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Abstract 

Objectives: Firstly, it explores the narrative typology known as 'The Fellowship Tale' as an alternative method of narrating entrepreneur stories; Secondly it presents the life story of a reluctant Danish Entrepreneur Thomas Adamsen as a "Fellowship Tale'. In the linked research fields of "Entrepreneurship" and "Family Business" it is common for the male founders of businesses to narrate a typical heroic entrepreneur story. These fairy tales have become a dominant narrative in Western cultures. However, as a narrative genre such stories do not always resonate with everyone, particularly women. Consequentially, many women who found businesses are reluctant to engage in the rhetoric of enterprise a fact, which has been commented upon by feminist scholars of entrepreneurship. This paper treats Family Business as an entrepreneurial habitus thus challenging the common perception that Family Businesses are non-entrepreneurial in nature.

Prior Work: This work builds upon the prior work of the authors in relation to entrepreneurial narrative and entrepreneurial identity. Moreover, it positions this within the extant literature. Furthermore, it extends our knowledge and understanding of entrepreneurial narrative. A key facet of the study is a literature review linking the Fairy Tale to the literature of entrepreneurship.

Approach: The qualitative, analytic approaches adopted in this study are those of narratology, semiotics and aesthetics. This triage is necessary to explore and appreciate the complexity of entrepreneur stories as a literary genre. These different, yet complimentary methodologies allow the nuances of Adamsen’s life story to be unravelled whilst permitting triangulation of the data to develop. The data was gathered from an in-depth interview of the respondent Thomas Adamsen as well as newspaper and internet research.

Results: The tentative results, albeit that they are subjective and open to interpretation indicate that Fellowship Tales provide a viable and credible alternative to the fairytale rendition common in entrepreneur stories.

Implications The implications of this study have the potential to be far reaching because the narrative typology developed allow the entrepreneur, their partner, their family and importantly their employees freedom to exercise their individual and collective voices within the framework of one story. There are obvious limitations in that one is merely swapping one narrative framework far another heroic story type. Nevertheless, it does offer dissenting voices a real choice. 
Value: The key contribution is to challenge the hegemony of a dominant and embedded social construct and in the process to allow new understandings to emerge from the novel combination of narrative, semiotic and aesthetic analysis.

Telling the Pilgrim Family Business Story as a Fellowship Tale

Introduction

The notion of business fairytales is not a novel phenomenon. For example, Burnett and Weinstein (1998) refer to modern business fairytales whilst Nusbaum (2006) refers to economic fairytales and extends this one step further using a fairytale formula in the narration of his case study of the American pharmaceutical industry. This paper continues in this vein by examining an alternative business fairytale. Indeed, the idea for this practical paper came about as a result of the author Helle Neergaard reading a passionately written newspaper article by the journalist Allis Michelsen in the Danish weekly newspaper Århus Onsdag in the fall of 2005. Michelsen’s article about the spectacular rise of Danish entrepreneur, and Århus hero, Thomas Adamsen from being an itinerant street trader to the Chief Executive Officer of the globally recognised ‘PILGRIM’ brand was written in true fairytale style. The article struck an aesthetic chord with the author Helle Neergaard, which left a lasting impression. The excitement and spirit of adventure engendered in this article was transferred via an email to the author Robert Smith whom was also struck by the power of the translated tale. This is testament to the power of fairytale both as a genre and a heuristic device. Thus began the authors’ research obsession with fairytale, semiotics and aesthetics. 

In this latter-day wonder tale, Thomas Adamsen came across as a reluctant hero who did not seek to perpetuate his life story as an entrepreneurship story in the traditional sense. Indeed, Thomas Adamsen, as a man, personifies humility and humbleness. In trying to make sense of this modern fairytale, the authors uncovered an even more fabulous tale of collective and familial entrepreneurship. Nevertheless, the ’PILGRIM’ story is ostensibly about manliness and morality coexisting alongside creativity and craftsmanship. We feel that this paper is timely because there is a lack of attention given to 'ordinary' entrepreneurs, such as Adamsen, in Denmark. In researching this paper we have come to appreciate the power of narrative and in particular fairytale to engage an audience at multiple layers the linguistic, the semiotic and the aesthetic. 

This triage of heuristic devices combine naturally to form a living business narrative that is part fact and part entrepreneurial fiction; part reality and part fantasy blended with corporate narrative and branding all of which has been cleverly woven into the Pilgrim business narrative. To reveal the power of these devices it is necessary for us to deconstruct the narrative layer by layer. Therefore, in the first section we present the PILGRIM Story as a narrative. This addresses the linguistic element of the triage. In the second section we present the semiotic and aesthetic elements of the tale. In the third section we introduce a combination of narrative, semiotic and aesthetic analysis to explain how the living narrative is constructed. The fourth and penultimate section returns to a review of the literature on entrepreneurial fairytale, discussing the literary genre of fairytale and its significance as a heuristic device for explaining entrepreneurship and entrepreneurial imagination. This theoretical underpinning reveals that the PILGRIM Story is further complicated by being a variant form of fairytale more commonly known as a Fellowship Tale.     

THE PILGRIM BUSINESS STORY

Thomas Adamsen is the founder of the internationally renowned Danish company PILGRIM, famous for their distinctive range of hand crafted Jewellery. In November 2005, Pilgrim won the regional prize in the 2005 gazelle company category. The fairy story presented below is crafted from Michelsen’s article triangulated with data gleaned from a personal in-depth interview conducted with Adamsen by the author Helle Neergaard. The story is presented as a modern fairytale with a difference.  

A PILGRIM’S TALE: The story of AN Inquisitive boy 

who grew up to be a HESITANT entrepreneur
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nce upon a time in Denmark there lived an inquisitive boy who liked books and stories of all kinds. His father read to him and his mother worked in a bookshop. He read a lot and dreamed. In his youth he read Herman Hesse and Klaus Mann. He grew up to be a destitute hippie, who sold cheap home-made jewellery made by himself and his girlfriend from a street stall. Thomas Adamsen was his name and he was a well-known figure by the other hippies and young girls in the pedestrian street of Århus, the smallest and most beautiful city in the world. 

On a warm summer’s day, young Thomas was strolling down the pedestrian street of the small city past the numerous street stalls from which street traders sold trinkets and bric-a-brac. Thomas stopped at a stall from which a young man sold jewellery. Should he buy a copper bracelet for his girlfriend? Out of the blue, the street trader whose name was Tom asked if Thomas would watch the stall for a few hours because he had some errands to run. Somewhat surprised, because he did not know his benefactor, Thomas agreed  ...  and had almost sold out by the time Tom returned. Much to Thomas’ astonishment he was rewarded with a share of the profits for his work. In true fairytale fashion Thomas had found his golden nugget. Also, in true fairytale fashion serendipity played its part. From that day on began a lifetime’s quest to sell. Being a shrewd child of the Sixties, Thomas realised that selling jewellery provided more than mere pocket money. In the beginning he bought jewellery from Tom and established his own street stall on a cheap oriental blanket in another location on the pedestrian street. With his constant companion Annemette he also started producing jewellery himself and she sold it. They built a sales stall. He and Annemette saw opportunities where others did not. They made Madonna’s O-rings a hit in Denmark; They moulded plastic jangles and with 20 of those on her arm, a girl was really hot. 
Like so many other young hippies of sixties, Thomas rebelled against his middle class, conservative, upbringing, chucked in his university education and made a living by travelling to India and the Far East. Thomas followed a stream of backpackers to the East – India and Nepal where he sourced exotic jewellery at sensible prices. His taste for travelling was acquired in his early, impressionable teens when his parents worked in Africa for a Danish relief organization. As a tradesman, Thomas was not totally inexperienced. He had early learnt the motions of having your own business from his father who was a wholesaler. Thomas would rather follow his father like a shadow to the bank and the customs and excise offices than to play with his friends in the yard. 

In the beginning the errant Thomas and his young wife traded under the name Yin & Yan. Then one day, the owner of a firm from Copenhagen sued them for using an identical name. Although reluctant to do so, Thomas had to relinquish the name and come up with one that conveyed similar values. They chose the name PILGRIM because it signalled an exotic voyage with a difference. PILGRIM saw the light of day in 1983. A veritable fairytale was enacted as family and friends were drawn into the fellowship that became the business. Thomas built a team around himself. His wife Annemette Markvad became CEO and designer, Thomas’s little brother Henrik became the accountant, and Anne’s sister Birte Markvard joined the design team. 
For many years they all worked tirelessly to further the dream. Until five years ago, the business was run from the basement of their house with Thomas’s wife as the autodidactic designer of jewellery (and CEO) and Thomas the merchant. The opulence of the storeroom reflects the success of the company. 

In the few years it has become clear that the company is destined for a greater future. Growth has been rapid, from 12 to 230 employees in less than four years. So fast has the development taken place that Thomas can no longer remember everybody’s names – a sad drawback of an otherwise undisturbed success. Nevertheless, the friendly atmosphere at PILGRIM is unmistakable. It is clear that Thomas is not a person comfortable with the innovations of the new millennium. He does not know how to switch off his mobile phone and is caringly assisted by one employee. Another jokes effortlessly with him. They truly care for Thomas, as he cares for them. Thomas is the constant reminder that although this is business, profit is nothing without compassion, and Thomas remains a modest man at heart who gives back to society more than he has received. Indeed, Thomas has an affinity for those raised in hardship, born of his teenage experiences in Africa and he fights poverty and sickness with money earned from the business. In the nomenclature of modern business PILGRIM is thus socially responsible contributing all the profits from a whole line of jewellery to the charity organization Médecins Sans Frontières, which provides medical volunteers to work in crisis zones around the world. A recent initiative is the establishment of the Pilgrim Foundation to support initiatives in Third World countries to help the sick and destitute. Despite Thomas’s apparent success he remains a very deprecating private person and is hesitant to put himself forward as the author of PILGRIM’s success, attributing this to his wife and employees. Thomas’s own reading is now confined to popular business books.

And they lived happily forever after? Perhaps not, time will tell as it always does. Although Thomas and his wife recently divorced Thomas now reads bedtime stories to their youngest children and thus the fairytale continues……………. 

It is helpful to consider fairytale both as a literary genre and in relation to entrepreneurship.

Fairytale as a literary genre

Fairytale is a literary genre, which we usually first encounter in childhood, but fairytales are not synonymous with childhood stories. Indeed, there is a darker side to fairytale, which requires an adult understanding of life to decode them. Thus, for Von Franz (1974) there is “Shadow and Evil in Fairytales”. Nursery rhymes and fairytales are universally understood building blocks (Opie and Opie, 1992). However, it is in childhood that we begin to absorb cultural values and where our narrative understanding begins. Furthermore, it is in narrative and fairytale that heroes and villains are perpetuated (Sproule (1980). Fairytales invoke imagination, and are therefore well suited to convey the power of entrepreneurship, which is often criticised as being simply too good to be true (Smith, 2003). Fairytales are related to the literary genres of nursery rhymes, fable and fantasy. These genres often contain moral lessons and are intended to instruct and / or amuse. Being tale-types they are associated with fiction, falsehood and invention. Tales, by their very nature stretch the truth, but work best when they contain an element of the truth. Acceptance of entrepreneur stories as fairytale is important because it acknowledges the possibility that they may deviate from truth and objectivity. Entrepreneur stories contain elements of fantasy which bring creativity, imagination, enchantment, marvel and dreaming into play (Smith, 2005).

Many fairytales relate to heroic adventures. Indeed, Tolkien (1982: 188) argues that one can scarcely improve on the opening formula of a fairy tale – “Once upon a time” because it turns mythology into fairy story. However, Cook (1969) criticised folktales, myths, legends and fairytales as being unrealistic and un-localised in time and space. All are brought to life through storytelling and are associated with dreams and visions, and what Erikson (1969: 336) refers to as “mythological space time”. Tolkien (1982: 17) lists elements and linkages between fairytale and legend including heightened senses; unreal or incredible stories; and falsehood. Fairytales engage with popular beliefs and the forces of good and evil. For Tolkien (1982: 121-125) fairy stories are about the adventures of men in the “Perilious Realm or upon its shadowy marches” and describes faeries as “workers of illusion…cheaters of men by fantasy”. One has to enter into the spirit of a fairytale and Tolkien warns against analysing fairytales to quarry for information, because separating components from the story distorts them. This is significant as well as sound advice. For Tolkien faerie (as a state of being) is linked to fantasy, fable and mythology via creativity and imagination. However, Clouston (1889, quoted in Dorson, 1968: 263) noted that fairytales have no particular moral, for the hero achieves all his wonderful enterprises with the aid of superhuman beings and by magical device.

However, despite the protestations of Tolkien, not to analyse fairytale and quarry it for information, we humans, in the spirit of adventure, are prone to reject his sound advice. In this respect, the work of Propp (1968) is of interest because he examined the syntactical structure of folktales and the affinities that appear to exist between fairytale, religion, myth and ritual. Propp visualised fairytales as schemes handed down by generations as ready-made formulae capable of becoming animated with a new mood (ibid.: 116). Propp analysed the stability of construction of fairytales teasing out elements (ibid.: 99). According to Dundes (in Propp 1968: xv) fairytale structure may be related to the structure of the cultural ideal success stories. In Western society the entrepreneur is such a story.

Entrepreneurship as fairytale!

From an extensive reading of the entrepreneurship literature, it was evident that the literary devices of fairytale and fantasy make a massive contribution to our understanding of how contemporary entrepreneurial narrative is constructed. This is so because fairytale can be used as a heuristic device to aid understanding. Indeed, academic consideration of entrepreneurship as fairytale is growing as evidenced by the following list of studies - Bottigheimer (1987); Zipes (1979); Zipes (1988); Anderson (1995); Smith (2003); Hoffman (2003); Smith (2004); and Smith (2006). This section therefore examines the significance of fairytale to entrepreneurship and thereafter examines the structure of fairytale, unpicking the moral message imparted therein. Table 1 below details the significance of fairytale to entrepreneurship showing how fairytale is used as a heuristic device to explain the latter.

Table 1 Fairytale as a heuristic device to explain entrepreneurship

	Authors
	A synopsis of their work

	Bottigheimer 1987
	Bottigheimer studied the motif, plot, and images of Grimm’s fairytales and argued that they were basically morality tales which presented stories of bad girls and bold boys which over time become absorbed into the folklore as stories of the people.

	Zipes 1979,1988
	Zipes argues that the fairytales of the brothers Grimm “stress fundamental bourgeois values of behaviour and moral principles of Christianity that served the hegemonic aspirations of the rising middle classes in Germany and elsewhere. These values and principles were oriented toward male hegemony and patriarchalism. Zipes (1988) linked the concept of fairytale to contemporary entrepreneurial narrative and presented two chapters which allude to this link - "Dreams of a Better Bourgeois Life: The Psycho-Social Origins of the Tales" and "From Odysseus to Tom Thumb and Other Cunning Heroes: Speculations about the Entrepreneurial Spirit". Zipes articulates that male cunning is key, as is the hero's knowledge of the world and how to use “wit and words“, to conquer the unknown. Tom Thumb is the model and Odysseus the inspiration. For Zipes, the entrepreneurial spirit articulated by Weber’s Protestant ethic exudes from the fairytales told by the Brothers Grimm. Zipes argues that fairytale conveys utopian knowledge and becomes societal myth to accomplish certain concealed ends preserving an outward appearance of neutrality, and innocence. Thus it could be argued that these fairytales are proto-entrepreneurial narrative because the genre was imbued with the ethos of the time in which it was written. 

	Anderson, 1995
	Anderson (1995:119) describes entrepreneurial fable as the friendly face of capitalism and acknowledges the significance of fairytale to entrepreneurship. Anderson (1995:117) in discussing entrepreneurial myth asks do fairytales matter, concluding that the fairytale element is an important imaginative part of entrepreneurial narrative and enterprise discourse.

	Smith 2003 / 2005 / 2006
	Smith (2003 / 2005 / 2006) in a series of related studies used fairytale, fable and fantasy as socially constructed heuristic devices to analyse the construction of entrepreneurial narrative. Amongst the findings was that entrepreneurial narrative is infused with such literary devices and that entrepreneur stories are often presented as if they were latter day fairytales. 

	Hoffman 2003
	Hoffman describes the brothers Grimm as enterprising individuals, who were part of Bildungsbürgertum or the rising class of financial and industrial entrepreneurs and educated professionals. Hoffman concludes that enterprise and myth are linked by dreams and fairytales and that the fairytales perpetuated by authors will reflect their socio-economic surroundings.


In fairytales, luck always favours the deserving – not so in reality. In entrepreneurial narrative, fairytales are invoked by the usage of particular phrases, such as “Once upon a time”, or “Rich beyond their wildest dreams”. Such phrases are invoked with regularity in the narratives of successful entrepreneurs and in fictional accounts of entrepreneurs. For example, the following analysis of a passage from the novel “Martin Dressler: An American Dreamer” by Millhauser (1988) makes use of fairytale structuration. In the following excerpt, words associated with fairytale incantation are bolded to highlight their significance in building up the hype and tragedy that we have come to associate with entrepreneur stories (bold added to the text). 

“There once lived a man named Martin Dressler, a shop keeper's son, who rose from modest beginnings to a height of dreamlike good fortune. This was towards the end of the nineteenth century when on any corner in America you might see some ordinary looking citizens who was destined to invent a new kind of bottle cap or tin can, start a chain of five cent stores, sell a faster and better elevator, or open a fabulous new department store….Although Martin Dressler was a shopkeeper’s son, he too dreamed his dream, and at last he was lucky enough to do what few people even dare to imagine. He satisfied his hearts desire. But this is a perilous privilege, which the gods watch jealously, waiting for the flaw, the little flaw that brings everything to a ruin (1988: 1)”.
The use of the phrase – There once lived anchors the story firmly in the realm of fairytale it being a variation on the once upon a time theme, and the phrase Shopkeeper’s son links it with entrepreneurial mythology. The mention of modest beginnings and rising to the height of dreamlike good fortune serves to invoke the humble beginnings and rags to riches fairytale formulas associated with entrepreneurial narrative.  The use of the words destined, dreamed dared, lucky and privileged build the heightened sense that one is in fact being told a fairytale. That Millhouser likens the entrepreneur story to being a perilous privilege is also further proof that one is entering into another world akin to Tolkien’s perilous realm where adventure beckons. 

A major insight gained by the author Robert Smith during his Ph.D. studies was that in biographies of entrepreneurs, fairytale rendition plays a significant part in the socially constructed nature of such texts. This is so because many journalists resort to a storybook framework to invoke entrepreneurial success stories. For example, Smith (2003) uncovered a typical example found in the Business Journal (dated 7 April 2000). In this article an unnamed journalist (Anonymous, 2000) discusses the story of the firm Questia Media Inc, describing the inception of the firm as following a fairytale format with phrases such as once-upon-a-time, and rags-to-riches being used to liken the story to a fairy tale. Smith (2003) also cites the example of Fisher (2001) who is a regular contributor to the magazine entrepreneur.com who also utilises the storybook analogy using sentences such as “spawned thousands of storybook endings”. Indeed, the storybook and fairytale formats are generative social scripts invoked by entrepreneurs to tell their own stories, or by biographers to eulogise or disparage them. Having developed an appreciation of the power of fairytale in influencing our understanding of how entrepreneur stories are presented and told in Western cultures, it is prudent to explore the literary genre of Fellowship Tales.
Fellowship tales as an alternative to fairytale

When conducting the interviews for the PILGRIM story and in writing this paper it became apparent that Thomas Adamsen was in fact narrating a very different fairytale to the one, which we as entrepreneurship scholars, expected to hear. This inculcates a very different moral to that of the traditional fairytale we have come to associate with the entrepreneur per se, albeit that fellowship tales are but a variant form of fairytale. It struck us that the story that Adamsen spun was a well-rehearsed ”Fellowship Tale”. Thus Adamsen told not of his heroic struggle as an individual, but of his part in a continuing storyline where he was ably assisted by a veritable cast of heroes and heroines – for example his mentor Tom, his wife Annemette Markvad, his brother Henrik and sister-in-law Birthe and so forth. In keeping with this storyline Thomas Adamsen has difficulty in being portrayed as the boss, although he reluctantly accepts that he is a very successful entrepreneur. Indeed, he is quick to pay back to society some of the riches his company brings in. 

As a literary genre, Fellowship Tales have a long pedigree. Indeed, a scholar of English Archibald (1992) lists several component parts of such Tales based on a reading of Malory. These are companionship; intimacy; an enhanced sense of relationship, a spirit of bonding; acts of charity, amity and camaraderie not to mention a leader-follower element. The most vivid example of a fellowship storyline in literature is found in Tolkien’s epic masterpiece “The Fellowship of the Ring” (Tolkien, 1999) in which the reluctant hero Frodo Baggins is assisted by Gandalf the wizard, his best friend Sam, Pippin, Peregrin, Aragon and Gimli the dwarf. In a similar vein Thomas Adamsen rightly acknowledges the assistance of his resolute band of helpers in the making of the success story that is Pilgrim. This concerns not only his blood related family but also the extended family constituted by the employees. The realisation that Adamsen was narrating a fellowship tale should not have come as such a surprise because for Swinfen (1984: 1/ 154) fairytale and fantasy both serve a profound moral purpose drawn from structures, motifs and marvellous elements derived from myth, legend, fable, folktale and romance. These genres inflate the virtue of individual heroism, borrowing themes from Christian theology and martial virtues such as courage, obedience, and fellowship exercised as a stern and unrelenting moral code. The Protestant State of Denmark has a long literary history and a reputation of having a moralistic outlook as evidenced by the genre of Danish Morality Tales and Morality Plays for which the country is famed. This is important because morality and decency lie at the heart of Fellowship Tales. 

However, to appreciate the full power of the PILGRIM story it is necessary to consider the semiotic and aesthetic elements of the living and lived business narratives. Thus, instead of the normal practice of concentrating upon the spoken or written words of the iconic Thomas Adamsen gleaned from the interview with him we will concentrate upon impressions and feelings triggered by the research experience. 

READING THE SEMIOTICS OF THIS FAIRY TALE 

For Guthey and Jackson (2006) CEO portraits represent significant sites for the visual construction of Corporate Identity and image as well as illustrating how they conform to what Guthey and Jackson refer to as the Authenticity Paradox. It is significant for this study that their study was of Danish CEO’s based on photographic images taken by the Danish photographer Morten Abrahamsen. In this seminal work, Guthey and Jackson (2006) call for further exploration of CEO portraits and images as an important element of the social and symbolic construction of business leadership. This section of the study builds on that of Guthey and Jackson’s, in that it examines the semiotic images of a maverick Danish CEO. Nevertheless, Thomas finds it difficult to perceive himself as the CEO and likes to think of himself more as an employee. Being a CEO is a role he grew into whilst simultaneously working and reaching goals. Although we as authors use a form of semiotic analysis it is one based upon naturalistic observation. This is because we are anxious to keep things simple. The reasoning behind this is that this is a paper about Thomas Adamsen and PILGRIM and not ostensibly a paper about semiotics. Semiotic analysis is much misunderstood and for non-qualitative researchers can be off-putting. For an explanation of how to conduct semiotic analysis in entrepreneurship research see Smith and Anderson (2007). Another reason for preferring a natural approach is that the boundaries between semiotics and aesthetics are somewhat blurred in places. 

To return to the fairytale, Thomas Adamsen is not at all your ordinary entrepreneur who loves to talk about his achievements, nor telling entrepreneur stories and refusing to be drawn into such dialogue. Instead, Thomas tells his own story sticking to the script as told in the newspaper article which inspired this research. First of all it is important to realise that Thomas is a very self-deprecating individual. For example, Thomas jokes that he was a bad salesman. However, nothing could be further from the truth. One senses that the self-deprecating Thomas is a pragmatist not overly fond of over articulating his story. Visually, to us as seasoned researchers, Thomas Adamsen conforms to the masculine version of the entrepreneurial fairytale in that he is a non-conformist, who on occasion wears Armani suits, wears his hair in a pony tail and drives the obligatory Mercedes motor car. It is an old one, but is nevertheless still a Mercedes. However, Adamsen admits that as a former hippie he has never become used to a tie. Furthermore, he argues that if Karl Lagerfeld can have a bun at the nape of his neck, Thomas Adamsen from Skanderborg can promenade his ponytail. Thomas resists calls to have a haircut – even if it might cost him customers. Here we are minded of the biblical story of Samson. Also Thomas has a fondness for motorcycles and is a member of a local motorcycle club. This, along with his well-cultivated and worn hippie image, will probably never endear him to the Danish business elite. Visually, Thomas broadcasts a counter cultural image associated with a rebelliousness, which many male entrepreneurship scholars can engage with. In all these respects, Thomas possesses the typical profile of an entrepreneur. However, the most noticeable features of Thomas are those of his contagious smile and his boyish, ready grin.

Thomas, like many entrepreneurs is an inveterate storyteller. Indeed, Thomas is fond of the PILGRIM story and likes to narrate that it all began on a blanket on the pedestrian street in Århus with a selection of oriental trinkets, when he was a very young salesman with bare feet and Prins Valiant hairdo. To us the mention of the blanket comes to us as being straight out of story time. Also, in perusing the PILGRIM website and in particular the history page, it is telling that it begins with the words ‘Once upon a time”. We can see parallels to entrepreneurial fable because the story as narrated in the website tells us that the company began in a garden shed before moving to a basement. Shed and basement stories are an integral part of entrepreneurial mythology. Also Thomas shrewdly taps into the Pilgrim motif because he refers to his salespersons across the world as his ‘pilgrims’. Furthermore, like many CEO’s Thomas admits to working late into the night. These are all points of convergence with entrepreneurial fairytale. 

We find it significant that we could only source two images of Thomas Adamsen. The first depicts a young Adamsen as a street trader and the second an older but nevertheless still iconic image.    

Figure 1 – An early image of Thomas Adamsen street trader / entrepreneur
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Figure 1 depicting an early photograph of Thomas Adamsen, down loaded from the website www.pilgrim.dk provides a visual image of the fairytale. It is captivating and obviously deeply meaningful both to Thomas Adamsen and to the spirit of the company. Note the casual crossed legged pose and the fact that the jewellery / wares take centre stage. Note the old jumper and denim jeans. Indeed, the image is reminiscent of early images of the iconic entrepreneur Sir Richard Branson. However, unlike Branson – the shy and retiring Adamsen is not so easily recognisable. Adamsen does not ‘sell himself in business’ - instead he sells his business. He is not the product, PILGRIM is. 

Figure 2 – A contemporary image of Thomas Adamsen.
[image: image2.jpg]



Figure 2 depicts an older and wearier looking Thomas. Note the casualness of his pose and that his beloved denim jeans and ‘T shirts’ are still very much in vogue. 
From a cursory analysis of the above images it would be fair to say that Thomas is not a man who does a lot of marketing himself. Corporate communication advisors would no doubt be horrified but there is an honesty and truthfulness in the broadcasted imagery. This makes it even more significant that the above images appeared in the newspaper simultaneously. Also, both images conform to the ‘Hippy Aesthetic’. Likewise, few images circulate of his wife Annemette Markvad. Paradoxically, Thomas Adamsen and Annemette Markvad are nonetheless shrewd marketers of image. Readers are directed to the PILGRM website www.pilgrim.dk to see the combined power of semiotics and aesthetics in creating the PILGRIM brand. It is also telling (in a film noir way) that the photographs are in black and white.

Readers may also recognise that the model who features in the poster above Thomas Adamsen and on the PILGRIM home page is that of Liv Tyler, the female actress who played the leading female role in the Tolkien movies. We think that this more than anything demonstrates their cleverness in marketing their product. It also speaks volumes on how they want to brand their jewellery. Thomas has put a lot of energy into making the public remember PILGRIM. He is adamant however that they did not choose the name for its religious undertones. Only that they had to find something internationally understood. It signals something exciting, an exotic journey.
Thomas and his wife’s experiences from travelling in the Far East seem to permeate the decor of the company domicile. The new HQ is in dark mocha stone with lots of frosted glass and open plan offices. It is furnished exclusively with Danish Design classics, and everywhere there is just a hint of the orient in the choice of furniture and colours. Even the storage rooms stress the fairy tale thematic. It is as if one is stepping right into Aladdin’s cave with jewellery of all colours, shapes and sizes overflowing the edges of the drawers from floor to ceiling. Continuing in a semiotic vein, the author Helle Neergaard was struck upon entering the open plan reception area, of the new PILGRIM premises that a tall black coloured desk held open and lighted showcases of their most recent collection. Also, on top of this desk was a flower arrangement consisting of two tall, slender, black coffee cups each with a single deep red flower and a few whisps of grass and moss in Japanese style. The same flowers and simple effects were used in a more elaborate arrangement in the company canteen where the author Helle Neergaard conducted the interview. The tables there were also black and all the chairs in were of a deep red lacquer. The effect was breathtakingly stunning. It is impossible to comment upon the semiotics without straying into the aesthetics, because aesthetically it was a beautiful. The unforgettable display was a masterful combination of creative and artistic joy. One sense’s a woman’s touch in play – the invisible hand of Annemette Markvad perhaps? And so it is with the website.

What is significant to us as researchers is that it would not have been possible to convey a fraction of the semiotic nuances in a traditionally packaged entrepreneurship journal article.  

CONSIDERING AESTHETICS AND AESTHETIC PULL

Aesthetics is a branch of Philosophy and is a species of value theory dealing with the sensory and in particular the sensory-emotional values. Both the narrative and the semiotic readings of the PILGRIM family business story invoke emotions within us. To a certain extent PILGRIM is still a family business. Thomas’s wife Annemette Markvad is the woman behind the design success PILGRIM. She not only holds the dual titles of head designer and CEO. According to Thomas (said with his trademark crooked grin) Annemette is the more authoritative part of the CEO-team. However, as Annemette does not like the like the limelight, she lets him work the press. His sister-in-law Birte Markvad is part of the design team, whilst the finances are controlled by Thomas’ younger brother Henrik, who has a business degree. Henrik Adamsen has revitalised the company’s accounts, which used to consist of cardbord boxes filled with receipts etc.

This section also examines the effect which narrative and semiotic elements of the master fairytale interact to create an aesthetic pull. Again we attempt to do this in a naturalistic manner. It is important to remember that Thomas Adamsen made a conscious decision to adopt the PILGRIM motif because of its aesthetic appeal to potential customers. It is significant that in entrepreneurial mythology the ‘Pilgrim motif’ runs deep, particularly in relation to the American psyche since the influential writings of Bunyan’s ”A Pilgrims Progress” which narrates the epic story of the Puritan founding fathers taming of the wilderness that was then aboriginal America. The importance of this imagery is apparent in Pilgrim’s conquering of new worlds, epitomising and stirring up the entrepreneurial spirit. The basic definition of the word pilgrim relates to a wanderer, a wayfarer. Leaving religious connotations aside, it is about a journey of life and an adventure. This notion epitomises the epic journey upon which Thomas Adamsen embarked. This early spirit of adventure still lingers on in the new premises on the banks of Lake Henning into which the company moved in the second year of the new millennium. 

Youthfulness of Spirit is an obvious element in the PILGRIM brand. It is significant that the average age of the employees is 32. Business philosophies such as that mentioned above and individual values are important in building a recognisable trademark such as PILGRIM. In this section on aesthetics it is fitting to discuss the Values of Thomas Adamsen and of PILGRIM per se. As CEO Thomas does not have his own office, but a small corner with a desk right next to the marketing manager and the sales people. He has a clear view of the sales graphics. Thomas likes to be treated in the same way as everybody else in the firm. On that point everybody is equal at PILGRIM. Although PILGRIM started of as one big family and friends in business the rapid growth of the company means that this can no longer be so. Two and a half years ago PILGRIM moved into a new 700 sqm new domicile and a new 1000 sqm building is under construction. Paradoxically this makes the original founding story even more important and of value. Certainly the spirit of adventure lingers on.

Also Thomas is a family man who espouses family values, albeit that Thomas and his wife recently divorced. They have four children ages (18, 17, 5, and 4). The paternal Thomas considers his employees to be his extended family. His personal philosophy is ”Do well by doing good”. The ethos behind it is still compatible with the message of poor-boy-makes-good. Thomas alleges to be stress free. His role is to think up what everybody else is going to do. According to the candid Thomas, it is Annemette who decides. She is the Matriarchal boss, and underlines that all the other family members are as much bosses as he is. Thomas likes spending money but remarks if he spends too much, then Annemette interferes because she loathes extravagance. Thomas is happy running an old Mercedes. He does not court rich friends and prefers to spend his time with other cast outs and the buddies from a motorcycle club. Interestingly, although his life revolves around jewellery he wears none. Thomas is 48 and has no plans of when he goes on pension. He has no dreams of sitting on a sunny island with palm trees he is very satisfied with life as it is. “This is what I like – the business and the time with my children – that’s all a man can want”.
It is our contention that the hesitancy, or reluctance, of Thomas Adamsen to bask in the reflected glory of being an entrepreneur may in fact be a characteristic of his Danishness - a product of the culture in which he was raised, Thomas has difficulty in articulating himself as an entrepreneur. Thomas Adamsen, like many Danes of his generation, was no doubt brought up on a diet of fairytales written by Hans Christian Andersen and we think this is significant because in becoming an entrepreneur Thomas Adamsen has in effect authored his own fairytale, albeit one with a difference. 

SOME REFLECTIONS AND IMPLICATIONS OF THE STUDY
This paper has built on the study of Guthey and Jackson (2006) by advancing the pool of CEO images studied. Whilst Thomas Adamsen may not pass the authenticity paradox, he is nevertheless true to himself as a man, a husband and a leader in business. Thomas Adamsen reminds us of Pilgrim struck with wanderlust. He was motivated by indirect childhood experiences of poverty to help the world’s poor by indulging in philanthropy and giving. Moreover, the pilgrim theme explored in this paper links well into fellowship theme as an alternative and more palatable template for telling hero stories in that they enable more than a central hero to participate. If one is uncomfortable with the more traditional first generation entrepreneur story then one can always narrate one’s story in the form of a fellowship tale. The notion of entrepreneurship as a fellowship of likeminded people working towards shared goals is an appealing narrative. Moreover, to return to the Fellowship themes identified by Archibald (1992) one can also sense that Thomas revels in the companionship of business and the intimacy between his family and the extended family that is his workforce. It is definitely a heightened relationship characterised by a spirit of bonding. Building such camaraderie is the sign of a leader who has created his personal fellowship of the ring. 

The PILGRIM Family business story resonates with us as authors. In this sense the linguistic, semiotic and aesthetic elements of this alternative fairytale resonate with us. The story thus has an aesthetic appeal, which is greater than the sum of the component parts. This is achieved by cleverly fitting together all the parts of the story that belong together. It is a fusion of the old and the new and as such reminds us of Bourdieu’s notion of cultural continuity of forms.  

In treating Family Business as an entrepreneurial habitus this paper challenges the common perception that such Businesses are non-entrepreneurial in nature. Moreover, a key contribution is to challenge the hegemony of a dominant and embedded social construct and in the process to allow new understandings to emerge from the novel combination of narrative, semiotic and aesthetic analysis. This paper also makes a contribution by highlighting the very different messages broadcast by these polar examples of fairytale genre. The aspects of semiotics and aesthetics briefly discussed in this paper are worthy of serious study because they play a significant part in the creation of identity and in the lived narratives of business. 

The implications of this study have the potential to be far reaching because the narrative typology developed allow the entrepreneur, their partner, their family and importantly their employees freedom to exercise their individual and collective voices within the framework of one story. There are obvious limitations in that one is merely swapping one narrative framework far another heroic story type. Nevertheless, it does offer dissenting voices a real choice. Furthermore, this paper has made a contribution to entrepreneurship theory because it considers new or untold stories. Further evidence of the difference of the PILGRIM story from the more traditional entrepreneurial fare we read can be found in the story of what happened to our hero Thomas Adamsen’s mentor Poor Old Tom and his magic blanket. In an self-respecting entrepreneur story Poor Tom should have his own success story to tell. However, unlike Thomas, Tom is now a monk. It could only happen in Demark!!! But thankfully, from this day henceforth no fairytale told in Denmark is allowed to end on a note of sadness. 
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