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_________________________________________________________________________________
ABSTRACT— In 2007, two friends decided to establish a new IT company, but not just another software company –
a phrase that later became one of their slogans. The Finnish IT company called Vincit has turned out to be a success
story both financially and in terms of personnel and customer satisfaction. The company is known for its skillful use
of media as a deliverer of their company story. This paper examines organizational storytelling through media. The
empirical data was gathered between 2012 and 2019, and it is analyzed using narrative analysis focusing on the types
of stories told and how they are narrated.
Keywords— storytelling, organizational story, management, qualitative research

_________________________________________________________________________________
1. INTRODUCTION
Knowledge has always resided in organizations, but only during the Information Age have organizations recognized
knowledge or intellectual capital as a critical resource of the company (Cohen & Prusak, 2001) that has an influence on
organizational effectiveness and competitive advantage (Hannabuss, 2000). Storytelling is a traditional way of passing on
knowledge and culture, but it has been seen as having less value in business organizations comparing to hard forms of
knowledge that can be classified, categorized, calculated, and analyzed (Sole & Wilson, 2002).
Only recently have organizations recognized that knowledge cannot always be completely abstracted into categorical
and analytical forms; nor can it be conveyed in such forms (Sole & Wilson, 2002). Earlier, organizational knowledge
used to be created through a continuous dialogue between tacit and explicit knowledge (Nonaka, 1994), but now we are
entering a third age of knowledge management in which the focus on tacit–explicit conversion is no longer adequate.
Instead, there will be a new focus on the management of narrative, or story (Snowden, 2002).
Communication in organizations, in general, is important in its factual form (Marchiori & Bulgacov, 2012), but it is
also important in other, more emotional forms such as storytelling (Barker & Gower, 2006; Boje, 2008; Denning, 2005;
Gabriel, 2000) because storytelling is a powerful management tool (Savita, Hazwani & Kalid, 2011) and “… the story
can become a viral communication, being passed from mouth to mouth, up, down, around and external to the
organization. It can grow with the telling, it can become a modern myth, it can cement a company’s position and
ultimately it can make the difference between success and failure” (Love, 2008).
For companies operating in knowledge-intensive product markets, such as IT companies, the significance of good
reputation is particularly essential. This is because the pre-purchase evaluation of product quality is difficult, as the
production process starts only after the purchase and there is always an asymmetry in information between sellers and
buyers (Vendelø, 2016). Truth is important in storytelling because it defines how effectively the message of the story is
conveyed (Barker & Gowen, 2010). Indeed, an organization’s success is increasingly attributable to soft forms of capital
like its reputation (Post, 2004), and poor communication skills can create negative consequences in terms of lost business
opportunities, lost productivity, and damage to reputation (Knotts & Thibodeaux, 1992).
Current literature reflects the principle of a direct link between the use of organizational storytelling, heightened
employee engagement, and improved reputation (Gill, 2011). In other words, employer communication predicts
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employee satisfaction, and storytelling is an important medium in building employer-employee relationships (McCarthy,
2008; Madlock, 2008). Therefore, all organizations, but especially knowledge-intensive ones, require as much attention
to employee loyalty as customer loyalty (Gallicano, 2009; Pina e Cunha, 2002; Alvesson, 2001), since internal respect
for the company brand often translates into a healthy reputation externally (Post, 2004).
Now that organizations have entered the third age of knowledge management and there will be a new focus on the
management of organizational story, it is important to study narratives because our ordering of time and space in
narrative forms constitutes one of the primary ways we use to construct meaning (Felluga, 2003). There are certain
underlying narrative structures that remain constant, despite the apparently endless diversity of story forms and content
(Pradl, 1984).
In this study we examine stories of a case company, a reputable Finnish information technology company called
Vincit. The company is known for its very high employee and customer satisfaction, for its sound financial performance
year after year, for the many prizes it has won at national and international levels, and for its unique use of stories as part
of its collective identity construction as well as leadership practices. The company has also attracted media in an
exceptional way to convey their organizational storyline, and the company declared in public that they do not use any
financial resources for operations such as marketing. Instead, they are willing to tell their story on different occasions and
in public media.
This paper aims at describing in detail how organizational storytelling can be used to convey the message a company
wants to tell the world and help in building a successful business. We use a narrative approach, which is qualitative,
subjective and interpretive by nature. but does not attempt to answer questions or predict future behaviours. The research
tasks for the study are: 1) What thematic elements appear in organizational stories? 2) What are the purposes of
organizational stories? and 3) How is a good organizational story constructed? The results will not be generalizable to
other companies, but they reveal essential features of good organizational stories: their thematics, purposes and
structures. The remainder of this article consists of five sections: a literature review, data and methodology descriptions,
results, conclusions, and discussion.

2. LITERATURE REVIEW
Traditional management research considers organizations as machine-like, controllable mechanisms that need
hierarchical management, leadership, and authority structures (Morgan, 2006; McDaniel & Driebe, 2005) so that
organization members can perform their tasks in a coordinated, efficient, and effective manner (Howell, 1997; Kerr &
Jermier, 1978). Prescribed rules and formalized control are supposed to simplify and clarify the organization’s operations
and lead to simple, well-defined, and predictable responses to a knowable world (Plowman, Solansky, Beck, Baker,
Kulkarni & Travis, 2007).
Many organizations today lean on traditional, hierarchical, managerialist orientation that is powerful in the
production of physical products (Sohlberg, Czaplicka & Lindblad, 2008; Bandura, 2002), but ill-suited to a knowledgeoriented economy (Uhl-Bien, Russ & McKelvey, 2007; Cohen & Prusak, 2001), because it has become evident for many
organizations that it is not possible to formalize every aspect of work into standard, predictable, mechanistic patterns that
are easy to understand or recognize (Pelrine, 2011).
Forces like increasing globalization, a growing service sector, and the development of technology have made
businesses seek new ways of working (Boxall & Macky, 2009; Brown & Eisenhard, 1997; D’Aveni, 1995) and new
ways of improving their productivity (Kauhanen & Maliranta, 2011; López-Cabrales, Pérez-Lunõ & Valle-Cabrera,
2009; Appelbaum, Bailey, Berg & Kalleberg, 2000; Barney & Wright, 1998.) Management’s most important
contribution in the 21st century is no longer the increase in productivity of the manual worker, but the increase in
productivity of the knowledge worker. Work that requires new solutions, innovation, creativity, and interaction between
people is often a poor fit with traditional industrial structures and management practices (Drucker, 1999).
The organizational environment is becoming volatile, uncertain, complex, and ambiguous (Bennet & Lemoine,
2014). These kinds of environments demand flatter hierarchies, decentralization of decision-making, self-organization,
empowerment of employees, and even the emergence and creation of a new order to create good conditions for highly
productive ways of working (Pfeffer, 2016; Mitleton-Kelly, 2003; Edwards & Wright, 2001; Daft & Lewin, 1993). This
change can be supported by stories, which can act as a powerful tool for change in organizations (Denning, 2002).
The rise of complexity theory, free agency, and the virtual workplace highlight the importance of social capital, and
stories are the voice of social capital. They convey the norms, values, attitudes, and behaviors that define social groups.
They show by example. (Cohen & Prusak, 2001.) Stories are particularly relevant and effective in communicating
complex knowledge in complex organizational situations (Sole & Wilson, 2002) because stories have the power to
convey complex ideas in simple forms (Snowden, 2000a; Snowden, 2003).
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The leadership power in knowledge-intensive organizations is not in an embodied person but in the meanings
constructed in collective discursive interaction (Parry & Hansen, 2007). Redefining organizational practices thus means
moving away from mass production efficiencies, hierarchical organization, and central control towards flexible, learning
organizations where leadership can be understood as a practice (Boje, Pullen, Rhodes, & Rosile, 2011; Fairhurst, 2008),
which emerges in organizational interaction, can be negotiated in communication, and manifests in everyday meaning
construction (i.e., discourse) among organizational members (Auvinen, Riivari & Sajasalo, 2018).
Every organization is a storytelling organization; a collective system in which the performance of stories is an
essential part of sensemaking (Boje, 2008; Boje, 1991). Storytelling is not only natural for organizations; it is probably
used more heavily than any other information channel (Reamy, 2002). Storytelling allows the swift and effective sharing
and understanding of business information (Barker & Gower, 2010) and describes complex issues, explains events, helps
people to understand difficult changes, presents other perspectives, makes connections, and communicates experience
(Wende, Philip & Dubberke, 2009; Nielsen & Madsen, 2006). Stories told in an organization reveal the ideation pattern
of that organization (Snowden, 2003). This makes storytelling an excellent business tool in many organizational areas
(Barker & Gower, 2010), an essential leadership skill (Cohen & Prusak, 2001), and a driver of productivity and business
success. It has even been suggested that “people follow the story as much as they follow the storyteller or author, hence
the story becomes the leader” (Parry & Hansen, 2007).
Stories play an important role in imparting and storing organizational knowledge (Schreyögg & Koch, 2005) because
stories convey meaning and knowledge, not just mere information (Reamy, 2002). An organizational story is defined as a
detailed narrative of past management actions, employee interactions, or other intra- or extra-organizational sequential
events (Swap, Leonard, Shields & Abrams, 2001) that evolve around actors (Nielsen & Madsen, 2006). The many uses
of stories include the creation of brand and partnerships, the storage and dissemination of organizational knowledge, and
cultural change and empowerment in uncertain times (Snowden, 2000b).
There is no right way to tell a story (Denning, 2005) but much depends on the leader’s ability to engage with
employees and to use illustrations deliverable to a mass audience while, at the same time, retaining individual appeal.
Being able to put the strategy into context by illustrating it with a simple, emotionally engaging narrative is far more
powerful than traditional organizational communications (Love, 2008). In a decision-making situation, stories keep the
organization from repeating historically bad choices or they can be used to invite the repetition of past successes (Boje,
1991). Storytelling is a way to connect people to the culture, values and ways people do things in an organization. In
addition, people tend to trust organizations that have a calling beyond pure profitability (Cohen & Prusak, 2001), and
storytelling can help members of the organization feel connected to a larger community and a higher purpose (Driscoll &
McKee, 2007). Story performances are part of an organization-wide information-processing network and stories
construct an institutional memory system of the organization (Boje, 1991). To have the media to deliver the company’s
message and story is powerful and credible when compared to a situation where a company tries to deliver the message
itself (Fog, Budtz, Munch & Blanchette, 2010).

3. DATA AND METHODOLOGY
The data for the study was collected from published articles on Vincit between years 2012 and 2019 (Table 1) and
two interviews that were conducted in 2012. The interviewees were two employees of the company and their purpose
was to get a general understanding of the case company. The media data consists of 119 publications, 24 of which were
released by the major Finnish national newspaper Helsingin Sanomat and six by the Finnish public service broadcasting
company Yle. The rest of the publications appeared in local newspapers (11), financial papers and magazines (19) and
professional magazines in different fields (11). Other companies and organizations account for 38 publications, and the
number of official press releases was 10.

Table 1: Description of data by sources
Helsingin Sanomat
Yle
Other newspapers
Financial papers & magazines
Other professional magazines
Other companies and organizations
Press releases
Total
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Narrative is said to be a fundamental way for humans to organize their understanding of the world (Cortazzi, 2001).
Narrative research, which is usually qualitative by nature, aims to explore and conceptualize human experience and
action as it is represented in textual form (Salkind, 2010), even though text research does not capture the basic aspects of
the situated language performance because the focus is on textual content rather than the storytelling event (Boje, 1991).
Narrative research can take many approaches that rely on written or spoken words or even the visual representation
of individuals. It thus allows many data collection methods. Narrative research usually focuses on the lives of individuals
as told through their own stories. (Narrative research n.d.) Narratives capture both the individual and the context (Moen,
2006). A narrative research method can take an interpretive approach involving storytelling methodology where the story
becomes an object of study, focusing on how individuals or groups make sense of events and actions in their lives
(Mitchell & Egudo, 2003).
In narrative analysis, the emphasis is on storied experience (Salkind, 2010) – typically what is narrated and how
(Narrative research n.d.). In narrative analysis, researchers interpret stories and make conclusions by focusing on
different elements, such as how the story is structured, what functions the story serves, what the substance of the story is,
and how the story is performed (Allen, 2017; Cortazzi, 2001).
According to Poulton (2005), stories can be classified as 1) “You know the story, don’t you?” (implying the listener
knows the story and has full command of the storyline and its meaning), 2) the joke (punchline defined), 3) anecdotes
(crystallized tales), 4) narratives of great length and dramatic zeal (epics, sagas, myths), 5) carefully constructed “stories”
with public relations intent, and 6) simple recounting of events. There are thus variations in story type and use, but stories
create clusters or chunks of information that make them easier to pay attention to and to remember (Reamy, 2002).
The essence of a story is to offer a streamlined and surrogate experience (Sole & Wilson, 2002) where analysis is
balanced with emotional intensity (Snowden, 2005). A story is a narrative that can be told in many ways (Poulton, 2005)
and a good story combines the explicit with the tacit as well as the information with the emotion (Ruggles, 2002). It
conveys a thought, a moral, or a consequence in a way that forces the listener to look at a common message in a new way
(Poulton, 2005). The organization’s use of a metaphor of itself is done to simplify a complex of events that make up the
story. The metaphor and the causal narrative behind it become the basis for how individuals in organizations define who
they are, what the organization is, and how the organization responds to conflict or chaos. A good organizational story
includes 1) an inclusive approach; 2) emotional content; 3) relevance; 4) prospective value; 5) strong characters; 6)
familiarization; and 7) promotion of trust (Poulton, 2005). The purpose of storytellers is to illustrate general truths that
they expect the recipients to infer by implying rather than boldly stating the general truth (Nair, 2003). Most storytelling
is done in conversation and involves the listeners as co-producers (Boje, 1991).

4. RESULTS
In this study, we investigated 119 articles published in public media over the course of eight years, i.e., between
2012 and 2019. In addition, two interviews carried out in 2012 were included in the data as they contained stories told
verbally. Most of the articles published in the media were written so that each one of them included numerous narratives
concerning different aspects of organizational life and it was not always clear to point out the main substance of the story.
However, we chose the main theme on the basis of their title and analyzed the stories from three point of views: what the
substance of the story is, what the function of the story is and how the stories are structured.
Our analysis started with substance, i.e., themes of published stories, because a theme of a story is an emergent
property of anecdotes told in an organization. Identifying the pattern of themes provides insights into the reality of the
organization’s culture (Snowden, 2003). Also, stories select elements of the basis of importance and fit with other
elements (Reamy, 2002). Categorized by the title and the main substance, the articles were classified thematically under
nine different themes listed here in the order of occurrence frequency: 1) Wellbeing at work, 2) Profitability, 3)
Management practices, 4) Good reputation, 5) Recruiting practices, 6) Bad reputation, 7) Payment policy, 8) Marketing,
and 9) Goodwill. The results of this preliminary analysis are presented in quantitative measures. The themes are here
followed by the respective number of articles and then described, giving examples of their titles (Table 2).

Table 2: Thematic classification of data
Wellbeing at
work

27

IT company promises to make dreams come true (Helsingin Sanomat, 2014)
The result of the company may be eroded if employees feel bad (Helsingin Sanomat, 2014)
This is no hippie camp (Tuplaamo, 2015)
Cooperation is more important than ever – expert advice on how to become a nice colleague
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(Helsingin Sanomat, 2016)
Welcome packages and free lunches – this is the first workday in a desirable work place
(Helsingin Sanomat, 2017)
Profitability

21

IT company Vincit Group gains a fast start on the stock exchange (Helsingin Sanomat,
2016)
Vincit builds the grounds for future growth (Kauppalehti, 2018)

Management
practices

18

100 employees, only two bosses (Helsingin Sanomat, 2014)
The CEO of Vincit: “I’m a bad boss” (Telma, 2015)
Rebel – why did rule-hater Mikko Kuitunen decide to list Vincit on stock? (Talouselämä,
2016)
One sentence written on a beer mat revolutionized Mikko Kuitunen’s life – this is how he
became an IT millionaire who runs award-winning top company in a totally peculiar way
(Lapin Kansa, 2018)
“The one who makes most mistakes wins” – Finns do not dare to fail, say successful
business leaders, and give an example that saved hundreds of lives (Helsingin Sanomat,
2018)

Good
reputation

14

Europe’s best workplace: Vincit from Tampere (Yle, 2016)
Employer of Year 2017 – Vincit wins the competition (Tampereen kaupunki, 2018)
Vincit – an IT company that customers love (Joki, 2018)

Recruiting
practices

11

One in 100 is hired (Helsingin Sanomat, 2012)
IT company wants more women in the business (Helsingin Sanomat, 2014)
IT company Vincit leads the reputation inquiry – the company pays 5,000 euros in
compensation to employees who are disappointed during their probation (Helsingin
Sanomat, 2017)

Bad
reputation

10

A recruitment advertisement looking for “a better Mikko” chipped away at the reputation
and stock exchange price: Attention got expensive for Vincit (Kauppalehti, 2019)
IT company apologizes for its recruitment advertisement: Young women considered it
discriminatory (Yle, 2019)
A recruitment advertisement for a Finnish success company made Slush-generation young
people mad: “As a woman I do not feel like laughing” (Aamulehti, 2019)

Payment
policy

7

In an IT company, everyone knows each other’s salaries – envy did not increase (Helsingin
Sanomat, 2015)
What does open payment policy require? Software company Vincit is doing what others are
just talking about (Mandatum Life, 2017)
Open payment policy requires a lot more than just open payments (Mandatum Life, 2018)

Marketing

6

Two winners were awarded in the competition searching for the most marketing-spirited
engineer in 2014 (TEK verkkolehti, 2014)
Qualified workforce ran out in Tampere, Vincit is expanding its operations in Turku – and
searching for a team leader using local dialect (Aamulehti, 2017)
A stocklisted company slips ambiguous messages in official announcements – Did you
notice the spoonerism? (Aamulehti, 2018)

Goodwill

5

Giving up the immaterial rights of software does not prevent profitable business (Codento,
2015)
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Following the thematic classification of data, some of the narratives were chosen for closer scrutiny according to a
criterion that there is some kind of structure for the story, usually a logical one, and that the story needs interpretation for
understanding its meaning. These stories were scrutinized more closely and categorized according to Poulton’s (2005)
classification by structure into six categories (Table 3) to reveal the purpose the story serves.

Table 3: Analysis of narratives by purpose (according to Poulton, 2005)
1) “You know the story, don’t you?” (implying the listener knows the story and has full command of the storyline and its
meaning)
How can people then take the initiative? This is best described by a practice called “Gavel of the month”. The practice has
its roots in a coincidence. Mikko Kuitunen won a wooden gavel in a competition and nobody knew what use they could
make of such an ugly item. Then someone suggested that they could hand on the gavel to an employee so that the
employee would be entitled to take one decision concerning well-being at work. This way everybody in the company
would get a chance to practice decision-taking in a very symbolic way. So, every month, somebody working for the
company gets the gavel in their hands and takes a decision that will be realized automatically and without questioning.
There is no budget, no rules, no instructions. The only limitation is that the decision must be such that it makes Vincit a
better place to work for as many employees as possible. The person who has taken the decision chooses their follower for
next month and hands on the gavel. (Parempi työelämä, 2015.)
2) The joke (punchline defined)
They wrote their one and only goal on a beer mat at a restaurant. It said: “One should not be pissed off when coming to
work on Mondays.” (Helsingin Sanomat, 2019.)
3) Anecdotes (crystallized tales)
The company emphasizes radical examples that arouse attention but at the same time they want to avoid falseness and
cheap media attraction. However, a bold communication style is part of Vincit’s style and the company is not afraid of
someone disapproving of their way of expression. Mikko Kuitunen says: It is important to provoke. If nobody gets angry,
nothing changes. (Telma, 2015)
4) Narratives of great length and dramatic zeal (epics, sagas, myths)
A year after the establishment of Vincit, the principles of the founders were tested. Mikko Kuitunen, one of the founders,
realized he had made a huge mistake. He had established the company with loan money from the bank in order to be able
to hire seven programmers. Their first customer was a big American company and it never occurred to them that it would
have been good to have other customers too. When the big American company issued a profit warning, they found
themselves in a typical death valley of start-ups; they had an empty order book and a big bank loan. At that time, they had
ten employees who could, of course, have gone elsewhere, but finally, everybody sat down on a sofa and said how much
salary they needed to survive everyday life. Kuitunen himself took half of his salary and put in 16 hours per day.
Everybody in the company started to sell. The openness paid off. Nobody resigned and in half a year, they had found
enough new customers to go on (Helsingin Sanomat, 2014).
5) Carefully constructed “stories” with public relations intent
The name Vincit is from the Latin phrase amor vincit omnia and labor omnia vincit. Those working for Vincit believe that
love of hard work and hard work as such are the features that make them distinctive in a way that makes them characterize
themselves as a software company that changes the management of the future (Telma, 2015).
6) Simple recounting of events
The employees participate in recruiting their colleagues. The company uses a recruiting guarantee. It means that anybody
who sends an application will get a response within twenty-four hours. To gain an insight into what this means: the
company gets about 700 applications per year and in 2014, they recruited 52 new employees. When recruiting they want to
be sure that it is possible for the prospective employee to fulfill their dreams in the organization, and if not, they will not
be hired no matter how good a programmer they are. The whole business depends on people, on their personal skills and
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team skills. Since the differences in productivity of software designers is huge, it is vital that the right people are recruited
(Telma, 2015).
Then some stories were analyzed in more detail using Poulton’s (2005) characterizations of a good organizational
story (Table 4) reveal the internal structure of an organizational story. The following narrative was captured in one of the
interviews included in the data. The interviewee was an employer of the company.

Table 4: Analysis of narratives by structure (according to Poulton, 2005)
In 2011, Vincit lost a big customer again and this time,

1) an inclusive approach

one-third of their personnel found themselves without a project.

2) emotional content

A concept of ‘Battle Plan’ was created. The idea of the ‘Battle Plan’ is such that if
something unexpected happens, it is described as a battle where there are coordinated
troops that attack on the battlefront one after another.

3) relevance

Everybody started looking for new leads

5) strong characters

by going through their own personal networks, finding people that could be prospective
customers and passing this information to the sales team.

4) prospective value

The excitement in the battle grew

6) familiarization

and finally, 2011 was financially better than the previous year even though they had lost
one big customer that accounted for almost a half of their turnover. (Interview, 2012)

7) promotion of trust

5. CONCLUSIONS
The well-being at work theme (27 times) was the most common theme in public media delivered stories of the
company. The company became mentioned quite often also because of its profitable operations (21 times) or because of
its management practices (18 times). Stories about their general good reputation (14 times), recruiting practices (11
times) and bad reputation (10 times) were also moderately common. The payment policy (7 times), marketing (6 times)
and goodwill (5 times) were the least common themes. Of the above-mentioned themes, the well-being at work,
management practices and recruiting practices are themes that the company has advocated in public from its very
beginning. On the other hand, stories about profitability and good reputation are usually generated by press in their
search for explanations of the company’s success or because there is always common interest for financially sound
companies. It is also worth of noting that the stories about the company’s bad reputation are all linked to one incident
linked with a very unsuccessful wording in a recruiting advertisement.
Following Poulton’s (2005) classification: 1) “You know the story, don’t you?” (implying the listener knows the
story and has full command of the storyline and its meaning), 2) the joke (punchline defined), 3) anecdotes (crystallized
tales), 4) narratives of great length and dramatic zeal (epics, sagas, myths), 5) carefully constructed “stories” with public
relations intent, and 6) simple recounting of events, it was possible to find a purpose for each story. These stories are
used as type stories which, when stuck together, form a whole storyline for the organization they describe. However, a
model or type story is always an idealization, and in real life situations its elements appear in different ways depending
on the situation, the teller of the story and the target audience.
The stories were also analyzed by the internal structure of the story into seven elements: 1) an inclusive approach; 2)
emotional content; 3) relevance; 4) prospective value; 5) strong characters; 6) familiarization; and 7) promotion of trust.
This analysis reveals that it is possible to recognize some model stories with these elements. The model stories often
contain a lesson or a procedure that helps the members of the organization to interpret situations and act accordingly. The
stories, repeated both inside the organization and through media, contain something essential about the organization.
They help in creating collective identity and underline the basic principles of the organization’s life in a manner that is
easy to understand and remember if compared to mainstream, often obscure organizational language.
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6. DISCUSSION
Vincit is a knowledge-intensive information technology organization where the power (very decentralized) is
constructed in meanings by collective discursive interaction (Parry & Hansen, 2007) and where leadership can be
understood as a practice (Fairhurst, 2008; Boje, Pullen, Rhodes, & Rosile, 2011) emerging in interaction. In Vincit, this
is manifested by highlighting the two most common themes in their organizational stories: well-being at work and
management practices. These themes are intertwined and they define the organizational culture and values of the
company to the point that they have established their own leadership practice called LaaS (Leadership as a Service), a
service that they sell to other companies.
Storytelling is an essential leadership skill (Cohen & Prusak, 2001) and a powerful tool because a lot of empirical
evidence of an organization’s life is in the form of stories told in the organization. The stories show that not only are the
themes appealing, but also the purposes and the inner structures of the stories (Poulton 2005) are skillfully constructed so
that the stories can act the driver of productivity and business success. Both themes are important in the company’s
official storyline conveyed by the press. This has been evidenced in Vincit year after year as the company has grown in
size and reputation and has succeeded economically while being able to stick to its two main goals: more satisfied
employees and more satisfied customers every day. Officially, Vincit claims that there are only two factors behind their
success: satisfied customers and employees, and this view is supported by a range of stories emphasizing well-being at
work, original recruiting practices, and the good reputation the company enjoys among information technology
jobseekers and the wider public.
People who are more skilled storytellers seem to be more effective communicators in organizations (Boje, 1991).
The leader of Vincit has been able to engage with employees and use skillfully constructed stories and illustrations
deliverable to a mass audience in a way that preserves the narrator’s voice, even in written texts (Poulton, 2005)
delivered by media. Also, the strategy has been put into context by illustrating it with simple, emotionally engaging
narratives (Love, 2008) and supported with visual work that made every individuals’ dreams visible (by a visual artist
who realized the dreams as pictures) and changed the strategy process into a dream process called Utopia.
For a company having no traditional strategy, vision, mission, or values (and, officially, a no-policy policy),
storytelling is a way to connect people to the culture, tacit knowledge, norms, values, and ways people do things in the
organization (Cohen & Prusak, 2001) in a very powerful way that makes people trust the organization they work for and
create a feeling that they, indeed, have a calling (Driscoll & McKee, 2007) beyond pure profitability, which theme was
mainly emphasized by media but not raised by the company itself. Stories act as a repository of collective wisdom
because it is through the story or narrative that people literally come to “know”, i.e., construct and maintain knowledge of
the organization (Pradl, 1984). They help the organization make sense of its past and to foresee its possible futures, to
construct organizational identity, to familiarized new employees and to find not only customers but also other companies
to cooperate with.
Vincit has been able to use metaphors of itself and causal narratives to define who they are, what the organization is,
and even how the organization responds to conflict or chaos. In addition, they have had the media to deliver the
company’s story in a powerful and credible manner (Fog, Budtz, Munch & Blanchette, 2010) despite a couple of
overkills that highlight the fact that a story, to succeed, is very dependent on the shared background of the audience
(Denning, 2002). Over the course of time, different stories told at different occasions form a narrative of a company that
conveys the message it wants to tell others and allows listeners access to the organization’s implicit culture, values, and
social knowledge.
The results of this study are based on deductive analysis that was made using the existing theory. The theory gives
structural elements of an ideal model of a story and classification for its purposes. However, the results of this study only
describe one case company and are not generalizable, i.e., the way how Vincit uses organizational stories is not copyable
to any other organizations, not even similar knowledge intensive information technology companies, or even easily
replicable. This study reveals qualities of group experience in the forms of stories in one organization, and helps
determining questions and types of follow-up research, such as closer scrutiny on the connections of storytelling and
productivity or business success.
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