sensu strictissimo in this material.

% Ntot

Hbl 6.3 80

Helsingin Sanomat 7.3 218

Kaleva 11.4 176

Kauppalehti 10.1 257

Länsiväylä 0 18

Tekniikka & Talous 9.9 162

All 6.9 911

Table 3: Occurrence of the word “innovation”.

The results show that only a surprisingly small propor-
tion of innovation stories in these newspapers are explic-
itly connected to the innovation discourse. The largest 
percentage was found somewhat surprisingly in Kaleva 
(> 11 %), followed closely by Kauppalehti and the T&T 
(~ 10 % each).

On closer inspection the position of Kaleva in the statis-
tic becomes understandable as it seems to be related to 
Kaleva’s role as the vanguard of regional development, 
which is typical of the leading regional papers132. They 
are usually closely connected to the regional elites and 
openly share their development mission of the region. 
In this they differ from the journalistically often cyni-
cal metropolitan papers whose journalists tend to avoid 
showing allegiance to any serious collective missions. 
In regional capitals like Oulu, Jyväskylä, Tampere and 
Kuopio the high tech oriented innovation discourse is the 

132 It was obvious e.g. in my doctoral thesis (Kauhanen 1997) 
where the provincial resource repertoire that sees e.g. univer-
sities from the provincial resource point of view, was very 
strong in editorials of the Kaleva in 1990.

Figure 8: The innovation discourse as a submarine: innovation words signal the existence of the substructure and theory that is 
gradually developed in the national innovation discussion.

innovation words

substructure
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current dominant development discourse and it can be 
clearly seen in the leading regional papers, too.

That the two bus/tech papers (Kauppalehti and the T&T) 
rank near the top end of the list is not surprising as inno-
vation policy discussion in Finland has been closely con-
nected to technology and business themes. The HS and 
the Hbl are a step behind (�.3 % and 6.3 % respectively). 
All of these figures are surprisingly small, which reflects 
the curiously low penetration of the innovation discourse 
into general news media. This is remarkable in view of 
how long innovation policies have been a burning issue 
in the higher echelons of society and how prominent a 
role innovation economy has been given in official na-
tional policy documents and national visions of the fu-
ture. This is either an example of poor correspondence 
of media agendas and economic reality133 or it tells about 
the poor ability of technology policymakers to mobilize 
media, or very probably both.

Of the combined material of 911 innovation related 
articles, 83 contained the word ‘innovation’ or some 
derivative thereof. They featured a number of innova-
tion-related themes or uses of the word, many of which 
occurred in several articles. The most common use of the 
word was to characterize some new idea, product etc. as 
innovation or describe something as innovation activity 
(~36 %).
Table 4
About one fourth of the stories (~24 %) contained a 
reference to innovation policy, the national innovation 
system or some element thereof. These articles together 
with stories containing discussion of innovative business 
environment (~13 %) and commercialization of innova-
tion (<4 %) are always connected to a more complicated 
discussion of a complex innovation related theme, i.e. 
they are never used just as a synonym for some alter-
native common expression (as the word “innovation” 

133 Some researchers have found that the tone of media 
economy reporting can often be quite out of tune with the 
actual economic conditions. Then media can have strong 
adverse effects on the economy. The term media malady 
has been coined to refer to a situation where negative news 
reporting delays an anticipated economic upturn. Perhaps 
even more importantly media can frame stories in a way that 
influences the interpretation of sub-issue salience, perceived 
importance, structure and dynamics. For a review of a few 
such studies, see Blood & Phillips (1997).

alone can sometimes be used as a synonym for “inven-
tion”). Therefore they probably most consciously utilize 
the innovation discourse. Inside the innovation discourse 
proper we have also the theme innovativity as a positive 
attribute (~1� %) that refers to cases where some com-
pany is characterized as being innovative. In the inno-
vation discourse this is the highest praise possible as it 
links the company directly to the goals of the innovation 
economy.

Apparently more than any other paper in this material 
Kaleva uses the innovation discourse as a conceptual tool 
in its strategic mission to develop the region. Kauppalehti 
and the T&T, which are explicitly committed to promot-
ing economy or/and technology, come next. It seems that 
mission consciousness (K, Kl, T&T) is here connected to 
the use of the innovation discourse and lack of mission 
(HS, Hbl, Länsiväylä) is signalled by small amount of use 
and perhaps even avoidance of the conceptual vocabu-
lary connected to it.

It is noteworthy that although the official innovation dis-
cussion in Finland has for some time already also recog-
nized social innovations, newspapers of this study have 
barely taken notice of it, with only 2 occurrences of the 
concept in the whole material (HS and Kaleva). Quite 
recently there have even been signs of active hostil-
ity toward the concept. E.g. in Helsingin Sanomat there 
was a whole-page article134 where the humanist writer 
criticized the wide use of the word “innovation” on the 
grounds that it is a “cult”, a “science trend”, “innovation 
credo”, “not a tool to gain happiness but a goal in itself”, 
etc. He especially condemned the spreading of the word 
into healthcare as “social innovation” or “service innova-
tion” and justified his ire by arguments to the effect that 
people are bombarded with abstract terms that “glide 
lightyears away from people, like planets in their orbits”.

This kind of populist reasoning actively forgets that hu-
manist terms are also usually difficult for outsiders of 
the genre and that special terms and concepts are an un-
avoidable feature of all specialist discourses. In the back-
ground of this kind of criticism looms a popular myth 
that we have earlier called the democratic fallacy of truth: 

134 Jaakko Holvas: Innovaatioiden aika (HS 1.10.2006). The 
Ingress: Innovaatiousko on uusin tiedetrendi. Mitä meillä oli 
ennen innovaatioita?

innovation theme: Hbl HS Kaleva Kauppa-
lehti 

T&T Total % of total  
83 articles

National innovation system, innovation policy 1 9 5 5 20 24.1

Innovative business environment 5 3 3 11 13.3

Commercialization of innovation 1 2 3 3.6

Innovative internal enviroment 2 2 2.4

Social innovation 1 1 2 2.4

Innovation or innovation activity 2 3 5 15 5 30 36.1

Innovation as creativity 1 1 1.2

Innovativity as a positive attribute 1 2 4 5 2 14 16.9

Total 3 7 25 31 17 83 100.0

Table 4: Different uses of the word “innovation”.
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that truth should always be obvious to everyone at first 
sight and easy to grasp without effort135. Alas, under-
standing of the world is sometimes very difficult to gain 
and contrary to the common myth there are phenomena 
and processes that simply cannot be expressed in simple 
terms. Therefore most serious discussions about complex 
phenomena require first entering into some discourse 
and learning the terminology required. In fact a sizable 
part of science training, for example, is introduction into 
the linguistic apparatus of each scientific specialty.

Apparently some critics fear a mental colonizing of the 
world by technology speech, which then leads to reactions 
in a manner typical of populist journalistic culture. This 
is sad, for the recent innovation discussion is not only a 
fad but a consequence of some essential developments in 
economic theory. It is based on deep and still develop-
ing insights into the relationship between productivity, 
knowledge, knowhow, technology and creativity.

It certainly happens that innovation speech is used by 
economic elites for purposes of obfuscation when they 
want to avoid social and political analysis of some issue, 
but even so, instead of discarding a genuinely useful con-
cept, a more constructive and journalistically more am-
bitious approach would be uncovering this double-talk 
and trying to open the discussion and its concepts to the 
public so that they can take part in it. Earlier we have ar-
gued elsewhere that in good science journalism scientific 
words are not to be avoided at all cost, as many teachers 
of good writing insist, but rather that people are shown 
how to use the words themselves. Understanding a word 
or concept is no more and no less than the ability to use it 
correctly in different novel situations136. The same is true 
of technology and innovation writing. If media wants 
to be a bridge between the elites and the common citi-
zens so that people are empowered to take part in public 
discussions, instead of sneering at some discourse, the 
media serves people better by guiding them into the dis-
course. This is the best and perhaps only way to influence 
the discussion.

Therefore, we have recognized in the innovation dis-
course sensu strictissimo a number of sub-elements or 
structural frames:

Innovation or innovation activity
National innovation system, innovation politics
Innovativity as an attribute
Innovative business environment
Commercialization of innovation
Innovative internal environment
Social innovation
Innovation as creativity

In addition, the articles of this sub sample contained the 
following innovation related themes that connect the 

135 In Kauhanen (1997) we recognize a similar discursive device 
in pseudoscience discussion: as a pseudoscience belief or 
“theory” is always easier to fathom and memorize (because 
it does not usually have much content or necessary meth-
odology compared to the corresponding scientific theory), 
many people prefer it over the corresponding scientific view 
that regularly demands a lot of work and trouble to learn 
and understand.

136 Kauhanen (1988)

•
•
•
•
•
•
•
•

innovation discourse proper to some wider discourses, 
e.g.:

Finland as a technological top country
Globalization
Ageing of the population
The Finnish education system
R & D
The technology industry
New technology
Developing the region
Social capital

3.5 Type of innovation

Almost all the stories in the material could be divided 
into four main categories according to the specific type 
of innovation featured in the story: technological innova-
tions, social innovations, business/management innova-
tions and artistic innovations. In addition, there were a 
number of articles that did not feature any single specific 
innovation of any of the four types, but had a more gen-
eral focus. These stories were typically of the systemic 
aspects of innovation. They featured themes like the 
national innovation system, creativity etc. This last cat-
egory we call general innovation orientation.

In addition, all innovations are connected to some spe-
cific field of human activity. They include all industries 
but also such things as household work, public adminis-
tration, education etc. Each field is characterized by some 
specific group of people engaging in its activity, and some 
specific technology. Only occasionally did a story contain 
some combination of two or more fields (e.g. education 
and agriculture, or house construction and new technol-
ogy). In such cases the story was classified as having two 
or more fields.

In reality innovations are usually many-faceted: often 
the same new invention, product or practice can equally 
well be characterized as a technological, social, econom-
ic or sometimes even an artistic innovation, depending 
on which aspect of the novelty we focus on. However, 
because of the journalistic conventions, stories are usu-
ally built around one specific angle only. Thus, a story is 
usually either about a technological innovation (e.g. new 
software for patient information registration) or a social 
innovation (new ways to organize customer service in a 
hospital), but seldom both. On the basis of this material 
the only common exception to this rule seems to be that 
a technological angle and a business angle often go hand 
in hand.13� On the other hand combinations where a so-
cial angle connects to a technological angle or a business 
angle are rare.

Apparently the connection between technological inno-
vations and business innovations (new business models, 
new product lines etc.) is understood better than the con-

13� In the combined material 52.6 % of stories featuring a busi-
ness/management innovation also featured a technological 
innovation and 41.� % of stories with a tech innovation also 
featured a bus/man innovation. This correspondence was 
mostly due to the two bus/tech papers (Kauppalehti and 
T&T). In all other papers these two types of innovation were 
usually also treated separately.

•
•
•
•
•
•
•
•
•
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nections between social development and technological 
development, for example. It may also be that combining 
a social angle to a tech or a bus/man story would often 
be somewhat embarrassing: not infrequently the social 
angle entails an element of doubt or a critical view (like 
concern for the environment or the people involved) to a 
festive occasion. It is like an unwanted guest at a party.

3.5.1 Strong presence of social innovation 
– themes

If the combined material from the six newspapers of this 
study is broken down according to the type of innovation, 
somewhat surprisingly it seems that social innovations 
are clearly the biggest category, 3�.8 % as compared to 
the 31.8 % of technological innovations. The immediate 
sense of surprise springs from the technological image of 
the word “innovation” and the innovation policy discus-
sion. Yet on second thoughts it is natural that the media 
should cover social issues extensively. The large amount 
of social innovation stories highlights the role of the 
media as part of the social mechanism whereby society 
changes. Among other things, it is a forum where much 
of the social and political discussion takes place and many 
social innovations are worked out and evaluated.

Figure 9: Type of innovation theme138

However, the absence of the innovation discourse in so-
cial innovation stories suggests that the concept of social 
innovation has so far penetrated media only in a very 
superficial way. In the context of the daily journalistic 
routine it is a deliberate choice by the journalists and it 
reflects the fact that they do not see any value added in 
using this discourse. In the terminology of Scheufele’s 
model of framing the economic and technological elites 
have not succeeded in establishing this frame among 
journalists. The question then arises if it is a good or a 
bad thing, or if it matters at all.

There are two essential inputs than discourses can bring 
to a discussion. First of all, they act as keys. They open 
doors to some discussion by experts or elites to other 

138 The percentages in this figure do add up to 100, because 
some stories feature more than one innovation or treat one 
novelty as a multi-faceted innovation. 
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people who would otherwise remain outsiders. Secondly, 
discourses through their background theories may bring 
with them some deeper understanding. In the case of 
social innovations the innovation discourse is not he-
gemonic even among the respective elites yet. It is only 
establishing itself so there is no closed circle that the 
journalists need to crack open by adopting its discourse. 
What about the background theory?

The concept of social innovation has been used by some 
writers at least since the 1960’s. It appears in works of 
several authors like Peter Drucker and Michael Young, 
but in fact all classics of sociology have discussed social 
change. The concept has gained attention in parallel with 
the concept of innovation but with some time lag, mostly 
as the inadequacy of innovation discussion without social 
side has become evident. In recent years several research 
projects and centers have been set up in prestigious uni-
versities like Stanford, the University of Newcastle and 
UQAM (Université du Québec à Montréal). Lately it 
has been increasingly recognized by various develop-
ment organizations and is probably becoming one of the 
key concepts of the next phase of innovation policy de-
bate in Europe and the Americas.

One of its merits is that for the first time it looks for a 
synthesis between the government-led integrated de-
velopment view of the European innovation policy 
discussion tradition and the so far separate but equally 
strong discussion on citizen initiative, local action and 
other unofficial activity that has increasingly taken the 
intellectual lead in social discussion and development in 
many western countries. Among other things, it brings 
into focus the various systemic interactions that exist 
between public structures and policies and various third 
sector actions and actors. One of the proposed concepts 
is social economy, which refers to a view of economy as 
a dynamic space inhabited by networks of public, private 
and community players in complicated networks whose 
social interaction plays a central role in determining the 
dynamics of the system.

In the context of the innovation discourse the concept of 
social innovation draws attention to the systemic features 
and dynamics of the social learning and unlearning pro-
cesses139 that constitute social change and development 
and form the foundation upon which all technological 
change must happen, too. In particular, it opens avenues 
for pondering alternative ways to foster and reward so-
cial experimenting and evaluate outcomes. As a concept 
it has great heuristic and empowering capacity that could 
be used to create new angles to old issues.

To summarize, the concept of social innovation could 
be used to bring new theoretical insights into the public 
discussion of social development and change. If it is ac-
cepted as one possible role for the press, then innovation 
discourse appears as a useful journalistic tool. In Finland 
in the 19�0’s and ever since, the environmental discus-
sion has led to great changes in public policies and gen-
eral attitudes. It would not have been possible without 
those environmentally oriented journalists who took the 
trouble of reading into the international environmental 
discussion and discourse and thus becoming experts in 

139 See Hämäläinen & Heiskala (2004), Schienstock (2004a)
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Figure 10: The three types of innovation profiles: the socially oriented (Hbl, HS, Kaleva, Länsiväylä), the technology oriented 
(T&T) and the business oriented (Kauppalehti).
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it. They made a difference. Similarly there are things to 
be gained here, but it cannot happen without dedication, 
effort and cost.

To continue the main line of analysis, comparison be-
tween the papers shows that different papers have dif-
ferent profiles140. The three daily general newspapers 
(HS, K, Hbl and possibly Länsiväylä141) emphasize social 
innovations, Kauppalehti has a bus/man innovation em-
phasis, and in the T&T technological innovations are the 
main interest. Thus, on the basis of the dominant innova-
tion type, there seem to be three basic types of profiles: 
the socially oriented, the technology oriented and the 
business oriented.

It is noteworthy that all three profiles show a high inter-
est in technological innovation. This reflects a uniformly 
shared view of the high importance of new technologies. 
In this respect, the technology elites have managed to get 
their thesis through: the whole media appears to share 
this frame. On the other hand, stories featuring social in-
novations or the social aspect of other innovations are 
conspicuously scant in the profile of the most technologi-
cally oriented newspaper of this study. Apparently the 
T&T constructs its discussion of business and economy 
as a purely a bus/tech issue so that there is not much need 
or room for social or cultural concerns or analysis.
Figure 10
It is in some sense understandable in a bus/tech paper, 
but from the general journalistic point of view it is prob-
lematic. Presenting business, economy and technology as 
if devoid of social content is a political view in itself.

3.5.2 Excessive dominance of ICT?

If the combined data are analyzed according to the field 
of innovation featured in the story, it is seen that themes 
related to IC technology dominate the material over-
whelmingly. Stories with some ICT theme as the main 
topic comprise 34.8 % of the combined material. It was 
the dominant content type in all papers except the Hbl. 
In Kauppalehti the ICT stories comprised up to 50.6 % 
of the material. In the T&T it was 35.8 %, in Helsingin 
Sanomat 28.0 %, in Kaleva and Länsiväylä 2�.8 %.

When the material is broken down further according 
to the type of innovation theme, the ICT dominance 
becomes even more evident. In the most extreme case, 
among bus/man stories, the basic theme was ICT –relat-
ed in 5�.8 % of cases (see figure) and among technologi-
cal stories in 39.3 % of cases. In stories with a social inno-
vation orientation, various public administration themes 
dominate (46.5 %), but even here ICT is the second most 
important theme (15.4 %).

140 See Figure 10.
141 The absolute number of INJO stories in the Länsiväylä is so 

small that is not possible to classify it reliably. Probably it 
corresponds best to the socially oriented type.

Figure 11: Fields of innovation in business/management-
related stories142.

The clear dominance of ICT themes in the material is 
part of an exceptionally strong ICT discourse that has 
penetrated the media. The technology policy elites see 
Finland’s future in ICT, and their view dominates me-
dia up to a point where some critical views may be long 
overdue.

In comparison to ICT, stories featuring some other 
branches of new technology143 are very rare (only 2.� % 
of the combined material), although in technology policy 
discussion they are seen as a strategically important fo-
cus area. The category “oldtech”144 (10.4 % of the com-
bined material) is also surprisingly poorly represented145. 
This is curious, because traditional technologies still em-
ploy many more people than ICT, and their importance 
in economy is still very big and it will probably remain so 
in the foreseeable future.

142 Legend: edu = education; newtech = new technology indus-
tries other than IT; agroeko = agronomy, ecology; art = art; 
home = home technology; security = military and other secu-
rity business; energy = energy and fuel; media = mass media; 
bank/insur = banking, insurance; housing = house construc-
tion, architecture; public = public administration; wellness 
= wellness technology; retail = retail commerce; bus/man 
= business / management development; traffic = traffic; old 
tech = other traditional industries; ICT + appl = ICT and its 
application.

143 Category “newtech”: nanotechnology, robotics, biotechnol-
ogy, space technology. 

144 Category “oldtech”: all other fields of technology than those 
mentioned separately in the classification.

145 The situation is very similar in all papers with two excep-
tions: The T&T is the only paper showing some notable 
interest in “old technologies” (11.1 %). The Helsingin 
Sanomat is the only paper showing some notable interest in 
“new technology” (�.4 %). New tech stories in the HS are 
mostly attributable to only one division of the paper (sci-
ence) and one particular journalist.
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Moreover, most ICT stories are not about applying IC 
technology in some other field and thus boosting produc-
tivity there, but of ICT industry itself. However, if we 
can learn something from the history of technology, it 
may be this: usually the biggest gains from general pur-
pose technologies (GPT) are in the long run not realized 
through manufacturing technological appliances as such, 
but through applying them in other fields, i.e. through 
technology diffusion146. Since Alexander Graham Bell 
patented his telephone in 18�6, Bell companies and 
AT&T have certainly provided revenue and employ-
ment for millions of people in the USA and worldwide. 
Still their overwhelmingly most important impact in the 
economy has been the services they provide and the pro-
ductivity gains that are realized in other industries us-
ing telephone technology. Although these influences are 
very difficult to measure, they must be hundreds if not 
thousands of times greater than the direct revenues from 
the telecommunications industry itself.

If the dynamics is at all similar in ICT (and is there any 
real reason to doubt it?), the vast attention of newspapers 
to ICT companies and issues like mobile phone produc-
tion may be misplaced in view of their long-term weight 
in the national economy. Most ICT companies in Finland 
are relatively small. Nokia’s turnover is about one fifth 
bigger than the combined turnover of the 100 next ICT 
firms taken together14�. Almost one quarter of them an-
nounced a negative net result in 2005. In addition, off-
sourcing production and then also more and more of the 
R&D to cheaper countries nearer to the key markets will 
no doubt continue in the foreseeable future. The fate of 
the cotton industry in Tampere serves as a historical 
precedent of how devastating this kind of geographic re-
arrangements of production can be in a relatively short 
time span. Therefore, such a major emphasis on the pri-
mary production of IC technology at the expense of all 
other industries cannot be a sound journalistic policy. 
Rather, it looks more like a fad where one unanalyti-
cally accepted truth dominates the discussion. This bias 
is not a peculiarly Finnish phenomenon; it appears to be 
generally connected to visions of knowledge economy148. 
Quite recently related concerns were voiced by Richard 
Baldwin149 who warns that the great emphasis in Europe 

146 Jalava & Pohjola (2005), see also Pohjola (2005) in 
Hyytinen & Rouvinen (2005)

14� See e.g. “100 suurinta it-yritystä”, Talouselämä 25/2006.
148 Coats (2005) notes that “Most commentary on the knowl-

edge economy has focused on ICT production, the ICT using 
sectors and biotechnology, but this is to oversimplify the rich-
ness of the concept and could potentially lead to bad policy 
choices. One might reasonably say that the contribution of 
the creative industries has been somewhat neglected and it is 
difficult to discuss the knowledge economy without looking at 
high value business services, marketing, design, architecture 
and other professional services in construction. Equally, there 
is a knowledge economy dimension to manufacturing – where 
productivity is driven by technological change. And there is 
relevance in the public sector too where ICT usage and rising 
skill levels are critical to the delivery of the government’s ef-
ficiency and service improvement objectives.”

149 Baldwin (2006) notes with a rare perspicacity: “A world 
awash in information will be a world in which information 
per se has very little market value. And in general when the 
economy becomes extremely good at doing something that 
activity becomes less rather than more important. Late 20th 
century America was supremely efficient at growing food; 
that was why it had hardly any farmers… If 21st century 

on high tech skills and high tech education may be risky 
if it leads to relegating the importance of traditional sec-
tors of production. In the end it is still in those traditional 
sectors where most people work and where most of the 
productivity gains of ICT are needed and realized.

We have good reason to believe that the biggest poten-
tial for productivity gains in the Finnish economy lies in 
the service sector widely understood150. Yet media dis-
cussion of innovations and technology diffusion in the 
service sector is very scant in the material and almost 
non-existent especially in the two bus/tech papers. The 
situation does not reflect the current innovation activity 
in the service sector, and certainly does not reflect the 
weight of the service sector in economy in the future.

Reporting innovation in the service sector is in many 
ways unique and demands of journalists a special under-
standing of the field. For example, a recent government 
report on the development of services151 notes that in-
novation in the service sector cannot usually be based 
on own technology-oriented R&D as it can in industry. 
Most companies and organizations have to apply tech-
nologies produced elsewhere. This lends innovation ac-
tivity in services a special character that highlights the 
importance of innovation communication. Information 
on available technologies, problems, solutions and new 
service or business concepts must diffuse through society 
in rich flows. That is not the case today. Services are not 
media-sexy.

One other problem caused by glorifying high-tech pro-
duction is that it leads to disproportionate valuation dif-
ferences between occupations. This will increase social 
stratification e.g. when “lower tasks” are more and more 
left for immigrants from poorer countries. This develop-
ment is well advanced in many Western countries and 
we can see traces of it already in Finland. We know for 
certain that it will have socially disrupting influences in 
the future. These have a habit of turning back on the 
economy.

The problem is partly that the application of technol-
ogy or other types of new ideas is seldom newsworthy 
according to the traditional news criteria that emphasize 
fast turns and developments. A new gadget is usually 
easy to drop into the news flow, because there is some 
definite date when it is publicized or it comes on sale. 
However, application of some new technology or idea is 
usually a process-type phenomenon and those aspects of 
it that would be most relevant for other users do not fit 
the news format.

In order to cover process-type phenomena well, perhaps 
some other and perhaps novel story formats could be 
developed and used. To develop content it may also be 
necessary to modify the form as well. Also here hybrid 

Europe becomes supremely efficient at processing routine 
information, there may be few information workers left. The 
most important educational policy implication may be that it 
is more important for our children to learn how to learn than 
it is for them to learn some particular set of skills.”

150 Public service, private services and b-to-b services; see 
Pohjola (2005)

151 VNK (2005)
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media and interaction of the printed newspaper and its 
electronic versions on the net offer vast potential.

3.5.3 The types of innovations
Figure 12
If injo stories with a technological innovation orienta-
tion are analyzed further to see what kind of innovations 
are featured, it is seen that different innovation types are 
reported very unevenly. By far most stories were about 
new technological gadgets (“apparatus”). The second 
largest category comprised stories featuring some tech-
nology upgrade, i.e. old technologies being superseded 
by newer ones. Other categories were of scant impor-
tance. The profile is rather similar in all papers. Perhaps 
a bit surprisingly, because of the bigger number of pub-
lishing days Kauppalehti and Helsingin Sanomat clearly 
outnumber the specialist technology paper T&T as a 
source of weekly technological innovation news, espe-
cially in stories featuring technology upgrades.

In business/management innovation stories (figure 13, 
next page) Kauppalehti was in a class of its own, both 
in the absolute number of stories and in the scope of 
coverage. In addition to new products, it also regularly 
featured stories of new business ideas, marketing ideas 
and management innovations. The T&T and Helsingin 
Sanomat come second, the others trailing far behind.
Figure 13
In figure 14 (next page) the analysis is replicated with 
social innovations. The figure is dominated by innova-
tions connected to public administration, public ser-
vice and public regulations (national or international). 
Innovations by any private or unofficial actors comprise 
only about 6 % of the material.

Here the largest national daily, Helsingin Sanomat, takes 
a clear lead in most innovation categories, but, rather 
surprisingly, the much smaller regional paper of the 
Oulu region, Kaleva, comes a close second even beating 
the HS in one category. This reflects a special activity on 
the part of Kaleva in relation to social innovation activ-
ity. Kauppalehti is also active in public administration, 
public regulations and public service -related innovation 
themes that have a business connection, but the technol-
ogy paper the T&T here shows a very low profile, the 
only low peak in its profile being connected to issues that 
relate to the international system and its regulation, es-
pecially the discussion of the Kioto protocol and trading 
of emission rights.
Figure 14
The three figures confirm the notion that all six papers 
have a clearly distinguishable personal profile in relation 
to innovation reporting:

Helsingin Sanomat is a very strong source in all catego-
ries of innovation, although Kauppalehti and the T&T 
are superior to it in business/management innovations. It 
is strongest in social innovations (together with Kaleva) 
and technological innovations (together with Kauppalehti 
and the T&T).

Kaleva resembles Helsingin sanomat a lot in its profile 
and as a much smaller paper is surprisingly strong in all 
innovation categories. In all categories of social innova-
tions it is almost on par with the HS and in one category 
even superior to it.

Hufvudstadsbladet is weak in business/management in-
novations but as a small paper relatively strong in social 
innovations. In technological innovations it is in one in-
novation category (gadgets) almost on par with Kaleva, 

Figure 12: The types of technological innovations.
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Figure 13: The types of business/ management innovations.

Figure 14: The types of social innovations.
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but otherwise its tech innovation range is much narrower 
than in Kaleva.

Kauppalehti is clearly oriented toward business innova-
tions and shows there a wider spectrum of topics than 
any other paper of the study. Perhaps somewhat surpris-
ingly, it is also strong in social innovations, albeit mainly 
in issues dealing with public administration and regula-
tion that has a connection to business an economy.

Tekniikka & Talous, also surprisingly, did not reach first 
position in technology innovations, but was strong in re-
porting business innovation. Its interest in social inno-
vations was almost negligible although e.g. Kauppalehti 
had included in its pages a lot of social innovation mate-
rial, most of it on government regulation of economy.152

3.6 The geography of innovation: “The 
times they are a’changing”

About 15 % of the innovation material was general in 
that the stories did not contain any reference to a spe-
cific locality. Most of them had some definite geograph-
ic focus. All papers taken together the statistic points 
to a slight dominance of national over international 
themes153. Perhaps surprisingly, the dominance was not 
very marked: innovation discussion has grown very in-
ternational lately.

Figure 15: The geography of innovation stories, all papers 
together.

The differences between the papers are telling. The 
international focus characterizes about 40 % of the in-

152 Länsiväylä is smallest of the papers and had so small an 
amount of issues and innovation stories during the study 
periot that it is difficult to draw any clear picture of it. 
Therefore it is not presented in the figures.

153 In the statistic below an article can have more than one 
angle so that the national focus, the international focus, the 
regional focus and the local focus can come either alone or 
in any combination. “Regional” here refers to sub-national 
or provincial level (e.g. Uusimaa, the region of Oulu), not to 
transnational level.

-0

10

20

30

40

50

60

provinciallocalinternationalnational

%
 o

f s
to

rie
s

-0

10

20

30

40

50

60

provinciallocalinternationalnational

%
 o

f s
to

rie
s

novation stories in the three major general newspapers 
(Hbl, HS, and Kaleva154) and about 50 % of stories in the 
two bus/tech papers (Kauppalehti and the T&T). The lo-
cal focus was seen in 20–30 % of all innovation stories in 
the three major general papers and the regional focus in 
about 10 % of the stories, but in the two bus/tech papers 
these two latter figures were much less, generally only 
about half the figure of the general papers, or less. The 
T&T especially seemed to actively avoid the local or the 
regional focus.

The discussion of innovations is thus very international, 
and likely to become even more so. However, the inter-
nationality is usually of a certain kind. There was a small 
though continuous stream of mostly small stories of vari-
ous gadgets invented abroad, but the most common story 
type was that Finnish innovations were discussed in the 
international frame of reference (= the combination of 
national and international point of view): nowadays as 
most discussions of any innovation made in Finland al-
most automatically turn into a discussion of the chances 
of launching it on foreign markets, or are about Finnish 
companies operating abroad. Thus, the national charac-
ter of the innovation scene and its strong international-
ization are the characteristic themes and interpretation 
frames in the Finnish innovation discourse in the news-
papers of this study. The big picture was very similar in 
all papers.

If we look at the combinations of the geographic foci 
separating stories featuring different innovation types, 
we see that they differ from each other in a systematic 
way.

The national focus is strongest in social innovation stories 
where national and national-international foci dominate. 
In social innovation stories the purely international focus 
is already much less frequent and is in fact slightly less 
prominent than a purely local focus. There is a third local 
peak in stories with both a local, regional and national 
focus, i.e. stories that treat some issue at all national lev-
els of administration. The general newspapers (Hbl, HS 
and Kaleva) have a broad spectrum of combinations of 
foci, but the two bus/tech papers (Kauppalehti and the 
T&T) have almost all of their coverage of social innova-
tions in either the national-international or the national 
frame.

The international focus is clearest in technological inno-
vation stories. There it is evident in all papers, but espe-
cially in the T&T and Kauppalehti. The T&T has another 
peak in purely national focus stories, but also national-
international focus is important. Interestingly in techno-
logical innovation stories a third peak is situated on the 
focus type local-international. It is seen in several papers 
but it is strongest in Kauppalehti. It represents the kind 
of stories in which an innovation is presented in a local 
context (company in its surroundings) but the discussion 
also contains references to the international potential of 
the innovation.

In business/management innovations the focus in over-
whelmingly international. It is evident in most papers, 

154 The total number of stories in Länsiväylä was so small as not 
to warrant any statistical conclusions.
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but especially strong in Kauppalehti. It reflects the fact 
that the papers during the study period contained rela-
tively few articles with any domestic bus/man innovation. 
On the basis of this material it would seem that bus/man 
innovations, like new management concepts and ideas, 
are mostly import material from abroad. Domestic in-
novations, like new business models, do exist, but they 
get much less attention than any touring international 
business celebrity who has a mission - and usually also 
something to sell, probably his latest book.

Perhaps somewhat surprisingly the local and regional foci 
are rather rare in all papers and all innovation types. They 
are strongest in Kaleva and the Hbl. Helsingin Sanomat 
could also be an important regional actor in innovation 
discussion, which it may not be on the basis of this mate-
rial. For the leading metropolitan paper that routinely 
deals with national issues and employs national and in-
ternational discourses, it may sometimes be difficult to 
focus on the regional and local economic dynamics and 
layers of regional and local activity that are not the same 
thing as national level activities happening locally in the 
metropolitan area. In the national discussion this possi-
ble eschewing of the local and regional economic layer in 
the metropolitan area may lead to a partly biased picture 
of the dynamicity and importance of various business 
and industrial centers in the country. In the worst case 
it may support misguided policies that fail to recognize 
the needs and potentials of the strongest concentration 
of knowledge and knowhow in the country.

If the innovation stories in the material are analyzed ac-
cording to which foreign countries appear in them, it is 
seen that there are systematic similarities and differences 
between innovation types. The most obvious similarity is 
that Europe and European countries dominate the dis-
cussion. This cannot be a surprise. It is remarkable that 
the dominance is quite obvious in social innovation sto-
ries, remarkably less marked in technological innovation 
stories, but hardly occurs in business/management inno-

vation stories, up to a point that in some papers (HS and 
T&T) the non-European countries dominate slightly.

In this context “the non-European countries” refers 
mostly to United States of America, China, Japan, India 
and Russia. Other non-European countries figure in the 
material only infrequently.

It appears that in innovation issues relating to the social 
sphere the reference context is still mostly European. 
This apparently reflects Europe’s belief in its own insti-
tutions, but also Finnish participation in legislative work 
in the European context influences the coverage.

In the technological sphere European self-centeredness 
and self-confidence are already undermined. In the busi-
ness sphere the non-European context already appears 
to be overtaking, and may in fact have done so during 
the almost two years since May 2005 when the material 
was collected. This is a major change compared to not-
so-distant past. In early 200� it is possible to write about 
the Finnish economy with only a perfunctory mention of 
the Scandinavian connection, but it appears to be much 
more difficult to do so without referring to East Asia, 
America and Russia. “The times they are a’changing.” 
Here we encounter one more important interpretative 
frame of the innovation discourse. From the structural 
point of view155 it can be described as the dominance 
frame. It is about who dominates whom in this best of all 
possible worlds. From the content perspective we discern 
at least two frames: the European excellence in social is-
sues and the overtaking East. They all appear in numer-
ous articles in the material.
Figure 16156

155 See e.g. Koenig (2004).
156 These two groups do not sum up to 100%, because some 

articles had no geographical context and some referred to 
both EU countries and non-EU contries.
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3.7 The diffusion of innovations: citizen 
as the Cow-in-the-Foreground

Earlier we have maintained that supporting innovation 
diffusion may be at least as important for an innovation 
economy as is supporting the primary production of in-
novations. In any case it is obvious that to turn innova-
tions into increases in productivity they must first be 
taken into use, preferably as widely as possible.

According to the Everett Rogers theory of innovation 
diffusion, any population can be divided into several 
groups on the basis of their relation to novelties: inno-
vators, early adaptors, early majority, late majority, and 
laggards. Although the theory certainly simplifies a com-
plex issue, it is good heuristics. Several studies have sup-
ported this notion and shown that the number of the early 
adopters is relatively low15�. For the others the threshold 
to taking some novelty into use is high and remains high 
after the initial information of a new product, because 
they are suspicious of new things. They wait until some 
important other whom they trust gives the green light for 
the change.

The threshold is not only psychological but also practical, 
for most new technologies, gadgets and practices demand 
much greater amounts of knowledge and knowhow than 
is usually realized. This is familiar to everyone who has 
ever tried to introduce e.g. new word processor software 
or a new accounting system or the like to some organiza-
tion. The costs of personnel training may exceed many 
times the original acquisition costs of the new system and 
it frequently takes much more time than was anticipated. 
That is one reason why new and better technologies do 
not always increase productivity but often initially seem 
to decrease it. Knowledge and knowhow also form com-
plexly interlocking systems of interaction where chang-
ing one component even for the better may in fact impair 
the functionality of the system as various adaptations and 
synergistic effects of the old elements are lost until new 
complementarities and new synergies emerge over time. 
Therefore, it is in fact rational for most people to wait 
until the novelties have “settled down” and other people 
have found and developed the necessary user informa-
tion and user knowhow.

This being the general picture of innovation diffusion, 
it is no wonder if it is not always very efficient. On the 
other hand it can be supported in many ways. From the 
media point of view one possible option is to write about 
innovations from the use or user perspective. The early 
users become public important others for others to look 
upon. This boosts the diffusion probably more than any 
commercial information distributed by the producers of 
new technologies.

15� E.g. Solomon et al. (1999) estimate that they comprise about 
16 % of their research population. Rogers himself presented 
an even smaller figure, 13.5 %. Naturally it is highly specific 
to the type of novelty and to the special characteristics of 
the society and the particular circumstances of the diffusion 
process in question. The absolute percentage is of no impor-
tance, but the general idea of diffusion happening phase by 
phase through some cohorts of people who have different 
levels of openness, resources and pre-adaptation to the in-
novation in question.

To see how well newspapers support innovation diffusion 
we analyzed how often innovation stories have a use or 
user point of view. The result is that in this material only 
a small minority of innovation related stories ever touch 
the innovation issue from that point of view. The per-
centages of “diffusion stories” of all innovation-related 
stories varied from 5.6 % (Länsiväylä) to 12.3 % (T&T), 
most papers fitting into the 8.5 – 10 % interval. Even 
these percentages are somewhat optimistic from the in-
novation diffusion point of view, for the criterion to be 
included among the “diffusion stories” was rather weak. 
At minimum it was sufficient if the story cited some user 
or if the writer of the story presented some comment as if 
from a user point of view. Stories that really drew on user 
knowledge and experience were really rare to the point 
of being almost non-existent in most of the six papers.

Figure 17: The proportion of “diffusion stories” in the different 
papers.

In almost all papers the proportion of diffusion stories 
diminished when moving from technology innovation 
stories through business/management innovation stories 
to social innovation stories. The only exception to this 
general rule was Helsingin Sanomat, where the propor-
tion of diffusion stories was highest in bus/man innova-
tion articles.

That social innovation –related stories should be the 
least well represented among the diffusion type articles 
was somewhat surprising, for social innovations are often 
those that most directly touch peoples’ lives and prac-
tices. The explanation is that in all papers most articles 
featuring some social innovation were very elitist in the 
sense that they viewed the innovation from the point of 
view of the public administration or the political system. 
In practice this means e.g. that even in the most impor-
tant social innovation issues the consumer, the citizen, or 
the man-in-the-street is mostly used like the proverbial 
cow-in-the-foreground in kitsch landscape photography. 
He or she or preferably a whole family on a Sunday walk 
is interviewed for a comment, but the comment is not 
taken seriously in the same way as that of some expert 
source. It is not elaborated or analyzed in any detail, the 
issue is not looked at from different angles. It is just to 
catch the eye of the reader just as the attention of a fish is 
caught by a spinning lure or a glimpse of red.
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It seems that in social innovation reporting the citizen 
is mostly put into brackets as the target of innovations, 
a living reminder of why and for whom those magnifi-
cent men and women in their business suits do such a fine 
job in developing all that fine legislation and regulations 
and sharing their views with the media. That innova-
tions could spring out of the everyday experience of the 
people is apparently a strange notion for most media in 
their everyday reporting. It is reserved for some special 
cases where a popular movement is already afoot or at 
least in the making. Even then the attitude of reporting 
is often different as if the journalist had suddenly found 
in himself a social anthropological undercurrent and a 
respectful interest in some exotic tribe.

This reminds us of a big potential resource that has not 
been exploited by the media or by the innovation society 
policy makers so far.

3.8 Actors in innovation stories

We have seen already that innovation stories in the six 
newspapers of this material as a rule do not take the point 
of view of the user of innovation. Users, whether individ-
ual people or organizations, appear in the stories mainly 
as consumers or buyers of some innovative products.

Logically the next question must be about who then ap-
pear in more active roles in these stories. Whose points 
of view are represented in the innovation related stories 
in the media? The most obvious actor on the scene is 

the primary source of the innovation, the innovator. But 
innovators can be of many kinds. Below we analyze the 
prominence of different kinds of innovation agents fea-
tured in the stories.

3.8.1 Agents of innovation

It appears that there are some systematic differences 
between articles featuring different innovation types. In 
technological innovation stories the Company is by far 
the most frequently presented source of innovation. This 
is especially so in the two business/technology papers of 
the material, Kauppalehti and the T&T with respectively 
~85 and ~�1 % of articles falling into this category. In 
addition, they recognize the importance of public admin-
istration actors (~9 % and ~6 % respectively for the Kl 
and the T&T) and researchers/research institutions (11 
% and 16 % respectively). For them all the other agents 
of innovation are of little importance.
Figure 18
However, for the three major general newspapers the 
reseach sector attains a much more prominent role. In 
Helsingin Sanomat and the Hbl some research actor (~45 
% and ~43 % respectively) appears as the source of the 
innovation even more often than some company actor 
(~41 % and ~32 %, resp.) and for Kaleva the research 
sector (~25 %) is a close second after innovative compa-
nies (~43 %). Other public institutions are also credited 
remarkably more by these three general papers than by 
Kauppalehti and the T&T. Kaleva even presents some 
non-trivial proportion of stories (~11 %) where the in-
novator individual is presented.

Figure 18: Innovation actors in technological innovation stories.
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Figure 20: Innovation actors in social innovation stories.

Figure 19: Innovation actors in business/management innovation stories.
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In business/ management innovation stories the picture 
is in many ways similar to the technological innovation 
stories, but here the pivotal role of the company is recog-
nized even more unanimously, also by the three general 
newspapers. Even here, however, the Hbl gives some 
credit to research sources, and the innovator person ap-
pears occasionally in the Hbl (< 13 %) and Kaleva (<10 
%).
Figure 19
With social innovation stories we get quite a different 
picture. Here various public aministration-related actors 
take clear precedence (~55 to �5 %) over all others. This 
is seen in all papers.
Figure 20
Interestingly, the two business/technology papers see 
companies (<30 to ~35 %) in the second most important 
role with a clear gap before their third most important 
actor, the research sector (~10 %). All the other actors 
for them are of little or no importance.

For the three general newspapers companies, the re-
search sector and politicians/political parties are more or 
less equally important actors (~15 to 20 %) after public 
administration (~55 to �0 %), and also various organiza-
tions and even private citizens get some mentions in the 
stories.

Thus, also here, the three general newspapers present 
a much more balanced view of the dynamics of the na-
tional innovation system. The two business / technology 
papers of the sample present a view of the national inno-
vation system where the role of innovative companies is 
far superior to those public institutions that provide the 
structural resources.

In some earlier studies, especially pertaining to science 
journalism, some concerns have been voiced over the 
tendency of media to present science in a too person-
alized way, through the heroic actions of the individual 
scientists rather than as the work of institutions and tra-
ditions, which it also is in almost all cases. In this study of 
innovation reporting in the media the situation appears 
to be quite the opposite. In this material there is no trace 
of the proverbial propeller-hat inventor. Not even do his 
more moderate and normal-looking counterparts appear 
in the stories very often. For these papers innovation ap-
pears to be a rather institutional undertaking, albeit the 
exact institutions credited for it are partly different in the 
two business/technology papers and the three major gen-
eral newspapers. In a company the innovation usually 
has the face of some manager. The citizen is credited by 
no one. Yet we have argued earlier in this study that the 
institution-emphasizing view of the innovation process 
may not be quite correct. The ordinary citizen counts if 
the innovation process is seen in its entirety, when the 
diffusion part is also recognized with ordinary citizens 
producing user knowledge and user knowhow.

To see how rare it really is to present ordinary citizens 
in active innovator role in media, in the figure below ap-
pearances of citizens in innovator role are compared to 
other actors. The scale expresses the relation a/b, where 
“b” refers to appearances of other agents and “a” to ap-
peareances of citizens in innovator role.
Figure 21
It can be seen, among other things, that companies ap-
pear as innovative agents in Kauppalehti more than 35 
times and in the T&T about 50 times more often than 
individual citizens. In the three major general newspa-
pers this figure ranges from just less than 4 (Kaleva) to 
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9 (Helsingin Sanomat). Interestingly, individual politi-
cians do not emerge much better. In fact in the T&T and 
Kauppalehti they appear in an innovator role even less 
often than individual citizens (a/b = 0 and 0.8, respective-
ly). For researchers and other experts and actors from 
the public administration the figures typically move in 
the range 4 to 10, with Kaleva moving in the lower region 
of the range and Helsingin Sanomat and the Hbl in the 
upper region.

Thus it appears that of the five major newspapers, 
Tekniikka & talous and Kauppalehti are extremely elitist 
in their framing of innovation issues, and the three ma-
jor general newspapers are clearly less so. Even in them 
the citizen as an innovation resource in society is only 
seldom noticed and usually only in a somewhat margin-
alized way.

Most of the appearances of the citizen as an innovator in 
these papers were in letters to the editor section where 
people evinced creative ideas. However, these are sel-
dom analyzed or developed further as papers do with 
suggestions made by members of the national elites. 
Any further discussion, if it happens, is usually by other 
members of the audience in subsequent letters. In some 
respect the letters to the editor sections of these papers 
usually only create a likeness of public discussion, but 
no real discussion in the sense that it would involve the 
paper and perhaps the public administration in some se-
rious way. This usually only happens with some special 
cases with more than the usual amount of emotional ap-
peal. It can be asked if this situation is due to the inher-
ent passivity of the audience or if it has to do with the 
format of the letters to the editor sections. Currently the 
opinions expressed there are treated by the papers as 

some sort of bulkware, which is not taken nearly as seri-
ously as most of the other content of the paper.

Closest to the citizen comes Kaleva, whose regional point 
of view in other respects, too, perhaps makes it more dif-
ficult to take distance from the citizen point of view.

3.8.2 Other innovation actors

In innovation stories there are also other actors in other 
than the innovator role. In the following three figures 
various actor types are analyzed in different types of in-
novation stories.
Figure 22
It can be seen that in technology innovation stories com-
pany actors, research actors, ordinary citizens and public 
administration actors appear more or less equally often 
in the Hbl and the HS (in ~40–50 % of the stories) but 
in Kauppalehti and the T&T company actors dominate 
overwhelmingly over all the other actor types and citizen 
actors appear clearly less often (~20 %) than in the other 
papers. Kaleva falls between these presenting both com-
pany actors and citizens clearly more often than public 
administration actors and research actors. Helsingin 
Sanomat is the most active user of research actors in its 
articles.
Figure 23
In social innovation stories (figure 23, next page) the 
situation is clearly different. Public administration ac-
tors dominate in all papers, but citizen actors also appear 
importantly in other than innovator role, although in 
Kauppalehti and especially the T&T less importantly than 
in the three other major papers. Even here, Kauppalehti 
and the T&T rely on company actors that almost reach 
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Figure 22: Some actors in technological innovation stories in other than the innovator role. In one story there is usually more 
than one actor.
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the same level as public administration actors. The pro-
portion of stories featuring some research actor is about 
half of what is seen in technical innovation stories.
Figure 24
In business/management innovation stories company ac-
tors dominate overwhelmingly in all five papers. All three 
general newspapers show citizen actors in about 50–65 
% of stories and the two business/ technology papers in 

about 20 % of stories or the same level as in technol-
ogy innovation stories. Here the use of research actors 
is at its lowest level (about 10 %) in most papers, with 
the only exception being the T&T that uses them rather 
more than in business/management innovation stories.
Figure 25
These figures suggest that in innovation reporting 1) 
there are clear differences in the access of various ac-

Figure 23: Some actor types in social innovation stories.
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Figure 24: Some actor types in business/ management innovation stories.
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tor types to publicity, 2) different papers and especial-
ly different types of papers emphasize different actor 
groups in their stories, and 3) different innovation types 
are presented with different actor galleries. Apparently 
different papers and different types of papers have sys-
tematically different ways of framing the relevant issues 
and recognizing both the dynamic actors in innovation 

economy and their own social stakeholders in innovation 
related issues.
Figure 26
Generally the two business/technology papers tend to 
emphasize company actors in all story types, but the 
three major general papers have a more varied and per-
haps a more balanced approach. Especially the two busi-
ness/technology papers seem to shun citizen actors in 
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Figure 25: Citizen actors in innovation stories in other than the innovator role.
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Figure 26: Public administration actors in innovation stories.
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any role in the story. In comparison to the two bus/tech 
papers they use definitely more citizen actors but also 
public administration actors. In technology innovation 
stories and social innovation stories they also use more 
science actors.

The papers differ especially in their willingness to in-
troduce citizen actors and public administration actors 
into their innovation-related stories. This reflects differ-
ing views of the role and importance of these actors as 
compared to business actors. Accordingly we can discern 
here two opposing views that emphasize either the role 
of society as a whole or the role of economic actors, es-
pecially business companies.

Earlier we have introduced the concept that public in-
novation policy in the Scandinavian welfare state can 
be interpreted as bridging the gap or at least alleviating 
the political and structural tension between the demands 
of the entrepreneurial innovation regime of “the early 
Schumpeter” and the at least superficially opposite view 
of “the late Schumpeter” who emphasized the executive 
innovation regime of especially the big multinational 
companies. In this interpretation the responsibility of the 
public innovation policy is not only to develop a good 
operation environment for the big enterprise but also to 
provide the small entrepreneur-innovator with at least 
some of the structural resources that otherwise only the 
executive innovation regime of the big enterprise can of-
fer. This takes the form of financial support to start-ups 
and various training and other services, among others. 
Here strong a presence of the public administration is 
essential.

Along these lines we can interpret that the type of in-
novation reporting evidenced by the three major general 
newspapers of this study is more sensitive to this latter 
role of the public innovation policy and credits the public 
administration for the various reforms that it frequently 
initiates and for the resources that it provides for inno-
vation economy. Through its greater sensitivity to the 
role of society it is also closer to the point of view and 
interests of the common citizen. This ethos is especially 
noticeable in Kaleva with its explicit mission to develop 
the regional economy.

On the other hand, the two business/technology papers 
see themselves much more as through the eyes of “the 
late Schumpeter”. Accordingly, they emphasize the role 
of the (usually big or at least already growing) company 
in innovation economy. Society and public administra-
tion are often more of a nuisance that hinders rational 
economic activity than someone who supports it. The 
citizen does not have to be consulted in a story, because 
he is not a creative agent in the process. He is a customer 
who buys what the companies offer.

If this interpretation is correct, we should also see it in 
the attitudes and evaluations connected to these differ-
ent actors of the innovation theatre.
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3.9 Media’s own point of view: conflict of 
interests

Figure 2�
In figure 2� the innovation-related stories of this material 
are analyzed according to the type of attitudes or evalu-
ations that they express.

The first obvious observation is that in all the papers of 
this study most articles have an overwhelmingly positive 
attitude toward innovation, what ever its type.

Technological innovations especially are treated gently. 
Even in the most critical paper (the Hbl) the critical atti-
tudes or even recognition of the complexity of the evalu-
ation does not exceed 20 % of the stories.

In bus/man innovation stories Kaleva joins the group of 
the two bus/tech papers, all of them having a clearly posi-
tive evaluation in 93–100 % of the stories. This is inter-
esting as at the same time the HS and the Hbl show a 
more negative attitude and more awareness of the com-
plexity of the issues.

In social innovation stories the top range of positive at-
titude has sunk from the ~90–100 % level of the tech and 
bus/man innovation stories to ~80 % even in the most 
positive papers (Kaleva and Kauppalehti). Here all pa-
pers and especially the T&T show clearly more critical 
attitudes and decreased satisfaction. Interpretative read-
ing of the material reveals that the decreased satisfaction 
in T&T is connected to some crucial political discussions 
of the time that have to do e.g. with the Kioto protocol 
and its regulations concerning CO2 emissions, taxation, 
and the discussion of the reform of the labor market ne-
gotiation mechanisms of the pulp and paper industry and 
the like. We interpret the result in such a way that here 
we see in action the impact of the tensions connected to 
the role of society and public actors in the economy and 

the labor market. E.g. in the Kioto protocol issue there is 
an explicit conflict between the government and numer-
ous actors of the economy.

Interestingly, the conflict situation is also seen in the 
discursive devices used by the papers in their innova-
tion writing. In principle a newspaper can express its 
disagreement with the government directly, or it can use 
some outside actors who express the negative view while 
the paper remains “neutral” in its presentation. This lat-
ter device is, in fact, used extensively in innovation writ-
ing. As an example, in the three figures below we analyze 
how common is it for a paper to let the positive or nega-
tive view of an interviewed outsider dominate the article. 
This is compared to the device that we call “latent view”, 
i.e. a paper expressing an implicit evaluative opinion of 
its own through the choice of words, but without explic-
itly taking a stand.

We see that of the positive attitude stories a major part 
is produced by letting some outside agent’s positive view 
dominate the story (“positive dominance”). The situa-
tion is essentially similar to all innovation types. In bus/
man innovation stories (and in fact with all innovation 
story types) this discursive device is used most actively 
by Kauppalehti and slightly less often by Kaleva and the 
T&T and remarkably less often by Helsingin Sanomat 
and the Hbl.
Figure 28
Comparison of the adjacent figures shows that in social 
innovation stories the explicit conflict mentioned above 
seems generally to reduce the use of the discursive device 
that here called “the latent view” and in several papers 
strengthen the use of the much stronger discursive devic-
es: “negative dominance” especially is used more often 
than in business/management stories. In Kauppalehti the 
use of both dominating speakers is much more common 
and in the Hbl and the T&T the use of negative domi-
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Figure 28: Dominance of the views of the interviewees (“positive dominance” or “negative dominance”) in bus/man innovation 
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nating speakers is much more common than in business/
management stories. Thus some social innovations initi-
ated by the government especially are presented in these 
papers in a more negative light. This is what is meant 
by the journalist as gatekeeper: by choosing whom to 
give the floor the paper determines the general tone of 
publicity.
Figure 29 Figure 30
It can also be seen that the T&T uses the positive domi-
nating speaker much less than Kauppalehti, in social 

innovation stories at the same level as the Hbl and 
Helsingin Sanomat, and in technological innovation sto-
ries even less than the Hbl and a bit more than Helsingin 
Sanomat. The explanation appears to be that in the T&T 
innovation stories are more often explicitly positive or 
explicitly negative than in Kauppalehti, i.e. the article 
has an open attitude. For example, the T&T has the sec-
tion “Tuotetieto” (or “Product information”) where it 
presents new technological products in small news-type 
articles. The text is clearly not based on any own testing 
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Figure 29: Dominance of the views of the interviewees (“positive dominance” or “negative dominance”) in social innovation 
stories compared to “the latent view” of the paper and the explicit presentation of the issue through conflicting voices 

(“disagreement dominance”).
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of the product but seems to be more or less directly from 
the brochure of the company, often complete with posi-
tive evaluative statements as in an advertisement. Then 
indirect discursive devices like the “dominating speaker” 
are not needed.

3.9.1 Visions of the future

Innovation activity is necessarily future-oriented, because 
the idea of innovation is always to introduce change. 
Innovation writing, however, can be either future-ori-
ented or only report of current or even past events as 
such, without any future orientation. At minimum the 
future orientation in an innovation story may include 
some simple projection into future, e.g. some description 
of the anticipated use of the innovation and benefits ex-
pected. In the maximum it may contain a complex analy-
sis of future paths and developments. The future point of 
view may be lacking e.g. in stories where some already 
marketized innovation is evaluated.

To see, how much of the innovation writing in the five 
major newspapers of this study is of the future-oriented 
type, the occurrence of phrases referring to some definite 
future view was analyzed.
Figure 31
It can be seen that a clear future orientation is most com-
mon in social innovation stories and slightly less so in 
technological innovation stories. In these two story types 
it is generally in the range of ~45 to 60 % of stories, but in 
business innovation stories only between ~25 – ~40 %.

These figures are perhaps somewhat surprising at first 
sight, because one would expect that innovation stories 
would make projections into the future much more sys-
tematically. The low figures for business/management 
innovation stories in particular are contrary to expecta-
tions, because economy writing is otherwise very much 
colored by expectations of economic results. The results 
are partly explained by figure 32. It is seen that surpris-
ingly small proportion of innovation stories are pre-
sented in the frame of an experienced need of change or 
improvement. In social innovation stories the innovation 
is motivated in this frame in some 30 – 50 % of cases. In 
technology and business innovation stories this frame can 
be discerned in only some 3 to 26 % of cases. It therefore 
appears that social innovation writing is much more of-
ten proactive than technological or bus/man innovation 
writing, which tend to present or evaluate innovations 
that already exist and are in use.
Figure 32
Examining the visions of the future presented by the in-
novation stories permits a differentiation of the positive 
and negative projections. It can be seen that the future 
visions are overwhelmingly on the positive side, i.e. they 
are motivated by opportunities rather than problems or 
threats. They are relatively most positive in business/
management innovation stories.

The problem/threat frame is most common in social in-
novation stories, which in fact was to be expected on the 
basis of the previous figure: in these newspapers social in-
novation more often than technological or business/man-
agement innovation is based on some experienced need 
for change. A case in point is the current discussion of 
the ageing of the Finnish population, on which we write 
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Figure 31: Percentage of stories with future orientation.
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later in this report. Our findings show a discussion pro-
ceeding almost entirely within the problem/threat frame. 
On the one hand this may serve to imbue the discussion 
with urgency, but on the other it possibly excludes the 
proactive deliberation of positive options and creative 
opportunities. The most positive future projections are 
seen in Kauppalehti and Kaleva, where even the social 
innovations are seldom projected in a negative light.
Figure 33 Figure 34
Examining how the papers evaluate innovations after-
wards (fig. 35, next page) shows that there are some 
essential differences between papers and innovation 
types.

Generally, both technological and business/management 
innovations are usually evaluated positively, but in social 
innovation stories the positive and negative evaluations 
are almost as common in most papers. That social in-
novations are analyzed negatively relatively more often 
than any other innovation type probably reflects the role 
of media as an active actor in the arena where social in-
novations are created.

However, perhaps surprisingly, although future projec-
tions and evaluations concerning social innovations were 
negative relatively more often than those concerning 
the other two innovation types, social innovations were 
evaluated afterwards less often than the two other inno-
vation types.

Very probably this is because most discussions on some 
social innovation are active attempts to influence the po-
litical process. When the political decisions are made, the 
papers move to the next debate. Technological or busi-
ness/management innovations are different in the sense 
that every article on them influences the process of inno-
vation diffusion and e.g. the decisions of company actors 
to adopt the innovation or not. We see here two different 
roles for the media in relation to these different innova-
tion types.

Interestingly, Hufvudstadsbladet and Helsingin Sanomat 
show relatively more negative evaluations concern-
ing business/management innovations than the others. 
All general newspapers (the HS, the Hbl, and Kaleva) 
are more critical of technological innovations than the 
two bus/tech papers. It is curious, in fact, because usu-
ally critical faculty is part of expertise, and Kauppalehti 
and Tekniikka & Talous are experts in business and 
technology.
Figure 35
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3.10 Magazines

The material for this study included one women’s 
magazine, one family magazine, one men’s technology 
magazine and one politically or socially profiled general 
magazine158. Their content was analyzed for innovation 
–related material over a period of two months, May and 
June 2005.

Originally the idea was to use the same content classifica-
tion scheme as with newspapers, but it soon became ob-
vious that the magazines differed so essentially from the 
newspapers that the scheme was not feasible and would 
have produced too artificial classes. Therefore the maga-
zines were subjected to qualitative analysis only.

3.10.1 The magazine Anna – innovations as 
life management

According to the narrow definition innovation journal-
ism is all about the commercialization of emerging tech-
nologies. In the theoretical part of this report we have 
argued that this definition is unsatisfactory and therefore 
we redefined the concept to include social innovations, 
e.g. development of public administration and services, 
novel political and social practices, etc.

At the first reading of the voluminous material of Anna’s 
May-June 2005 issues, 922 magazine pages, the first im-
pression was that there is no innovation material at all. 
There were almost no stories of new technology159, no 
analysis of new social or political structures or practices, 
no innovative scientific ideas. The magazine seemed to 
have been purged clean of any such content. After some 
further reading, however, glimpses into a completely dif-
ferent kind of journalistic touch began to emerge.

There was, for example, a handicapped girl telling about 
her life and how Internet changed it160. There were ar-
ticles about new ways of losing weight. There were sto-
ries on new summer fashions. And there were stories of 
what a difference in family life you can make with some 
new fresh food recipes. In some very liberal sense they 
were all innovation material, hundreds of pages of it: the 
stories had a future focus; they were about how to make 
a change, a difference, using some novel methods, prod-
ucts or ideas. But they were almost devoid of any social 
or political content in the usual meaning of the word. 
There was almost no technical knowledge involved. All 
the stories were about “You” and “Your personal life 
management”. Their main objective seemed to be to 

158 The magazines were Anna, Tekniikan Maailma, Suomen 
Kuvalehti and Seura.

159 Among the rare exceptions we include the story 
“Geeniruokaa vai ei?” (“Gene food or not?, ”Anna 
24/2005, s. �), that reviews the newly published book by 
the American Jeffrey M. Smith “Petoksen siemenet - Voiko 
kuluttaja luottaa geeniruokaan?” (Seeds of Deception 
- Exposing Industry and Government Lies about the Safety 
of the Genetically Engineered Foods You’re Eating.). In 
the story the author is interviewed and he tells how “gene 
technology, food industry, big money and politics are in-
tertwined…”. The theme of the story is gene technology in 
comestibles and the possible health risks.

160 “Haaveena oma koti” (”Dreams of an own home”, Anna 
18/2005, p. 32–36).
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empower the reader by presenting frequently occurring 
everyday problems and proposing solutions and methods 
that she can use as innovations in her own life161. Even 
those little science stories that Anna occasionally has e.g. 
in the section “Ajassa” (“In These Times”), are not writ-
ten from the perspective of the scientific knowledge but 
of some practical question, i.e. how this all relates to the 
life experience of the reader. The technological, scien-
tific or economic aspects are set aside and in the focus we 
find themes like health promotion, usability, and esthetic 
or erotic value and the like.162

Thus Anna is in fact full of innovation information, but it 
is presented at an extremely personal level. Its approach 
of empathy and intimacy is something that was mostly 
lacking in the much more “objectively” fashioned inno-
vation stories of the six newspapers. It is an enormous 
asset, the price being that almost nothing is presented 
at the level of scientific or technological thinking, econ-
omy proper or social/political system and its dynamics. 
Often this results in an aura of narcissistic pleasure that 
recreates itself in every new act of consumerism that the 
magazine seems to suggest to its readers page after page; 
follow the lead, and buy yourself into happiness.

This refers to another peculiarity of Anna’s innovation 
content: the deliberate flirting with advertising material. 
The esthetic space is planned professionally to the small-
est detail and advertisements are fashioned so that they 
fit into the same esthetic frame as the journalistic stories. 
Or perhaps it is the other way around. When various cos-
metic novelty products, new clothes, and other nice little 
things appear in similar fashion, using similar discourses 
both in advertisements and the journalistic stories163, the 
difference between the journalistic material and the paid 
content often almost disappears. Sometimes the distinc-
tion is not kept even for appearances, but the journalistic 
stories serve as overt advertisement. Thus for example 
the story that presents the sponsors of the women’s run-
ning event164 suggests to its readers that ”to maximize 
your performance and comfort… Adidas brings to you 
the newest technological innovations”. Both the adver-
tisement and the journalistic story offer the reader simi-
lar advice that guides toward the act of buying the prod-
uct. A journalistic story advices the reader that ”for a 
walk in the city you choose clothes that let you to call by 

161 It should be remembered that innovation is always relative 
to the user context. What is an old thing for someone can be 
somebody’s innovation if he only hears about it for the first 
time and begins to use it.

162 A typical example is the story “Työssä väsynyt lihoo” 
(“Work exhaustion makes You fat” Anna 20/2005, s. �), 
where a scientist describes the connection between work 
exhaustion and extra weight. The article ends with a conclu-
sion that the reader can apply into her own life situation: “It 
is not mere work conditions that make you fat. The decisive 
thing appears to be how, in the middle of all work pressure, 
you have the strength to take care of yourself.”

163 A typical example is Anna 19/2005 (pages 88–89), where on 
the right side we see an advertisement and on the left a jour-
nalistic story. The advertisement tells how ”With RaseraTM 
gel creme you can remove dermal hair easily and efficiently”. 
The journalistic story informs that ”Cutrin Catch The Color 
–shampo and Keep The Color –treatment boost the deep 
shine of your copper hair”.

164 An article on the running event Naisten kymppi, Anna 
19/2005, p. 95

a café, too” 165. Then it informs of who sells such clothes 
and at what price. In a journalistic story the reader may 
even get the telephone number of the boutique selling 
the product placed in the story. In this way the journalis-
tic and commercial messages about various innovations 
offered for the life management of the reader merge into 
one boundless stream of product placement and sales ar-
guments. The reader is not told why just these products 
among perhaps thousands have been handpicked to be 
presented. Are they really better than the rest? Or is the 
boutique owner a personal friend of the writer? Or has 
somebody perhaps paid for this positive publicity?

Thus, in Anna innovation journalism has a curiously dual 
nature: On the one hand it positively beats the newspa-
pers in its empathy, intimacy and user orientation. The 
feature type stories and personal portraits often address 
difficult personal issues in a sensitive manner that gives 
the reader valuable tools for her own life. On the other 
hand its product oriented innovation journalism with 
obvious acceptance of product placement inside jour-
nalistic content often resembles covert advertisement, 
which always raises difficult questions of the journalistic 
integrity.

And it is impossible to forget the horoscope. If innova-
tion is a novelty that helps to build a better future, horo-
scope is its polar opposite. It is a relic from the age of su-
perstition, and by offering it to its readers Anna provides 
them with a placebo treatment instead of the real thing. 
That policy decision makes one wonder if the other sug-
gestions the magazine makes to its readers are any more 
responsible.

3.10.2 Tekniikan Maailma – innovations as the 
core business

Tekniikan Maailma166 is the biggest Finnish technology 
magazine, and in fact one of the biggest of its type in the 
world. It is not necessarily sold as a men’s magazine, but 
that is its image. It is some respects the opposite of Anna, 
but in many ways these two resemble each other.

The general atmosphere of the magazine is governed by 
colorful photographs of various technological products. 
Instead of clothes or kitchen utensils the articles present 
new cars16�, motorbikes, consumer electronics and the 
like. The products are tested by the magazine’s own test 
team, who has the most modern instruments to measure 
gasoline consumption, the torque of the motor, or what 
ever technical parameter the reader might be interested 
in. The high level and objectivity of the tests has earned 
the magazine prestige among its readers and its test re-
sults are regularly used as marketing arguments by those 
whose products happened to score high.

Even applying the narrowest definition of innovation, 
the TM is full of innovation material. It started as a do-
it-yourself magazine, but nowadays the most typical con-
tent comprises various tests of technical products.

165 Anna 19/2005, p. �6
166 The reader is advised that one of the writers of this report is 

a regular science coworker of the Tekniikan Maailma, which 
may influence his objectivity.

16� About 50 % of the content is car-related.
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Just as the women’s magazine Anna is full of empathy 
toward the reader, the text in the Tekniikan Maailma is 
empathetic to the machine and its technology. The text is 
not especially masculine, although a Suzuki GSX-R 1000 
motorbike may occasionally be presented as being “Only 
for big boys”168. The magazine does not present bunny-
girls or other such material, hence a sizable percentage 
of its readers are in fact women.

Like Anna, Tekniikan Maailma is neither politically 
nor socially engaged. Its business is solely technology. 
Unlike newspapers but very much like Anna, Tekniikan 
Maailma regularly takes the user point of view. It gives 
information on new innovations and offers technical ad-
vice. But unlike Anna the TM is frequently critical of the 
product, if the test results are not good. This sometimes 
causes tensions between the magazine and the importer 
of the product, but on the other hand lends credibility 
to the positive evaluations. The TM also meticulously 
avoids mixing advertisement and journalistic content.

3.10.3 Seura – not rich but dependable

Seura is one of the most traditional family magazines in 
Finland. Innovation stories of any description were few, 
but they did appear in every issue. There is a small regu-
lar science page or two with an odd article of some new 
piece of technology169 and the health pages also contain 
information on new treatments1�0, medicines and cosmet-
ic products. Still, Seura lacks the consumeristic boutique 
glee of Anna. The products featured are more often of 
the ordinary variety that you find in the market. One of 
the best sections from innovation-spotting point of view 
is “Gadgets” (“Laitteet”), where you may find an article 
on HDTV1�1, a new type of play consol1�2, or the like. 
Food pages have new recipes and human relations pages 
offer other resources for life management.

In Seura, unlike Anna, innovation material is mostly ex-
plicit and conveniently packed in regular spots where the 
science or technology enthusiast finds them easily. The 
material is not abundant, but it is reliable. It is mostly un-
controversial consumer information type material, which 
is directly applicable to the reader’s needs. On science 
pages the material may be of a more exotic type.

Most of it is either technological or medical/cosmetic. 
There was not any discussion on e.g. social innovations 
in the magazine during the study period, with only a few 
exceptions, like the small news type article Halpoja lääk-
keitä EU-maista1�3, which reported on the new EU fad of 
buying cheap medicines from the new member states. As 
a family magazine Seura apparently has chosen to avoid 
controversial issues, several of which would have been 
readily available during the study period.

168 TM 13/05, p. �2
169 Like memory metal in Itsensä korjaava auto? (or ”Self-re-

pairing car”, Seura 23/2005, p. 81)
1�0 Like the story on cleaning skin with ultrasound Ultraääniä 

iholle ( Seura 20/2005, p. �1) or the artificial skin (Seura 
19/2005, p. 63).

1�1 Seura 19/2005, p. �9.
1�2 The EyeToy of PlayStation 2 (Seura 21/2005, p. �9)
1�3 Or “Cheap medicines from EU countries” (Seura 25–

26/2005, p. 101)

Seura also offers its readers a regular horoscope.

3.10.4 Suomen Kuvalehti – profound in 
analysis

Suomen Kuvalehti is a prestigious rather conservative 
family magazine with an aura of political analysis and se-
rious discussion. It is known for its interest in serious so-
cial and political topics, which is also evident in its inno-
vation journalistic content. E.g. issue 19/2005 has a story 
of the newly fashionable company sponsorship of public 
administration1�4, a discussion of work blockade - new 
weapon in labor conflicts1�5, a report on Kamalien Äitien 
Seura, (or the Club of Terrible Mothers) a new type of 
club for mothers of teen-age daughters1�6, a feature docu-
ment on the new provincial military reserve corps1��, and 
so on, a considerable number of social innovation stories 
in one issue, to mention just a few examples.

The magazine’s repertoire of topics includes politics, so-
cial movements, culture and arts, and to a much lesser 
degree: technology. This is sparse, but as in Seura, there 
is something in every issue, like a long article on a re-
search project on the impact of weightlessness on human 
health1�8; a small news-type piece on a floating nuclear 
reactor somewhere in Russia1�9; an interview with ex- 
prime minister Esko Aho on the future of biotechnology 
in Finland180; a personal portrait of the inventor Juhani 
Tuunainen181, etc. Like Seura, the SK appeas to have the 
policy that there must be at least one major science or 
technology story in each issue. In addition, occasionally 
there is the section “Tiede ja tekniikka” (or “Science and 
technology”) of the respected veteran journalist Jukka 
Ukkola. However, technology stories comprise a clear 
minority compared to the wealth of social innovation 
stories in each issue.

Suomen Kuvalehti is famous for its journalistic quality, 
which is also apparent in its innovation stories. During 
the study period there was not a single nonsense news 
story “just for the fun of it”. Such stories abound in daily 
newspapers where the news criteria in science stories are 
often rather vague.

3.10.5 Summary

The innovation journalistic profiles of the four magazines 
differ greatly from each other.

Anna places great emphasis on personal life manage-
ment and is almost clinically purged of any real science/
technology content or social, not to speak of political, 
context. The magazine is either devoid of innovation or 
full of it, depending on the definition of innovation em-
ployed. Its special merit is its way of filtering all serious 
material through a living person’s eye and life experi-

1�4 SK 19/2005, p. 8
1�5 SK 19/2005, p. 19
1�6 SK 19/2005, p. 40
1�� SK 19/2005, p. 46
1�8 SK 20/2005, p. 2�
1�9 SK 22/2005, p. 21
180 SK 23/2005, p. 10
181 SK 25–26/2005, p. 60
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ence. As a source of ideas and innovations for personal 
life management Anna far surpasses any other media 
examined in this report. Its journalistic credibility, how-
ever, is somewhat marred by the often rather fuzzy line 
between the journalistic and the commercial content.

Tekniikan Maailma is an innovation-oriented magazine 
that is probably as technical as possible for a popular 
publication. Like Anna it puts great emphasis on the 
user point of view, but unlike Anna its evaluations are 
usually founded on meticulous and methodically critical 
tests. The pure joy of machines and gadgets is never dis-
turbed with any social or political controversy or context. 
Technological development context, on the other hand, 
is regularly present.

In Seura we encounter a not large but carefully picked 
selection of technological, medical or product innova-
tions, all of them presented from a practical point of view 
that serves the user. Like in Anna and the Tekniikan 
Maailma, all innovation material is presented in a way 
that avoids social or political controversy or conflict.

Suomen Kuvalehti is a politically engaging analyst that 
is heavy with social innovation content. It has some tech-
nology innovation stories, too, and also they are regu-
larly of analytic nature. Every story is put in some wider 
context.

None of the magazines shows any symptom of the ICT 
hyper-dominance that characterized all the newspapers. 
If it comes from the outside world, a question arises why 
have the magazines not contracted the same contagion?

The magazines regularly have a user orientation that the 
newspapers usually lack. Although the magazines also 
use experts and celebrities as the key persons in their 
stories, quite ordinary people are not rare either. This 
brings their content nearer to the reader and probably 
leads to a quite different reading experience and influ-
ence. The balance between a genuine user interest and 
the commercial interest of the advertiser is difficult to 
maintain and for example Anna and Tekniikan Maailma 
have found different solutions to his problem.

The magazines, with the exception of Suomen Kuvalehti, 
usually don’t present their innovation stories in any wider 
social or political context, and in some cases, especially 
in Anna, this lack of context may give the content a prob-
ably unwanted narcissistic tone.

These differences reflect the long process of media spe-
cialization. Mostly they are the result of deliberate prod-
uct development and serve to assert either the genre 
character or the individual identity of each publication. 
From the point of view of innovation reporting the user 
point of view is a positive and the lack of context a nega-
tive development that may not serve the reader.

3.11 TV news

To broaden the point of view, two regular TV news 
broadcasts were included in the analysis182. The news 
were recorded on DVD and analyzed later for some spe-
cial characteristics. Figure 36 below shows the breakdown 
of the material into the four basic innovation types.

182 The MTV3 news at 19.00 and the YLE news at 20.30. The 
sample consisted of 15 news broadcasts of each channel, and 
they were collected in May-June, 2005.
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The YLE news program is longer and it usually has some 
more items, but both had about the same percentage of 
innovation stories (MTV3 19.4 % and YLE 21.5 %) and 
the innovation profile is astonishingly similar.

Partly the similarity is forced upon the programs by the 
external supply of the same news topics. Yet there were 
enough differences in the items that this cannot be the 
whole explanation. This is very probably also an expres-
sion of a professionally shared view of what constitutes a 
good news program.

Social innovation stories clearly dominate the material, 
being mostly news or discussion of various legislative 
acts or proposals by the government or some other pub-
lic actor. Typical examples could include the legislative 
proposal to grant the police more extensive powers in 
investigation183, a discussion on a proposal to change the 
beginning date of the schools’ summer holidays184 and 
the like. Apparently both programs tried to cover all of 
the most important news stories of this kind every day.

The science/technology innovations featured in the pro-
grams were a curious miscellany of stories, none of which 
was in any way especially essential from the professional 
science/technology news point of view. For example, 
there was the story about a cigarette that extinguishes 
itself185 and how that would reduce the number of acci-
dental fire deaths in Finland. As the invention (self-ex-
tinguishing cigarette) itself was not new nor especially 
revolutionary in its effects, the story was apparently not 
motivated by the technological innovation itself but by 
the legislative proposal by the Finnish Ministry of the 
Interior to ban other cigarette types in Finland. Thus, 
the issue was perhaps not the cigarette but the regula-
tive proposal, which is not a technological but a social 
innovation.

In fact there were hardly any science or technology in-
novation stories that could have been motivated from 
the scientific or technological point of view, but they all 
seemed to appear only on some contextual (usually so-
cial) grounds. Perhaps the only exception was the news186 
that in some British university a human embryo had been 
cloned for only the second time ever. This is news from 
the scientific point of view alone.

Thus, it would appear that there are hardly any techno-
logical or scientific innovation stories proper in these two 
news programs. The only news criteria used are based on 
some social/political frames.

This is a major difference compared to the daily newspa-
pers’ selection of news, where among the thousands of 
weekly stories quite a number may be based on purely 
technological, scientific or cultural point of view. As the 
number of items in any TV newscast is necessarily so 
small, in TV the journalist is much more of a gatekeep-
er than in a newspaper ever, perhaps coming close to a 
weekly magazine. The magazine has many more stories 
but then it comes out only once a week, so a major daily 
TV news program and a weekly news magazine such as 

183 YLE 20.30 news, 20.5.2005
184 MTV3 19.00 news, 23.5.2005
185 YLE 20.30 news, 13.6.2005
186 MTV3 19.00 news, 20.5.2005

Suomen Kuvalehti probably come close to each other in 
the amount of selection pressure. Every piece is weighed 
separately with great care.

Then the criteria used to evaluate the importance of sto-
ries attain extra importance. Because of the great weight 
traditionally given to politics in national TV news, and 
because politics is a prime example of the Future Work 
of society, social innovation stories become the natural 
staple diet of such news broadcasts. There the news cri-
teria are well polished by long professional experience. 
Disasters, accidents and other such fast developing clas-
sic news themes constitute the bulk of the rest.

The scientific or technological innovations, business/
management innovations or artistic innovations appear-
ing in the program much less regularly, then, may become 
something of a problem. From the point of view of a gen-
eral news reporter whose frames of analysis are based on 
his experience of reporting the political theatre, few such 
non-political innovation themes look like hot news and 
therefore picking up the obligatory odd science, tech-
nology or culture innovation item assumes a somewhat 
haphazard character. The stories become illustrations 
of sorts, like the equally obligatory small happy human 
interest item on MTV3 news just after the weather fore-
cast. This is sad, for TV is such a strong medium that it 
could be an important channel of innovation information 
if it just were used for that purpose.

3.12 Innovation Journalism and Population 
Ageing – case Aamulehti

The economic impact of rapidly ageing population 
in Europe has been a public concern in recent years. 
According to many estimates population structure in 
Finland is changing even earlier than in most European 
countries. In 2030 about 31 per cent of the Finnish popu-
lation will be over 60 years old. The number of very old 
(over 80 yrs) will double. This means a growing need for 
health care and welfare services at the same time as the 
dependency ratio is increasing. (Wallenius T & Hjelt M, 
2004, Luoma K et al. 2003)
Because ageing is an obvious challenge for Finnish soci-
ety, it was expected that there would be lots of journal-
istic discussion around the theme. From the innovation 
journalism perspective it was interesting to examine this 
kind of communal challenge, paying special attention to 
solutions and possible innovations presented in public 
discussion and alternative ways of addressing the theme. 
It was also interesting to study which people are talking 
about population ageing and how the issue is being de-
fined. Stories on population ageing were also observed by 
their nature of process: is ageing interpreted in a cultur-
al, economic, human, administrative or political frame. 
These frames are basic settings for interpretation.

3.12.1 Research data and method

Stories on population ageing were collected from the 
regional newspaper Aamulehti. The time period was 
between July 1 and December 31 2005. The number of 
stories on old people from various perspectives during 
the research period was substantial. About 9000 stories 
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contained the entries used; ageing, aged, elderly and old 
people and 225 stories with the population ageing theme, 
were selected for closer examination. Aamulehti had de-
voted ample space to stories on old people and the paper 
even had special senior-citizens´ pages.

Stories on work with the elderly or only old people were 
not included in the quantitatively examined research 
data unless they contained at least a hint of a more gen-
eral phenomenon of population ageing. However, these 
stories were considered to some degree in the qualitative 
analysis. The research method was thus both quantita-
tive and qualitative content analysis. Certain variables 
were coded in every story of the actual research data. 
These variables were:

Theme of the story
The section of the newspaper
Handling of the theme (problem-based or 
potential-based)
Geographical context (from international to 
local)
Sketching of theme as a process (e.g. political, 
economic, cultural etc.)
Theme actors and their numbers

1.
2.
3.

4.

5.

6.

Ordinary citizens chances to act in the theme 
(yes or no)
The role assigned to ordinary citizens
Possible disagreements about the theme
Parties to disagreements
Innovations presented in the theme (yes or no)
Is innovation mentioned (yes or no)
Character of innovations presented
Possible producers of innovations presented or 
demanded

3.12.2 Story themes and distribution

The research data examined showed that population age-
ing is clearly a phenomenon that permeates the whole of 
Finnish society. It was an issue that might emerge when 
talking about theatre audiences as well as strawberry 
farms and blood donors. However, in many stories there 
was just a passing mention of population ageing – it was 
background information to the principal theme of the 
story. Each story where population ageing was somehow 
mentioned was categorized by its main theme. Sometimes 
themes overlapped, but the dominant themes of the pop-
ulation ageing discussion are presented in Table 5.

�.

8.
9.
10.
11.
12.
13.
14.

Story theme Number of stories

Economy:

1. Entrepreneurship (e.g. change of generation, corporate acquisition) 9

2. Economic growth (e.g. competitiveness , education, top know-how) 9

3. Consumer behaviour (e.g. old people as consumers, possibilities of new entrepreneurs, future markets) 7

Services of old people:

1. Healthcare and welfare services (e.g. national agenda of social services, reformation of service 
charges, services given by non-profit organisations,  personnel resources in old people care, queuing for 
services)

25

2. Care of  family members (e.g. defaults and needs of economic aid) 9

3. Promoting independent living of old people (e.g.  home care services, growing need of elevator 
equipped houses)

20

4. Reformation of commune and service structure (e.g. productivity of public services, expansion of 
communal duties)

20

Work life:

1. Employment (e.g. old people in work life,  lack of manpower, need of foreign workforce, practices of 
labour market, employer fees, taxation)

34 

2. Pension (e.g. raising the pension age, pension saving, reformation of employee pension system) 13 

Technological innovations and solutions (e.g. proactive clothing, robotics) 5

Health and health education (e.g. way of life, prevention of illnesses, growing drug expenses, alcoholism of 
aged people)

24

Local themes (e.g. queues for old age home of Koukkuniemi, housing situation of old alcoholics, closedown 
of Takahuhti service center)

18

Population ageing in general (e.g. problem stated in subordinate clause, population forecasts,  population 
ageing problems of EU)

19

Others, (e.g. theater, art, public transport, values) 13

Total 225

Table 5: Story themes of population ageing discussion.
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Table 5 shows quite expectedly that mostly public discus-
sion dealt with services for old people: how healthcare 
and welfare services are organized, what administrative 
reforms are needed to ensure these services in the fu-
ture, how the independent living of aged people could 
be promoted etc. Besides the services, public discussion 
concentrated on employment; it was a single dominant 
theme in the population ageing discussion. According to 
the stories shortage of labor is already reality in many 
sectors of society: there is lack of cleaners, firefighters, 
hunters and the need for healthcare personnel will in-
crease by 50,000 in ten years. The next biggest theme was 
health and health education. In health education stories 
people were, for example, challenged to take better care 
of themselves. There were relatively few stories about 
technological solutions or the potential of population 
ageing for new entrepreneurs.

Stories of ageing were published throughout the paper 
(Figure 3�.). Besides the national news pages, the pro-
portion of stories on editorial pages and in the letters to 
the editor section is noteworthy. Both the paper and its 
readers were active on the issue.
Figure 3�
Geographically the majority (61 %) of the stories were 
placed in the national context. Nineteen per cent of the 
stories approached the theme from a local perspective 
and thirteen per cent placed it in the international con-
text. Seven per cent of stories were situated in a foreign 
context and they did not include any Finnish interface. 
Those stories covered, for example, how the Japanese 
car industry perceives population ageing as an oppor-
tunity and is developing new products for the disabled. 
Stories in the international context dealt mostly with 
common ageing problem of the European Union coun-
tries, Finland included. The question of Turkey possibly 
becoming an EU member was on the agenda and the 
Turkish labor force reserve was presented as an answer to 
European Union countries´ lack of manpower. However, 
the coverage of European Union level stories on the age-
ing phenomenon was quite superficial; it was mostly a 

sub-line or reference, the main story concentrating on 
political bureaucracy, Council arrangements etc.

3.12.3 Problem-based and consensus-seeking 
journalism

When analyzing the stories further, the variables showed 
clearly that population ageing in Aamulehti journalism 
was considered mainly as an economic, political and ad-
ministrative issue. About 60 per cent of the stories per-
ceived the phenomenon as an economic process.

The majority of the stories concentrated on the financial 
crisis of public economy and population ageing was very 
obviously handled as a problem. This problematic nature 
of ageing was largely taken for granted, as there would 
be a commonly known and endorsed consensus on the 
issue and it need not be further explained.

“The problem is incontestable. People are rapidly get-
ting old and you don’t need to enumerate the prob-
lems of population ageing any more. Those have been 
identified and acknowledged many times…” 21.12.05, 
editorial page, (translations by E.N.)

Stories with a problem-based approach dominated the 
research data. 45 per cent of the stories handled ageing 
foremost as a problem and only 13 per cent approached 
ageing proactively seeing it through opportunity frame. 
About 38 per cent of the stories comprised both perspec-
tives (problems & opportunities) and four per cent were 
neutral or simply gave the facts.

Most problem-orientated stories were those where the 
population ageing theme was perceived as a political pro-
cess. Stories with administrative and humane perspectives 
were also clearly problem-orientated. Opportunities and 
pro-activity were to be found in stories where the theme 
was defined as a cultural, human or economic process. 
Of the story actors, business world representatives were 
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most proactive and politicians and policy-makers were 
most problem-oriented.

This problem-orientation of politicians was not surpris-
ing, because certain “tardiness” is typical of politics. The 
political establishment is usually more reactive to crises 
than pro-active and adaptable to them. On average the 
political establishment reacts quite slowly even when 
certain future challenges are identified and presented 
to politicians. (Wilenius, 2006) As long as politicians are 
one of the central sources and objects of journalism, this 
problem-orientation quite naturally labels the public dis-
cussion - unless journalists themselves make the effort 
and challenge this problem frame.

Marja Pakarinen, who examined the newspaper discours-
es of old people in her master’s thesis, also found that the 
problem discourse is one of main angles by which old 
age is approached in the media. It has become such a 
self-evident part of policy-makers talk that the existence 
of the problem is no longer questioned. According to 
Pakarinen, the focus of the problem discourse is on econ-
omy, the causes of population ageing are not explained, 
the issue is defined by the experts, politicians and deci-
sion-makers and the solutions and actors responsible re-
main vague. Pakarinen wonders why the present public 
discussion concentrates on repeating how population 
ageing is a problem, although one cannot change the fact 
that people are getting old. She emphasizes that such a 
reiteration does not lead to any real action or solutions 
– thus the potential problems of old age should be de-
fined more concretely and in a way that enables solu-
tions. (Pakarinen, 2004)

Of course, there were also differing and less problem-fo-
cused opinions in the research data. Some stories pointed 
out that population ageing could be an opportunity for 
different enterprises and manufacturers only if they are 
adaptable and forward-looking. For example, a growing 
number of disabled people mean a growing demand for 
welfare services. Old people in the future will also be able 
and more willing to pay for these services. These stories 
presented old people as powerful consumers, not only as 
an expense, and pointed out that significant innovations 
can be found even outside the information technology 
and telecommunication cluster.

”It’s dangerous to think that seniors are like senile, be-
cause they are really sharp and have purchasing pow-
er.” 20.11.05, National news

“Domestic discussion has bogged down around the 
Nokia-cluster. Jorma Terentjeff reminds us that digi-
tality is not only cell-phones. He points out that Finland 
could do fine, if only it could see opportunities in old 
people.” 29.�.05, Economic news

“Puska, like professor Matti Rimpelä of Stakes who 
was also talking in the event, wondered why popula-
tion ageing is seen as a bogeyman.
- Puska wonders why people getting old is considered 
burden, even though it is an achievement.
- There is no evidence that the rise in healthcare expen-
diture comes from population ageing.
- In thirty years we have gained seven more years in 
life expectancy. And the number of healthy years has 
increased as much.” 19.10.05, National news

However, such challenging opinions were in a minority 
in the research data. Very seldom were they juxtaposed 
to the dominating ageing discourse or opposite opin-
ions, but presented separately. It seemed that there was 
a certain tendency to avoid disagreement and build up 
consensus stories: in 65 per cent of the stories examined 
there was no disagreement about the presented story 
theme between the story actors.

Consensus-seeking journalism or consensus develop-
ment has been considered quite typical for Finnish pub-
lic discussion. Uskali and Luostarinen (2006) write that 
Finnish public discussion culture is actually harsh to-
wards new and different openings and reject views that 
differ from the dominant line. New initiatives are thus 
very easily blocked out from the public discussion.

The coverage of Esko Aho´s debate opening was an ex-
ample of the possible existence of a Finnish consensus 
paradigm. Esko Aho of Sitra provocatively proposed 
in September 2005 that people who take good care of 
themselves should be rewarded by some kind of a bonus 
system, while people with unhealthy lifestyles should pay 
bigger payments for their health care. Aho asked who 
had courage to say that society cannot afford to take 
care of old people because lifestyle-related diseases con-
sume all the resources. In public discussion Aho’s notion 
was deplored and even compared to health-apartheid. 
Aamulehti commented in its editorial page: “One may 
expect that as influential a person as Esko Aho would 
have a serious solution, if he interferes in the problems of 
welfare society”. (3.9.05, italics added) Aamulehti used 
also the “Hitler-card” and Aho’s suggestion was furtive-
ly compared to 1930’s Nazi Germany. Even though one 
may think that Aho’s opinion is ethically untenable, it 
seemed that the goal of public discussion was to elimi-
nate this kind of opinion as soon as possible. A debate 
opening about an awkward issue was not desirable and 
Aho was challenged to give a wrapped and ready solu-
tion if he wanted to participate in public discussion.

Probably journalists do not consider journalism as con-
sensus-seeking at all. From their standpoint, journalism 
offers different opinions presented in different sections 
of the paper over a longer period of time. However, it 
is some kind of a journalistic fallacy that audience read 
journalistic products in the same way - as an entity. 
Interested readers may do active follow-up and obtain 
a diverse picture of the theme, but for average readers 
localising tensions between opinions and really challeng-
ing the dominant way of thinking is difficult, if there are 
not enough individual stories where ambiguous elements 
and opposite opinions are brought together. Stories with 
an edge, contradictions and tensions are also challeng-
ing the reader to participate in public discussion more 
than stories with consensus, harmony and conformity. 
(e.g. Kunelius, 2000) Although Aamulehti clearly tries to 
produce many-sided journalism about ageing, the major-
ity of stories give the dominant problem-framed picture 
of the issue.

3.12.4 Story actors and their roles

Stories of population ageing were also examined by their 
actors: who had the right and opportunity to define the 
theme in journalism? A quick glance at the distribution 
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of story actors (Figure 38.) shows that the whole spec-
trum of actors has been involved in the public discussion. 
Politicians and policy makers had the best opportunity 
to define the population ageing theme, but researchers, 
business world representatives and members of the pub-
lic have also had a say. The number of other actors is 
relatively high: this class contained stories where, for ex-
ample, journalists were actors with their own voice. As 
noted earlier (Figure 3�) about 20 per cent of the stories 
appeared on the editorial page and the paper itself took 
a stand on the theme, for example defending the mainte-
nance of certain local services for old people.
Figure 38
However, the number of actors does not tell the whole 
truth. For example, the number of ordinary citizens in the 

research data was relatively high, but many times their 
right to speak was somehow limited. It was quite usual 
that ordinary citizens were to be found in the caption: 
their picture was taken and some comments collected 
while other more prestigious actors dominated the story. 
Using ordinary citizens more as an illustrative element 
of the story than as actual definers of the theme is quite 
typical in journalism. Besides the captions, ordinary citi-
zens were to be found in the letters to the editor section, 
which does not have the same kind of journalistic status 
as actual stories.

Examining further the role positions and scope for ac-
tions journalism gave to ordinary citizens revealed that in 
42 per cent of stories journalistic reality did not offer ordi-
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nary citizens any opportunities to influence. Stories were 
built with ordinary people mainly as objects of political 
and administrative actions. They were hardly ever seen as 
creative problem solvers, let alone as innovators. About 
1� per cent of the stories left ordinary citizen some space 
to contribute or called them in to participate in the public 
discussion or decision-making process as electors. Stories 
where ordinary citizens had some influential power in-
cluded, for example, healthy way of life and its impact on 
the quality of life when people age. In 24 per cent of the 
stories ordinary citizens had both some chances to con-
tribute and no opportunities to participate. In 1� per cent 
of the stories it was not possible to determine if ordinary 
citizen had opportunities to influence or not. Figure 39 
(previous page) presents the role positions.
Figure 39

3.12.5 The character of the innovations 
presented

It was hypothesised that journalism of population age-
ing has to deal significantly with (social) innovations. 
Studying the research data confirmed this. Majority 
(almost 61 %) of the stories presented innovations or 
expressed a need for them. However, for some reason 
these innovations were not explicitly discussed in inno-
vation discourse. This means that these innovations were 
not consciously treated in public as innovations. (more 
in Chapter 3.4.) Although there have been arguments 
that innovation talk has been exploding in society and 
the term innovation has developed to be used not only in 
technological context, innovation discourse was not ap-
parent in the data at hand.

One indicator was simply the use of the term innovation, 
which signals a conscious connection to innovation dis-
course. The word innovation was mentioned only in five 
stories out of 225. Usually journalists quite eagerly write 
about social innovations, but according to this research 
data it may be that they deliberately avoid using the term 
innovation when popularizing things to a large audience. 

The other option may be that the innovative nature of 
social innovations is simply bypassed or unnoticed.

In quantitative analysis the character of the innovations 
presented were classified. Heiskanen (2006) argues that 
all innovations are somehow social in nature, because 
innovations automatically change common social prac-
tices. However, social and technological innovations can 
be differentiated: if the target of an innovation is clearly 
in technology it can be considered technological. The 
target of social innovation is a change of organizational, 
political, regulative (laws, constitution), administrative, 
normative (values, social norms) or cultural (cognitive 
frames and interpretations) structure. It is an innovation 
where the institutional structure changes and its capacity 
improves. (Heiskanen, 2006, 205)

In this study innovations were categorized as social, tech-
nological, economic, cultural, administrative, and others.
Figure 40
As Figure 40 shows, administrative and economic innova-
tions dominate the research data. In the public discussion 
the answer to the ageing problem was mainly expected to 
be found in the re-organization of existing resources and 
reform of the municipal and service structure was one of 
the main innovations presented. The number of cultural 
innovations was fractional. The number of technological 
innovations was also perhaps rather lower than expected, 
because independent living of old people promoted by 
new technology has been presented as a solution in many 
other connections. In this data there were some stories 
dealing with pro-active and intelligent technology used in 
old people´s clothing, but those stories were only few.

As administrative and economic innovations dominated 
the data, quite predictably politicians and administrative 
decision-makers were the actors to carry them out (Figure 
41). However, not nearly all the stories presented actual 
innovations, but expressed a need for them. Hence sur-
prisingly few innovations were awaited from researchers 
and other specialists. Expectations of business world rep-
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resentatives were also low compared to politicians and 
administrative personnel. Ordinary citizens and workers 
were taken as co-producers of innovations in the stories 
where a collective value or attitude change was claimed, 
but they hardly ever performed as active co-innovators 
or co-producers of knowledge. In the journalistic public 
discussion the challenge of population ageing was thus 
expected to be resolved by the actors who are – accord-
ing to this research data - less proactive and future- and 
opportunity oriented: politicians and administrative 
decision-makers.
Figure 41

3.12.6 Summarizing the population ageing 
discussion in journalism

According to the research data, the population ageing 
discussion in Aamulehti was quite typical journalism 
where prestigious, elite sources speak over ordinary citi-
zens and workers, where the administrative and politi-
cal establishment is a main source and object of journal-
ism and the ageing phenomenon is discussed through 
a strong and self-evident problem-frame. The problem 
of population ageing is reiterated in public discussion, 
even though it is useless: one cannot change the fact that 
people are getting old – in order to change something or 
find real solutions, the problem should be more critically 
re-defined in journalism. A strong problem frame may 
hinder seeing new and alternative solutions.

Pakarinen takes the view that the problem of public dis-
cussion is its tendency to approach old people and ageing 
too abstractly. When constantly writing about the prob-
lem of population ageing, journalism does not reach the 
concrete problems of old age. The stories dealing with 
the sexuality of old people, their everyday experiences 
of old people´s homes, the consequences of long service 
queues etc. are lacking. (Pakarinen, 2004)

It also seemed that journalism on population ageing was 
more reactive than future-orientated. Even though the 

goal of reform of municipal and service structures and 
other social innovations presented is in the future and 
social innovation stories tend to have more clear future 
orientation than technological innovation stories, jour-
nalism itself does not dare to look very far, but acts in 
the time-scale defined by its sources. In addition journal-
ism seemed to be quite consensus-seeking. Stories where 
contradictions and tensions are deliberately juxtaposed 
in an understandable form are not very common. Thus 
there is a desperate need for alternative perspectives and 
angles to make the public discussion more alert, innova-
tively encouraging and proactive.

The stories that mentioned the population ageing phe-
nomenon were classified quantitatively and they com-
pose a dominant or decision-making discourse of popu-
lation ageing. Besides this dominant population ageing 
discourse, there were also other stories about old people, 
and these were qualitatively observed. In these stories 
the population ageing phenomenon was not mentioned. 
When contemplating the content of these other stories, it 
seems that they formed - at least to some extent - alterna-
tive discourses of ageing.

Figure 42 (next page) illustrates that while the domi-
nant discourse accentuated old people’s dependence on 
public services, nurture and care, made them mainly re-
source consuming objects and focused on problems, the 
other discourses presented active old people, engaged 
with activities, who may be single and date, go danc-
ing, do voluntary work, organize flea markets – these 
are the people who are consuming and buying services 
etc. Although the dominant discourse presented also 
some stories where, for example, consumer potential of 
old people was apparent, alternative discourses clearly 
emphasized the resources, opportunities and social po-
tential of the aged. Besides demonstrating active gran-
nies with purchasing power, the alternative discourses 
reminded readers about values like shared responsibil-
ity and importance of communality. They presented old 
people as somebody’s grandparents, war veterans and 
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citizens whom we should respect. These all are attributes 
which barely come up in the discussion of the population 
ageing phenomenon.
Figure 42
Altogether the public image of old people seems to be 
very dualistic: first there is the dominant discussion on 
deterioration and problems and then the alternative dis-
cussion which emphasizes the positive and even romantic 
opportunities of ageing. For example Vakimo (2001) and 
Halonen (2002) have both found that this kind of dualism 
is typical both for journalism and research on old people.

Halonen states that (especially) ageing (of women) is 
very much unvoiced issue in journalism. An ideal type 
of present media publicity is an active young consumer 
who expresses himself and because of that old age is also 
presented more often as the time period of freedom and 
resources. This kind of discussion wants to overcome the 
challenge of ageing and the solution is the super-young 
and active anti-old, who never needs to confront the real 
problems of ageing. (Halonen, 2002) The public discus-
sion also reproduces other stereotypes of old people: one 
is the wisdom of the aged. Old men especially are ex-
pected to be able to give very profound answers about 
life and existence. This discourse of wisdom is often 
used with reference to ageing workers and how their 
experiences could be passed on to younger generations. 
(Vakimo, 2004)

These stereotypical pictures of old people were also 
present in this research data. However, these angles of 

old people give better opportunities to localise needs 
and places for innovations than the dominant discourse 
of misery and problems alone. Even now alternative dis-
courses presented clear social innovations, which are left 
to be discussed and evaluated with no connection to the 
decision-making discourse of population ageing.

For example, there were news about an internet ser-
vice of grandmothers (Verkkomummo), developed in 
Hämeenlinna (AL, 8.8.05, 9.8.05). This grannie web 
service is a virtual meeting place for grandparents and 
children and it is an example of a social innovation that 
creates new social practices with the help of new tech-
nology. Verkkomummo also made headlines in the in-
ternational media. Verkkomummo is an example of how 
social innovations are easily bypassed and excluded from 
the decision-making discourse of society. They are often 
covered in the media with enthusiasm, but not necessar-
ily seen trough their full potential. Especially in the dis-
cussion of ageing associated with resources, stories were 
perceived mainly through a human-interest frame: they 
were warm and often contained some humorous aspects. 
A risk of this warmness is that the story actors and theme 
itself are not taken so seriously.

Overall, if these different discourses of old people do 
not meet in public, fuse together and no dialogue is built 
between them, viable proposals and solutions are not 
necessarily identified and not nearly all the resources are 
utilised in the societal decision-making.

Dominant discourse 
of population ageing : 
focusing on problems

”…enormous healthcare expenditure…”

”…alternatives have run short…”

”…high noon for finland…”

Alternative discourses of ageing : 
highlighting resources and values

Elderly as  
social capital

”…carriers of silent 
information…”

”…consultants and 
voluntary workers…”

Elderly as  
buying power

”… customers and 
enthusiasts…”

”… modern singles…”

Elderly as grandparents and veterans

”… new  communality…”

”… taxpayers and citizens…”

”… joint responsibility…”

Figure 42. Dominant and alternative discourses of ageing.
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The main actors in innovation journalism are the jour-
nalists – as shapers of innovation content in the media, 
and innovators and innovative enterprises – as sources of 
information. The communication between these two par-
ties greatly affects the quality of media content. For a 
better understanding of the elements that affect innova-
tion coverage in the media and to understand the role 
journalists and entrepreneurs play in the formation of in-
novation content, a group of journalists and business 
world representatives were interviewed. Altogether 20 
semi-structured interviews were conducted during au-
tumn 2005.18� Here italicized quotations of interviewees 
are presented anonymously.

4.1 Challenges of journalism according 
to journalists

The journalists interviewed came from the same media 
that were examined in primary content analysis. Most 
of them had several years` experience in journalism, but 
some had joined the profession only a few years earlier.

The interviewees were asked
how they deal with innovations
what the challenges of innovation coverage are
when they consider innovations as newsworthy

The interviews did not focus only on innovation cover-
age, but dealt widely with journalistic work practices. 
During the research period the journalists were not so 
familiar with the concept of innovation journalism and 
it was not appropriate to let a new concept dominate the 
discussion, but to access the practises and conventions 
that affect innovation coverage. Innovation journalism 
was therefore usually raised at the end of the interviews.

18� Interviewed innovators were: Timo Veromaa / Biotie 
Therapies, Jussi Laakkonen / Bugbear Entertainment, 
Hannu Eskola / Digitaalisen median instituutti, Anneli 
Soppi & Markku Mäkinen / Finnvera, Mika Koivula / 
Fogscreen, Tomi Anttila/ Hydrocel, Pirjo Koivukangas / 
Onesys, Jarmo Hyökyvaara / Smartum, Jonne Castren / 3 D 
Arts, Juha Rytkönen / � days academy

 Interviewed journalists were: sub-editor Kirsikka Saari 
/ Anna, economics reporter Olavi Koistinen / Helsingin 
Sanomat, science reporter Timo Paukku / Helsingin 
Sanomat, national news reporter Matti Huuskonen / 
Helsingin Sanomat, managing editor Antero Mukka / 
Helsingin Sanomat, technology reporter Janne-Pekka 
Manninen / Kaleva, editor Jari Lindholm / Seura, reporter 
Raili Leino / Tekniikka ja talous, managing editor Kauko 
Niemi / Tekniikka ja talous, economics reporter Olli 
Lindqvist / Yle, television news.

•
•
•

4 The roles of journalists and entrepreneurs  
in the formation of innovation content

4 The roles of journalists and entrepreneurs  
in the formation of innovation content

These interviews revealed certain attitudes and precon-
ditions of journalistic work that affect media innova-
tion coverage. The interviewees themselves were able 
to identify some challenges that affect the formation of 
innovation content. Others were connected to common 
work practices and the tacit conventions of journalism. 
Journalists accept these conventions when they adopt 
their occupational identity.

4.1.1 Enterprise-oriented and paradoxical 
journalism

Generally the journalists considered innovations to be 
relatively significant news topics. However, the under-
standing of the concept was quite narrow. Most of the 
journalists considered innovation to be a novelty or dis-
covery (see Nordfors et al. 2005, 15) and placed it will-
ingly in a technological context. They did not consider 
the subject to be so important that special innovation 
journalistic sections in mainstream newspapers should 
be developed. Nor did they believe that there would be 
a need for regularly produced innovation stories done by 
several special reporters together.

“I don´t see so much call for it. It may drop between 
the sections in newspaper. —I imagine that it is not 
so highly valued, that this kind effort would be made. 
Presenting novelties is not as essential a part of the 
newspaper as to require an expert group to produce 
stories like this. And on the other hand, if a single jour-
nalist would do a story that tries not only to present an 
innovation, but also cover the costs, ethical aspects etc., 
he must be experienced or work enormously. –Thus it 
has to be an exceptional or somehow fundamental in-
novation. Not just any technical innovation. It should 
be connected to big principal questions.”188

Some journalists also expressed a slightly suspicious at-
titude towards the concept of innovation. They consid-
ered the concept as hackneyed; it is often used without 

188 ”En mä nää sillä ihan hirveesti kysyntää. –Se saa niinku 
pudota sinne osastojen väliin.—Mä kuvittelen, että sitä ei 
arvosteta niin paljon, että siihen vaivannäköön ryhdyttäisi. 
Että uutuuksien esittelyä ei pidetä kuitenkaan niin oleel-
lisena osana lehden sisältöä. Että sen takia perustettas mitään 
ryhmiä tekemään tämmösiä juttuja. Ja toisaalta yksittäisen 
toimittajan hommiks semmonen, että yhtä aihetta käsiteltäis 
tavalla, että esitellään mikä tämä innovaatio on ja sitten 
yritettäis tämmösiä hinta-/ kustannus… ja sen jälkeen pohdi-
taan vaikka siihen liittyviä eettisiä aspekteja, niin siinä pitää 
olla kokemusta usealta toimittamisen osa-alueelta tai sitten 
tehdä yksittäistä juttua varten hyvin paljon työtä. –Kyllä sen 
sillon täytyy olla aika poikkeuksellinen, jollain tavalla peri-
aatteellinen innovaatio. Mikä tahansa tekninen keksintö niin 
ei. Jos siinä on suuria periaatteellisia kysymyksiä mukana.”
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substance or real content. Constructing a dual concept 
- innovation journalism - did not reduce their scepticism, 
on the contrary. Innovations and innovation journalism 
linked easily to negative associations. This background 
attitude is the first challenge to be noticed when devel-
oping innovation journalism thinking among journalists. 
(see also Spachman, 2006)

“Innovation journalism awakens a counterreaction 
in me. A fine new word is developed needlessly. And 
on the other hand it arouses an image of very strictly 
defined sector of journalism. It deals only with in-
novations and there aren’t so many innovations in 
the world, even though the manufacturers hype them 
enormously.”189

A partial explanation for this suspicion among journal-
ists may be that they considered innovation reporting 
challenging, even difficult - and an ironic or dismissive 
attitude is often used as a protective measure against 
difficult issues. The journalists found innovation report-
ing challenging because innovations retail so many un-
known qualities: one cannot foresee their influences, the 
concrete purposes of their use may lack and they may 
collide with the expectations of the audience. It is there-
fore hard to find the right time to write about them. (see 
Zerfass, 2005, 21)

The journalists thought that the key function of journal-
ism is to evaluate innovations correctly; to place them in 
the right context and scale. The consequences of an inno-
vation are crucial: economic development, everyday life 
of individuals, employment etc. (see Spachman, 2006) 
In order to evaluate innovations journalists need a large 
amount of background information; they must interpret 
the jargon of specialists and see through the PR inten-
tions of entrepreneurs. Globalisation and the expecta-
tions of examining innovations in a global context make 
the work even more difficult. Journalists estimated that in 
innovation coverage the degree of difficulty of the work 
decreases very slowly. Many of them still remembered 
the 1990´s hype about new technology and economy and 
therefore some of them preferred to be moderate and 
even cautious rather than take needless risks of exciting.

The challenges of innovation reporting and the cautious 
attitude of journalists may cause a certain paradox for 
innovation coverage in journalism. Traditionally journal-
ists try to find scoops, to be the first to write exclusive 
stories, but one journalist stated that being the first to 
write about innovations is sometimes avoided. The other 
journalist added that it is actually safer to write about 
issues that have been reported before. For journalism 
these statements are not very flattering, but reveal the 
fact that news is not necessarily news at all, but recycled. 
Journalists follow the work of colleagues closely, search 
for subjects in other media, lean on each other when 
making the publishing decisions – overall, the interde-
pendency of media is considerable.

189 ”Innovaatiojournalismi herättää mussa sellasen vastareak-
tion, että siinä on keksitty uus hieno sana, jollekin täysin 
tarpeettomasti. Ja sitten toisaalta herättää sellasen mielikuvan, 
että aika tarkasti rajattu journalismin alue. Se käsittelee vaan 
innovaatioita, kun oikeesti niitä ei niin kauheesti maailmassa 
ole, vaikka kaikki valmistajat hypettääkin ihan hurjana.—”

“If some semi-interesting issue is taken into a subject, 
it’s easily a subject later on. While the other at least as 
interesting subject never gets in the agenda. Many times 
we ask if we have reported this before. If we haven´t, 
it’s not so bad not to do it now.”190

Because there is a certain threshold for a new innovative 
issue to get onto the agenda, it is not surprising that me-
dia coverage of innovative enterprises concentrates on 
big and listed firms and prestigious actors. The primary 
focus is on largest business, known experts and gurus 
and the coverage of small and medium-sized enterprises 
(SMEs) or start-ups is more coincidental.

Thomas Frostberg, who studied the innovative start-up 
coverage of Berlingske Tidende, Dagens Nyheter and 
San Francisco Chronicle, found that 68–83 per cent of 
articles in these newspapers dealt with listed companies. 
Only a handful of newspaper articles dealt with start-up 
companies. (Frostberg, 2006, 105)

The journalists interviewed for this study agreed that it 
is a challenge for journalism to find new sources, experts 
and to cover more small and start-up firms. Too often 
journalism concentrates on big companies, partly be-
cause it is easy to rely on their ready and functioning PR 
organizations. SMEs seldom have as professional com-
munication departments and they do not issue slick press 
releases. Journalists wished that SMEs had more active 
communication policies, if they want more publicity.

The tendency of journalists to avoid risks may also favor 
big enterprises. Big companies with elite executives are 
important to stakeholders and journalists do not have 
to explain why they write about them. These companies 
have proven to be newsworthy. Frostberg states that it is 
hard for journalists to know the right time to write about 
start-ups. How can a journalist present the story to the 
reader if the product launch will only happen after sev-
eral years? (Frostberg, 2006) To evaluate which are the 
interesting SMEs or start-ups, journalists also have to go 
through a huge number of enterprises and it takes extra 
work to understand what they are doing. The journalists 
interviewed considered this evaluation relatively labori-
ous, which is hard to reconcile with the daily routine.

“There is a cultural difference, they (SMEs) are reluc-
tant to communicate and publicise their activities. They 
are somehow modest and they do not have experts or 
PR organizations and so on. We always hear from 
them in a roundabout way, someone tells that there is 
a smart outfit in the heart of Savo. It’s not like big en-
terprises and listed companies, which are obligated to 
communicate. Their activity is very structured. So in 
the daily rush it is human. It is darn troublesome if you 
have to go and drive Highway Four, knock on doors 
and ask what cracking things you are doing.”191.

190 ” Jos joku semi-kiinnostava aihe otetaan aiheeksi, se on 
helposti aiheena myös myöhemmin. Kun taas jokin vähintään 
yhtä kiinnostava aihe ei koskaan pääse siihen tasolle. Monesti 
kysytään, että onko me tehty tästä aikaisemmin. Jos me ei olla 
tehty siitä, ei ole hullumpaa olla tekemättä nytkään.”

191 ”Siinä on semmonen kulttuurillinen ero, että ne on hyvin 
väkinäisiä tiedottaan ja kertomaan asioista. Niinku jotenkin 
vaatimattomia ja eikä niillä ole asiantuntijoita, eikä tiedotus-
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Overall, the journalists themselves reported that in in-
novation coverage journalism concentrates too much on 
(big) enterprises and the proportion of explorative or 
“phenomenon radar” type of journalism - independent 
evaluation of occurrences and their consequences - is too 
small. The usual explanation for this was lack of resourc-
es, mostly time.

4.1.2 The influence of work practices and 
conventions

The previous chapter already implied that journalistic 
conventions affect how and when innovations are cov-
ered in the media. For example, journalists considered 
reporting start-ups not only to be laborious, but hard to 
place on the agenda if, the product launch had not hap-
pened yet. It indicates that according to present news 
criteria product launch is easily defined as newsworthy 
while an interesting actor, its long-term activity and fu-
ture prospects are not necessarily so.

In the interviews the journalists were asked more closely 
how news criteria affect the innovation content of the 
media. It was interesting to note that news criteria were 
so automatically adopted and followed that in the inter-
views some journalists could not name any of the news 
criteria used. Every day decisions are many times made 
based on intuition.

“Making news criteria explicit would be quite awk-
ward. Because it is based on…well the editor of MTV 
used a fitting word “intuition” of the tsunami report-
ing. The decision to send Kari Lumikero there was 
based on intuition. That is basically what the making 
of a newspaper is all about.”192

Although journalistic intuition is valuable for locating 
weak signals, it could be useful if explicit news criteria 
were also debated in newsrooms. First of all, automatic 
decision-making may produce unquestioning journal-
ism, where the impacts of other media actors increase 
imperceptibly. On the other hand, developing news cri-
teria and journalism is relatively hard if journalists are 
not fully aware of present practises.

The interviews indicate that there may be a need to de-
velop and articulate news criteria. The present criteria 
may be too restrictive for covering long-term develop-
ment, monitoring trajectories and reporting change. Re-
thinking of news criteria is needed because particularly 

organisaatioita, eikä muuta. Ne sitten melkein poikkeuksetta 
tulee jotain kiertoteitä, että kuullaan, että tämmönen fiksu pu-
tiikki on tuolla Savon sydämessä. Se ei oo semmosta niinku 
isot yritykset ja pörssiyritykset, joilla on jo tiedotusvelvol-
lisuus olemassa. Se on niin strukturoitua niiden toiminta. Että 
siinä päivän sählingissä ja kiireessä se on sitten inhimillistä. 
Se on hiton työlästä jos sä lähdet tota nelostietä ajaan ja kol-
kutteleen ovia ja kysyyn mitäs hienoa teillä tehdään.”

192 ”Uutiskriteerien uloskirjoittaminen olis aika hankala juttu. 
Koska sehän perustuu—toi Maikkarin päätoimittaja käytti 
mun mielestä osuvaa sanaa intuitio, mitä se käytti tsunamista, 
minkä takia ne Lumikeron Karin lähetti sinne, se perustui 
intuitioon. Niin siitähän tässä on pohjimmiltaan koko lehden 
teossa hyvin pitkälti kysymys. –”

change is typical for today’s innovation-based economy 
and society. The journalists stated that a breaking news 
phenomenon – same-day hard news - is needed to pub-
lish the story. Simply following the development or giv-
ing background information is not necessarily enough, 
regardless of how important or interesting it would be.

“It feels that you always have to motivate the story with 
the present time phenomenon… You have to have a 
fresh news phenomenon to tell background informa-
tion.This is sometimes even weird, because background 
stuff is many times the most read content. – People do 
not know that this is no longer news in journalistic 
terms. They would appreciate it if someone could con-
dense a long trajectory into a compact story.”193

Because journalism lives so much for the moment, it is 
relatively hard for it to remain connected to the past and 
orientate towards the future. The journalists interviewed 
reported that on average future policies are made in 
one year in advance - which is a relatively short time. 
With certain exceptions, follow-up practises were often 
inadequate: common practices were not necessarily cre-
ated, but individual journalists were responsible for the 
follow-up – if they remembered to do that. The result 
is quite often a journalistic culture living from hand to 
mouth.

“We should have more planning. The principle has 
pretty much been from hand to mouth - what comes 
across. During the last couple of years we have tried 
to develop a plan for the leading story – that we would 
know a couple of months before that we are going 
to write a leading story about this issue. And it has 
worked pretty well. –But it takes an effort. – Many 
times somebody in this office may come to me and say, 
hey, you wrote about this a year or five years ago, how 
is it now? But we are not organized in this. Maybe you 
should do a work list for yourself; check this out. But 
very easily fresh daily subjects just go by.”194

Instead of common follow-up practices most newsrooms 
had authorised journalists to specialize in certain topics 
and do the follow-up independently. Specializing and 
thus acquiring more expertise was considered important 
especially when writing about innovations. However, 
some journalists also believed in general reporters and 

193 ”Tuntuu siltä, että pitäis aina motivoida nykyhetkellä se, että 
voitais kertoa. Syy kertoa vaikka jostain taustoista, niin pitäis 
olla jokin tämän hetkinen uutisilmiö, jotta me kerrotaan se. 
Mikä on sikäli aika kummallista, koska usein tuntuu siltä, että 
taustat ja tällaset on luetuimpia asioita. –Mikä ei niinku jour-
nalismin käsittein ei enää oo uutinen, niin ihmiset ei kuiten-
kaan tiedä sitä. Tai arvostais, jos joku kiteyttäis kehityskaaren 
tiiviiksi jutuksi.”

194 ”Pitäisi olla enemmän kuin on. Aika paljon tää on mennyt 
kädestä suuhun periaatteella - mitä tulee vastaan. Viimisinä 
vuosina on yritetty kehittää lehden lähtöjutulle suunnitelma, 
että tiedettäs, että tosta aiheesta tehdään lähtöjuttu. Ja se on 
saatu toimimaan suht hyvin. Se vaatii ponnisteluja. –Mulle 
henkilökohtaisesti käy usein, että joku muu täällä toimituk-
sessa saattaa tulla, että hei sä kirjotit tästä vuosi sitten tai viisi 
vuotta sitten, mitähän tälle nyt kuuluu. Mutta meillä ei oo 
sellasta järjestelmällisyyttä siinä. Ehkä pitäis tehdä itselle täm-
mönen työlista, että tsekkaa tämä. Mutta siinäkin käy helposti 
niin, että päiväkohtaset, jotka on tullut eteen ajaa helposti 
ohi.”
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pointed out that the world as a whole cannot be divided 
into follow-up sections: some grey or not so intensively 
covered areas may remain between them.

Some journalists were even able to localise some grey 
areas of innovation coverage in their own publications. 
Many of them thought was that innovation coverage 
is very heavily concentrated on information technol-
ogy – partly because enterprises in this field have active 
communication policies and it is also considered more 
appealing subject than traditional industries. Medical in-
novations as well as those of agriculture are easily for-
gotten. Journalists described newsrooms as a relatively 
democratic working environment: a single journalist has 
good chances of getting his own story idea published. A 
flip side of this democracy - along with the defaults of 
common follow-up practises - is that the interests and ef-
ficiency of an individual reporter may affect how well a 
certain area is covered.

“Because of this technological development we are 
heavily concentrated on information technology. Its 
proportion is larger, for example, than the proportion 
of the metal or the paper industry. For example, the 
metal industry, a lot of things are happening there too 
and it is a big industry in Finland. And then there is 
biotechnology, but that is a difficult pattern: to under-
stand it and then it is quite astray at the moment. But 
these basic industries: metal, forest – they are not such 
sexy subjects…”195

Overall, newsrooms, like many other work communities, 
have a large amount of tacit knowledge: they socialise 
workers into a common mode and everyday practices are 
followed without questioning. Newsrooms have tried to 
develop their future policies as well as follow-up prac-
tices, but still a lot of calculated elaboration and supervi-
sion development remains to be done.

4.1.3 Innovation coverage affected by 
professional identity

One of the basic ideas of innovation journalism is to pro-
duce future-oriented journalism. (see chapter 2.�.) The 
traditional role of journalism of reporting events is not 
enough in a situation where societal, economic and tech-
nological change is constant and rapid.

Innovation (or simply good) journalism anticipates what 
is going to happen: today´s weak signals should be rec-
ognized and ideally different future scenarios built on 
the basis of those signals. Innovation journalism should 
discover the consequences of the issues reported. And it 

195 ”Kyllähän meillä tästä tekniikan kehityksestä tällä hetkellä 
johtuen niin vahvasti tää tietoliikenne, tietotekniikkaa on 
suhteessa enempi kun esimerkiksi metallisteollisuutta tai 
paperiteollisuutta. Esimerkiksi metalliteollisuus, kyllä siel-
läkin tapahtuu koko ajan paljon ja se on joka tapauksessa 
Suomessa iso teollisuuden alue. Sitten biotekniikka on, se on 
aika vaikea kuvio kaiken kaikkiaan. Ymmärtää plus sitten 
se, että se on niin haparoivaa tällä hetkellä. Mutta ihan nää 
perus-, näissä perusteollisuudessa, metallissa, metsässä, niin 
siellä ei oo niin paljon niitä seksikkäitä asioita.”

should be able to explain more clearly how people could 
participate and influence matters. (Kunelius, 2000)

Or as Sandred (2006) put it: “Informing society about 
innovations is a pretty straight-forward journalism. 
Covering innovation’s influence on society is a different 
matter.” The latter is the goal of innovation journalism: 
trying to reach and make the change and its effects vis-
ible. Coverage of change is not necessarily achieved only 
with the help of traditional journalistic practices, but also 
by utilising the methods of future research.

An important factor when developing (innovation) jour-
nalism is to examine how journalists themselves perceive 
their role or the role of journalism in society. Are they 
fully aware of their impact or potential in societal devel-
opment or do they simply consider the function of jour-
nalism to be traditional communication - reporting news 
that has already happened? Not only work practices but 
also the general assumptions of the functions of journal-
ism affect the innovation coverage in the media.

Interviews with the journalists revealed that the role of 
journalism in the context of power, responsibility and in-
fluence is a contradictory issue. The journalists agreed 
that journalism somehow affects the future development 
of society. For many journalists their professional iden-
tity was based on this opportunity to exert influence. 
Influencing makes the work meaningful.

“By doing this work you can influence on the devel-
opment of society - to some degree at least. You can 
tell what is happening in Finland at the moment and 
reveal things perhaps even to decision-makers. And 
by doing this you can influence – not with your own 
opinions or ideas, but with facts – on how the world is 
constructed.”196

However, journalists did not consider their opportunity 
to influence considerable – even though these journal-
ists represented the principal newsrooms of the Finnish 
media. They estimated that the chances of an individual 
journalist are limited because the modern media envi-
ronment is fragmented into many alternative sources.

Another interesting topic was that considering explicit 
influencing. Many journalists emphasized that influenc-
ing is first of all telling the facts – not opinions or one´s 
own ideas – and the voice of the journalist should be 
filtered out from the story. They agreed that choosing 
sources and giving them space is already influence and 
admitted that at least in some cases they would deliber-
ately favor particular sources and limit the space of oth-
ers to promote certain views. When talking about them-
selves, journalists admitted their aspirations to influence 
- even though it included a certain double standard: this 
ambition should not be visible or readable in the story 
and news should be superficially neutral. Only one in-

196 “Tällä työllä pystyy vaikuttamaan mihin suuntaan ympäröivä 
yhteiskunta kehittyy. Ainakin jossain määrin. Paljastamalla, 
kertomalla mitä Suomessa tänään tapahtuu ja paljastamalla 
kenties asioita, jotka on ollut päättäjillekin huonommassa 
tietoisuudessa ja mitä myötä vaikuttaa sitten – ei omilla mie-
lipiteillä tai käsityksillä, vaan faktoilla – siihen miten maailma 
rakentuu.”
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terviewee stated that sometimes it would be good if the 
opinions of journalist were expressed in the story:

“It’s kind of fairer, because the writer has some opin-
ion anyway. A standpoint anyhow. Even though it 
would not been very clear or promoting something, 
the story has been written by someone. In some stories 
it could be a good alternative to write these out, so the 
reader could conclude if he agrees or disagrees with 
them. The most disgusting stories are those where the 
opinion is present and it is damned strong, but it is con-
cealed with all the authority.”19�

The question of influencing became even more difficult 
when discussing the functions of journalism. The inter-
viewees seemed to attach to journalism more ideal attri-
butes than to themselves as producers of this journalism. 
The basic role of journalism was considered to be pure 
communication. Although the interviewees thought that 
the opinions of a journalist are already there where the 
angles and sources are selected, they still seemed to be-
lieve in the possibility of certain objectivity in journalism. 
The answers reflected a balancing act between impartial 
journalism that is able to observe society as an outsider 
and participative journalism that intensifies values and 
creates new meanings.

At the end of the interviews the journalists were asked 
if the role of journalism could be that of promoting the 
Finnish innovation system – or what the role of jour-
nalism should be in the Finnish innovation system. The 
question was a slightly provocative and perhaps some-
what misleading, but the answers reflected not only that 
the journalists do not like to be used for any PR purposes 
but also that journalism was first of all conceptualized as 
an impartial actor mediating information.

“Journalism does not exist to promote anything. 
Journalism is about mediating information. Its duty is 
not to support anything. Or to attack anything. I don’t 
think journalism could promote that (the Finnish in-
novation system). –This notion assumes that journal-
ism is taking attitudes, pronouncing judgements, mak-
ing choices, encouraging or promoting. But these are 
not the tasks of journalism. The role of journalism is to 
mediate information.”198

19� ”Se on tavallaan musta paljon reilumpi meininki, koska 
sillä kirjoittajalla joka tapauksessa on joku mielipide. Joka 
tapauksessa joku näkökulma. Vaikka se ei olis selkeä, eikä 
se ajais jotain asiaa. Niin siitä huolimatta se on aina jonkun 
ihmisen kirjoittama se teksti. Joissakin jutuissa ainakin 
toisinaan se vois olla ihan hyväkin vaihtoehto kirjoittaa sinne 
suoraan, että lukija vois sieltä itse päätellä, että onko se samaa 
mieltä vai eri mieltä. Eniten inhottaa, että mielipide on ja se 
on hemmetin vahva, mutta se tavallaan puetaan kaiken sen 
arvovallan muotoon.—”

198 ”Ei journalismi oo olemassa edistääkseen yhtään mitään. 
Journalismi on olemassa välittääkseen tietoa, ei sen tehtävänä 
ole tukea mitään. Tai hyökätä minkään kimppuun oikees-
taan. Jos niikseen tulee. Mun mielestä ei voi olla journalismin 
tehtävä tukea jotain tollasta. —Se käsitys journalismista 
tuntuu sillon olevan se, että se antaa tuomioita tai että se 
tekee valintoja tai että se ottaa kantaa tai se rohkaisee tai se 
kannustaa. Mutta kun se ei ole oikeesti journalismin tehtävä. 
Journalismin tehtävä on välittää tietoa.—Asian ajaminen ei 
musta kuulu journalismiin.”

“I don’t think our duty is to promote anything. It’s 
revealing to work here, because you don’t even have 
to have that regional mission – promote the issues of 
Tampere region, Kymenlaakso or South-Karelian in 
the news. This gives freedom to do things that are valu-
able in journalism, without trying to grease the wheels 
of some sectors of society.”199

When asking the journalists the possible role of journal-
ism in the Finnish innovation system, only one journalist 
remembered the traditional watchdog role of journalism 
and started to emphasize the importance of critical jour-
nalism for the Finnish innovation system.

Innovation journalism emphasizes that journalism is a 
central actor in the innovation system, affects the societal 
processes and it should be aware of its influence. If jour-
nalists would adopt the conscious role of co-composers 
of the future, they would have to take clearer positions 
on the questions of power. Kunelius states that if jour-
nalism is considered as only reflecting the development 
of society - as an outsider - the conscious advancement of 
the profession is rather useless. The power of journalists 
should be recognized and it should be admitted that if 
journalists do not use power, someone is using it through 
them. (Kunelius, 2000)

4.2 Challenges of journalism according 
to innovators

The entrepreneurs interviewed came from small and 
middle sized enterprises (SMEs) that were somehow 
interesting from the innovation journalism perspec-
tive: they reflected the variety of SMEs, had had at least 
some media publicity and were able to talk about their 
experiences with the media. The media histories of the 
enterprises differed: there was one firm whose activity 
changed into real business after one published story in 
an economic paper. Another company had the opposite 
experience: after the media honeymoon the firm was de-
spised in public.

“At first we were the darlings of the media. Everything 
was absolutely positive. It was real adulation. –And 
then we collected lots of money that we burnt in the ex-
citement of getting listed. But these promises we could 
not keep led us to become a spittoon of the media. We 
were like a joke, nothing good came from us and every-
thing was bad. Then we did a big reconstruction and 
changed the management to cancel out the situation. 
And then we went forward again. At first we made ev-
ery mistake that it is possible to make. Now it is a long 
road back, to build the trust again. –We do not market 

199 ” Mun mielestäni meidän tehtävämme ei ole yhtään minkään 
asian promovointi. Se mitä pidän huojentavana seikkana 
esimerkiksi siinä, että on töissä --, on että ei tarvitse olla edes 
sitä maakunnallista missiota, että ajaa uutisjutuissakin juuri 
Pirkanmaan tai Kymenlaakson tai Etelä-Karjalan asioita. 
Että se antaa vapauden tehdä oikeasti sitä mitä katsotaan 
journalistisesti tekemisen väärtiksi, ilman että täytyisi olla 
ruiskuttamassa rasvaa jonkun yhteiskunnan osa-alueen 
pyöriin.”



70

ourselves actively at all. We want to achieve a more 
stable stage. We´d rather sit here and do things.”200

In addition to eight enterprises, some representatives 
of a research institute and a financial institution were 
interviewed.

In the interviews innovators were asked:
What they thought about innovation coverage in 
the media
How they communicated with the media about 
their own innovations
How important journalism and publicity was for 
innovators and the Finnish innovation system
What should be done to develop journalism and 
their own communication with the media

4.2.1 Small-minded and visionary level 
journalism

The innovators interviewed were relatively critical when 
they were asked about the innovation coverage in the 
media. In general they considered the innovation report-
ing small-minded. By this they meant that innovations 
are not contextualized, the line of business is not noted 
and the background information is deficient. As a repre-
sentative of a financial institution described this:

“Media coverage is a tremendously narrow area of 
the business. They only see what the entrepreneur 
wants them to see. And entrepreneurs somehow want 
to present the enormous potential and markets of the 
products. – They are writing like visionary level stories 
while the road from visions to reality may be tremen-
dously long.— Entrepreneurs want to tell success sto-
ries, readers want to read them and maybe journalists 
want to write them too. Everyone agrees that these are 
nice things to read on Sunday afternoon.—“201

Although the peak of new technology hype has passed, 
innovators still criticized media for its tendency to hy-
perbola. They felt that (especially regional) media gets 

200 ”Alussa me oltiin semmonen median lellikki. Se oli kaikki 
äärimmäisen myönteistä. Se oli tällaista oikeen hehkutu-
sta.—Ja kun kerättiin suuret määrät rahaa niin sitä sitten 
siinä pörssihuumassa poltettiin. Mutta nämä katteettomat 
lupaukset johti siihen, että firma joutui median sylkykupiksi. 
Tää oli tällainen vitsi, että eihän sieltä mitään tule ja kaikki 
on huonosti. Sitten tehtiin tämmönen iso rekonstruointi ja 
management vaihdettiin. Tilanne nollattiin sillon ja lähdettiin 
menemään uudelleen eteenpäin. Silloin aluperin me tehtiin 
kaikki mahdolliset virheet mitä voi tehdä. Nyt se on sitten 
pitkä tie se luottamuksen rakentaminen. –Me ei aktiivisesti 
markkinoida itseämme ollenkaan. Halutaan päästä stabii-
limpaan vaiheeseen. –Mieluummin istutaan täällä hiljaa ja 
tehdään asioita.”

201 ”Innovaatiojournalismi näkee hirvittävän kapeen alueen siitä 
bisneksestä. Ne näkee sen alueen minkä se yrittäjä haluaa 
tuoda julki. Ja yrittäjät haluaa jotenkin tuoda julki ne valtavat 
erinomaisuudet mitkä liittyy siihen tuotteeseen ja valtavat 
markkinat. –Että tämä on niinku visiotason asia mistä kirjo-
tellaan ja visiosta siihen realismiin voi olla hirvittävän pitkä 
matka. –Yrittäjät itse haluaa kertoo menestystarinasta, lukijat 
haluaa lukea sellasia ja varmaan se toimittaja haluaa kirjot-
taa. Kaikki on yhtä mieltä siitä, että se on mukavaa sunnun-
tai-iltapäivän luettavaa. ”

•

•

•

•

excited when there is a chance for a Finnish company 
to achieve international success. Innovators themselves 
rather hoped for realistic and moderate journalism, 
which does not promise too much.

The interviewees also criticized the media for those 
same aspects that the journalists had identified as their 
challenges. The innovators pointed out that the media 
concentrates too much on large enterprises and certain 
industries; journalism repeats a few angles and alterna-
tive perspectives on the news agenda are rare; the ability 
of the media to cover processes and long-term develop-
ment is also poor. Innovators did not understand the log-
ic of the media, but considered innovation coverage as 
haphazard. For example, a representative of a research 
institute claimed that the whole academic world is very 
much under-utilized as a journalistic resource and stories 
are incidental:

“They are like incidental stories here and there. They 
have no logic. If you talk about scientific projects, 
there is no order of preference. The level of the project 
can be whatever. It may be tremendously good or bad 
scientifically, or regarding its commercial possibilities. 
The stories are like a shotgun spray. If I want to send a 
message to the media it would be to find out the quality 
and the level of the project you write about…”202

One critical comment that was reiterated in the inter-
views was the incompetence of the Finnish media to rec-
ognize innovative potential domestically. The innovators 
stated that innovations or innovative enterprises make 
headlines in Finland after they have succeeded in gaining 
international recognition. Thus, innovative Finnish en-
terprises circulate back to the Finnish public discussion 
from the international media. It is possible that innova-
tive potential is sometimes hard to authenticate without 
the experts, who are scattered around the globe. But this 
may indicate in part the lack of courage or expertise of 
Finnish journalists.

“In Finland we do not tend to praise other Finns, but 
after CNN or BBC has got hold of the story and found 
that a fabulous invention has been made here – after 
that Finns are almost compelled to take that…What 
you can anticipate being news abroad most likely 
has not been newsworthy here. But after it has been 
taken up from international news agenda, it assumes 
tremendous dimensions. Then it is suddenly very 
interesting…”203

202 ”Nää on ihan satunnaisia juttuja sieltä täältä. Siinä ei ole 
mitään logiikkaa. Jos vaikka puhutaan tieteellisistä hank-
keista, ei ole mitään niiku preferenssiä niillä hankkeilla. 
Sen hankkeen esim. tieteellisen tason suhteen. Se voi olla 
ihan minkä tasoinen juttu vaan. Se voi olla hirveen hyvä tai 
hirveen huono tieteellisesti, taikka kaupallisen menestyksen 
suhteen.—Haulikolla ammuttuja – jos jonkun viestin haluai-
sin tiedotusvälineille antaa, se olisi se, että ottakaa selvää 
minkä tasoisista hankkeista teette niitä juttuja.”

203 ”Niinku monesti käy Suomessa, niin suomalaiset ei toista 
suomalaista hirveesti kehuskele alkuun, mutta sitten kun joku 
CNN tai joku BBC nappaa jutusta kiinni ja toteaa, että täällä 
on tämmönen aivan mieletön keksintö kehitetty, niin sen 
jälkeen suomalaiset on lähes pakotettuja ottaan siihen— Se 
minkä sä voit ennakoida ulkomailla uutiseks ei olis missään 
tapauksessa ollut alun perin uutinen täällä. Mutta sitten kun 
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Despite the criticism of innovation coverage in journal-
ism, the attitudes of innovators towards journalists were 
relatively positive. When talking about journalists per-
sonally, innovators understood well the challenges of 
their work. They even rationalized the mistakes made 
by journalists by explaining them with the difficulty of 
the subject or the demanding work schedule. Very few 
of them have had negative experiences in co-operation 
with journalists and basically they considered journalists 
as competent.

However, they wished that economics reporters of the 
ordinary media especially had more expertise. Besides 
economics competence technological and societal un-
derstanding were deemed necessary. Finnish economics 
journalism was considered to be pretty inadequate com-
pared to the content of foreign media. Anyhow, the in-
novators stated that there was a big difference between 
the economics news of the Finnish mainstream media 
and those of the special economics media – the latter be-
ing superior.

Generally innovators preferred to work with the spe-
cialist reporters. Specialized journalists have deeper un-
derstanding of the complexity of the issue, thus makes 
it easier for innovators and reporters to find a common 
language.

4.2.2 The importance and risks of media 
co-operation

The innovators considered the role of media for the 
Finnish innovation system as considerable. It is (or could 
be) a remarkable facilitator for innovative enterprises. 
One interviewee estimated that the future success of an 
enterprise is 80 per cent dependent on publicity – not 
only on journalism, but also marketing, advertising etc.

“In Finland we tend to understand it wrong. Marketing 
should be 70–80 per cent and product development 
much smaller. That is why many of our firms remain 
product developers, because they do not understand 
that publicity is the most important thing. Out of that 
80 per cent the proportion of media publicity is. Well, I 
say that our firm should be covered in the media about 
four times per year. Noticeably. Be somehow in the 
public eye in every quarter.”204

The importance of media for enterprises was attached 
primarily to networking and building the credibility as 
an actor. For SMEs media publicity is especially impor-
tant because it is free. According to Svensson, start-ups 
and SME’s are aware of their need to convince potential 
stakeholders - such as customers, venture capitalists and 

se poimitaan uutisena ulkomailta niin sitten sille kasvaa 
ihan järjettömät mittasuhteet.—Sitten se on yht´äkkiä tosi 
mielenkiintonen.—”

204 “Suomessa käsitetään väärin päin. Markkinoinnin tulisi olla 
70–80 prosenttia ja tuotekehityksen pienempi. Tän takia meil-
lä monet firmat pysyvät tuotekehitysfirmoina, kun ne ei tajua 
sitä, että julkisuus on se tärkein. Se on se 80 prossaa.—Tosta 
80 prosentista mediajulkisuus on. No mä sanon, että meidän 
firma saisi olla esillä vuodessa noin neljä kertaa. Näkyvästi. 
Joka neljännes tavallaan jotenkin esillä.”

suppliers – around them that their business is innovative. 
First transactions are often based on personal networks, 
because resources are scarce, but using the media is con-
sidered as a cheap way to increase the credibility of the 
company. (see Svensson, 2006)

Media could also have an important role as a network-
builder: it could be an intersection where different ac-
tors meet. Networks are not only crucial for SMEs, but 
networks where research companies and enterprises join 
forces also improve the competitiveness of local and na-
tional systems. Some interviewees agreed emphatically 
that media publicity is improving networking. They cited 
real-life examples of how they had themselves contacted 
another company after reading a story about it. They 
also mentioned that media publicity improves recruit-
ment opportunities. But there were also other opinions 
claiming that special exhibitions are situations where im-
portant contacts are made.

The innovators did not rate domestic journalism very 
high as an information provider. Interviews revealed that 
the innovators have quite often had difficulties in finding 
important information, for example about the develop-
ment trends and operating principles of international 
markets. The innovators stated that they mostly searched 
for information in the international web sites, modified 
news services and read international professional publi-
cations. The Finnish media was sometimes able to pro-
vide interesting stories about societal development and 
about changes in the operating environment.

The internet was the most useful media for most innova-
tors and they often considered printed media to be ob-
solete on publication. According to one innovator, print 
media publishes stories with a time lag from one week 
up to one month. This raises the question as to what the 
target group of economics sections of mainstream me-
dia actually is? For laymen economics news might be 
too stock-orientated and difficult to understand. The in-
novators and entrepreneurs considered their content to 
be too general and the information offered had already 
been obtained via other sources. Thus one innovator 
reported that the sections for letters to the editor and 
editorial pages in Helsingin Sanomat, for example, are 
more interesting and useful to him than the economics 
or science sections.

The innovators were aware that perhaps they should not 
even expect the mainstream media to fulfil their infor-
mation needs. One interviewee accentuated that getting 
information is supposed to be problematic for innovators 
because of their roles as pioneers. However, interview-
ees hoped that the ordinary media could cover SMEs 
more actively not only concentrating in success stories, 
but also cover stories of failure. In addition they hoped 
for a regular follow-up of research projects.

Although the innovators considered the media an impor-
tant facilitator for the Finnish innovation system, they 
clearly emphasized the difference between the main-
stream and professional media. Publicity in the profes-
sional media was more highly valued than the publicity 
of the ordinary newspapers. The firms interviewed were 
business-to-business companies and did not deal directly 
with consumers, thus publicity in the mainstream media 
was not as sought-after. Stories in mainstream media 
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were considered an extra bonus and the real value of this 
bonus was hard to estimate. The innovators thought that 
mainstream publicity had more effect on the operating 
environment and allocation of resources than on single 
enterprises.

Sometimes publicity in ordinary media was not wanted 
at all. One interviewee anticipated that the news criteria 
of mainstream media produce publicity that is not neces-
sarily favorable for entrepreneurs: stories are either de-
cidedly negative or excessively positive and they seldom 
concentrate on the competence of the company.

“Whether the firm is appearing in the business and spe-
cial media or in the daily newspaper - that also express-
es something. If you are covered by a daily newspaper 
that is always like hmm… There’s something now, you 
have to look if they have done something wrong. Or 
have they made a major deal. These extreme ends… 
Either a significant deal or something criminal. There 
is nothing much in between. But if you appear in a 
business publication it creates an image that you have 
invented something.”205

The previous quotation implies that the media publicity 
was also considered risky. Whereas journalists hoped that 
SMEs would have more active communication policies, 
the entrepreneurs said that inexperienced actors espe-
cially might be afraid of losing a competitive advantage 
if they communicate their innovations to the media.

The innovators pointed out that giving too big public 
promises compared to the production capacity could be 
fatal for the company. Unfulfilled promises turn against 
the company very quickly and it loses its credibility. An 
energetic journalist provoking an inexperienced entre-
preneur to talk unwisely was seen as a threat image.

“Basically media co-operation may actually be risky 
- especially if you have one-man enterprise and don’t 
have the capacity to meet demand, if something sud-
denly happens. It also depends on the field of indus-
try. But we assume the biggest fear is because that you 
don’t understand much about publicity.”206

Some innovators also evinced more personal reasons 
why media co-operation may be avoided. One was the 
tabloidization and privatisation of the media environ-
ment. Entrepreneurs did not like the idea of appearing 
in public as private persons, but only as experts if that 

205 ”Onko esillä jossain ammatti- ja erikoisjulkaisussa vai ihan 
päivälehdessä, sekin jo viestii tiettyä. Että jos sä oot päiväleh-
dessä niin se on aina pikkasen, että mm… Siellä on nyt jotain, 
jota täytyy katsoa, että onks ne tehnyt jotain väärin. Tai sitten 
ne on saanut merkittävän kaupan. –Ehkä joku merkittävä 
kauppa tai sitten ne on tehnyt jotain rikollista. Että ihan nää 
ääripäät. Että ei sinne väliin oikeestaan kauheesti mahdu. 
--Jos sä oot jossain ammattijulkaisussa niin siinä tulee se 
mielikuva, että no ne on nyt keksinyt jotain.

206 ”Periaatteessa se media saattaa aiheuttaa jopa riskinkin siihen 
asiaan. Varsinkin jos sä olet yhden hengen osakeyhtiö, ei 
sulla välttämättä ole edes kapasiteettia vastata kysyntään, jos 
siitä yht´äkkiä syntyy jotain. Se vähän riippuu siitä sektoris-
takin, mutta kyllä mä oletan, että se on se pelko, kun ei siitä 
julkisuudesta juuri ymmärrä.”

is necessary for the business. Another threat image ap-
peared, this time that of becoming a victim to the scandal 
press where the personal matters and relationships of the 
innovator are dug up. Stories of politicians´ private lives 
are already common and some entrepreneurs have also 
made such headlines.

Critical journalism as such did not frighten the innova-
tors. They stated that it is up to the entrepreneur not to 
act or lead the company in a way that merits criticism. 
The possibility of critical publicity was seen as a natural 
counterpart to the benefits gained with the help of the 
media.

“It is like a marriage. Whether you are married or are 
not. If you are married and everything is going great, 
then everything is great. When things go wrong, you 
got the medicine. But if you are not married you won’t 
get anything. That is why I am relatively neutral. I 
know that if we had problems we would be hauled 
over the coals. But if we are doing fine, media might 
love us.—“20�

However, the innovators did not like the enterprise to be 
publicly associated with some negative phenomenon and 
entrepreneurs as experts are constantly asked to com-
ment on this. For example, the games industry is a field of 
business that is easily discussed in the mainstream media 
through a violence frame. According to one interviewee, 
stories in the average media often emphasize the nega-
tive or violent effects of games on young people.

E: “Games are easily labeled as violent. Games are cor-
rupting our young people. Games are the rock´n´roll 
and comics of today. Violence in games is a recuring 
theme that you must have prepared and diplomatic 
answers to. People have that agenda. These are very 
media-sexy stories…”

I: Are you fed up with this kind of discussion in pub-
lic? Do you mind if the same questions get repeated?

E: “To some extent, yes. But you cannot show it.— 
There should also be stories about the games industry 
as a business or how it could be developed in Finland 
or what it could give to education, for example. These 
are all interesting subjects. As a serious form of culture 
like movies, literature, television…”208

20� ”Se on niinku avioliitto, sä joko olet siinä tai et ole siinä. Jos 
sä olet siinä ja sillon kun menee hyvin, niin menee hyvin. 
Sillon kun menee huonosti, niin tulee sitä lääkettä. Mutta se, 
ettei ole siinä ollenkaan on kaikkein varmin, ettei saa kum-
paakaan lääkettä. Että siinä mielessä mä suhtaudun suhtkoht 
neutraalisti, että voi olla, että jos meillä menisi huonosti, me 
saisimme myös kuulla kunniamme. Jos meillä menee hyvin, 
media saattaapi rakastaa meitä. Ja kaikkea siltä väliltä.”

208 ”Peleihin pyritään helposti liittämään väkivaltaleima. Pelit 
korruptoi meidän nuorison. Pelit on tämän ajan rock´n´rollia 
ja sarjakuvia. – Pelien väkivalta on semmoinen hyvin toistuva 
teema, mihin täytyy olla vakiovastaukset, jotka on hyvin dip-
lomaattisia. Ihmisillä on se agenda. Ne on hyvin mediaraflaa-
via juttuja. –”

 Haastattelija: ”Oletko sä kyllästynyt tän tyyppiseen kes-
kusteluun julkisuudessa? Haittaako kun tulee nämä samat 
kysymykset?”
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4.2.3. Challenges and development in media 
co-operation

Although the innovators verbally emphasized the impor-
tance of media and publicity, the interviews showed that 
in practice handling media relations was not among the 
high priority tasks in small and middle-sized enterprises. 
The substance of the company is usually other than com-
munication and the meaning of publicity is usually re-
alised gradually. Quite often engineer-led companies do 
not focus on media because they are more interested in 
creating the products. The representative of a financial 
institution stated in the interview that extremely mar-
ginal part of small companies considers the meaning of 
publicity as a part of their business strategy or concept.

Of the enterprises interviewed, one had specialized PR 
personnel. There was also one company that had as-
signed its media relations to two external communica-
tions agencies with different focus areas. A representa-
tive of this company reported that the solution is not 
profitable at the moment, but has been made for the 
future. The other enterprises handled their media rela-
tions themselves and often the chief executive dealt with 
communications issues in addition to other duties. One 
interviewee estimated that attending to communications 
takes about 15 per cent of his work time.

The interviewees themselves wondered if the modest cul-
ture of entrepreneurship is behind this SME`s reluctance 
to communicate. Publicity may be avoided because of the 
risk of giving false promises, but the Finnish entrepre-
neurs may also have slightly self-deprecating attitude.

“For Finnish engineers media is the last thing to think 
about. In Finland it is quite typical that we do not go to 
war without preparation. When you have something to 
show, then it is time to talk. It is very typical of our per-
sonnel. Especially for those old beards, they are pretty 
modest”209

The interviews showed that SMEs expertise in com-
munication should be developed. Companies should be 
prompted to consider the meaning of publicity at the very 
beginning when they are developing their business strat-
egies and starting their activity. This could be expected 
to be done, for example, before financing is granted.

The Interviewees conveyed that, for example, the tim-
ing of public performance is challenging: how and when 
especially should an enterprise seek media contacts? In 

 ”Tietyssä määrin kyllä, mutta ei sitä sovi näyttää.— Peleistä 
pitäis saada (julkisuutta) yleisesti hyväksyttävänä liiketoimin-
tana, miten sitä voidaan kasvattaa Suomessa, mitä annettavaa 
sillä voi olla esimerkiksi koulutukselle. Nää on kaikki mielen-
kiintoisia aiheita. –Ihan samalla tavalla vakavasti otettavana 
kulttuurimuotona kuin katsotaan elokuvia, kirjallisuutta, tv:
tä.—”

209 “Tällaisella suomalaisen insinöörin pohjalla, että media 
sitten on ainakin se vihoviimeinen asia, josta huolehdi-
taan. Suomessa on tyypillistä, ettei lähdetä soitellen sotaan. 
Sitten vasta ruvetaan puhumaan, kun on jotain näyttämisen 
arvoista.—Se on hyvin tyypillistä meidän henkilökunnalle, 
varsinkin niille vanhoille parroille, että on vähän vaatimaton-
ta meininkiä.—”

theory the entrepreneurs were aware that communica-
tion processes should be controlled comprehensively, 
enough time and resources should be used for commu-
nicating innovations with the media and communication 
should be regular. In practice this communication was 
often considered challenging.

For example, building personal relationship with media 
representatives was considered somewhat difficult. Many 
innovators estimated that sending bulletins is not very 
effective, but personal contacts are needed because it is 
easier to communicate complicated innovations if there 
is a chance to demonstrate them in practise. This com-
plexity of innovations and research areas was considered 
a major challenge in media communications.

Some innovators end up sending bulletins anyhow be-
cause, according to them, journalists may try to keep en-
trepreneurs at bay to maintain their impartiality. Some 
entrepreneurs reported that they already had created 
functional relations with the journalists. However, among 
the interviewees there were also those who stated that 
journalists are not necessarily very receptive if a business 
world representative tries to contact them. Once again, 
contacting specialist reporters was considered to be easi-
er than trying to reach newspaper reporters.

“They (media) might position us as an enterprise that 
is just sending bulletins. “Now everything is going 
fine” or things like that. Pretty often those bulletins 
don´t have any real content. Sending bulletins is con-
sidered to be systematic handling of public relations, 
although journalists do not find general bulletins very 
interesting.”210

“It feels like they are inaccessible. When you contact 
them they say that you are trying to influence us. Don´t 
call us, we´ll call you. That´s the feeling I have got. 
Hesari (Helsingin Sanomat) is like an institution. Even 
the Finnish Broadcasting Company is easier, and that 
is a colossus.

4.3 Summarizing the interviews

The goal of the interviews was to gain a better under-
standing of the role journalists and entrepreneurs play 
in the formation of innovation content. Table 6 reca-
pitulates some main points of the interviews: what both 
parties thought about innovation coverage, how they 
described their co-operation and what their future chal-
lenges were.
Table 6

210 ”Ne (media) voi positioida meidät, että me ollaan yritys, joka 
lähettelee tiedotteita. Että nyt menee hyvin tai jotain tällais-
ta.—Aika usein niissä (tiedotteissa) ei oo mitään. Se on vaan 
semmosta, että lähettämällä tiedotteita se on systemaattista 
julkisuuden hoitoa ja kuitenkin monesti toimittajat suhtautuu 
semmoseen yleistiedotteeseen niin, ettei se oo oikeesti kauheen 
kiinnostava.”
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Table 6 shows that the relation between innovators and 
journalists was somewhat troubled. They seemed to 
see the importance of the other - still there were some 
hushed background assumptions and interpretations: 
for example both groups tended to think that the other 
group is trying to hype groundlessly and con a little if 
only they had opportunity to do so.

Although the innovators especially criticized the present 
innovation coverage quite heavily, the journalists agreed 
with them that media concentrates too much on listed 
firms and there should be more alternative perspectives 
and angles.

According to the journalists this imbalance of journalism 
is caused by many things. Usually the lack of resources 
(time, personnel) was evinced as a reason. Some inter-
viewees stated that journalists do not have enough ambi-
tion, but are swamped by everyday routines. Examining 
these routines revealed that conscious developing of the 
future policies and follow-up practices could be done. 

The principal question behind all this developing is how 
journalism itself is conceptualized. Is it impartial or par-
ticipative in societal processes and development?

SMEs, for their part, should acquire more communica-
tion expertise or invest in the external communication 
agencies. Now some innovators may avoid publicity 
because they are inexperienced and are afraid of losing 
their competitive advantage if they talk unwisely in pub-
lic. SMEs should consider the meaning of publicity for 
the company at the very beginning, as a part of the busi-
ness strategy. This also could be expected to be done, for 
example, before financing is granted to them.

Both the journalists and the innovators admitted that 
they do not know so much about each other. That is why 
what the other group does may be interpreted as illogi-
cal. Thus, there could be a call for developing training 
courses to bring these two groups together for a better 
mutual understanding.

Innovation coverage in media & 
journalism

Co-operation Future challenges

Journalists Journalism is too dependent on the 
PR organizations of big and listed 
companies
Innovations should be evaluated 
correctly
Innovations are significant, but diffi-
cult subjects where journalists need 
more expertise
Sometimes innovation coverage is 
avoided – journalistic paradox
Balancing between the concep-
tions of impartial and participative 
journalism
Principle role of journalism is infor-
mation mediator, not a promoter.

•

•

•

•

•

•

Pre-assumption that entrepreneurs 
hype their products even they are 
not innovative
Challenging to interpret profession-
al jargon and see through hidden 
intentions
More active communication poli-
cies of SMEs are needed.

•

•

•

Developing future policies and 
work practises of follow up in 
newsrooms.
Discuss openly of present silent 
practises (e.g. news criteria vs. 
intuition)
Deliberate the role of economic 
journalism in newspapers
Deliberate the roles of journal-
ism and journalists on societal 
development
Understand the concept innova-
tion more broadly
More ambitious journalism: to 
cover innovation´s influence on 
society.

•

•

•

•

•

•

Innovators Covers of a very thin slide of the 
business
Too much concentrated on stock 
and listed companies
Research sector is under-utilised
Alternative angles lack, incompetent 
to recognize innovation potential 
domestically
Not logical, stories are acciden-
tal, no systematic follow-up of 
processes
Squashes innovations easily into 
predetermined agendas
Journalism is an important catalyst 
for the innovation system

•

•

•
•

•

•

•

Personal relations to the media 
sometimes difficult to create 
- tendency of media to emphasize 
its impartiality.
Special journalists easier to work 
with
More expertise hoped for econom-
ics reporters of mainstream media
Media co-operation includes also 
risks of losing the competitive 
advantage

•

•

•

•

Consider the role of publicity at 
the very beginning, as a part of a 
business strategy
Communicate innovations with 
the media in a way where pos-
sible consequences and ways of 
use are announced
Do systematic work to build up 
media relations
Either acquire communication 
expertise or invest on external 
communication agencies.
Hire communication professionals 
also to universities and research 
institutions.

•

•

•

•

•

Table 6: Summarized opinions of journalists and innovators interviewed.
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Early in the theoretical development phase of this study 
it became obvious that innovation journalism, be it of 
technological innovations, social innovations or artistic 
or cultural innovations, is profoundly connected to the 
Future Work of society. New technologies and social in-
novations are powerful agents of change. For example, 
electricity has changed our lives so much and in so many 
ways, that for a modern man it is almost impossible even 
to imagine life before it. In the excellent analysis of 
Swedish history at about the transition from the Viking 
era to the Middle Ages Spåren av kungens män, there 
is a passage where the historian Maja Hagerman writes 
about the lack of light in houses and scenery, especially 
in the countryside, in wintertime. It is not only the dark-
ness, but all that follows from it, the daily rhythm of work 
and leisure activities, the small circle of man, the sheer 
danger or virtual impossibility of moving from village to 
village at night, and how it influenced the relationships 
between people, families, crafts and occupations. So 
many things were so very different.

Similar changes happen all the time. The Internet and 
the mobile phone are creating our life anew much more 
profoundly than we realize, because we live through the 
changes step by step. It is like the impossibility of follow-
ing the growth of a child. Every day he seems to be the 
same as the day before, but yet he grows from a toddler 
to a schoolboy to a young man.

To comprehend the change imposed on us by technologies 
and to be able to analyze it, special eyes are needed that 
are tuned to those changes, likewise a method of looking 
at them and some theoretical framework in which to do 
the analyzing. This is one aspect of innovation journal-
ism. In addition to merely presenting new technologies 
it has to be able to understand them more profoundly. 
What is their role in social change? How do social condi-
tions affect technologies? What is the best path from this 
historical situation to some envisioned view of the fu-
ture? What influences, technological or other, are there 
lurking around that will make a difference in 10 years, 
or perhaps 20? Is this technology or this company or this 
research such that it will grow to become an important 
source of income and employment in the future? What 
kind of policies do we need in research, education, indus-
tries, social services? Such questions arise every time we 
want to report about technological change. This does not 
concern only gadgets, but also technologies and policies. 
And technologies and policies are about the future.

To be able to assess such challenges the innovation 
journalist needs various tools. They are many and they 
come from different quarters, but one obvious source is 
the tradition of future research. During the decades fu-
ture researchers have developed an arsenal of methods 
that do exactly that, try look farther. For example, there 
are scenario methods that can be used to envision pos-
sible paths of future. From the analysis of future paths 

5 The pilot project in the newspaper Maaseudun Tulevaisuus

we can begin to evaluate what factors and developments 
are perhaps more important than others. It is not always 
evident at first sight. Such knowledge may potentially di-
rect journalistic work. If a factor, phenomenon, person 
or development looks important from the future point of 
view, it is perforce journalistically important.

Similarly future researchers have long been looking for 
weak signals. E.g. John Naisbit211 uses them to create his 
famous megatrends. But how to look for them methodi-
cally? Would that change journalism?

To see if such ideas of innovation journalism are of any 
practical value in daily media work a pilot project was 
organized in the newspaper Maaseudun Tulevaisuus212. It 
is a national paper that has a wide circulation in the rural 
areas and specializes in issues related to their industries.

We gathered a group of 6–� journalists of the paper and 
began by analyzing the operation environment for those 
trends and other agents of change that we deemed the 
most influential in shaping the future of the rural Finland 
with a time perspective of about 20 years. In this work 
we utilized various research reports and earlier scenario 
analyses by several scientists and public actors.

We identified a number of factors that we deemed 
the drivers of change: the agricultural policies of the 
European Union, climate change, Russia, etc. After dis-
cussing them and their influences several times we ar-
rived at a set of about ten drivers, some of which seemed 
to be leading uniformly in some definitive direction, 
some others being of a more wild kind and having nu-
merous potential turning points to various directions. On 
the basis of these analyses we sketched three scenarios 
for the future.

One of them we called the busines-as-usual scenario, be-
cause it represented our best guestimate of how the de-
velopment will proceed if no major surprises will emerge 
at some point.

One of them was a gloomy scenario that depicted our vi-
sion of what may happen if some drivers of change take 
a negative turn at some crucial turning point. This sce-
nario was to be pessimistic but possible so that none of us 
would be surprised if things turned out that way.

The third scenario was an Utopia of what could be 
achieved if some of the drivers took a positive turn. 
Although an Utopia, we agreed that it should also be a 
possible one, though such that it demands either good 
luck or some definite actions to happen.

211 Naisbit (1982a), (1982b), (1900)
212 Maaseudun tulevaisuus; the name translated in English cor-

responds to ”The Future of the Countryside”
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Armed with these three scenarios we began looking 
around to see what each of these paths would mean from 
the point of view of a regular journalist. Perhaps to our 
surprise it was immediately obvious that the very exis-
tence of these scenarios that we had created had tuned 
our news ear to a different pitch. It appeared that there 
were things that we earlier might not have considered 
very interesting from the journalistic point of view, but 
which now, in the light of these scenarios attained more 
importance. Some other things that should have looked 
journalistically important, perhaps did not look as much 
so as before. The difference was that we now had some 
theory of what might be important and why.

For example, there had been minor news every now and 
then of immigrants engageing in various industries in the 
rural areas. Somewhere Russians had picked berries, an 
Italian was exporting mushrooms, a Kurd was selling ag-
ricultural products on the market, a Chinese was putting 
up a company to trade between Finland and China, etc. 
In view of our scenarios these isolated facts seemed to 
be pieces of a larger jigsaw that had to do with the future 
role of the immigrant population in rural industries and 
various issues connected to it. In our scenarios we had es-
timated that this would be one important variable along 
all the future paths. This led to a journalistic project to 
investigate this issue.

Similarly a number of ideas came forth that had not 
been born during the normal journalistic routine. In one 
project a network of farms is gathered all over Finland 
and Europe to be able to follow certain developments 
through the eyes of the rural people in different coun-
tries. We believe that their eyes see things and tell us 
about their observations and that will help us to tap into 
the vein of the unfolding future better than before.

In these projects traps are sort of laid out for the future. 
Through a systematic surveillance of certain key areas of 
action we believe that we can pick up signals of change 
far earlier than we would have done otherwise.

Our scenarios therefore turned into news criteria and 
they turned into new ideas of possible journalistic sto-
ries and in some cases even new journalistic forms, as we 
believe will be seen in time. The journalists involved are 
motivated, because they know they are working on key 
issues. The stories they write will be important.

This scenario work was carried out in a rather improvised 
fashion just to see what was difficult and what could be 
done. Yet it immediately proved useful. The next time, 
after about a year, the scenarios will be revived and re-
analyzed to see if they still hold or if there have been 
changes that demand their revision. The next time out-
side experts will be called in for extra brainpower and new 
angles. Thus, time after time the scenarios will develop 
in content and form. It is even possible to formalize the 
scenario procedure using the Internet and e.g. wikipedia-
type software to make the work continuous. Then some 
outside experts can give more immediate comments and 
information. This does not mean moving the journalistic 
decision to outsiders but just gives a richer and more sys-
tematic source of material to use.

In a similar way systematic searching for weak signals213 
can be made into a journalistic tool. It is even possible 
that scenarios are published in the paper to get the audi-
ence involved, too. In that way feedback and information 
gathering may make the tool even more powerful.

This is just one example of how the innovation journal-
istic way of looking at journalistic work and the world 
can make a big difference. Its basic spirit is to be open 
and innovative itself so that journalistic work can be de-
veloped by journalists themselves. Partly it is about the 
world changing around media and the need for media to 
be able to follow and report the change. Partly it is about 
the media perforce changing e.g. as the new Internet me-
dia occupies its territory. Partly it is about the basic ethos 
and responsibility of journalists toward their audience.

Very probably in the future all current types of media 
converge toward a common concept of hybrid media 
that utilizes several different channels so that e.g. a news-
paper has both the paper component and the Internet 
component and perhaps some other components too, 
and all of that will come in different packets, several of 
which are mobile. Before this revolution is over, and it 
will probably both be much faster and go on longer than 
it may now seem, the traditional media content types and 
forms and journalistic work methods must be reinvented 
many times over to fit the new situation. By way of prac-
ticing, it is not a bad idea for journalists to start being 
innovative and try out new things.

213 See e.g. Mannermaa (2004)



77

6.1 Innovation journalism and innovation 
society policy

In the theoretical part of this study (Chapter 2) the idea 
of innovation journalism is developed departing from 
1) the innovation journalism initiative of the Swedish 
VINNOVA, and 2) the European innovation policy dis-
cussion. It is claimed that innovation policies represent a 
step forward from the earlier separate science policies, 
technology policies, and later science & technology poli-
cies, but yet they suffer from the use of the same linear 
model of innovation (Chapter 1, Introduction), which is 
too simple. It correctly directs attention of policymakers 
to the early phases of the innovation process (education, 
R&D), but tends to forget the later phases of the same 
process, innovation diffusion. This may lead to a policy 
bias that is economically counterproductive.

A more realistic model of innovation is proposed (inno-
vation cascade, Chapter 2.4). It is claimed that there are 
sound economic reasons to ask whether fast and efficient 
spreading of innovations in society and their wide use is 
at least equally important for a sound innovation econo-
my as the primary production of technologies (Chapters 
2.2–2.3).

It is claimed (in Chapter 2.4.) that “… it may be that 
the most innovative societies in the future are not the 
ones where the biggest percentage of population has a 
university degree but those where creating innovative 
ideas and commercializing them is inbred in all organi-
zations and is facilitated by powerful support structures 
that help in the difficult phase of the commercialization 
of the idea. To misquote Richard Baldwin slightly (but in 
the same spirit, we hope): It may be more important for 
our children to learn how to innovate with any technology 
than it is for them to learn and develop some particular 
technology.”

On this basis it is postulated (Chapter 2.5) that the cur-
rently fashionable endogenous theory of growth which 
sees knowledge and knowhow as the basis of economic 
growth and well-being, is incomplete without a commu-
nication condition. This highlights the crucial role of on 
the one hand of education and on the other hand media 
in any functioning innovation economy.

The concept of innovation journalism is seen as a chal-
lenge for media to develop reporting in such a way as 
makes innovation diffusion in society more efficient. 
In this interpretation the concept becomes much wider 
than the original proposal by David Nordfors of the 
VINNOVA project. The most essential difference is that 
here the concept of innovation is widened to include 
also social and cultural innovations. The justification is 
found in the view that social change and technological 
change are just two facets of the same phenomenon, and 
forgetting one makes it impossible to really understand 
the other. This choice also makes innovation journalism 

6 Conclusions

a deeply ethical project that has connections to discus-
sions of democracy and citizen society. Citizens are seen 
not only as consumers or workers but co-innovators and 
co-producers of the knowledge and knowhow that com-
prises the innovation.

In Chapter 2.8 it is proposed that to incorporate this 
wider view of innovation process, instead of innovation 
policy an essentially wider innovation society policy is 
needed. It is also important do develop structures to sup-
port social innovation activity just as there are structures 
to support technological innovations.

6.2 Poor penetration of the innovation 
discourse

Using the conceptual apparatus offered by agenda set-
ting theory and its more modern versions in the frame-
setting tradition, it is claimed that linguistic practices are 
important tools through which various complex issues in 
society are framed so as to make some elements and in-
terpretations more important than others. In that sense 
discourses are an important tool in any attempt to define 
social reality. In particular, innovation discourse is a tool 
employed by the innovation political elite to imprint a 
certain interpretation of the dynamics and structure of 
the modern economy on the discussion. Using the pro-
cess model of framing developed by Scheufele (Chapter 
3.4.) it is maintained that the penetration of this discourse 
to media is an indication of how well the elites have man-
aged to communicate their view. The empirical analysis 
of the research material indicates that this framesetting 
has apparently not been very efficient: although it is cur-
rently often claimed that the idea of innovation has be-
come sort of hegemonic in Finnish discussion, it does not 
appear to be so in the media, or at least it was not dur-
ing the study period, May-June 2005. From the point of 
view of innovation policy makers this is an indication on 
partly failed communication strategies.

It is claimed that this is also a failure on the part of the 
media, because for the general audience the discourses 
used by elites are a key to enter the respective discus-
sions. In particular the innovation policy discussion, 
which is one of the most important future related discus-
sions in the country currently, is only possible to partici-
pate by those, who have the discoursive tools. Although 
it is often claimed that the task of media is to lay bare 
various discourses of the elites and go beyond them, it 
is claimed in this study that providing the audience with 
discourses may be an important task for the media, too.



78

6.3 Technology consensus and ICT 
dominance

Empirical analysis of the innovation content of six news-
papers shows that although one motivation for the in-
novation journalism discussion was to increase the inno-
vation journalistic material in media, there is already a 
considerable amount of it (Chapter 3.1.). The material 
is distributed in all sections of the paper, thus innova-
tion journalism cannot be seen a task of only e.g. busi-
ness journalists or technology journalists, but rather 
the Future Work of society is a pervasive theme in all 
journalism.

The papers are seen to differ in their interest in differ-
ent types of innovations. Three interest orientations are 
recognized in newspapers: the social innovation -oriented 
profile, the technology innovation -oriented profile, and 
the business/management innovation -oriented profile 
(Chapter 3.5). Later it is seen that magazines can have 
also the personal life management innovation -oriented 
profile (Chapter 3.10.). Social innovations are seen to be 
the most voluminous innovation type in the combined 
material, but the papers differed in their relation to it. 
Technological innovation material, however, was impor-
tant in all papers regardless of their orientation. This is 
interpreted as a sign of a very uniformly shared frame 
that emphasizes the importance of technology in the 
Finland of the 21st century.

Looking at the material more closely, a hyperdominance 
of ICT themes among the technology innovation related 
topics is found (Chapter 3.5.2.). It seems that the news-
papers engage in ICT-reporting at the cost of all other 
fields of technology. This is seen as problematic and its 
consequences are discussed. It appears that the ICT im-
portance frame has penetrated the newspapers to such 
a degree that any alternative interpretations of the cur-
rently fashionable view of ICT as the key to the national 
future are not discussed.

The service sector and its innovations are also clearly un-
derrepresented in the material, although many research-
ers believe that innovativeness in the service sector and 
its productivity development is the most crucial for the 
continued success of the Finnish economy in the future.

6.4 Elite orientation

In all the six newspapers of the study a certain elitistic 
tendency is seen, which is manifest in the role that the 
general public is given in the news flow and its interpre-
tative frames.

In innovation stories the citizen is usually seen only as 
a worker, consumer or sometimes a sort of Foreground 
Cow that is used to illustrate the story (Chapter 3.�.). 
The idea that the citizen could be a co-innovator or co-
producer of important knowledge, knowhow or insights 
(Chapter 2.4.) simply fails to occur. This is very obvious 
e.g. in the content analysis material of the journalistic 
treatment of old age (Chapter 3.12., see Chapter 5.10.
below).

Not only in articles depicting old age but also elsewhere 
in the innovation material of this study, do various actors 
of the public administration, experts, business companies 
and the like, appear in active roles (Chapter 3.8). There 
are systematic differences between the newspapers as to 
which of them are presented as the key actors, but all the 
papers share the one feature: the citizen is usually not 
there.

The situation in the magazines is different, however. 
There the citizen is miraculously reborn and reclaims a 
central position (Chapter 3.10.), sometimes to a degree 
that makes media content narcissistic and self-centered 
so that all more general social and political context is 
lost. In the best of cases the citizen point of view is re-
spected so that media content is explicitly fashioned to 
be useful to the audience and help them to adopt various 
innovations.

Apparently an innovation media that would be ideal 
from the user point of view would contain some features 
of all of the real life media studied here. That notion con-
tradicts most of the development where media have spe-
cialized in the strictly defined roles that they have today.

Letters to the editor is one channel that a media can use 
to break the deadlock of elite orientation. This is quite 
a challenge, however, as, for example, the use of the 
Internet as the main forum for public participation has 
not yet found a form that really takes the citizen’s re-
source into use (Chapters 3.2, 3.3.).

Media discussion also frequently moves on a rather ab-
stract level where it does not meet the life reality of an 
ordinary person (see e.g. Chapter 10.12 on ageing). It is 
proposed in the theoretical part of the study (Chapters 
2.3 to 2.5) that innovation diffusion is as worthy a topic 
for journalism as innovation production or markets. Thís 
would also mean a somewhat more user-oriented point 
of view and it would perhaps demand developing of some 
new content types that do not exist yet. Or perhaps they 
do, for example, in various hobby media.

6.5 Finland as Giver and Taker

Empirical analysis of the newspaper material shows 
that innovation material in media is fairly international 
already (Chapter 3.6). The internationality, though, is 
usually of a certain kind: one of its characteristics is that 
it is seen as the responsibility of the Finnish company 
to go to the world and spread the gospel of the Finnish 
(preferably high-tech) products. Only seldom is the situ-
ation looked at from the opposite angle: how well does 
the media cover innovations, technological and social, 
made elsewhere? In reality the Finnish innovativity can-
not amount to more than a minute fraction of all the cre-
ative capacity of the world (Chapter 2.4.). Is it conceiv-
able that we might also benefit from taking as systematic 
and efficient advantage as possible of innovations made 
elsewhere? The poor coverage of innovations in foreign 
news pages (Chapter 3.3.) is one reflection of the fact 
that media is currently not especially well tuned to the 
traffic of innovative ideas in that direction. That is one 
possible area of huge development potential.
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6.6 Vested interests

On the basis of the data it appears that media is not es-
pecially eager to critically analyze innovations, social 
or technological, after the fact (Chapter 3.9.). The only 
real exceptions are those magazines that concentrate in 
consumer information and do it in a methodically sound 
and reliable way (Chapter 3.10.2.). In the worst cases in-
novation reporting turns into hidden advertising where 
the audience cannot be sure on what grounds the prod-
ucts presented are picked up out of the multitude of all 
products potentially available. This happens in women’s 
magazines (Chapter 3.10.1.) but also elsewhere, e.g. in 
business/technology newspapers where the Company’s 
voice or the Company source often is given a free plat-
form to proclaim (Chapters 3.�. – 3.9.) its message.

Generally especially technological innovations are pre-
sented in a much more positive light than they can re-
ally merit. Social innovations, on the other hand, are 
more often debated (Chapter 3.9.). This has probably to 
do with how media sees its role in society. That media 
is one active agent in forging the social innovations, is 
part of its generally accepted role. That media could take 
a more actively evaluative and debating role also e.g in 
technology issues, is not nearly as generally accepted or 
perceived.

6.7 Weak future orientation, short 
perspective

It can be seen from the newspaper data that media’s 
social innovation stories have a clear future orientation 
much more often than e.g. technological innovation sto-
ries (Chapter 3.9.1.). That has probably to do with how 
media frames these two innovation types: social innova-
tions are much more made together, but techological 
innovations are given from above. If it also means that 
technologies are handed down from above, we enter the 
realm of various technological determinisms that often 
hide some political agendas. The innovation journalistic 
point of view is that also technological futures are nego-
tiable and in fact negotiated all the time. The interesting 
journalistic question then is: by whom? And by whom 
not? Media can influence the answer to that question.

It is well known that the time orientation of media is no-
toriously short. This influences the various assessments 
of global risks that we frequently see in media these 
days. The innovation journalistic point of view is that the 
Future Work point of view should be consistently pres-
ent in media. If media wants to be useful to its audience, 
this is one important way of being so at an age when vari-
ous radical processes of change define the basics of our 
life.

6.8 Magazines – a mixed bunch

In Chapter 3.10 a sample of Finnish magazines is char-
acterized with regard to their innovation content. It can 
be seen that they are very different from each other. 
However, there is one thing in common in most of them: 
they take a much more intimate relation to the Person 

than the newspapers. This is an asset and makes it pos-
sible for them e.g. to have much more of the user point of 
view. In the innovation economy this is needed to make 
the diffusion of technologies and social innovations eas-
ier. People invent things and evaluate them. The down-
side of a person point of view is often the loss of the so-
cial or political context. It need not be so, however.

6.9 TV innovation news – poverty of 
technology coverage

Television is said to be the strongest media in the present 
world, and in some sense it perhaps is. But as a source 
of innovation information it is not very peculiar. The 
problem is its strictly limited time budget, the program 
flow. In this study two news programs were monitored 
to see what kind of innovation material they offered. It 
was not much. They do report a number of social inno-
vations daily, mainly various legislative or other govern-
ment or public administration –related material, but as a 
source of technological innovation, TV news programs 
are simply poor (Chapter 3.11.). Because of the high se-
lection pressure to find the perhaps only technological 
innovation story for days, the selection principles attain a 
huge importance. In the absence of professional science 
/ technology news criteria the result appears more or less 
haphazard. If one had to be conscious of what happens 
in the field of technology on the basis of TV news alone, 
that would be misery.

It can be said that it is not the task of TV news either. So 
it seems.

6.10 Old age – problem or resource?

In Chapter 3.12. a large body of stories related to the 
phenomenon of population ageing was analyzed. The 
findings suggest that the issue is framed in publicity in 
such a way that elderly people are mostly seen as a prob-
lem. This strongly dominating, perhaps even hegemonic 
frame is defined by the dire economic prospects of the 
demographic change. That the ageing of the population 
in Finland is a challenge goes without saying (but it is 
repeatedly said out loud in the media), but that 1) it also 
opens up a great many opportunities in economy e.g. in 
the form of various innovative services needed, and 2) 
that elderly people can also be an innovative resource in 
society, is usually absent from these stories. This kind of 
framing of the issue prevents a really proactive and cre-
ative discussion of the ageing phenomenon and inhibits 
finding alternative views. Yet actively looking for them is 
one of the traditional tasks of media.

A similar phenomenon was encountered in the analy-
sis of the publicity of the rural areas in the innovation 
journalistic pilot project carried out in the newspaper 
Maaseudun Tulevaisuus (Chapter 6). In general public-
ity the rural Finland is more often than not depicted as 
a problem only, a sink of EU money and resources. It is 
something not of this modern world. Yet the reality in 
the rural areas is often different and offers many oppor-
tunities for someone with a more visionary eye. Yet the 
rural areas are conspicuosly absent from most of the of-
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ficial documents where the future of Finland is depicted 
in bright high tech colors. In innovation journalism such 
myopia should be cured. One way of getting rid of the 
magically binding influence of the currently dominating 
frames and discourses is to use the methodology of fu-
ture researchers. E.g. the scenario method that is used 
to create a picture of several alternative future paths in 
each situation, forces us to look at the drivers of change 
and the crossroads in a more analytic way.

6.11 Journalistic culture and its attitude to 
innovation reporting

As a part of this study (Chapter 4) a number of jour-
nalists and innovators or representatives of innovator 
companies were interviewed to analyze their relation to 
journalism in general, innovation journalism in particu-
lar, and to each other. The idea was to grasp the attitudes 
and work practices that shape the innovation content of 
the media.

In journalist interviews several things emerged to explain 
many of the features of the innovation reporting that we 
encounter in media.

Innovation journalism as a concept was new to the inter-
viewees and it was often treated with scepticism. Mostly 
this seems to be caused by lack of information and es-
pecially the misconception that innovation journalism 
makes journalism the servant of business companies. 
Partly it appears to be caused by a rigid professional cul-
ture that is rooted in learned practices rather than analy-
sis. This is seen e.g. in the difficulty of the interviewees 
to say out loud what criteria they use to pick out stories 
from among the available topics. It is mostly done rather 
automatically, based on the gut feeling created by pro-
fessional experience. This is natural in any profession (it 
is partly what it means to be a professional), but it also 
creates a risk that the inherited and learned practices are 
seldom questioned.

Many journalists admitted the rigidity of the professional 
culture and the special difficulties connected to reporting 
on innovation. The concept of innovation that they use, 
however, is usually rather narrow.

On the other hand, journalists are very willing to discuss 
their work at the philosophical level and take its ethical 
dimensions very seriously.

6.12 Innovators’ and entrepreneurs’ 
attitude to journalism

The relation of innovators and entrepreneur to journal-
ism and journalists is troubled in many ways (see table 6 
in Chapter 4.3). Both sides see the importance of the oth-
er, but feel a great inadequacy in the face of the task of 
forging a more fertile relationship. Innovators recognize 
several problems in innovation content of the media and 
express their interpretations of the reasons. All in all, it 
appears that the innovation content of the media would 
benefit greatly if innovators and entrepreneurs knew the 
workings of media better. Apparently there is a need to 

develop training concepts to bring these two key groups 
nearer to each other.

6.13 Media’s role and responsibility as 
makers of future

The project of innovation journalism as a challenge to 
develop traditional journalism departs from the overt 
acceptance of the media’s role in society (Chapter 2). 
Media is an important social agent whether it wants to 
be or not; Media is also part of the innovation system 
whether it wants to be or not. Whether it does something 
or does not will always make a difference. In that light 
the responsibility of media is also great. In a situation 
where society is undergoing very rapid change at all lev-
els, following and analyzing that change becomes one of 
its most important tasks.



81

6.14 Innovation journalism and traditional 
journalism, a comparison

Traditional science, technology and economy journalism Innovation journalism

Science, technology and economy are separate beats, each of 
them with their own tradition and area of coverage

Innovation journalism is not a separate genre but rather an ap-
proach and a methodical attitude that can be used in all areas of 
journalistic work

Oriented toward the present time or near past; archives the 
current history; future perspective is mainly connected to following 
administorial processes and anticipating economic developments

Clearly future oriented; uses the methods and conceptual tools of 
future research in light versions; follows results of all future-ori-
ented research and work 

Usually very shortsighted; nowadays ever more often ”quartal 
journalism”

Has a long scope, future perspective as long as is needed

Is interested in innovations mainly as commercialized products Is especially interested in innovations (technological, social, cul-
tural and whatever type); sees them as processes and not only as 
products; follows them through to the user; 

Is seldom very interested in structures that are needed to produce 
innovations; immediate economic return is always more interesting

Is very interested in the systemic aspect of innovation activity, the 
national innovation system, innovation ecology, etc.

View of the innovation process: usually linear, if any View of the innovation process: circle, cascade, complex, many-
layered, socially conditioned

Emphasizes markets of innovations; is not very interested in the 
diffusion of innovation; seldom has the user point of view

Is also or perhaps especially interested in innovation diffusion, use, 
usability, effects; has often the user point of view

Emphasizes R&D, commercialization; the public is seen only as 
workers or consumers of products

Very interested in the scientific and technological knowlege base 
and R&D; sees also co-production and co-innovation as important; 
the public is seen in the innovator role, too

Social and cultural innovations unimportant; prefers hard news 
and hot topics

Social/cultural innovations equally important as technological / 
commercial innovations; analysis, follow up, also “soft” topics

The social context of technological / economic innovations is of 
little interest and importance

The social context of technological / economic innovations is 
vitally important

Often repeats the neo-liberal economy talk, even when does not 
share the view; it is due to the habit of not analyzing statements 
but juxtaposing opposing views instead

Critical of the neo-liberal economy talk because it tends to forget 
the social and political context

Usually content with the traditional and already well known speak-
ers who appear in media frequently

Systematic effort to find also the different and even heretic view; 
systematic management of sources

Usually content with presenting two opposite views of a difficult 
issue

Always tries to find an analysis that transcends the obligatory 
opposing views 

Usually elite orientation: elites speak to elites A rather citizen journalistic ethos: empowering people and sup-
porting as wide a participation as possible in the Future Work of 
society

Big and beautiful companies get most of the attention Small and middle-sized companies also matter, even losers can 
have an important story to tell

Table 7: Comparison of innovation journalism and the more traditional approach
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