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The emergence and growth of new company in transition economy:
semiotic analysis of entrepreneurial narratives

The article aims to fill research gap and to contribute to better understanding of how the entrepreneurship has
become one of the vital components of many Central and Eastern European economies, and of Lithuanian
economy in particular. The paper focuses on the emergence and growth of new company during turbulent
transition time of 1990s. According to Aidis and Mickiewitcz, the dynamic growth of the new private sector
was driving force of transition from former plan to market economies. On the other hand, the nature of entre-
preneurship in transition and post-transition countries is distinctive compared with mature market economies;
in which external environment is more stable and where private business has old and rich traditions. Most of
the studies tend to concentrate on the specific features, such as privatization, «nomenclature» business, insti-
tutional inefficiencies, socialist inheritances and others. However, almost neglected phenomenon is the emer-
gence and growth of new ventures established and managed by young ambitious entrepreneurs. This field of
research lacks of retrospective view and reflections on what have happened with entrepreneurship in the first
decade of transition (1990 — 1999).Also it lacks new methods and approaches of investigation. Therefore, in
this article we employ semiotic analysis in order to provide better understanding of how entrepreneurs reflect
on and explain past events and experiences.
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Story reconstruction

Our analysis is based on the story of «Libra» company, which was established in early 1990s by stu-
dents of Vilnius University. To reconstruct the story, multiple sources of evidence were used: interviews,
documents, archival data, direct observation, and physical artifacts. Interview respondents were asked to re-
call past events and to tell about emergence and grow of «Libraycompany. The story covers ten years period
(1990-1999) and is divided in four key episodes.

Episode 1

In the fall of 1990, they were a second year business management students (20-22 years) at Vilnius
University. For all Lithuanians, the first years of independence and democratic state building were very emo-
tional experience and everybody was full of expectations. These fundamental changes also affected the stu-
dents, many of whom were eager to participate in and to contribute somehow to the creation of free market
economy in Lithuania:

Four studentsreceived an invitation to join a new Free market Institute (FMI) and assist in drafting laws
and regulations for the establishing of a National Commodity Exchange (NCE). None of them had experi-
ence and they started by writing letters to leading international commodity exchanges requesting a copy of
their regulations. After the regulations were created and NCE was established, thestudents became the Ex-
change brokersand established a limited partnership company «Libray. Theystarted from writing letters to
establish contacts with potential clients offering brokerage services for localand foreign companies. For half
ayear «Libra» was knocking the doors of various companies and therefore company finished 1991 being still
on the scratch.1992 was the year of real breakthrough. «Libra» got the first trade contracts and step-by-step
the business started to move on. Very soon «Libra» took the position as one of most active brokerage com-
panies in National Commodity Exchange.

Episode 2

At the end of 1992 «Libra» received an order from an Italian company, which worked closely with a
Turkish partner of «Librax. Italians were interested to buy oak strips. Surprisingly, «Libra» was not able to
find any single oak strips producer in Lithuania. At that time the labour was cheap and raw materials were in
abundance in Lithuania, so «Libra» considered starting production business. Also hardwood specialisation
seemed quite promising since hardwood procession is more labour intensive than softwood. Emilis, the guy
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from Academy of Agriculture, was the only one person in «Libra» who had something to do with wood. He
had an experience in wood processing. So Emilis have found premises in farm and started production. Dur-
ing the 1993 «Libra» closed the brokerage business in National Commodity Exchange and all human, finan-
cial resources were transferred to the production place. In 1993 «Libra» has moved all the production to just
recently bought old farm. It was the place were the first factory»Dominga»was established. Old staff and
management were invited to help to start up new factory.

Episode 3

Due to active marketing «Libra» has started to receive more and more orders from foreign partners. The
main problem was how to manage the growing demand. Finally it was realised that in order to increase the
production capacity and quality «Libra» has to use Western machinery. There were no such kind of .equip-
ment in Lithuania and «Libra» bought it in Poland. «Libra» understood that supply of modern woodworking
machinery is a real niche in Lithuania market. Therefore, in 1993 «Medziomasinos» company was estab-
lished. «Medziomasinos» was selling woodworking equipment to other Lithuanian companies within the
wood industry.

From 1994 «Librax»started to expand very rapidly. In 1994 seeking to secure the supply of oak strips
form Russia, «Lidos» company was founded. Encouraged with relative success of «Dominga» factory «Li-
brax» has started to expand by setting up new factories. «Dominga» was the knowledge incubator and people
from «Dominga» participated in establishing new companies. At the. same time, «Libra» was constantly
looking for new contacts in the West. In 1995 «Libra» together with German partner established company
«Oblinta» (glued panels from birch and oak). Also «Libra» has managed to attract Norwegian and Great
Britain investors.

Episode 4

After a period of remarkable growth, 1995 was the first of three years of decline, which was condi-
tioned by too rapid growth, over-stretching internal resources and unprofessional management. Problems
culminated in 1997 when, due to complicated financial situation, «Libra» had to sell «Dominga» factory to
Norwegian investors. They reorganised the company to «Dominga Mill» Itd. The first «Libra» group factory
«Dominga» ceased its existence. At the same time, financial problems had positive effect in the sense that
«Libra» was forced to reorganise management structure and managed to get a loan from a Canadian Bank.

During the 1997 «Libra» group was transformed to «Libra» holding. The group structure was complete-
ly reorganised setting new clear rules of the game, defining the company’s competence areas and making the
financial system transparent for outside investors. In 1998 after a long period of stagnation, total profit of
«Libra Group» started to grow. Finally, an old «Libra» client BoenBruk A/S from Norway agreed to enter
into partnership, and in 1999 «Dominga Hardwood» as a new «green field» project was started with Norwe-
gians.

Analysis: from story to narrative

Our analysis starts with simple question: how to read this story? According to Hernandi’s hermeneutic
triad, explicationds the simplest way to read the text and answer the question «what does this text say?» This
text seems to be a pretty odd entrepreneurship story: young enthusiastic people continuously seek for oppor-
tunities, manage to. realise them, face many problems, create new companies, and start new businesses.
While reading it; we might come up with a trivial «success story» how smart guys were making good busi-
ness when Lithuania transited from plan to market economy [1-3].

From the perspective of explication, the story could be understandlike many other entrepreneurial sto-
ries' which seek to motivate people to start their own business and to move ahead in their lives. Itfalls
withinmainstream entrepreneurial discourse created by «the continuous supply of personal stories and ac-
counts of business venturing in bookshops, airport lounges, the business press, television dramas or docu-
mentary programmes» [4].

But what lies behind the story? What it reveals? This is not just a simple story, it is written with the par-
ticular purpose as an integral part of the research paper. The paper aims to answer the question «why in spite
of complete ignorance and lack of resources «story heroes» manage to create «something out of nothing»?
According to Fletcher [4], narrative analysis is helpful for understanding entrepreneurial activities and helps
to answer the question «why?» First we have to discuss what qualifies «Libra» story as a narrative. Hosking
and Hjorth [5] define narrative as process of reality creation in which story teller is clearly part of the story.
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The story is based on the series of interviews with former and present owners of companies belonging to
«Libra» holding. All of interviewees were standing at the origins of «Libra» and were contributing, to lesser
or greater extent, to company victories and failures. Also, this is not a «true story» in the sense that it de-
scribes objective business reality; neither is it fiction or fantasy. In fact, it represents a creative re-description
of the world from the perspective of the actors who were directly involved inthe events.

Second. In order to be a narrative, the story has to have at least a minimal plot. According to Todorov
[3], minimal plot represents a sequence of stages proceeding from equilibrium to disequilibrium. An «ideal»
narrative begins with a stable situation, when some power or force disturbs it, and situation turns to disequi-
librium, but the equilibrium is re-established by the action of force, and the second equilibrium comes, but
the two are never identical.

The minimal plot of narrative could be expressed by formula

E,—F—D—E,.

Where E, and E,., are equilibriums, F — forces and D disequilibriums. Therefore, four episodes of «Li-
bray» narrative representthe following plot (Tables Ne 1-4).

Table 1
Narrative episode 1

Equilibrium 1 Force Disequilibrium Equilibrium 2

Four students were study- | Lithuania leaves Soviet | Students participate in cre- | NCE was set up and stu-
ing and were having a | Union, and coordination | ation of new market insti- | dents started the brokerage
good time at Vilnius Uni- | mechanisms of plan econ- | tutions; they joined FMI to | business, «Libra» compa-
versity omy collapses establish NCE ny was established

Table 2
Narrative episode 2

Equilibrium 2 Force Disequilibrium Equilibrium 3
NCE was set up and stu- | «Libray received an order | There were no oak strips | «Libra» started hardwood
dents started the brokerage | from Italian partners to | producers in Lithuania processing  business in
business, «Libra» company | 'sell oak strips Lithuania and closed bro-
was established kerage business at NCE
Table 3

Narrative episode 3

Equilibrium 3 Force Disequilibrium Equilibrium 4

Libra» started hardwood | The demand for hardwood | «Libra» was unable to ful- | «Libra» bought new hard-
processing business in | production started to in- | fil the growing demand, | working equipment in Po-
Lithuania and closed bro- | crease dramatically the machinery they had | land and established new
kerage business at NCE started to malfunction company responsible for
equipment supply. The
business started to grow up
again
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equipment supply. The
business started to grow up
again

business

Table 4
Narrative episode 4
Equilibrium 4 Force Disequilibrium Equilibrium 5
«Libra» bought new hard- | Rapid  growth,  over- | «Libra» experienced finan- | «Libra» sold one of the
working equipment in Po- | stretched resources and | cial problems, disagree- | factories to Norwegians.
land and established new | unprofessional = manage- | ments between founders | The company was trans-
company responsible for | ment started to erode the | reached the peaked formed to «Libra» holding

with new management
structure. After a couple
years of stagnation ' the

profit started to grow again

The paper aims to identify certain basic narrative structures of «Libra» story andto analyse how story
tellers explain facts, events and outcomes. Each deep structure could come in different patterns and different
ways, and we have not only different versions of stories but even different versionsof reality: In order to ex-
plain what kind of reality «Libra» story brings out we turn to structural textanalysis. From the perspective of
structuralism, the text is autonomous object with an internal dynamics and has literary features such as plot
and actions.We have discussed the plot issue by dividing «Libray story into a set of episodes with a sequence
of stages proceeding from equilibrium to disequilibrium. Now we turn to the concept of action and actant
model in our analysis. According to A.J.Greimas [3], each episode represents a narrative program (NP)
which is the function of action. Action is defined by temporal succession from one state to the opposite state,
affected by any agent (S1). A state may be broken down into a subject of state (S2) and an object of state (O)
and the junction between them, which is either a conjunction’([) : the subject with the object) or a disjunction

(U the subject without the object).
NP = F{S1—(S200)} (the conjuctive NP)

NP =F{S1-(52U0)} (the disjuctive NP)

The subject of doing may or may not correspond to the subject of state; in other words, what accom-
plishes the action may or may not be whatis affected by it. When the subject of doing is identical to the subject
of state (S1 = S2), it is called reflexiveaction or performance; otherwise, the action is transitive (S1 # S2).

In order to describenarrative program of episodes, fist we have to define the subject and the object of
«Libra» story. According to Hebert [6], the subjectmay correspond to (1) an anthropomorphic being; (2) a
concrete, inanimate element, including things; (3) a concept. The type of subject differs according to narra-
tive category. O’Connor [7] identifies six basic narratives (founding, visionary, marketing, strategy, histori-
cal, and conventional) in-three main categories (personal, generic, and situational). Personalnarratives repre-
sent the life history that qualifies the founder to call himself an entrepreneur and the inspiration that trans-
forms the idea into'a promising company. Usually they start by the incident or event that triggered an idea to
create the company. «Libray story begins when students received the invitation to join Free Market Institute,
and that suggested them an idea to start brokerage business. Personal narrative builds credibility for both the
success of the entrepreneur as an individual and for the success of his idea. «Libra» story, told by company
founders, has strong personal sensemaking aspect, aiming to justify actions taken by story «heroes». The
central figure:(the subject) of «Libra» narrative is a collective person — «four company founders».

According to the rules of semiotics, the object is what the subject seeks for, or to put in another way, it
is an object of subject’s desire. In many academic entrepreneurship researchdiscoursesthe «object of desire»
is defined as opportunity. For example S.Shane [8; 4] provides one of the most popular definitions of entre-
preneurship, based on the concept of opportunity:

«[entrepreneurship] is an activity that involves the discovery, evaluation and exploitation of opportu-
nities to introduce new goods and services, ways of organizing, markets, processes, and raw material
through organizing efforts that previously had not existed.

By deconstructing the definition we see that it is conjunctive narrative program — the entrepreneur
seeks opportunity and «joins» with it (exploitation).
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NP =F{S1—(820)} (the conjuctive NP).

Where the subjects S1 and S2 arexfour entrepreneursy, and the subject of doing S1 is identical to the
subject of state S2, since entrepreneurship is an activity of discovery, evaluation and exploitation. Speaking
about opportunity, entrepreneurs seek to join with «object of desire», i.e. to introduce new ways of organiz-
ing (Episode 1 and Episode 4), new goods (Episode 2), new processes (Episode 3). Opportunity realisation,
or to put in semiotic language joining with the «object», produces new equilibrium state in «Libra» compa-
ny.

Conclusions

The aim of this article was to provide new insights of entrepreneurship emergence in transition econo-
mies and to show how semiotic analysis could contribute to better understanding of this phenomenon. First,
semiotic approachrevealed a deeper structure of entrepreneurial narrative. «Libraynarrative episodes repre-
sent a sequence of stages proceeding from former equilibrium to disequilibrium, and then'to new equilibri-
um. Second, the dynamics of change is defined by subject’s desire to «join with the object». While the sub-
ject is «four company founders», the object is an opportunity. Semiotic analysis of narrative reveals how in-
dividual explains opportunity discovery, and how it integrates it into experience structure.
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JKunsunac XKunounuc

OTne1i JKOHOMHMKA KAFNANBIHIAFBI )KAHA KOMIAHUAHBIH NAaiaa 00JIybl MEH J1aMYbI:
KICIMKePJIiK 0aFbITTAPABI CEMUOTHKAJBIK TAJAY

Maxkanana kocinkepmiktig Opransik xoHe Ileirpic Eypoma enmepinin, atan aiitkanna, Jlutsa
9KOHOMMKACHIHBIH aca MaHBI3/bI KOMIOHEHTTEPIiHIH Oipi OOJIFaHBIH, COHBIMCH KaTap OHBIH JKAaKChl JaMybIHA
BIKHAJL €Tyre OarbITTaFaH 3epTTey HOTIDKeNepl KapacThIpburad. 1990 sxok. TypOyIeHTTI KeIly yaKbITHIHAA
JKaHa KOMITAaHHSHBIH Taiiga OodybIHA XoHE eCyiHe aca MaHbBI3/BI KOHiT OeiiHreH. Aiauc skoHe MuxeBHd
MmiKipJIepiHIe, aHa XeKe CEKTOPIBIH CEepIiHAI apTybl OYPBIHFBI KOCIApPIbl SKOHOMHKANAH HAapPBIKTBHIK
9KOHOMHMKaFa KOIIy/iH Ko3rayuibl Ky 6onapl. ExiHIi skaFplHaH, OTHEN XKoHE KeHiHT1 OTIeNi 3JKOHOMUKACHI
Oap enzepre KaparaHza, XETIIT€H HApPBIKTBIK SKOHOMMKACBHI 0ap enjepie KOCIMKepiK aipbIKiia OOJbIn
Kelne/ii, ce0edi OHIa CHIPTKBI OPTAChl HEFYPIIBIM TYPAKThI OOJIBIT TaOBLIATHIH XKeKe OM3HECTIH ecKi jkoHe Oail
oocTypiepi  O6ap. 3epTTeysiepiH KOMIITiri MyHAail >KeKelleneHIipy, «HOMEHKIATypaibKy Ou3Hec,
WHCTHTYIIMOHAJIBIK THIMCI3/IK, COIMAIMCTIK Myparepiik jkoHe OacKamap CHSKTHI HAaKThHl €peKIIeNiKTepre
Oeftimuenren. By 3eprreyne eTmenmi keseHHiH Oipinmn omxbUIABIFBIHAA (1990-1999) kocimkeprikTiH
KaJBINTaCYBIHIAFB! Op TYPJIl Ke3Kapacrap MeH oinap skuHakrainrad. CoHpjaif-ak 3epTTeyAiH jkaHa oficTepi
MEH TocUIiepi eHri3inai. ABTOp KocilmKepiepAiH OYpHIHFEI ©TKEH OKHWFalapbl MEH TOKIpHOeNepiH »KaKChI
TYCiHYZli KAMTaMachl3 €Ty MaKCaThIHA CEMHOTHKAIBIK TalJay bl KOJIaHa/bl.
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Kunsunac XKunonuc

Bo3HMKHOBEHME M Pa3BUTHE HOBOM KOMIIAHMHU B YCJIOBHSAX MEPEX0AHONH IKOHOMUKM:
CEeMHUOTHYECKHMI AHAJIN3 NPeANPUHIMATEIbCKUX HAPPATHBOB

B craree paccMOTpEeHBI HCCIIEJOBATEILCKHE ACTIEKTHI, CHOCOOCTBYIONIME JTydIleMy ITOHUMAHHIO TOTO, KaK
HpeINPUHAMATENBCTBO CTAJ0 OAHUM U3 BaXKHBIX KOMIIOHEHTOB MHOTHX €BpOINEHCKUX cTpaH LienTpanbHoii n
Bocrounoit EBpormbl, B 4acTHOCTH 3KOHOMMKHU JIMTBBI. OCHOBHOE BHUMAHHE YJEIEHO BO3HHKHOBEHHIO H
pOCTY HOBOW KOMIIaHHU B TypOynenTHoe Bpems nepexona 1990-x rr. [lo muenuto Aiinuc u Muxesuy, 1TuHa-
MHYHBII POCT HOBOTO YaCTHOTO CEKTOpa SBJISETCA IBIKYILIEH CUIION mepexona oT ObIBIIEH MIaHOBOH K phI-
HOYHOH 3k0oHOMEKe. C Ipyroif CTOPOHEI, IpHUpoIa MPEANPUHNMATEIFCTBA B CTPAaHaX ¢ IIEPEXOJHON U Iocie-
HEepPEeXOTHOI SKOHOMHKOH OTIIMYACTCSl OT CTPaH C Pa3BUTONM PHIHOYHOW YKOHOMHUKOH, B KOTOPBIX BHEHIHSS
cpena siBseTcst 6ojiee CTaOMIBHOM U T/ YacTHBIM OM3HEC UMeeT JaBHUe U Oorartsle Tpaauuuu. boasmmHCT-
BO HCCJICIOBAHUI UMEIOT TEHJICHIHIO KOHIIEHTPUPOBATHCS HAa KOHKPETHBIX (YHKIUSIX, TAKUX KaK IPHBATH-
3aIys, «<HOMEHKIATYpHBIH» OU3HEC, HHCTUTYIHMOHANEHBIE Hed()(HEKTHBHOCTH, COMUATNCTUUCCKAE HACHIECT-
Ba ¥ Jp. [laHHOE MCCIEIO0BaHHE OXBATHIBAET PA3IMYHBIE TOUKH 3PEHUS U Pa3MBIIUICHUS O TOM, UTO TPO-
M30IIUI0 ¢ TPEeANPUHIMATENBCTBOM B MEpBOE AecATHIeTHe nepexoanoro nepuona (1990-1999). Astop nc-
MOJIb3yeT CEMHOTHYECKUI aHalu3 JUIs TOTO, 9YTOOBI 00ECTeUnTh Jydllee MOHUMaHUe TOro, KaK MpepuHU-
MATeH OCMBICTHIN U OOBSICHUIN TPOILIIbIE COOBITUS U OTIBIT.
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The role of integrated marketing communications
in the formation of image of higher education

The article describes the features of the integration of marketing communications of the university through
the implementation of corporate projects. Combining internal and external marketing communications, in-
volving different target groups of consumers, corporate projects contribute to creating a positive image of the
higher education institution. Integrating Marketing Communications provides mutual support for all of their
constituent elements and leads to a synergistic effect. This approach allows for enhanced communication im-
pact on project participants (both external and internal customers) and enhance its reputation in the market of
educational services.

Key words: marketing, competition, higher education, consumers, educational services, integrated marketing
communications, a synergistic effect, the image of the university, PR-activities.

In modern. conditions of improvement of competition, in the education market becomes more important
effective management of university, which based on marketing approach.

Among the many ways of attraction consumers of educational services which used by universities, more
effective way of increasing is communications, which is an important component of the marketing activities
of the institution providing the transfer of the necessary information about the services of the university to
consumers, who is the target audience which affects on the formation and effectiveness of the implementa-
tion of marketing decisions.

Due to increasing of importance of non-price factors of competition, institutions are increasingly fo-
cused on the development of an effective communication policy, by using a variety of communication tools,
implementing university's projects as a set of measures aimed at creating a corporate culture, establishing
and maintaining on justifiable relations and a positive image of the university. However, any set of elements
of communications need of integrated approach, which aimed at different groups of consumers of education-
al services.
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