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Introduction of School:

Hanken School of Economics was established in 1909, with its main campus located in the capital city of
Finland, Helsinki. It is one of the oldest business schools in Northern Europe, boasting a history of over a
century. The university prides itself on being an internationally recognized academic institution and has
been dedicated to the academic development in the fields of economics and business. Through its alumni
network spanning over 60 countries with more than 12,000 members, the school has fostered close ties
with the business community.

Hanken School of Economics is among the few globally that have obtained accreditation from three major
international bodies: AACSB (Association to Advance Collegiate Schools of Business), EQUIS (European
Quality Improvement System), and AMBA (Association of MBASs). The institution currently collaborates
with 125 top-ranked universities in 37 countries worldwide. In 2015, it achieved a global ranking of 67th
in the Financial Times Masters in Management rankings.

The courses I have chosen are:

1. Capital Budgeting:

This course is somewhat similar to financial management, and it involves extensive use of Excel, including
the application of formulas. Unlike the textbook-style teaching commonly found in Taiwan, the emphasis
here is on practical applications of financial management. The final exam is in written form, and it is
recommended for students with a foundation in Excel or financial management.

2. Innovation Management and Business Transformation:

This course is conducted online, allowing flexibility in attendance as students can watch recorded lectures.
Assignments include conducting interviews with businesses and reading case studies. The final assessment
primarily consists of a report.

3. Customer-Driven Service Strategy:

In this course, the professor invites executives and employees from major Finnish companies to give
lectures, making attendance mandatory. It provides a unique opportunity to gain insights into the internal
culture, processes, and customer marketing methods of Finnish businesses. The course is interesting, with
relatively light assignments, and the final assessment is a group presentation. Highly recommended for
younger students interested in the subject.

My total exchange experiences:

I never imagined having the experience of living abroad, especially in Northern Europe.

When I first learned I was going to Finland, I didn’t feel much. I was busy with credit requirements,
campus ambassador duties, internship stuff, and finalizing my thesis topic. Before leaving, dental issues
added stress, leading me to frantically seek dental care in Poland.

In the 140 days in Europe, I’'m grateful I didn’t need to see a doctor, wasn’t robbed or assaulted. I had
amazing roommates, fantastic travel companions, and successfully maintained a long-distance relationship.
I feel like I used up all my good luck in Europe; I might struggle to find a job in the future. Oh no, I need
to finish my thesis, take the IELTS, and then focus on job hunting.

I visited 9 countries on this journey, and I feel fulfilled, especially after experiencing Iceland.

Speaking of Iceland, it’s the only country I’d want to revisit, but maybe I’ll have to wait until I’'m 30 or
later hehe.



