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When it comes to joining exchange student program, people would curious about why
| choose Finland as a country where I'm planning to stay for two semesters. Everyone’s
first impression toward countries in North Europe is far away from Taiwan and freezing
in winter. In my opinion, though the weather in Finland is quite cold, Finnish are warm
at heart. | remember the first week in Finland, as a foreigner who is bad at direction,
my friends and | can’t find the way on the map, a guy stop his bicycle to ask us whether
he could help us. At that moment, | feel like witnessing the angel in this world. What’s
more, | don’t have to worry about thievery when | walk on the street in Helsinki since

| feel safe in the public security in Finland.

Speaking of Hanken of Economics, | think the tutors and teachers here are pretty
awesome. When | arrived at the airport at the first day, the tutors had already helped
us pick up the key and even guided us from airport to our dorm. No need to worry
about being lost in a new environment. Moreover, in orientation day, the school
authorities even arranged a city tour and gave us the data for our mobile phone. How
perfect and complete the orientation day is!

Another thing | would never forget is “sitz”. During the sitz, tutors in Hanken would
prepare us traditional Finnish food, playing game, drinking and singing with all the
exchange students. We have to beat and tap the table, singing out loud the songs we
just learned from the tutors. Every exchange student was having fun and enjoyed that

night a lot at that unforgettable dinner time.

My friends and | traveled to some other city in Finland in my leisure time. | remember
one afternoon, | visited a cozy coffee shop in Hameenlinna, not only the shop owner
recommended me the desserts made by herself but she also introduced me the
painting on the wall. She told me that the paintings on the wall are from a local artist
in Finland and welcome me to visit Hameenlinna. At that moment, | found out as long

as | dare to talk to others, | can discover how lovely the Finnish are.

There’re couples of reasons why | recommend exchange to Finland. First, | think one
can improve his or her skills of oral speaking in Helsinki. Since English is not Finnish’s
mother language, | felt less nervous while talking to local students. We're both trying
our best to get into the communication. Through our negotiations, not only can we
chat but also practicing and enhancing our English. Second, Helsinki is a city where one
will miss after travel to other places in Europe. After | traveled to Paris, London,

Amsterdam and some others city around Europe, | somehow miss and think of Helsinki



as a most cozy and comfortable city in Europe. Though | had fun with my friends
outside Finland, | still miss the peaceful feeling in the air in Helsinki. Last but not the
least, staying in Hoas for eight months makes me feel like | have a second home in
Finland. To sum up, I’'m really fortunate to have this chance to exchange to Finland and
make friends from different countries. | just want to tell all the people | met in this

journey that ” It’s my bless to meet you all.”









