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Abstract 
There is a growing genre of public information that is aimed to inspire new business 
endeavours. The urge to promote the entrepreneurial spirit among us is followed by a 
flood of information. This paper reports part of findings from a research project on the 
representations of the entrepreneurial idea. Interviews, observations and information 
artefacts collected from three community contexts were analysed to discuss the 
general research question; what knowledge can information artefacts give us on the 
entrepreneurial discourse? In other words; which different practices of Information 
Design are applied to construct the entrepreneurial identity?  The research project 
compares practices to promote entrepreneurship in the city of Luton in the UK, Kista 
Science City in Stockholm and the city of Eskilstuna in Sweden. The research project 
develops into a discussion on the construction of power, ethnicity, gender and class 
and how this is expressed in the representations. The academic framework for this 
research is Information Design with a complementary inspiration from the tradition of 
Cultural Studies. 
  



 
 
 
 
 
The representation of entrepreneurship and its context 
 
 
1. Introduction 
The construction of the entrepreneurial turn in society is communicated through several 
means. There are visible signs everywhere; it is in fact hard not to interact with this sort 
of information because of its strong links to economics. There is a good reason to say 
that many ideas and future innovations could be saved and developed if the 
representation of entrepreneurship worked so it would build a confident communication 
with a broad audience in our communities.  
 
 
2. Research question 
I have two operational research questions for this paper;   
 
● What is the relation between representations of entrepreneurship and their context?   
● How can information be designed so it promotes entrepreneurship?  
 
 
3. Method 
I have searched for information artefacts in three communities where there is a strong 
consciousness of the importance of promoting entrepreneurial culture, Luton in the UK, 
Kista Science City in Stockholm and the city of Eskilstuna, Sweden. The content of this 
paper is however limited to some selected observations from the City of Eskilstuna. 
The empirical data used for this study consists of participate observation, interviews 
performed with the people promoting the entrepreneurial development and the 
collected information material (artefacts) related to this question. 
 
 
4. Theory 
The common need to communicate the entrepreneurial turn in society has given rise to 
a new genre of Information Design, which could be seen as an example of the 
proposition that media is the technology of culture as Hannerz (1990) said. And it could 
well become a major field of practice in public information considering the massive 
opinion for this cause. This development has encouraged me to attempt identifying the 
rising culture of entrepreneurship through the information artefacts generated to meet 
the needs of the new entrepreneurial based society.  
 
The theoretical frame used for studying these artefacts is inspired from the tradition of 
Cultural Studies, a focus on how we construct culture and how gender, ethnicity, power 
and class generally are made up as a social construction. The understanding of 
representation is central in this paper where representation refer to the information 
artefacts reflecting the entrepreneurial culture and context.  
 
I use a three-parted model to understand how the theory of representation works and 
as Stuart Hall (1997, p. 15) explain leads us back to the Swiss linguist Saussure´s 



original idea of this phenomenon. What we see and touch is called a sign, the word or 
picture of this item is called signifier and finally the concept of it, the meaning it creates 
in our minds is called signified. According to this model the real life entrepreneur would 
be a sign, a business park or an environment is likewise a sign. The media format of a 
folder or a website could also be a sign, but the verbal and visual content would 
definitely be referred to as the signifiers. Finally the concept of entrepreneurship would 
be called the signified.  
 
Reflecting the sign, the signifier and the signified we possible understand that we have 
different individual understanding of it. There is a very small chance that we get the 
same idea in our minds when we think of an entrepreneur – the signified. This gives us 
a constructionist perspective on language and signs, meaning that we create meaning 
through interpretation and use of the signs we see (Hall, 1997, p. 15).  
 
 
5. A changing community 
A fair description of Eskilstuna which is also is reflected on the city crest is that 
Eskilstuna can be called the big anvil of Sweden. The industrial heritage, the steel and 
the metal oriented manufacturing is still a large part of the local economy. Close to 
92 000 people lived in Eskilstuna by the end of 2007. The commuting to and from 
Eskilstuna are increasing due to its location just 100 kilometres west of Stockholm and 
in a region with an expanding economy.  
 
During the field studies I have experienced that there are a great number of ongoing 
construction sites in Eskilstuna, Luton and Kista. From the expressed meaning of 
environments like business parks and other infrastructural investments we can pinpoint 
statements of the entrepreneurship discourse; however it is most likely that we first 
read it from the folders, the websites and the personal communication created in this 
context. In a sense I find the meaning of space and place as important for our 
understanding of the entrepreneurial turn in society, the changing city environments is 
the first and most obvious sign of change we experience.  
 
The street called Verkstadsgatan in the Munktell industrial area in Eskilstuna (Figure 1, 
2 and 3) has really experienced some important moments in the history of Swedish 
engineering. The first Swedish steam engine locomotive was built and tested here on a 
few hundred meters of temporarily placed railway tracks on the street. Under the new 
pavement are remains of other railway tracks which were used to move products – 
heavy machinery – to buyers all over the world. The location by the river in Eskilstuna 
which is connected to Lake Mälaren, Stockholm and the global market made it 
preferable to ship things by boat in the early days, before railway tracks and much 
earlier than road transport became workable as a logistic solution.  
 
 
 
 



  
Figure 1, The Munktell area in 1965. Figure 2, The Munktell area in 2007. Figure 3, The 
building to the right captured in 1914 is now since 2006 hosting the Munktell Science 
Park. 
 
Now things are produced and manufactured elsewhere, it is the effects of the 
globalization the universal flow of value, goods, services and environmentally 
hazardous pollution. The industries in the City of Eskilstuna experienced an 
overwhelming decline in production during the 1960s and lasted for over thirty years. It 
was a situation where people left the city, and it meant a great deal of social insecurity 
and suffering for the ones who stayed. Still there are places in Eskilstuna which are 
highly ranked on the list of socially challenged communities in Sweden.  
 

 
Figure 4. 
 
The Borough Council of Eskilstuna took measures to fight the crisis, and in 2007 
surprised pedestrians could read billboard signs placed in the main shopping street that 
explained that the City of Eskilstuna now had been awarded as the city with the best 
economic growth potential in Sweden. Figure 4 shows a small token of this event – a 
graphic logotype was displayed on the website and free to use for marketing purposes 
by public institutions and businesses. 
 
The old Bolinder Munktell industrial plant, placed in the central area of Eskilstuna, has 
changed its face to meet a new era. One could see this transformation as a sign of an 
ongoing industrial cycle. Today the Munktell area is truly post-industrial; though the 
exterior looks industrial the interior surprisingly contains an indoor track-and-field sports 
arena, an art museum, a hotel, facilities for education, and the Munktell Science Park, 
which opened in 2006.  
 
The story of Munktell Science Park is successful. In just two years since its opening the 
building is filled with both newly started and established companies. The aim is to 
support and increase business, especially companies with a good growth potential. At 
Munktell Science Park there are services for new start ups including courses for new 
entrepreneurs. This work is supported by a number of information artefacts, information 
design applied to support and construct the entrepreneurial identity.   
 
 
 



6. Representation of entrepreneurship 
When designing a message in an entrepreneurial context the first question might be to 
identify the target group, the aspiring entrepreneurs, but this is complicated by the fact 
that they often don’t see themselves as entrepreneurs in the first place. Maybe their 
identities are as businessmen, workers, academics, artists, media producers or health 
consultants, and that they by that do not read or are tuned in to listen in the same 
frequency as the producer of entrepreneurial development sends information. For 
people in business it seems easier to associate with the things you do (sell or 
manufacture) than to the undefined identity of an entrepreneur (Berglund, 2007). The 
interviews made for the thesis framing this paper says that the entrepreneurial identity 
is somewhat fluid. Identification and identity building is something that the entrepreneur 
constantly searches, through information artefacts, personal meetings and other media 
channels. We can then see that there are many interpretations of the sign, the signifier 
and the signified, or in other words say that the signified - our notion of the 
entrepreneur is a complicated thing to communicate.  
 
 
7. Addressing the potential entrepreneur 
Figure 5 is an example where the potential entrepreneur is addressed, kind of 
significant a billboard sign is used for this message. The selected medium says that the 
entrepreneur question is a common question related to all citizens in our community.  

 
Figure 5. Two faces of entrepreneurship displayed. The text says “Do you have the 
courage to concur the world? Discover and be inspired at the entrepreneur week 23-
27/4 Munktell Science Park Eskilstuna. “  
 
The posters in figure 5 were produced by the Järv company – a local media producer. 
Contrasting the information produced for the event the previous year a new graphic 
profile was applied. There was a delicate consideration using large fields of black 
colour, it worked well on printed material like paper and fabric drops. Figure 5 illustrates 
the problems with reflection when the poster is behind glass. Another consideration of 
the use of colour was to print the text on the picture with the male model in pink letters 
and on the picture with the female model in blue letters. A light green colour is used for 
the text block at the base of the poster, the green colour is a main part of the graphical 
profile for the Munktell Science Park and often used with a stylistic picture of a growing 
seed. 
 



The poster models were carefully chosen for their characteristic male and female looks 
and this reveals some ideas how the information senders sees their target group. They 
seem to have concluded that a male and female model in the pictures would represent 
male and female entrepreneurs, which sounds like a fair conclusion. This is an 
argument which I try to understand the implication of; if we want to have equality in 
gender, ethnicity, class and power in the representation of entrepreneurship. Do we 
then have to find forms of representation that shows it – but at the same time not 
stigmatize and stereotype the target group? The pictures in figure 5 reveal the sender’s 
notion (signified) of the entrepreneur – here presented as young and brave.  
 
 
8. Connecting the entrepreneur 
The interviews suggest that the second step after getting attention from the target 
group is to support the entrepreneurs search for identity as entrepreneurs. This is best 
performed through personal meetings. Discussions and networking with other business 
start up people are essential. At these meetings the senders of information have to 
convince the striving participants of the benefits with the entrepreneurship and motivate 
them to try a realization and a development of their ideas. 
 
The Munktell Science Park is the very institutionalization of entrepreneurship in the city 
of Eskilstuna; this is the place where a mix of the established and the newly started 
business keep their offices.  

Figure 6.  The interior from the Munktell Science Park, Eskilstuna Sweden. 
 
The first information design related issue we can identify in this context is the situation 
when the entrepreneur during the start up of a business meets a broad range of 
information managers communicating a wide range of supporting strategies by their 
information artefacts, personal meetings, websites, folders and other forms of printed 
material. Figure 6 show a scene from the annual entrepreneurship week in Eskilstuna 
(2006) and through the signs we can count up to ten different institutions trying to court 
new entrepreneurs. In figure 6 there are examples of the sign (the entrepreneur during 
his presentation) the manager of the event (to the left), and a great number of signifiers 
all together with the event creating the signified – the notion of entrepreneurship. The 
idea of future success is just as important as what we do here and now, the logic of 
what our present investments can do for us makes the idea of entrepreneurship 
attractive, valuable and sellable.  



 
However most of the information support for entrepreneurship comes from senders 
with good intentions. The art of selling this idea is to package it in an attractive manner 
and here we can observe some different information design practices. As I understand, 
the mission to design information creates a number of questions and the solution 
depends on the sender intention, economy and other context related questions.  
 
 
9. The information artefacts 
Even from a brief analyze of two local business-magazines and a folder we can identify 
some gender and power issues (figure 7).  
 

Figure 7. Magazine covers from the local entrepreneurial context of Eskilstuna. 
 
Looking at some examples of the entrepreneurship information we can categorize a 
few genres of representation. The three covers in figure 7 represent a portrait, a 
dramatization and an illustration of the entrepreneurial identity. The picture to the left in 
figure 7 is a cover from a monthly business-magazine in Eskilstuna owned and 
distributed by the largest local daily newspaper. The paper-size is cut to 215 x 282 mm 
and it is printed in the same quality one could expect from a daily newspaper, which 
make quite an unfashionable and pale impression. The name of the magazine 
Business in Mälardalen says something about the ambition to be a voice for the 
entrepreneurs in the region. The cover shown to the left in figure 7 is a portrait of an 
entrepreneur from the industry of golf equipment and the article inside is about the 
process of registering a patent. This traditional cover design was used only a few 
times. When I asked the editor of the magazine how they plan the layout and the 
representation of male and female entrepreneurs I got the answer they count every 
person in the magazine to get an equal balance of representation – they do not count 
the numbers of pictures or the size of the text and pictures.  
 
The magazine-cover in the middle of figure 7 one could easily raise some gender 
questions about, and that was the original intention with this picture of an all male 
technical consultant office. The picture illustrate that they are reflecting on their lack of 
gender heterogeneity. The bitter look of the dark business suits is intended to be a 
funny reference to their company name KGB which is short for Konsultgruppen i 
Bersgslagen (The Consultants from the Bergslagen Region). 
 



Finally the picture on the right in figure 7 shows a climber and this picture are used to 
market the services from Nyföretagarcentrum (the Centre for New Start Ups). I was told 
that the picture was chosen because of its dramatic content. There is a good analogy in 
the picture to the work performed by the Centre for New Start Ups and I guess the 
business advisors working there see themselves as the person holding the security-
rope at the base of the rock. The picture associates some excitement and even stress 
to the entrepreneurial identity. 
 
 
10. The intersectional approach 
I would say that the information artefacts reveal some interesting differences 
concerning how the entrepreneur-promoting challenge is met by different institutions. 
To answer the first research question on representation and context I would argue that 
the representations reflect their context in two distinctive ways. The examples show 
that the media representations could be used as reflecting on an existing context but 
more frequently used in the construction of a new business context and entrepreneurial 
identity.  
 
To answer the second research question I reached the conclusion that information 
design could be better, yes, it is easy to say but not so easy to do. I think the technical 
production of the information material I have seen is well done but I argue that an 
intersectional analyse over gender, power, class and ethnicity before producing 
information material could make the representations of the entrepreneurial identity 
even better.  
 
The information artefacts I studied clearly show that there is a strong structure of power 
connected to the production of information material for the entrepreneurial policies. The 
power is mainly manifested by the sender’s intellectual and economic ability to produce 
the information materials.  
 
The single entrepreneur becomes the mediated icon for the present discourse on 
innovation and entrepreneurship. Through the representations their identity is used by 
organizations and networks whose purpose is to promote the entrepreneurial spirit. 
Another aspect of power that is argued in the information artefacts is the feeling of own 
empowerment and freedom expressed by the entrepreneurs.         
 
In Eskilstuna there are few strategies to promote entrepreneurship in relation to the 
ethnic communities in the city. An organization called IFS – The International 
Businessmen in Sweden performs consulting work for this issue.  But the interviews 
gave me answers I interpret as that ethnicity is not generally used as an operational 
term in the business of promoting entrepreneurship. At first this sounds fair – that no 
one will suffer from the stigma as the immigrant/ethnic/multicultural-entrepreneur. But 
this approach also complicates things, there has to be some way to create 
representation reflecting culture in relation to entrepreneurship.     
 
The gender question is handled carefully by the producers of information material. Here 
we can find strong influences of the recent year’s gender discourse and the progress of 
the research on feminism. However the application of this knowledge is performed in 
different ways in the representation of entrepreneurship. The examples were the visual 
representation of the all male company, the careful choosing of models for the 
entrepreneur week and the equal numbers of male and female representation in the 
entrepreneurial magazines.  
 



The representation of social class is difficult to discover, I think it is implied and a part 
of the in the entrepreneurial discourse. The old hierarchical class based society is seen 
as the contrast to the new entrepreneurial based society where everyone is supposed 
to break the inequality between capital and labour like Marx described it (Arvidsson, 
2005, p. 19).            
 
There is a good reason to ask if the entrepreneurial identity is so strong that it is 
covering other aspects of identity. I think it is important that we create a generous 
notion (signified) of entrepreneurship through the representations we produce for it.       
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