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Executive Summary 

 

An increasingly fierce competition in the world economy let companies rethink their 

business model and approach of constructing innovations. Here, innovations become 

a crucial source of competitive advantage and distinguish the company in global 

market places. The notions to construct an innovation successfully differ significantly 

and also call for changes in the business model. The breadth ranges from closed 

company networks that generate an innovation process in-house to semi-permeable 

company boundaries to the actor-network-theoretic approach that calls for the 

incorporation of the socio-technical environment. Still, the question arises of how to 

construct a successful innovation. 

 

The thesis sets out to highlight the crucial break taken by scholars like Latour et at. 

(2002) compared to the still dominant linear approaches in the new development 

process. Four research questions have been developed to document the prevalent 

distinctions between the theoretic notions and focus on how to construct a successful 

innovation. The first one addresses the linear notions and how they explain success. 

Evidently, significant differences were observed. Still, as they follow certain patterns 

of linearity, an intersection could be identified. The second research question draws 

the attention towards the actor-network-theory and how it elucidates success. Latour 

et al. uses the idea of a whirlwind to illustrate the interaction of actors and 

spokespersons towards a socio-technical environment. Here, the success of an 

innovation is defined by the quality of the network being able to interesse various 

actors. The third research question is directed to the company of the case: Normann 

Copenhagen. In particular, the lamp Norm 69 has been the focus of an in-depth case 

study, which documents the realization of the actor-network-theory. The fourth and 

final research question analyzes the development of a whirlwind towards the new 

product development process of the “network” Norm 69 and provides arguments for 

its success as many actors were interessed.  

 

The thesis challenges traditional notions and introduces the Actor-Network-Theory by 

applying it towards a successful product. Still, certain issues were addressed and call 

for a reconsideration of the continuity of the ANT. The developed results may lead 

this notion towards a new theoretical dimension and support its applicability. 
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Chapter 1  

 

1.1. Introduction 

 

The selected research area for the thesis is the field of innovation. My particular 

interest for these studies originates from my master programme, which focused on 

Innovation in modern economies. During this time, I was introduced to the broad 

spectrum and its variety of approaches of distinct scholars. Here, I noted crucial 

differences that attracted my interest and which I further wanted to pursue in my final 

work – the thesis.  

 

Innovation has become a keyword for the economy and businesses: a symbol for 

progress and source of competitive advantage in a severely globalized and fierce 

environment (Scholte, 2008). Companies struggle under the dynamic market 

conditions, but it also forces the management to be more creative and discover new 

ways of either securing their market position or altering it by an innovative approach. 

Innovations differ in quality concerning the impact towards the environment and aim 

they strive for: Here, to mention dimensions from incremental to radical, from 

strategic to user-driven (Tidd, Bessant, 2005). But they also differ significantly in the 

approach and theoretic framework that they originate from.  

The field of innovations has lately attracted broad attention, yet scholars have 

developed models for successful innovations since generations. Schumpeter (1934), 

as the first scholar constituting a milestone in research, put faith into the hands of an 

influential entrepreneur who manages to grasp the broad picture and pushes an 

innovation towards the market. In the following, scholars, as Cooper (1990), 

examined the new product development further and introduced linear, more rigid 

approaches. Contrarily, the modern view follows the idea of a socio-technical network 

approach enrolling numerous actors.  

 

The emphasis on solving this particular challenge of successfully managing the 

innovation process is more than a methodology, it stands for the ideology a company 

beliefs in. Latour et al. (2002) present a constructive view, which goes beyond the 

boundaries of a sequence of steps to follow, namely the Stage-Gate-Model. The 

author manages to enrol the socio-economic context into the product development and 
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distribution process that alters it into a new paradigm. The paper sets out to identify 

how to construct success within the character of presented notions.  

Throughout my research, I discovered a gap between the linkage of conventional 

linear approaches and the actor-network theoretic (ANT) approach as Latour et al. 

suggest. Hence, the purpose of this thesis is to discover the potential of the approach 

taken by scholars like Latour by a multidisciplinary method and further examine its 

manageriability.  

 

1.2. Motivation 

 

Observing the recent development in the worldwide economy and the motivation to 

examine how innovation processes differ between companies, lead me to the specific 

field of research. The change in the paradigm of new product development in 

companies and along with these connected amending conceptual belief upon the 

process attracted my interest and will be nucleus of my thesis. The environment 

redefined its structures significantly and with sturdy, rising nations like China, India 

or Brazil pushing on the market, companies will have to rethink their mindset as well. 

Innovations have been considered to be a result of sequential predictable processes, 

but as cases prove, the reality is different. As shown by Christiansen and Varnes 

(2007) that decisions are made outside the formal meetings, it should be an incentive 

to investigate this process further, which constitutes much more than stages and gates 

to be passed. Latour et al. (2002) interrupts the rigidity of new product developments 

by introducing the socio-technical component and influence of legitimate 

spokesperson. I want to pursue this path being practiced by companies and discover 

their key to success. 

 

Denmark, as being a rather small economy, relies heavily on a flexible and innovative 

approach to the world market in order to stay competitive. Governmental reports and 

studies suggest focusing on the companies’ innovative potential to answer the new 

demands. Further, the market is characterized by a strong focus on design and 

innovative products within furniture, consumer electronics and industrial design. 

Danish brands, for instance Louis Poulsen, B&O or Normann Copenhagen, were able 

to distinguish themselves in international markets regarding functionality, aesthetics 

and technology. Comparable to what Germany managed to establish with the brand 
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tag “Made in Germany” symbolizing quality and reliable products, the “Danish 

design” is not a pure description for its origin, it rather constitutes an icon reflecting 

innovative, aesthetic products.  

Especially in the field of design and progressive, modern products the new product 

development turns into the focus. Given the characteristics, the Danish market appeals 

interesting to emphasize my research on and examine the process to innovate.  

The problem occurs exactly in these characteristics: Normann Copenhagen, a 

progressive, innovative design company, is selected as the case study and by focusing 

on their development former notions become irrelevant. The development and success 

of the Norm69, nucleus of this thesis, cannot be explained by any linear theory as the 

product would not have even passed initial gates. This aroused my interesse and 

motivation to examine the company further and to discover the actor-network theory 

in a contemporary case.  

My thesis should provide an overview to understand construction of success within 

the two choices, linear versus network approach, as it will constitute a source of 

competitive advantage in the future. 

 

  

1.3. Problem Statement 

 

The indicated development in the economy and deficiencies of rational planning 

processes, as the application towards the case study, call for a new paradigm in new 

product development. In reality, the processes embody much more than a sequence of 

rigid steps, which cannot be explained by scholars like Cooper or Cohen et al. (1972). 

Today, management has to be more flexible as by the time when the Stage-Gate-

Model was introduced. Formal decision-meetings that determine about the gates 

reveal inefficiencies of resources and time in a dynamic and fast-paced environment. 

Here, Christiansen and Varnes (2007) prove that during these processes people 

improvise and gather outside the designated meetings. It further uncovers that rational 

planning approaches cannot explain a success, which has not derived from a good 

process, namely following rigidly a sequence of steps. Exactly this problem occurred 

by examining the process of the Norm69, which was comparable to a whirlwind. 

Here, actors and spokesperson were enrolled in a constantly moving construct that 
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defines success differently. Hence, the problem is that linear approaches are not 

applicable to Normann respectively the Norm69. 

 

These differences, which constitute the essential part of this paper, and the proven 

case of successful and small Danish design companies in the global marketplace are 

the starting point of my thesis. With the illustration of the Norm69 from Normann 

Copenhagen, the thesis will demonstrate the significant differences to obsolete 

notions and introduce the more contemporary ideology, namely the actor-network-

theory, to the reader to understand the process better. The purpose of the thesis will be 

an embracing introduction to the actor-network-theoretic approach that defines 

success as a process and not as an output. Further, my aim is to provide incentives to 

scrutinize the management models in companies.    

 

The crucial deviation of the approach by Latour et al. (2002) towards the by then 

current notions suggests a new way of thinking and to break with the rigidity of 

rational planning. To understand this shift in notions, respondence to the following 

research questions will further clarify the problem: 

 

RQ1:  What are the dominant notions in the innovation domain and how do they 

explain success? (Chapter 2)  

RQ2:  What is ANT and how does it explain the construction of success? (Chapter 3) 

RQ3: How can the transformation of Normann Copenhagen be explained as a 

whirlwind illustrated in 5 episodes? (Chapter 4) 

RQ4: How are linear approaches analyzing the success of the Norm69? (Chapter 5) 

 

The formulation of the research question was an ongoing process as the knowledge 

upon the subject increased. During the theoretical review and evaluation of collected 

empirical data, the questions were continuously adjusted until a final structure became 

clear.  

 

1.4. Delimitations 

 

For understanding the scope and context of the thesis, it is necessary to articulate 

delimitations of my work and explain why certain issues will not be examined. As 
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stated in the introduction and motivation for this work, the scope will be on a Danish 

design company named Normann Copenhagen. The reason for that lies in the 

complexity of the specific case and the along with these applied theoretic analysis that 

did not allow a broader approach due to the outline of a thesis. Further, the focus on 

Normann proves to be appropriate as the innovative approach of their international 

development reflects the essence of the ANT. 

The theoretical approach has been limited to a selection of linear models such as 

Stage-gate-Models, further embracing approaches, for instance Ernst (2002), and the 

actor-network theory. The work does only include partly creativity in the discussion, 

as it accounts to be given in most of the presented theories.  

 

The interviews were all conducted with Normann Copenhagen employees. Not Peter 

Husted, Sales Manager worldwide, nor Michael Rying, Online Brand Manager, have 

been actively working at Normann by the time the process of the Norm69 was 

commenced. An interview with Simon Karkov, the designer of the Norm69, could not 

be arranged due to his residence in Turkey and his denial of using digital media. The 

information about Karkov and his approach towards the development of the lamp thus 

reflect the opinion of employees at Normann Copenhagen.   

 

1.5. Method 

 

This section will further explain the method applied in the thesis and how findings, 

results and conclusions have been reached. Here, a division into two parts is necessary 

to first present the theoretic framework and approach to the thesis and secondly the 

research method. 

 

1.5.1. Theoretical foundation 

 

The sources for the literature overview have been collected from online databases, 

namely Blackwell Synergy, Science Direct and Business Source Complete, accessed 

through CBS e-journals and the CBS library.  

The thesis is clearly divided by the characteristics of the two main approaches 

towards new product development. First, the rational planning perspective is 
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introduced and then, secondly, the shift towards the network perspective according to 

Latour et al. (2002). 

  

The rational planning perspective was and is still a common approach towards new 

product development in many companies. This approach will be focused upon in the 

first theoretical section of the thesis. Here, it will be focused upon models that arise in 

the presence of the linear Stage-Gate-Model. The description will objectively reveal 

deficiencies in the approach and call for a new paradigm, which will be nucleus of the 

second part and the following analysis of the case study. The amplitude of literature 

of rational planning approaches is wide and diverse. Many scholars, commencing 

with Schumpeter (1934), wanted to structure and by that unwillingly simplify the new 

product development. Ernst (2002) classified the existing approaches into three 

streams, whereas the introduction of the socio-economic context differs significantly. 

Hence, in the latter part, the approach of Latour et al. (2002) will be presented as an 

additional, fourth stream. Cooper is the author of the Stage-Gate-Model, which 

constitutes a milestone in the approach illustrating the process as a sequence of stages 

and gates. Kim & Maubourgne differ in the quality of the outcome as they aim for a 

product placed in an uncontested market space. Thus, they shift the focus of the 

development process from the product towards the aimed market space, which will be 

free of competition. Chesbrough represents the notion of open innovations by 

allowing external actors to interact in the development process. Here, the notion of a 

network rather than an in-house process is established which further alters the 

paradigm. Additional authors will be presented and brought into the context of new 

product development characterized as a rational planning process, still it is limited to 

seven as they cover the existing spectrum of notions within this field. In general, this 

field offers a substantial amount of literature and articles due to the wide acceptance 

of this notion and the time that it has been existent.  

 

Contrarily, the actor-network theory is not as represented in literature or found in a 

common amount of articles as the rational planning notion. Still, I chose this focus to 

emphasize the elementary differences and present the actor-network-theory in context 

of a design product proving the existence in reality. Here, the basis for this part 

constitutes Latour et al. and their work “The Key To Success In Innovation Part I & 

II”. The actor-network theory enrols the social component and works in an unstable 
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worldview that bases upon social networks. Once constructed a network and 

successfully interessed legitimate spokespersons, such a network is strong and can 

easily adopt a leading position in the market. But, Latour’s world lacks stability as the 

quality of relationships change and with each change in the social construction the 

network has to redefine itself.  

 

In the thesis, I will apply both, notions of the rational planning approach and the 

actor-network-theory, towards a young and innovative Danish design company in 

order to show the constructive view upon a new product development. Their 

international success proves the adequacy of their approach and an analysis will 

reveal which approach might be the closest link to the reality. 

 

1.5.2. Empirical Foundation 

 

The selected empirical framework bases on a single case study of a Danish company. 

Kennedy (1976) notes that a generalization from the focus on solely one company is 

difficult. In the case of the ANT it is not even possible as the network exists, by 

definition, in the very moment of observation. Hence, a generalization has not been 

aimed and so, for the horizon of a thesis, I preferred an in-depth study of one 

company. 

 

In contrast to the actor-network-theory, which will be first applied towards the case, 

the linear approaches differ in the cognition of the process. Especially Normann 

Copenhagen and the Norm69 constitute a representative study of how socio-technical 

networks can be successfully constructed and particularly this was my motive to 

choose them. Further, the company acts in an innovative and progressive 

environment, which shapes the culture and behaviour of the company. These specific 

characteristics to the analysis and its approach from two different angles put up 

challenges towards the empirical work that was conducted.  

 

As Eisenhardt (1989) proves that the data gained is coherent with the resultant theory, 

it reflects the importance of qualitative data. Hence, the gathered data had a particular 

importance to my work and shaped the analysis applied to it. As noticed before, the 

actor-network-theory constitutes a new paradigm, which will be followed with this 
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thesis. An incentive for the conceptualisation will be also given as I argued for an 

amelioration of Brown & Eisenhardt’s classification into three streams. 

 

1.5.3. Research Method 

 

My research method bases upon interviews with Normann Copenhagen employees 

and further data (online catalogues, internal analysis, vision statements) provided by 

the company. 

 

1.5.4. Interviews 

 

I conducted four interviews in the period of June and July 2008. The first one was 

held with Mr. Peter Husted, Sales Manager, over two hours and 15 minutes at the 

company’s showroom. A second interview was held via telephone two weeks later 

with him to clarify statements further and reflect upon new insights received from the 

first interview. A third interview was conducted with Michael Rying, Online Brand 

Manager, at the office of Normann Copenhagen. That interview was approximately an 

hour long. A final interview was held with one of the key protagonists of the process, 

namely Poul Madsen, CEO of the company. While the interviews with Mr. Husted 

and Mr. Rying were recorded and afterwards transcribed, the interview with Mr. 

Madsen had an informal character and thus not recorded. Here, I used the notes taken 

during the conversation. 

 

 

1.5.4.1. Interview Method 

 

During the preparation phase for the interviews I formulated Management Questions - 

“the dilemma managers need to resolve” (Cooper & Schlindler, 2003) – and assessed 

how and towards which direction to conduct the interviews. Based on main themes 

concerned with the project I aimed at understanding the company’s main drivers 

when deciding about the lamp, which ended up being a milestone in Normann’s 

history. Addressing the questions in a way to get the best results was a further 

challenging task. 

The interviews allowed me to uncover hidden aspects and extensive declarations of 
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the subject. However, this method may encounter limitations as the interviewees 

follow the direction given and answer in the expected way. Hence, I chose to conduct 

semi-structured interviews due to several advantages it entails: flexibility during the 

interview and the possibility to shift focus according to the topic and the ability to 

interact with respondents and receive their answers in short time instead of 

anonymous and long lasting surveys. The interviews had exploratory meaning 

(Eisenhardt, 1989) and were the basis for deeper insights in the process. 

 

In retrospect, the interviews have been successful and fulfilled my expectations 

regarding the quality and quantity of information by far.  

 

1.6. Structure of the Thesis 

 

The thesis consists of 6 chapters and is based on four research questions declared in 

the problem statement. The first research question asks for a broad understanding of 

current notions upon the innovation process and how to construct success in these 

notions. Hence, chapter 2 will provide an embracing overview of linear, rational-

planning approaches. Various Scholars will be introduced and their angle towards 

linear new product development processes. The chapter will demonstrate how these 

scholars observed their environment and the attempt to conceptualize a complex 

process as the innovation process is. The chapter also opposes notions of scholars to 

testify their comparability and challenge the views. As a result, findings will be 

displayed in a model. 

 

The third chapter focuses upon the actor-network-theory as an alternative to the 

prevalent rational planning approach. The chapter paves the way towards the crucial 

element of the thesis – the analysis. An introduction of the notion by Latour et al. 

(2002) gainsays the previous presented views and presents the network perspective. 

The model, commenced in the previous chapter, is then amplified to include Latour’s 

approach. The second research question builds upon the findings gathered in the third 

chapter. 

 

Chapter four begins with the introduction of the case – the Norm69. Then the actor-

network-theoretic approach will be applied upon the development of the lamp. Here, a 
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division into five episodes was necessary as they mark distinct snapshots of the 

whirlwind, which call for a clear separation and an individual analysis. The 

application of ANT upon the case study constitutes the answer to research question 3. 

 

The fifth chapter provides the second analysis or better, stimulates a discussion, of the 

case from the rational planning perspective. Each previously presented scholar and its 

notion will be applied upon the case to discover the fit of the Norm69 towards rigid 

innovation processes. The presented research question 4 reflects the feasibility of the 

implementation of linear approaches in the case study. 

 

Chapter six concludes the findings of the thesis and provides further managerial 

implications and a future outlook. 
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Chapter 2 

 

Success as an output 

 

2.1. Introduction 

 

The purpose of this chapter accounts to an overview of dominant theories of the linear 

approach towards successful product innovations and to answer the first research 

question: how dominant notions explain success. Several scholars and their dominant 

opinions will be introduced in order to receive a balanced view on current notions. 

Various scholars hold a view of an innovation process as being a linear and rational 

sequence of steps to emerge with an innovation. Each of the presented theories and 

models commit to a successful development of a product innovation. 

The section commences with the Stage-Gate-Model by Cooper (1990) followed by 

the approach of Brown & Eisenhardt (1995), which will lead to a comparison. 

 

2.2. Notions of Cooper  

 

Cooper approaches a successful product development process with the stage-gate 

model (Cooper, 1990); a rather rigid framework of five stages each ‘locked’ by a gate 

or so called decision point. The stage-gate model provides a blueprint for an efficient, 

fast and lean method to bring an idea to the market. According to Cooper, it is the 

world’s most widely implemented and trusted product innovation process (Griffin, 

1997).  

Historically, Cooper studied reputable companies and their best practice in product 

innovation. The scholar identified several similarities between them and designed the 

initial stage-gate model. 

Translating the model into practice eases the management of the process and should 

result in a commercially successful product. Each stage is clearly defined and hence 

the risk of passing a gate under unfavourable circumstances is minimized.  

The process is managed by a project team, which consists of four different actors and 

represents several functional areas of the company. First, and hierarchically highest is 

the project owner being responsible for the end result. Secondly, the project manager 

operates the overall process and is able to interfere at each decision point. The third 
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actor is the specific project team formed by assorted individuals and focused uniquely 

on the product development. The final party constitutes the gatekeeper(s) who are 

responsible for each gate review and who decide on continuation of the project upon 

agreed criteria. Decisions are reached in meetings and the criteria, which consider 

micro-and macro-economic aspects of the product, may vary for each gate. The 

decision taken could either be to forward the project to the next phase, stop it, revise it 

and ask for more information or to stop the project entirely and may adapt parts to 

new assignments. 

These parties interact in the by Cooper (1990) introduced generic model consisting of 

five stages embarking upon the ideation to the final launch to the market. It has to be 

considered that this model has been expanded to up to ten phases designed to 

individual companies’ needs. 

The first stage is regarded as the ‘idea’ stage. Here, the team generates with different 

techniques, e.g. empathic design, brainstorming, etc., initial ideas and formulates 

preliminary proposals. After passing the first gate, the project continues to the 

‘concept’ stage, where the idea is further proved by feasibility studies, the potential is 

estimated and a general fit to the market is tested. 

The third hurdle for the possible product is the ‘investigation’ stage. At this point 

further market and user research is executed, a method of commercial production 

identified and competing alternatives diminished. The ensuing gate marks a crucial 

step, as a cease of the product would not result in high costs, whereas the following 

stages include high involvement of resources. 

In stage 4, the ‘development’ stage, the product and process evaluations are 

completed and a product prototype is developed. Further, the financial details are 

revised and the market launch, considering marketing and distribution, prepared. The 

last and key decision point/gate has to be passed by reviewing the conditions and 

balancing it to the primary plans, before manufacture and sales are executed. The last 

stage concerns all activities regarding the initial sale and after certain time also the 

post launch evaluation. It covers parameters like the success, reviews inferences from 

the development process and should improve proximate product development 

processes. 
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Subconclusion 

It is important that the model should not be understood as a stringent and sequential 

process (Ernst, 2002) rather a constitutive value chain. Value regarding resources and 

financial assets are spent at a mature phase of the model, hence it eases the 

incorporation of new ideas. But, as the environment participates lately and 

gatekeepers might not reflect the current needs, it also leaves space for failure. 

 

 

The following notion will built up on Cooper’s approach and consider the variety 

within the field of new product development structured in three streams. 

 

 

2.3. Notions of Brown and Eisenhardt  

 

The two authors focus on the micro-economic view of product development 

concentrating on the structure and process within a company to create new products. 

Throughout a literature review, they categorize the body of theories in three main 

streams: product development as a rational plan based on Myers and Marquis (1969) 

and the SAPPHO studies, as a communication web according to the early work of 

Allen (1977) and as a disciplined problem solving (Imai, 1988). The aim is to first 

establish an overview and then ‘synthesize’ the findings into a model and providing 

frameworks for each main stream.  

 

The rational plan approach stresses the importance of a well-planned and well-

executed product in alliance with a competent team and senior management as a key 

to success. The core focus lies on identifying the variables, which lead to financial 

success.  

The early works concerning this approach were characterized by a clear emphasis on 

market issues (Myers and Marquis, 1969) and focus on the user’s needs. In successive 

research, the focus diversified and several other factors like product advantages, 

market attractiveness, and internal organization were recognized (Cooper et al., 1990) 

to examine the sources for success. Finally, they determined the product advantage, 

known as the underlying values of a product in the user’s mind, as most important, 
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beside internal organization and external (favourable) market conditions. This notion 

was supported by various case studies (Zirger & Maidique 1984, 1985, 1990; Cooper 

& Kleinschmidt 1993). 

 

In subsequent research, authors amplified the spectrum of the three key determinants, 

for instance a predevelopment planning (Dwyer & Mellor, 1991) for rational 

planning. Generally, this stream identifies a successful product development as a 

sequence of rational planning, an execution with a competent team and a market entry 

in a favourable environment.    

But, it has to be considered that many scholars based their notions on case studies that 

underlie space for human errors and a large number of variables. Second, the 

retrospective character of results makes it difficult for forecasting models and most 

importantly, the results are in majority not based on ’well-defined constructs’.   

The task for the future is enhancing the atheoretical approach taken by presented 

scholars and establishing a theory-building foundation. Overall, this approach 

provides a broad understanding of successful product development. 

 

A second stream of successful product development was initially taken by Allen 

(1971, 1977) and concentrates uniquely on the communication. Hence, the success of 

products improves as more team members foster communication among the group 

and external ‘key outsiders’.  

Allen started to track the flow of information as one of the very early determinants in 

this field of research. Katz and Tushman (1981) further investigated the performance 

of project groups in large corporations. Results of these studies reveal the specific 

importance of ‘gatekeepers’, who are well-performing individuals gathering 

information externally and dispersing it to in-house group members. According to 

Katz & Tushman (1981), this person facilitates the external communication of group 

members and improves the project performance. In subsequent literature, the team 

behind the gatekeeper received further attention and scholars agreed that the most 

effective product development teams are on the one hand highly engaged in ‘both 

political and task-oriented external communication’ (Ancona & Caldwell, 1992; 

Benjamin, 1993). On the other hand, they are characterized by a good flow of internal 

communication, hence overcoming the cross-functional issues. 
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Overall, a successful product development team in this stream manages to integrate 

external and internal communication in alliance with a gatekeeper and break down 

inner departmental barriers through cross-functional teams. Although this research 

had influences on product development teams, it has to be considered that the unique 

focus on communication neglects several other dimensions and that its measurement 

is subjective, hence susceptible for errors. 

 

Brown & Eisenhardt (1995) indentified a third main research stream, namely product 

development as ‘disciplined problem solving‘ based on Japanese case studies (Imai et 

al. 1985). The stream stresses the advantage to solve problems autonomously within a 

project team and the role of a determined management in the background. It results in 

a faster process and a better product-concept. In practice, scholars identified in several 

case studies involving reputable Japanese companies and focusing on speed and 

productivity, that an extensive use of the suppliers marks a key advantage for a fast 

and effective development (Imai et al. 1985; Quinn, 1985; Takeuchi & Nonaka, 

1986). Again, the authors observed the importance of cross-functional teams to 

improve the speed of the product development process. But, in contrast to the rational 

approach, the senior management should be better involved through a closer relation 

to the gatekeepers and by articulating the vision and boundaries of the process. Later, 

the stream was amplified by case studies and resulted in similar findings: a brisk 

communication with the supplier network, overlapping product development phases 

and cross-functionality meliorate the performance (Clark et al., 1987; Clark & 

Fujimoto, 1991).  

In conclusion, this stream has a bilateral character emphasizing the autonomy of 

cross-functional units on the one hand and the dilated role of the senior management 

on the other hand. The measurement concentrates on efficiency in the organisation of 

the product development and shirks the financial issues, which diminishes the idea. 

Further weak points are the simplistic idea of the product development process as a 

well-oiled interplay between several actors and the ambiguity of used concepts.  

 

The composition of ‘overlapping and complementary focal interests‘ in the three 

presented approaches provide a qualified concept of a successful product 

development process and lead Brown & Eisenhardt to articulate an integrative model. 
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Here, the key components are actors who influence the product performance, to be 

specific its success and effectiveness and the process performance.  

As the most important key actor, the authors identify the project team as the nucleus 

of product development process. The composition and organization of the team 

influences essentially the outcome of the process and hence plays a crucial role in 

their synthesized model. The advantages of cross-functional teams, subject of each 

presented literature stream, meliorate the performance and are adapted to the new 

model. Further, gatekeepers, introduced in the communication stream, who facilitate 

internal and external relations, are also integrated in the model. According to Katz 

(1982), the tenure of a project team should be at a ‘moderate level’, as either a too 

unknown or too familiar team members demonstrate fragility in critical situations.  

Again, the importance of internal and external communication has a major impact on 

the model and its outcome. Internally, frequent communication enhances the flow of 

information and work pace (Keller, 1986). Regarding the external communication, 

empirical data proves that a vivid interaction with suppliers, customers and 

stakeholders leads to a superior performance and productivity (e.g. Clark & Fujimoto, 

1991). 

Another aspect of the project team is the problem solving approach of planning, 

eliminating extra work and rationalizing steps, which improves the process 

performance and is consequently assimilated in the synthesized model. 

As presented, the project team constitutes a key determinant in the model, but it is the 

project leader who enables the full capability of a team. According to Ancona & 

Caldwell (1992), this individual should be an authoritarian and widely accepted 

person to further improve the performance and articulate the vision.   

  

Another group of actors involved in the project team forms the senior management 

whose role of supporting the team and leading with a ‘subtle control’ adds to a 

successful process. By ‘subtle control’ the authors describe the ability of 

communicating the vision and collaborate closely with project leaders. 

 

A final group of associated actors in the process of new product development are 

customers and suppliers. As presented in the rational plan approach an involvement of 

customers enhances the effectiveness, while the problem-solving stream reveals a 

favourable effect on the product-development process by encompassing suppliers. 
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Subconclusion 

Generally, the application of the three streams should lead to an improved process 

performance, namely efficiency and product effectiveness, which results in financial 

success, the concluding component of the model. But, it has to be considered that the 

introduced streams lack in empirical and theoretical foundation, which offer space for 

future research. The close connection to economical- and organizational oriented 

theory provides a link to black box research (Rosenberg, 1982). 

 

 

2.4. Cooper vs. Brown&Eisenhardt 

 

The upon presented theories can be linked to a certain degree in order to frame the 

broader picture of how success can be constructed. As Cooper suggests the rather 

rigid sequence of stages and gates to be passed, Eisenhardt picks up the idea in the 

first stream: the rational plan approach. In this particular stream, the authors base their 

idea on well-planned strategic sequences supported by authoritative management 

comparable to the Cooper idea. Although the support of external actors is 

incorporated in both approaches, it differs in its quality. Cooper suggests active 

consulting of external actors during the two initial stages, while Brown & Eisenhardt 

perceives the environment as a steady state that is either favourable or not towards the 

product.  

Characteristics of the second stream, namely the communication web, are 

incorporated in the approach by Cooper. Each gate requires thorough communication 

between the involved actors to continue towards the succeeding stage. Here, the 

decisions are part of internal teamwork while Brown & Eisenhardt’s communication 

web has a complex background through the interaction of external actors. Still, the 

importance of communication to succeed in the NPD is perceived differently. 

 

The initial two theories prove their linkability, while the next approach, the Blue 

Ocean Theory, sets out to identify the possible space of an innovation and its 

managerial approach. 
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2.5. Notions of Kim & Mauborgne 

 

The approach presented by Kim & Mauborgne (2005) is the Blue Ocean Strategy that 

supposes to diminish competition and to reveal uncontested market space. The 

presented notions so far represent a structuralistic view indicating that the given 

boundaries of markets are accepted and the competition is mainly focused on strategy. 

Here, the volume of the market is given and each gain of market share means a loss 

for a competitor, hence a zero-sum game (von Neumann, Morgenstern 1964). The 

authors termed this known market space as ‘red ocean’, representing all industries 

existing today.   

On contrary, the ‘blue ocean’ constitutes the space of untapped markets, which holds 

the possibility of profitable growth. The authors note that blue oceans can be an 

extension of existing markets and not only the spaces far beyond. Further, it 

comprises a ‘value innovation’ as it makes competition irrelevant and hence 

ameliorates the value for buyers and your company.  

The imperative for this notion lies in an observation of the actual development of 

economies. Worldwide the economies interconnect closer and competition becomes 

more severe, hence a growing supply-side by an increasing amount of players. On 

opposite, the demand of customers stagnates on a certain level, which further 

increases competition. Kim & Mauborgne escape this frame by ‘reconstructing the 

constructive view’ and provide the Blue Ocean Strategy as a source of success. 

The authors provide a framework and various tools to achieve the desired state of blue 

ocean: First, managers ought to change their mindset shifting the attention towards the 

demand-side and looking across existing boundaries. Then, an initial analysis of 

prevalent trends and market characteristics creates the basis for idea brainstorming. 

Idea generating tools then help to evaluate potential of the options at hand and to 

make a final decision. Once a choice is made, the ‘strategy canvas’ will be applied. It 

provides a careful industry analyses to examine current business models and existing 

competitors and to spot free space in and beyond market boundaries. It is a two-

dimensional graphic, where the x-axis displays common competitive parameters, 

whilst the y-axis, ranging from low to high, ranks the relative focus of each player. As 

a tool the Means-End-Chain (MEC) Model is used to identify common industry 

factors and receive an immediate feedback from potential customers. In face-to-face 

interviews researchers identify the most important attributes for the customer and are 
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able to draw links between consumers’ knowledge about product attributes and values 

(Peter, Olsen 2004). In order to construct a new value curve on the strategy canvas 

and to challenge the business model, the ‘four actions framework’ is applied. 

Competitive parameters relevant to the reconstruction of new market edges are 

eliminated, created, reduced, and risen. Thereby the company does not compete with 

current players, but focus on different aspects valued by the consumers and swim in a 

blue. The new value curve can be displayed, while three elements enjoy specific 

consideration to assess the potential of a blue ocean: focus, divergence and 

compelling tagline. Once an idea has passed this critical assessment, the business 

model itself and the proposed strategy will be evaluated. This includes further trials to 

test for ‘exceptional utility’, the price strategy and a thorough examination of the cost 

strategy and financial feasibility. Subsequently, an implementation plan considers 

hurdles of internal and external adoption and how to launch the product/ service idea. 

Here, the Blue Ocean Strategy shows a comparable rigidity and structural approach as 

Cooper et al. (1990) suggests. 

 

 

 

Subconclusion 

The presented theory provides an incentive to reconstruct the principles of economies: 

Revealing uncontested market space and breaking down known boundaries instead of 

accepting prevalent conditions, marks the key to success. But, it has to be considered 

that the authors lack a subsequent plan of defending the superior position in the 

market as followers will try to participate from the success. 

 

 

 

2.6. Notions of Ernst 

 

Ernst reviews the most important success factors in new product development (NPD) 

based on empirical studies. The need of supporting data for policy-makers is apparent, 

as companies aspire to diminish the associated risk of a NPD. The difficulty to 

articulate a theoretical model determining innovation success is caused by the variety 

of existent literature and is yet not available.  Hence, the review is restrained to ‘the 
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relationship between potential success factors and the success of new products’ issued 

from large samples and case studies. Here, the author focuses on factors that can be 

directly influenced by decision makers through internal activities. 

The work is structured in five broad categories to further individualize the findings 

according to different demands. 

The first category is the NPD process, where two main factors positively influence the 

product development process. On the one hand, the competence of accomplishing 

individual phases, namely test marketing and market introduction, and on the other 

hand, the use of market orientation throughout the NPD process, have beneficial 

impact. According to Ernst, the latter factor may incorporate negative consequences if 

the target addresses a minority of customers. Consequently, good customer 

integration favours a successful outcome.  To get granular on the NPD process, the 

succeeding activities enhance the chance of a promising outcome: a well-organized 

pre-plan that considers an embracing preparation for the NPD (e.g. Rothwell et al., 

1974; Calantone et al., 1997), a continuous observation and assessment all through the 

process (Song and Parry, 1996), a focus on market needs (e.g. Souder et al., 1997) 

and, ultimately, a clear distinction of market orientation and customer integration.  

The second major source of success in NPD is the organization. Here, the author 

identifies five different success factors in the literature for a new product. As already 

noticed by Brown & Eisenhardt, a cross-functional composition of the team is eligible 

to assimilate expertise from diverse areas (e.g. Griffin, 1997). The next important 

element is the project leader who fulfils a significant role by managing key functions 

of the process. Further, the team and the leader need sufficient autonomy from the 

supervising management as this has evidently positive impact on productivity 

(Thamhain, 1990). In addition, the project leader and its team ought to possess a high 

degree of commitment to the project and a good communication to achieve a 

successful result. Finally, the project requires general organization and the completion 

of several tasks. 

 

The third factor focuses on culture and reviews empirical evidence in this field. A 

blend of entrepreneurial courage and an innovation-friendly climate enhances 

significantly the chances of success (Voss, 1985). Regarding an entrepreneurial 

milieu, scholars identified three key variables to measure it: the freedom provided to 

employees to work independently on ideas, the degree of support for own projects and 
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the availability of capital to realize these ideas. Song and Parry (1996) identified the 

commitment of employees to the project as a further favourable condition.  

But, it has to be considered that the term culture evocates controversial definitions 

and hence an all-embracing method for measuring could not be defined yet (Brown & 

Eisenhardt 1995). 

 

Next, the role and commitment of senior management is regarded as another 

important factor for success. Obviously, a high commitment and support by the 

management has positive impacts, but only to a certain degree till the effect 

downturns (Balachandra, 1984). The allocation is not limited to capital but rather time 

spent and interest of superiors.  

Several scholars observed that expenditures for market research and the introduction 

of new products to the market also favour success (Cooper, 1984; Balbontin et al., 

1999). As a final cognition, Cooper and Kleinschmidt (2003) conclude that the 

accountability of senior management plays a crucial role. 

 

Another substantial element for a successful product development is the company’s 

strategy. The authors identified the communication of a consistent long-term strategy 

as a key factor. It is compelled that each new product should be aligned with the 

general strategy. Empirically, this factor still lacks evidence of which strategy is 

suited best for a NPD. 

 

Subconclusion 

Ernst provides a substantial overview of possible success factors and the managerial 

tasks to be faced. Doubts persist in grasping the internal information and which of the 

presented factors suit to specific requirements, as general appliance cannot guarantee 

success.    

 

Incorporating the broader context, the revision of the Blue Ocean Theory and the 

previous approach by Ernst may approve a possible compatibility between the two. 

As Kim&Maubourgne (2005) articulate a frame constituting the approach to exposure 

uncontested market space, Ernst fulfils it with life and contributes with concrete 

proposals concerning the composition of the company.   
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The following model of open innovation constitutes an approach that further stresses 

the importance of external actors in the NPD.    

 

 

2.7. Notions of Chesbrough 

 

The traditional model of closed innovation has been based on a virtuous circle that is 

fundamentally characterised by the investment in internal Research and Development 

(R&D) that led to breakthrough discoveries. These discoveries usually yield new 

products and services to market, which, for its turn, provide increased sales and 

profits via existing business model. Then it is reinvest in more internal R&D, and so 

on. In spite of the historical profitability of this model in certain productive activities, 

there is a great disadvantage associated with this traditional model, that is the fact that 

the closed innovation process has been designed to weed out false positive projects 

that are initially appealing, but that afterwards turn out to be inadequate for the market 

preferences. According to Chesbrough (2006), there are other erosion factors that 

have undermined the logic of the closed innovation such as the increasing mobility of 

highly experienced and skilled people, the burgeoning amount of college and post-

college training that many people have obtained, and the growing presence of private 

venture capital which has been specialized in the creation of new enterprises that have 

commercialized external research. 

 

From the previous arguments, it is necessary to surpass the boundaries of the 

enterprise, through the exploitation of bidirectional flows of external and internal 

innovation. The implementation of an open innovation model makes it clear that 

enterprises should use external ideas, as well as, internal ideas, and also external and 

internal paths to the market, as the enterprises want to develop their technology. This 

new model requires that ideas both flow out of the enterprise, in order to promote 

adequate targets for their monetization, and flow into the enterprise, by pushing new 

offerings and new business models (Chesbrough, 2003). This model provides a 

fundamental advantage, that is, the reduction of the error of both ignoring a winner 

and backing a loser. Furthermore, it moves the enterprises closer to the main research 
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that is developed outside their boundaries. It also enables the recovery of false 

negatives. These are projects that are initially taken as worthless, but that turn out to 

be very valuable in the market. 

 

The model of open innovation requires the identification of interstices between 

different but related clusters, as it happens, for example, in the cases of the 

bioscience, biotechnology and agro-food clusters. This way it is necessary to combine 

the different knowledge assets that are owned by the different clusters and the 

different tools or methods that are unfamiliar for each of them. In traditional clusters, 

such as in the Agro-Food sector, enterprises are beginning to learn how to integrate 

genetic and genomic technology in order to protect the crops against potential 

diseases, and also to increase their productivity. 

 

The core idea about the scheme of open innovation consists on the promotion of 

innovating innovation through the design of institutional networks that should be 

oriented to the combination of different scientific areas. This process involves several 

entities located inside or outside the clusters.  

 

The logic of open innovation is based on a landscape of knowledge produced in the 

scope of institutional networks that involve both traditional and emergent clusters. 

This way, the knowledge that is going to be used by the enterprise should not only 

result from the internal research. Instead, it should incorporate external research that 

may contribute, on the one hand, for the expansion of the pathways to the market and, 

on the other hand, for the costs reduction. 

 

The operating procedure is based on the systematic scan of the innovating ideas that 

are born at the start-up enterprises, and at the research units that are catalysed by the 

Universities. From this, it results that the enterprises that belong to a certain cluster 

may access to the finest research discoveries without providing much internal 

research of their own. 
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Subconclusion 

By integrating external parties into the NPD process, chances of success substantially 

increase. But, the management of different actors might turn into a problem and 

further research should develop guiding principles, which Chesbrough misses to 

articulate.  

 

 

The previous chapter presents an overview of theories classifying the success as an 

output. The investigation proves several consistencies that I classify in the following 

table 

 

 
 

The table concludes the findings and illustrates characteristics upon the discussed 

theories. From the previous analysis, the reader notes that the success of a new 

product development is defined by its outcome. This limits companies in their view 

upon the product, as a deflection of the planned outcome would result in an abortion 

of the process. For instance, the outcome would solely be satisfactory once an 



  25 

uncontested market space is discovered and penetrated in the words of 

Kim&Maubourgne, although a product might promise to become a success within a 

“red ocean”. 

The decision-making during the process is alike throughout the notions of the 

scholars. It bases upon a rational, analytical process, which is rigidly followed. The 

authority to pass gates within this development process lies in the hands of 

gatekeepers. Depending on the scholar, different names will be addressed towards 

them: Cooper uses the original term of gatekeepers, while Brown & Eisenhardt refer 

to project leaders in their first stream. 

As a final result, the process demonstrates similarities as well. All of them follow the 

principle of rational-planning in the new product development and stay within marked 

boundaries. The result is that the pursuit of an innovation cannot result in something 

far from what has planned.  

 

Having discussed the notions reflecting the rational plan approach from different 

angles, the thesis continues with the counterpart: the network perspective, namely the 

actor network-theoretic approach by Latour et al. (2002), which will fulfil the 

introduced table. 
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Chapter 3 

 

3.1. Success as a process - Introduction 

 

The actor-network theory (ANT) derives from a social and technical approach 

redefining relationships and their importance in networks. The authors Akrich, Callon 

and Latour (2002) consider human and non-human actors as equally relevant in the 

process of product development. Their work is divided into two major articles, the 

first part constituting the general statement while the second part picks up the central 

idea of the spokesperson. 

 

In order to provide initial constructs for the contemporary theoretic approach by 

Latour et al. (2002), Schumpeter introduces the idea of an all-embracing individual, 

namely the entrepreneur (Schumpeter, 1983). He usurps the process of delivering an 

invention, project or discovery to the commercial stage. The whole process reflects 

his decision-making and the outcome depends solely on his skills. This model was 

introduced in the early 20th century and was based on Schumpeter’s observation. Yet, 

an economy cannot only rely on individual entrepreneurial fate and soon Schumpeter 

extended the model and embodied the role of the state and large corporations. 

External parties like university labs are interlinking and the first idea of companies in 

clusters that favour the interaction with different actors was born (e.g. Burns & 

Stalker 1961).   

The process of NPD developed, as discussed in prior review, yet different aspects 

were prioritized. While scholars focused on specific aspects, Latour et al. establish 

with the ANT a compassing theory, which can neglect the management of every 

relation as different actors incur. The authors manage to overcome the linear 

perspective and introduce the idea of the network theory emphasizing the socio-

economic context of a product.  
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3.2. “The Key To Success In Innovation Part I: The Art Of Interessement” 

 

The work of Latour et al. (2002) roots to the question how to successfully construct a 

product and foresee its possible failure or success.  

The authors stress the importance of the environment as a crucial factor, mainly the 

adoption of the user as he constitutes the ultimate hurdle of success. The model of 

diffusion, as a starting point, argues that general acceptance by the user occurs once a 

product fulfils customer’s needs. Yet this model is incomplete and represents again a 

limited perspective. Here, the socio-economic context is believed as understood and 

products according to them introduced. But still this theory lacks an explanation for 

unforeseen success or failures. 

According to Latour et al., innovation is constantly in search for allies, hence the 

environment is perceived as an associate rather than a receptor. The environment 

consists of a vast number of actors who ‘take up, support and diffuse’ the innovation. 

Each property of the product attracts the attention of different interest groups and 

exactly here the interessement process bases upon. The composition of an interest 

group embraces various actors, for instance users, artisans and distributors, that could 

intervene at any stage of the product. The producer himself cannot be considered as 

the manager of every relationship, he is rather the allocator of interessement devices 

or as the authors state “The model of interessement sets out all of the actors who seize 

the object to turn away from it and highlights the points of articulation between the 

object and the more or less organised interests which it gives rise to (Latour et al., 

2002).” 

The result is a two-dimensional approach: one the hand purely technical devices 

leading to a rational justification of user’s adoption, and on the other hand, the socio-

technical analysis which considers the effects on the environment. The key of success 

lies in melting the ideologies instead of questioning and separating each device, which 

hinders to understand the context. The success or failure of a product depends on the 

involvement of actors who will enhance the product and ‘makes it stronger and 

stronger’.  

This theory incorporates its environment from the initial ideas of a product and 

represents a constructive approach. With each step the product develops further, the 

number of allies increases and thus enhance the possibility to foresee a success. Here, 

spokespersons play a crucial role as they link the actors to the product.   
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3.3. “The Art of Interessement Part II” 

 

The second part builds up on the initial introduction to the theory and focuses on the 

interessement process and its key: the spokesperson. The model of interessement in 

practice sheds light on an innovation how it spreads and prospers. The core is that an 

adoption of a product is only realized by adapting it or as Rosenberg (1984) notes that 

the adaptation leads to a ‘collective elaboration’. At this stage two factors have to be 

considered, which are the continuous transformation of products and delivering it by 

meeting the user’s demands. The inputs for transforming a product do not uniquely 

derive from employees within the company’s boundaries, instead the context is 

further incorporated and allowed to actively participate. Hence, many different inputs 

cause a state of alteration without a rigid or sequential plan. Consequently, a display 

of a successful new product development with applied ANT varies fundamentally 

from linear approaches.  

Latour et al. use the example of an energy saving lamp that runs on solar power 

designed for usage in third world countries. The design and assembly took place in 

France and none of local interest groups participated. Several disproving devices lead 

to contempt of the product and even incentives of interessement processes were 

neglected. A mosque, for instance, used the lamp, but the company did not bother to 

elaborate further on this collaboration and abandoned a fertile starting point. 

Moreover, the company was not able to manage the relationship of social features 

attached to the product and the technical challenges. A different, though successful 

example of sticky leaflets is post-it. The originator, Art Fry, fought with social 

resistances, as superiors were not convinced of the necessity and success of the 

product. But, he managed to turn around the doubts from human actors without 

modifying any technical appliances. Hence, he was able to manage the ‘socio-

economic context’, a hurdle that the solar lamp did not overcome. It underlines the 

importance of managing human-and non-human actors together with technical and 

social devices equally by negotiating and accepting compromises.  
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The ANT differs fundamentally in the product development from linear models and 

hence visualization requires a new approach: the whirlwind model (Latour et al. 

2002). Here, emphasis lies on the possibility for transforming a product constantly to 

‘redefine its properties and its public’. The boundaries are permeable and wide, ergo 

the model allows the product to transform according to distinct needs. At this point a 

possible juncture can be identified to the Blue Ocean Theory (Kim, Mauborgne 2005) 

that aims to identify spaces and social groups of uncontested needs. The whirlwind 

model may take the product into such a designated market space but does not take up 

the cause of it.  

The model also provides the possibility to succeed simultaneously different paths of 

the product. Hence, the concatenation and rigidity of other models can be overcome 

and do not lead towards a dead end. Once the process in a linear model has advanced 

to a certain degree, it will be pushed further to the market and may end in failure. 

Contrary, “the whirlwind model, and the socio-technical transformations which it 

favours, establishes the art of compromise and the capacity of adaptation in the 

cardinal virtues”.    

 

The most crucial part to succeed and translating the whirlwind model into practice 

constitute the spokesperson. Contrary to the linear model, it is more than the simple 

management of supervising relationships. The company selects carefully different 

allies, which will then shape the product and enhance the overall perception of it. 

These allies are accepted and respected in their field and their word accounts for 

credibility, hence followers and customers will more likely adopt the product. The 

task of the management lies in building up a diverse functional team of spokespersons 

and by that setting up strategic and technological decisions. It is in the hands of the 

company who to incorporate, who to interesse in first instance and to decide who 

influences the future process. Hence, the management ought to grasp the broad 

picture and be cognizant of outcomes by collaborating with allies, as Latour et al. note 

“the fate of innovation, its content but also its chances of success, rest entirely on the 

choice of the representatives or spokespersons who will interact, negotiate to give 

shape to the project and to transform it until a market is built.” Consequently, the 

outcome remains ultimately to the abilities of the spokespersons, ergo the selection of 

these allies is crucial. This adheres to a lot of trust and hope, which is given to the 

spokesperson. But, as the behaviour of a spokesperson cannot be foreseen and in case 
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of negative development, such a decision involves doubts, which may turn into 

suspicion and opposition. 

 

Once the management selected suitable spokespersons, the company has to set 

incentives to let them negotiate constantly and interact with each other. The 

communication between the actors and the transformation of the product ensure the 

adjustment among the ‘micro- and marcrocosm’ and an end product which reflects the 

process of interessement.  

 

Although the management seems disburdened by the spokespersons, nevertheless it is 

still them who selects these parties and have to anticipate developments of the 

influences. And if a path is misleading, the responsible spokesperson will be 

‘accused’, which is an integrated part of the ANT. The process of accusation serves as 

an analysis to further justify the actions taken and provides a ‘research of 

effectiveness’. The environment might have to be involved further to push the product 

to a successful adoption, but in case an accusation reveals the ineptitude of a 

spokesperson, it will be displaced. Hence, the accusation process will support the ones 

with strong arguments and demolish the weaker links. 

 

The linear approach taken in the first chapter and the upon presented network 

theoretic view can be further grouped in the following model.    
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The displayed table shows a collation of the two perspectives. The network 

perspective (below the line) determines a clear break towards the prevalent output 

perspective (above the line). The success is made up by the social construction of the 

network and the incorporation of legitimate spokesperson. Decisions are constantly 

taken by actors within the environment of the network avoiding the rigidity of formal 

meetings. The authority over the decisions is in the hand of spokespersons, which are 

consistent with the overall network perspective as they literally constitute the 

network. The process bases upon the social construction and is a never ending 

process, contrarily to the output perspective.   
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3.4. Review of Success 

 

 

Success in the context of new product development comprises more facets than 

financial benefits, it can be classified into two groups: financial and non-financial 

success. The latter part constitutes the achievement of a desired outcome or 

accomplishment of a planned status.  

Financial success, on the other hand, can be identified, according to Hart (1993), as an 

improvement of the profit margin, sales growth, turnover, return on investment, return 

on capital employed, and inventory turnover. It represents the traditional picture of a 

result-oriented management approach and neglects important, non-financial elements. 

Even if a product does not achieve the desired (financial) success, the company might 

gain valuable inferences from the failure about the market, the customers or behaviour 

of the competitors. These cognitions will be valuable for the proximate product 

development and turn, after all, into key success factors (Hart, 1993). 

 

The measurement of financial success is executed by quantifying the actual state 

versus the prior condition concerning the financial development of ratios. Here, the 

time period embraces two terms. But, the non-financial success may cover several 

periods from commencing with a failure towards a learning state and ultimately 

converting the knowledge into a successful product. Still, the measurement of ethical 

standing or social responsibility lacks an accepted standard. 

 

 

 

Chapter 4. THE CASE 

 

4.1. Normann Copenhagen – The company behind the case 

 

“We at Normann Copenhagen feel closely associated with the creative growth layer 

in Denmark and the rest of the world. We are well attuned to what is happening and 

have good experience of working with many different types of designers and 

craftsmen. We really love the creative process in the development of new products 
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and are not afraid to take chances. This willingness to take risks is reflected in our 

current product range. Normann Copenhagen has achieved its national and 

international breakthrough with products that only a few people had predicted would 

be successful such as the collapsible kitchen funnel or the Familia kitchen series.” 

(Jan Andersen, CEO Normann Copenhagen). 

The Normann story commences in 1999 when Jan Andersen and Poul Madsen 

decided to team up to follow their idea of a design store concept in Copenhagen. This 

was realised in the old premises at Strandboulevarden in Østerbro, Copenhagen. 

Different brands were exhibited and presented in a unique and personal approach by 

the two founders. A decisive moment might have been the contact to the relative of 

Simon Karkov, the designer of the Norm69, which turned out to be the first own 

product by Normann Copenhagen. The two heads of the company chose to turn a 

design concept into a company launching their first product series. Within this 

significant period, Jan Andersen and Poul Madsen, took the decision to incorporate 

another three products into the portfolio after having achieved a huge success with the 

Norm69. Not only financial success was gained; it also brought the company the 

recognition within the world of design and supported the launch of further products.  

Today, Normann Copenhagen exports to 83 countries, has 85 employees and runs 

offices in Milan, London and New York beside their base in Copenhagen. As the 

company developed, several design awards were won among them the famous red dot 

award. Over the years the product line extended to 44 products in the actual 

collection. 

The company manages to generate interessement in several fields. First, as slightly 

presented, a wide assortment of design products ranging from kitchenware to 

accessories to the latest development: a furniture collection. The affiliation with high-

end brands, e.g. the kitchenware is exclusively delivered with BOFFI kitchen starting 

at 100.000€, aligns with a long list of legitimate spokesperson. This supports its 

unique image of a medium to high-end priced company and facilitates the access 

towards design-oriented clientele.  

Further, the online presentation stimulates interest. First, the own homepage 

(www.normann-copenhagen.com) generates a high number of daily visitors and is 

nominated for one of the best company homepages worldwide. It is characterized by a 
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photo-art alike presentation of the products telling a story for each good. Second, the 

designblog (www.spottedbynormanncopenhagen) run by Normann Copenhagen has 

also a high number of daily users from all around the world. Here, the company 

defines itself as a lifestyle incorporating also its fashion label Holly’s. Being able to 

define themselves through this medium, new product launches are easier facilitated 

and appear more authentic as the characterization of a new product can be derived 

from the history of the blog.  

Another source of interessement is the flagship store of Normann Copenhagen at 

Triangeln, Østerbro, Copenhagen. An old cinema offers 1700 square meters of space, 

where various brands, beside the own products, are shown. Last year the shop was 

rewarded as one of the top 5 retail shops in the world. Again, this stimulates 

interessement from tourists and locals, which is further supported by the effort put 

into the shop: the window decoration is changed on a daily basis while the staff re-

decorates once a week the 1700 square meters of the shop. In the history of the 

flagship store prestigious events took place such as an official MTV party or several 

charity occasions hosted by the royal crown prince.  

 

Patently, Normann Copenhagen seems to follow the concept of a network approach, 

hence they constitute a superior example for an in-depth case study. Specifically, I 

chose the Norm69, which was their first product, in order to focus on the development 

of the process and the interessement gained.  
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4.2. Norm 69 – more than a lamp 

 

                                                     
 

“The Norm69 is a very masculine, controverse lamp, that has not only been one of 

our best selling products, but also achieved global recognition for our company.” 

(Peter Husted, Sales Manager of Normann Copenhagen) 

 

A lamp, characterized by the mathematic approach of its designer Simon Karkov, has 

attracted my attention to such an extent that it will amount to the practical focus of 

this research paper. The lamps’ properties and the unique approach to self-assemble 

the lamp lead to a captivating network that builds relationships to its users. By 

assembling and actively participating in the network each user looks upon the 

Norm69 with a different eye. 

 

The moment the idea of the Norm 69 lamp was initially presented to the two founders 

of Normann Copenhagen, they were instantly convinced of its success and amazed by 

its charismatic shape (see Photo and Appendix). Simon Karkov, the designer of the 

lamp, outlined the first prototypes in the 1960s and contacted back then several 

suppliers for distribution, but was perpetually rejected. Since then, he abandoned the 

idea of a commercialisation and kept it at his home. The inceptive contact to Normann 

through a relative was in 2000 and soon after the founders commenced to elicit ways 

of producing the sensitive material. The problem was the fabrication of a plastic, 

which needs to be resistant to the folding process. The founders commissioned 

German engineers to work on the material, but several attempts failed. After spending 
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all resources and three failed endeavours, the engineers succeeded and the lamp could 

be shown on a trade show. Norm 69 turned out to be an instant success and the 

response by customers and the media was overwhelming. The company received 

several design prices, for instance the renown Formland award. 

The lamp has very unique characteristics: It consists of 69 different parts, was 

designed in the year of 1969, but most importantly it is the emitting light, which 

captures the peoples’ interest.  

The lamp is worldwide delivered without any electrical pre-installed appliances in 

order to overcome country-specific distinctions according to voltage and bulb sockets. 

The success at an early stage of the company’s history opened chances for new 

products. The Norm 69 served as a cash cow for the company and helped financing 

new projects. Today, the Norm 69 has been sold several 100,000 times to 81 

countries. The manual is available in 12 languages, while the Japanese version is 

extended due to local practices. 

 

 

4.3. The analysis 

 

By observing the development of the lamp, elementary differences throughout the 

history can be identified. I divided the analysis according to significant stages into 

episodes, which may not be understood as strictly separate episodes. Still, for 

analyzing the socio-technical network, which developed over time, I introduced five 

episodes. The first episode constitutes the construction of the lamp in the 1960s and 

the attempt of Simon Karkov to commercialize his idea. The second episode marks 

the initial contact with Normann Copenhagen and also comprises the difficult phase 

of finding a bendable material for the lamp. A third episode is characterized by the 

primary publication of the lamp at the New York design fair and further steps of the 

international breakthrough. The fourth episode elevates the product to an enhanced 

level, as Normann Copenhagen achieved international acceptance of the lamp.  

The final and fifth episode embraces the launch of online activities, which evoked an 

interessement by a broad socio-technical environment.  

The methodology for this chapter, here the division into episodes, deviates from 

clearly separable events that enhanced the network and reveal the incorporation of 



  37 

different actors during the process. Each episode constitutes a rigorous step in that 

process and calls for a distinct analysis. 

 

 

 

4.3.1. The first episode – “Come up against a brick wall” 

 

Simon Karkov designed the norm 69 in the 1960s and emerged with the final product 

in 1969. His idea was to create a device, which is characterized by simplicity and 

purely mathematics. The emitting light cannot glare the surrounding environment and 

has a warm character, hence a product that should interesse people, as Karkov 

thought. Karkov presented the lamp after the completion to several Danish design 

companies and did not receive the expected positive response. Contrary to his 

perception of the market, the designer received rejection instead of interessement 

towards the product. The designer was not able to interesse actors from the socio-

technical environment. As Husted, Sales Manager names the problem: 

 

“…the material for the design of that lamp were simply not available at that time to 

pack it, fold it without breaking it.” 

 

Hence a small amount of interested companies condemned the idea of 

commercializing the product after considering the difficult production of the used 

material. It had to be a bendable, plastic-alike material, durable enough to withstand 

the grossness of the customer assembling it. By that time, the research for that 

material would have been costly, thus weakening the attraction of the product. This 

process of presenting the idea and not being able to interesse the environment as 

expected lead to the encapsulation of the lamp. Ergo the designer abandoned the idea 

and gave it to a relative for private use. 

 

Analyzing the  first episode reveals an impression of a network, which did not meet 

any interesse in the market nor the customer’s needs. The reason may not root solely 

in the product itself, as many of the contacted companies showed interest, but by 

applying the actor-network theory the process attracts further attention and the 

problem can be distinguished into several elements that obstruct the passage. 
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According to Latour et al. is “acceptance, like feasibility, just as social as it is 

technical” and the network lacks in both aspects at this early episode. 

Simon Karkov designed the lamp on his own and isolated the design process from 

external actors. The network ‘lamp’ simply did not match the eagerness of Karkov 

and the socio-technical environment. Already at this point, the designer fails to 

interesse actors that could have broaden his network and who build up favorable 

relationships outside of his workplace. According to Latour et al. this process is of 

active and passive nature meaning that the originator, in this case Karkov, and the 

product itself obtain interesse by the environment, hence allowing actors to interact 

with the device.  

Karkov himself was not recognized as a designer nor did he achieve prior success, 

hence he did not represent a ‘legitimate spokesperson‘ that might have been able to 

captivate his environment. The product itself, on the other hand, was unique and 

compelling, but was not able to commence a process of interessement. The unknown 

material and doubts if a self-assembling lamp would meet customer interest were too 

burdensome and did not attract spokespersons. His emphasis and motivation for the 

lamp originates from mathematics, which he incorporated as the main actor in this 

network of the Norm69. The shape and alignment of parts reflect his philosophy and 

view upon rationality. 

 

In general, the first episode can be evaluated as a failure considering that the actors of 

the socio-technical environment did not assimilate into the network. As this episode 

demonstrates that an ‘innovation presupposes an environment which is favourable 

towards it‘. 

 

4.3.2. The second episode – “to overcome hurdles” 

 

As the success failed to appear, Karkov accepted the situation and refrained from the 

publication of the lamp. In 1999, literally 30 years after the completion, a relative of 

Karkov approached the two founders of Normann Copenhagen as he saw a displayed 

lamp in the shop comparable to the one Karkov designed. The next steps, as Peter 

Husted, sales manager worldwide, describes were as followed:  
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“ The guy left and came surprisingly back. He came back with one of the early 

concepts of the Norm 69…when he comes through the door with this lamp, the two 

founders looked at it and thought straight away that this is not a bad idea. So, they 

started investigating if the material could be made at present time…”  

 

Poul Madsen and Jan Andersen, the two founders of Normann Copenhagen, believed 

in a vision of a successful product as they understood the complex network. But soon 

they started to struggle as well upon the fabrication of the specific material needed. 

They assigned German engineers to develop a plastic-alike, bendable material, which 

has not been available at present times. It was problematic as “a tenth of a 

millimetre” decided about the feasibility of the project. The first trials failed and after 

two years, Normann’s financial resources for the project were spent. Due to the will 

and ‘craziness’ of the two founders, trials were continued and relatives now had to 

provide their financial help. Already here, the founders proved their quality of 

legitimate spokespersons convincing their relatives of a future success. In an ultimate 

effort the German engineers succeeded and the production process could commence. 

A whirlwind started which was initiated by the relative of Simon Karkov leading 

towards the founders to Normann Copenhagen and further encouraged by legitimate 

spokesperson like generous investors to continue the development process. 

 

Focusing on the analysis according to Latour et al. provides an explanation for the 

initial step towards success. The aperture towards a legitimate spokesperson was 

successfully done after years of failed advances. The aspect that  

 

“the fate of innovation, its content but also its chances of success, rest entirely on the 

choice of the representatives or spokesperson who will interact, negotiate to give 

shape to the project and to transform it until a market is built”(Latour et al. 2002) 

 

has been initially accepted in this episode. As described by the sales manager, the two 

founders had interesse at once as they were introduced to the product. By then 

Normann Copenhagen was a start-up company that was building up a network with a 

product-line of external brands. Still, with their knowledge and experience of the 

market, they appear as a legitimate spokesperson for the product. Normann 
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Copenhagen obtained already access to a vast network of interior and design 

companies that would be targeted by the lamp.  

Further, the two founders managed to overcome the difficulty to contrive a material 

durable enough and esthetic for the lamp to obtain an appealing product. Normann 

Copenhagen accomplished to turn the resistances, which blocked Karkov for three 

decades, by integrating German engineers in the process. It has to be marked as the 

commencement of a whirlwind as the product is transformed in this loop and 

redefines its properties (Latour et al. 2002). Jan Andersen and Poul Madsen 

commence the socio-technical machination (Latour et al. 2002) by first mastering 

technical devices and prepare the socio element for the prospect episode. 

 

 

4.3.3. Third episode – “constructing the market launch” 

 

The third episode steps in at the moment of a finalized product prepared to attract 

interesse by external actors of commercial nature in 2002. Once the German engineers 

succeeded, Normann Copenhagen presented the lamp for the first time in public at the 

Formland trade show in Herning, Denmark. It won the trade show’s design award, 

namely Formlandprisen, and attracted a lot of attention. The presentation of the lamp 

in the show was special and allowed customers, in this case retailers, to interact with 

the product and the company, as Peter Husted describes:  

 

“…there were few lamps hanging over a high table, kind of a bar table, and people 

stood around that table building the lamp and looked at the assembled models 

hanging above. So, that gave a very nice interaction with the potential clients. But, 

that time we are not talking about any clients, we are talking about a retail 

distribution network. We liked it….we saw some nice pictures about this….we also 

ended up getting some very, very nice press…we ended up winning some of the design 

prices, some of the design shows.”  

 

The product started to interesse actors, as in this episode on a business-to-business 

level. Still, it can be clearly identified as a promising and successful launch period.   

On a closer examination, Normann Copenhagen follows the principles, which are 

suggested in the ‘art of interessement part I‘:  



  41 

‘the idea that an object is only taken up if it manages to interest more and more 

actors must be accepted’ 

 

and so it is by the two partners. The step into public ‘in search of allies‘ by presenting 

the lamp on a national trade show provides initial points of interaction and provoked 

interesse by retailers. Further, the layout of Normann‘s stand invited prospect 

spokespersons to assemble the lamp and learn about this extraordinary feature. 

According to the feedback and the record of awards, Normann achieved to gain potent 

spokesperson who access a network that will ‘take it up, support and diffuse it’. The 

enhanced technical element from the prior episode is now concluded with the social 

element establishing a ‘socio-technical machination’ to transform towards an ensuing 

‘loop’. In this particular episode, technology and the social environment adopt 

mutually and provide the basis for an initial success. 

The network of the fair was well selected; not only retailers who present products to a 

range of single buyers, but also media journalists who act as spokesperson having an 

impact towards design-oriented readers.  

But, the development on the national market appeared too slow for the founders as the 

sales manager notes:  

 

“The Danish market is not always the most fast moving market. And when they 

answered that these were nice products but they are not ready yet, instead of giving 

up, they went abroad.” 

 

 Hence, boundaries of the national market were reached and a new episode 

commences. The whirlwind increased in its dimension and interesses more and more 

actors from the socio-technical environment. 

 

4.3.4. The fourth episode – “the international breakthrough” 

 

As Latour et al. (2002) notes that ‘innovation is perpetually in search of allies’, 

Normann cognized the particular conditions on the Danish market and inaugurate the 

access to international actors. The development is illustrated by Mr. Husted as 

followed:  
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“ we did trade shows in Sweden, we did trade shows in Germany, quite international 

trade shows in Germany…furniture fairs, accessory fairs, design fairs…so, from that 

we got an audience from all around the world.“ 

 

The initial steps were focused on neighbouring markets, mainly in Scandinavia, but 

also Germany due to its size and its promising potential. The trade show in Frankfurt 

commenced an international interessement process by having the access towards a 

wide range of international visitors. The sales increased steadily, but were 

significantly improved by the following trade show in New York. Normann 

Copenhagen displayed the Norm69 exclusively as their own product and were 

approached on the fair by a shop owner who expressed his interest. His store was 

located in Soho; a creative, young district in New York that picks up trends and acts 

as a spokesperson for alternative products apart from the mainstream. These 

characteristics were attractive towards Jan Andersen and Poul Madsen and reflected 

the prospect target location to place their products. Further, this person was closely 

connected to a columnist writing for the New York Times who also got involved into 

the network as the shop owner introduced the lamp. He wrote an article including a 

photo that displayed an assembled lamp and the telephone number of the store in 

Soho as it was the exclusive selling point in New York. On the day of the publication 

of the article, the shop had to employ additional staff to answer the vast of calls 

ordering the lamp. The response by the customer was very positive: The article in a 

renowned newspaper acted as a legitimate spokesperson and attracted interesse by 

various actors.  

 

The approach by Normann to open up to international markets was successfully 

managed and had positive impact on the development of the young company. The 

neighbouring markets were easy accessible and the existing spokespersons were able 

to participate and support the process. So did, for instance, the Formland award, won 

at a Danish design fair, provided initial access to the fair in Frankfurt. The 

international acceptance of the price further helped to interesse actors  

 

“so, that gave a very nice interaction with the potential clients. But, that time we are 

not talking about any clients, we are talking about a retail distribution network. We 
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liked it….we saw some nice pictures about this….we also ended up getting some very, 

very nice press…” 

 

Here, Peter Husted emphasizes the retail distribution network that considerably 

enhanced the presence of Normann Copenhagen abroad. The development to this 

level of a whirlwind has been characterized by Peter Husted’s words: He 

acknowledges that the step through different fairs was necessary to gain interesse 

from the markets. Even furniture and accessory fairs, which did not reflect the main 

focus of the portfolio by that time, were attended. Still, the network “Norm69” was 

able to interesse actors from these socio-technical environments as well. 

 

Latour et al. notes that ‘any innovation presupposes an environment which is 

favourable towards it’. Struggling in the initial two episodes to meet this environment, 

Normann Copenhagen and the Norm69 now proved their eagerness and with the 

support of legitimate spokesperson gained international acceptance.  

 

 

4.3.5. The fifth episode – “online” 

 

The previous episodes reveal the gradual process towards an adoption of the 

innovation that continues in the fourth episode. By the year 2006, the previous 

development reflected a time range from 2002 to beginning of 2006, Normann 

Copenhagen and specifically the Norm69 elevated the presence to another level. After 

the success on international trade shows, customers and especially the press as an 

important spokesperson were searching for further contact points to build up social 

relationships to the brand and the product. Peter Husted illustrates the commencement 

as  

 

“…we needed to take a digital photo of our packaging of our products. Then we 

offered those photos to the press, then slowly the press published photos of the lamp 

in their own interiors and something great came out of that. And we just left it to that. 

Having interaction with most of our customers and has given us stories as how our 

product could be used.” 
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But, the interessement process developed and non-commercial groups, like users, 

were demanding interactive points of interaction. The whirlwind took a steep 

development in speed and depth. The following step was the presentation of the 

Norm69 on flickr.com initiated by Normann Copenhagen. Flickr is an online 

platform, launched in 2004, that offers users the possibility to upload photos and 

either publish them or keep them for private use. The page generates around 3000 

uploads per minute, indicating the vast amount of traffic and wide acceptance by 

users. As of November 2007, it claims to host more than 2 billion pictures. It has to be 

mentioned that as huge the number of users is, as wide the range of uploaded photos 

is and so only a limited field is of interest. Normann Copenhagen launched an own 

account and by today presents more than solely the Norm69. Only 4 months after 

launching the first photo of the Norm69 on flickr.com, more than 50.000 users have 

seen the pictures. 

After receiving such a positive feedback and bein in interaction with various actors, 

Normann Copenhagen decided to participate in other platforms, for instance feber.se, 

as the concept promised access towards specific, design-affiliated user groups. This 

page constitutes a design blog from Sweden of different subjects and areas, but 

always focused on the latest designs. Normann initiated in cooperation with feber a 

competition that asked the users to write a poem about the Norm69 as the winner 

would be awarded with a free sample. In a period over 1 month, they received 56 

poems, mainly from Scandinavian users. Still, it is a considerably high number given 

the fact that it demands a lot of effort to contribute a poem.  

The online activities grew and so did the revenue gained from online activities. It 

helped to establish access to markets, which were not covered by the conventional 

distribution network. As of today, the lamp has been sold to 82 countries, among them 

exotic countries like Afghanistan or Jordan.     

 

A closer look at this episode reveals an elevation of the whirlwind that is supported by 

business partners and also by the online presence for users who ‘transform’ the 

Norm69. According to Latour et al. 

 

“it is crucial to know on who and on what you can rely to bring a project to a good 

end, but also predict the way in which alliances will be redistributed if you decide to 

transform the project”. 
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Here, the choice to assist the press with photo material was crucial. It was important 

for Normann to respond to the demand of the press that acts as a legitimate 

spokesperson as ‘they form public opinion’. The quantity of designated actors that 

they reached through magazines multiplied the number of existing actors in the 

network. The original set of photos of the lamp was distributed and left to the public 

to elevate it further just as Latour proposes:  

 

“the innovator can only put himself in the hands of some rare speakers, of whom he 

never completely knows who or what they are representing....”  

 

Normann and the Norm69 were able to interesse potent spokespersons, here the press, 

in this episode and build up on a broad basis of affiliated readers who are dedicated to 

the topic. 

The next step to incorporate closely related users into the network who choose to 

communicate online was targeted by joining the online platform flickr.com. The 

network Norm69 received good acceptance and the users were able to interact with it. 

Hence, the network exposed its boundaries to new entrants and further enhanced it. 

Even individual variations to the known product were published and stimulated the 

exchange among members. 

The cooperation with feber also accounts to a considerable part to the socio-technical 

development and ‘gave shape’ towards the Norm69. The appeal to engage the reader 

in an interactive competition was a success and provided evidence of the 

interessement by the users. Further, the blog encouraged the communication among 

its readers and users to publish their pictures of the lamp and the different use and 

environment given to it.   

The ultimate step in the ‘whirlwind’ of the Norm69 is presented in the new homepage 

of Normann (www.normann-copenhagen.com/norm69). The presentation of the lamp 

differs from ordinary pages as it transforms products into experiences and so with the 

Norm69. The interested user can visualize the lamp in different environments, from 

different angles and switches interactively the light on to interesse the user in the 

point of interaction. 
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Contrary to the linear model that has “the only possibility of adaptation, if it turns out 

to be necessary, is the progressive complexification of the project and of the 

devices…”, the Norm69 manages to build up an interessement process and gains 

adaptation by easing the approach of the network towards its users. Each episode is 

characterized by a transformation and further adaptation that results in sales of several 

100.000 lamps. 

 

The following graphic of the whirlwind documents the development of the network 

“Norm 69”. The boxes with numbers from one to five represent the characterized 

episodes. As earlier mentioned and clearly visible, the term “episode” did not reflect 

separate stages contrarily it shows that episodes and processes can happen 

simultaneously and are interconnected. The dimension of the whirlwind increases as 

the socio-technical environment shows more interesse and the number of actors and 

spokespersons accumulate. 
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Chapter 5 

 

5.1. Discussion 

 

The chapter sets out to examine previous findings of scholars presented in chapter 2 

and review their approach towards the analysis of the Norm69. Normann Copenhagen 

initiated an interessement process that applies to the angle and approach of what 

Latour et al. propose. Still, a discussion will be helpful to introduce the linear 

approaches to the case and reveal their delimitation towards the constructive view.  

 

First, the approach taken by Cooper will be introduced to the case. The stage gate 

model as a sequential and linear approach to the NPD process may conflict with the 

one exercised for the Norm69 in first instance. A rigid hierarchy of stages and gates 

were not formulated, but still existing. The quality was different though: In the first 

episode, here the term ‘stage’ might be more appropriate, Simon Karkov, designer of 

the Norm69, had his “idea stage” and worked on the initial concepts of the lamp. 

Cooper does not provide specific models, except some brainstorming tools, and has a 

superficial approach to the stage as it lacks of in depth models for idea generation. 

Yet, the lamp did not manage to pass the gate to the next stage as gatekeepers, several 

Danish and international producer, denied a cooperation. According to Cooper and the 

analysis of Karkov’s work proves that neglected feasibility studies can lead to a 

failure towards the prospect stages.  

The second episode in the Norm69 analysis actually fulfils the second and third stage 

of Cooper’s model. The lamp was presented to Jan Andersen and Poul Madsen, 

founders of Normann Copenhagen, by a relative of Simon Karkov and their 

interessement to the network and the incorporation of them as legitimate 

spokesperson qualify them as gatekeepers according to Cooper. They possessed the 

authorities as revising the product or even declining it. In contrast to the idea stage, 

they coped with the neglected feasibility studies. But, the material of the lamp 

constituted a more substantial problem as expected. In the very last trial, German 

engineers succeeded and the gate to the next stage could be passed. Here, even 
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characteristics of the fourth stage of Cooper’s stage gate model can be applied, as 

Normann produced prototypes for the tests.  

The third episode of the analysis from the “Latour angle” has mayor similarities to 

what Cooper suggests in the final stage. It deals with the initial sales and post launch 

activities. Still, the story of the Norm69 continues and develops further, which cannot 

be reflected in Cooper’s model.  

Evidently, a rigid application of the stage gate model would have denied the Norm69 

most likely in the first gate to be passed. Further, it reveals that decision-makers need 

a bit ‘craziness’ and vision to push a project rather than basing their opinion solely on 

rational and quantitative analysis.  

 

 

In the following, I will introduce the approach by Brown and Eisenhardt towards the 

process of the Norm69. Here, the analysis has to be differentiated according to the 

three streams that cover diverse aspects.  

The rational plan approach comprises Cooper’s idea to a certain extent. It departs 

from the focus on user’s needs (Myers and Marquis 1969) and understands product 

advantage as the underlying values in the user’s mind, an attribute that Normann 

Copenhagen particularly focused on in initial episodes. But, the episodes are more 

characterized by internal organization rather than external market research. The 

integration of different actors in the network made the research irrelevant. Brown and 

Eisenhardt, on the other hand, establish a successful development by actively 

managing and researching the external market conditions. Actually, the difficult 

production of the material and the burdensome start prove the neglected research. 

Nevertheless, the founders managed to overcome the obstacle and demonstrate 

success outside the rational plan approach. Further, the rigid organizational structure 

collides with the development of the Norm69. The two founders handled the process 

from decision-making, being the gatekeeper and the creative driving force.       

The second stream, focusing on communication, is clearly reflected in the Norm69. 

However, there were notable deficits in the first episode as Karkov isolated the 

process and was perpetually rejected when offering the lamp to manufacturers. But, 

once Jan Andersen and Poul Madsen got involved in the process, the development 

altered significantly towards an open communication (network). As Allen suggests, 

the communication among members was fostered and the close cooperation with the 
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German engineers lead to the launch of the Norm69 on commercial level. The third 

episode gained its success by communicating with the network that was continuously 

built by the two founders. Further, Katz & Tushman stress the importance of external 

communication that was successfully facilitated by Normann Copenhagen. Again, the 

fourth episode, the internationalisation of the Norm69, is closely connected with the 

comprehensive communication between the owners and the network-related actors. 

Here, the relationship to a journalist outside the network who writes for the New York 

Times, a highly reputable newspaper, was one of the key actors to communicate with. 

The fifth episode differentiates in quality from the previous episodes. While the 

former character of the communication was rather direct to customers or businesses 

outside the established network, the final episode reveals a distinct approach through 

the Internet. Sides as flickr.com or the own homepage fostered the communication to 

new actors and enhanced the network, but still differed from the conventional direct 

contact to customers. 

The third stream identified by Brown & Eisenhardt, namely the “disciplined problem 

solving” approach, focuses on the autonomous organization of project teams which 

cannot be applied properly to the Norm69. The size of Normann and the limited 

number of actors involved in the process did not require a thorough organizational 

approach as the authors suggest. Still, the two founders worked autonomously and left 

space for the German engineers hence incorporated characteristics of the stream.  

 

5.2. The Incorporation of the Actor-Network-Theory 

  

The appliance of the approach by Brown & Eisenhardt (1995) still leaves space for a 

discussion whether Latour can be incorporated into the existing streams or if it even 

constitutes a new stream. As previously reckoned there are compatible elements 

within the first and second stream. The third stream did not match to the analysis of 

the Norm69, yet the autonomous function of actors within a network is reflected in 

Latour’s approach. Still, it has to be asserted that each stream also differs significantly 

in its quality. Brown & Eisenhardt’s first stream derives from Cooper hence its 

rigidity and sequential process contradicts to the constructive view. Further, a success 

in this stream focuses on the output, while the actor-network approach covers a 

broader and more powerful picture by enhancing a network through the incorporation 

of legitimate spokespersons.  
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The second stream demonstrates strong compatibilities with Latour. The social 

construction lacks instructions provided by the author hence this stream could offer an 

incentive for the social construction, the nucleus of the ANT. The role of individuals 

in this process is comparable to the one suggested by Katz & Tushman (1981), yet 

they reflect a linear mindset.  

Elements of the third stream, as presented before, make up crucial elements in the 

ANT. Autonomous action of actors within the network is a key to success, still each 

member follows principles of the network, active or passively. The idea of a network 

that constantly develops and is constructed by social interaction embraces the concept 

of independent governance. Hence, the stream depicted by Brown & Eisenhardt 

cannot fulfil the needs by the ANT. 

In conclusion, each stream grasps parts of the concept, but also reveals clearly 

deficiencies towards the demands of the ANT. The three streams assimilate the idea 

of a successful product development focused on the output instead of constructing 

powerful relationships and melting them in a network. Therefore, I cannot agree on 

incorporating Latour into Brown & Eisenhardt’s streams, rather I suggest a new 

stream to reflect the multidimensional and non-linear process. It states a starting point 

of a new discussion, which will be further elaborated on at a later stage.  

 

Next, the Blue Ocean theoretic approach will be introduced to the Norm69. The initial 

question if this product aimed to target an uncontested market space has to be denied, 

but in fact it did. It has literally been the first design lamp to self-assemble and by that 

managed to establish a unique experience for the user. Still, the reader notes that this 

has never been Karkov’s intention. In the first episode, Karkov did not recognize 

external trends or developments in the market, as he focused solely on aesthetics and 

design and obviously failed the induction to the market. Still, the product embraced 

unique features and qualities that needed to be presented differently.  

The detailed approach to identify a “blue ocean” space has never been content of 

Karkov’s work, hence an analysis for the first episode contradicts to the suggested 

approach by Kim & Maubourgne. Unconsciously Karkov achieved a state of “blue 

ocean” that would not have attained market acceptance without Normann 

Copenhagen. The authors supply the reader only with insufficient guidance in the 

post-launch phase. Examining the development of the Norm69 proves that the most 

crucial were still to come and decided over its success.  
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A diversified approach to the NPD process constitutes Ernst and divides it into five 

categories. The first category focuses upon two factors that positively influence the 

process, namely the competence of accomplishing individual phases and the use of 

market orientation. As discussed before, the first episode proves insufficiencies 

regarding these two factors. Yet, the competence of realizing the initial, conceptual 

steps of the product was accomplished by Karkov. Contrarily, the second episode 

followed rigidly the suggestion of “a continuous observation and assessment” (Song 

and Parry, 1996) of the development process with the German engineers. In 

succeeding episodes, the focus towards the market was initiated by Normann 

Copenhagen. They presented the lamp on a trade show and had their “ear” on the 

market. Consequently, with the support of legitimate spokespersons, they were able to 

attract further attention and turned the Norm69 into a top-selling item.   

The second source of success in a NPD process originates from a well-structured 

organisation according to Ernst. The cross-functionality (Griffin, 1997) as one of the 

elements correspond to the two founders. While Jan Andersen is responsible for the 

creative input and the fit of the lamp with its environment of design and competitors, 

Poul Madsen takes care of business related issues and negotiations with external 

actors. Other elements, as the need for a project leader (Thamhain, 1990), were not 

needed due to the clear division of tasks and communication within the network. Even 

at a later stage, referring to the final episodes, when the network grew in quantity, 

Normann managed to assemble the actors without a proper project leader. Here, the 

development of the Norm69 reflects many elements of the identified success factors 

in this specific stream by Ernst. 

The third source focuses on culture and the conditions of the environment towards the 

product. The circumstances for the lamp in the initial stage were poor as the material 

was difficult to produce and manufactures were not attracted. Normann achieved a 

change of the conditions of the environment. As Voss (Voss, 1985) suggests, they 

provided the German engineers enough freedom and funded the project sufficiently. 

Further, Normann managed to achieve a high commitment of the incorporated actors 

in the network, a highly favourable condition according to Song and Parry. 

The fourth success factor is the commitment of the senior management towards the 

project. Although Jan Andersen and Poul Madsen cannot be named as senior 

managers as such by that time, they were highly committed to the process and pushed 
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towards the incipiently resistance from the environment. The size of the company and 

number of involved actors in the process did not require a thorough organizational 

scheme hence this success factor cannot be applied to the process as by Ernst 

intended. 

The last success factor is the company’s strategy and its fit with long term goals. In 

case of Normann and the Norm69 it constitutes a sound example. Normann was a 

young company striving for an identity and with unshaped characteristics. The 

decision to commence this process was a key event in the Normann story. The 

Norm69 turned out to be one of the best-sold items and established an icon for the 

company. The approach of incorporating external actors into the process and 

establishing powerful networks was continued in the succeeding projects.  

  

 

Continuing the analysis from different angles, I will focus on Chesbrough and the 

approach of an open innovation towards the Norm69. The first episode neglects the 

crucial element of assimilating external actors in the process as Simon Karkov 

designed and manufactured a prototype on his own. The result was the refusal by the 

environment towards the lamp that ceased his vision to commercialize it. From the 

second episode the circumstances changed markedly when the relative contacted 

Normann Copenhagen. First, Jan Andersen and Poul Madsen disposed of an 

established network. Second, they did not have the knowledge or required tools to 

produce the plastic hence needed to “open up” the process and constructed a “cluster” 

that could achieve the completion of the lamp. 

The third episode builds upon the achievements from the previous episode and the 

idea of clusters that gain success through their diversified networks. Normann 

Copenhagen decided to present the lamp to the public on a national design fair and 

leaves the space of working within a cluster of engineers and designers. Still, as the 

influence of new customers or visitors of the fair upon the product is rather low 

considering the product development, the effect of an open innovation system 

decreases moderately.  

The application of an open innovation approach towards the fourth and fifth episode 

of the Norm69 reveals the delimitations of the theory. As the product did not 

elaborate further, the focus was turned to the enhancement of the network in the post-
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development phase. Here, Chesbrough provides only limited suggestions as the author 

aims on the NPD itself. 

 

  Latour et al. represent a constructive, but unstable approach to the world. Powerful 

networks are built by involving legitimate spokesperson that enhance and strengthen 

the web of actors. The more legitimate a spokesperson is, namely the ability of having 

a crucial impact on their environment, the higher the chance for future success and 

acceptance is. The importance of the impact could be related to a power cultural 

approach (Handy, C. 1985), hence a clear separation of influential actors in the 

society and weaker links. Latour’s networks are constantly under construction by 

incorporating new actors or ceasing old relationships, hence a perpetual change of 

members. Although these changes ought to change for improvement, it lacks 

consistency and might result in instability. Once crucial actors disagree on future 

cooperation, the whole network looses balance and appears vulnerable despite the fact 

that it has been powerful before. Only long lasting social relationships will endeavour 

sustainability in the world of Latour.  

It reveals the dependency on social relationships in Latour’s constructive view. 

Stating this fact, Latour et al. still miss a clarification about the construction of social 

relationships, the nucleus of his approach. Further, it shows the different 

interpretation of time. On the one hand, the networks are constantly in the move and 

define themselves with each entrant/dropout of the network. Linear approaches, on 

the other hand, that define success by the output, for instance Cooper, understand it as 

an ending process.  

 

 

 Chapter 6  

 

6.1. Managerial implications 

 

The thesis addresses various issues towards the management of companies. Hence, 

this paragraph provides an overview of implications and will focus upon the 

challenges that develop around the actor-network-theory. The previous discussions 

demonstrate crucial differences between the notions and indicate the break, which 

was executed by Latour et al. (2002). This change in the paradigm calls for a new 
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approach by the management and implies significant changes in the organization. In 

the following, several implications will be discussed: 

 

 First, the enrolment of human and non-human actors is a new, advanced task for the 

management. Elements have to be taken into consideration that managers have never 

dealt with before in the rational planning approaches. Hence, the former manager 

figures have to be disburdened from being the single authority in the process. The 

interessement of these new elements calls for a broad basis of legitimate spokesperson 

who act responsibly for the network and each representing decision-making actors. 

Further, the communication needs a different approach and change as the non-human 

actors transforms the character of a network significantly. Here, an important factor 

plays the compatibility of mindsets to secure a homogenous code of conduct within 

the network. Otherwise, the socio-technically constructed system becomes instable 

and defines itself new. This characteristic leads to a second implication. 

 

Second, the actor-network-theory constitutes a never-ending process. The world in 

Latour’s eyes is unstable and it exists in the very moment of observation. Drastic 

changes can appear within the socio-technical construction and unbalance an 

established equilibrium. Hence, the enrolment of legitimate spokesperson is the key to 

success and a crucial task of the management.  

 

A further implication is the change in the mindset that has to be made by actors in 

order to practice the ANT. In the prevalent rational-planning process a clear goal is 

articulated and several stages and gates to be passed. Managers preferred this 

procedure as it appears easier to manage and to communicate. Contrarily, the ANT 

moves in a whirlwind constructing socio-technically networks, which require a new 

approach as processes are not sequential. Different episodes are passed 

simultaneously and the development is only partly predictable. Hence, managers are 

obliged to unwind from old mindsets and instead shift their focus towards a new 

understanding of the process of new product development. 

 

A change in the mindset upon the process also requires a shift in the understatement 

of the role of the management. The former authoritative management, known as 

traditional gatekeepers and deciding upon each step, is replaced by a management 
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fulfilling an orchestrator role. It indicates the supervision of actors and the aim to 

enrol legitimate spokespersons who will enhance the network.  

 

 

6.2. Conclusion 

 

The thesis set out to investigate how success is constructed in the spectrum of notions 

in the new product development. Throughout the research within the linear 

approaches (chapter 2) the rigidity and rationality of acting were presented and 

obviously revealed deficiencies in the application for innovation processes. The 

Stage-Gate-Model (Cooper 1990, Griffin 1997) appears outdated: A process cannot 

be structured in stages and gates, namely formal decision-meetings of gatekeepers, as 

it is time and resource inefficient and, most importantly, cannot reflect the 

development of the process. Further, for the aim of the thesis, the approach could not 

be deployed for the Norm69 and explain its success. Hence, scholars widened the 

perspective to examine the process as Brown & Eisenhardt (1995), Ernst (2002) and 

Chesbrough (2003) developed and structured the new product development further. 

Still, they all share the incapability to grasp the success, which the Norm69 achieved. 

Latour et al. (2002) introduces the ANT and provides the basis to understand the 

development of the case study with a construction of a socio-technical network.  

 

To conclude, there are several success factors accompanying the application of the 

ANT towards the Norm69. First of all, the process has to be understood as whirlwind 

and each identified episode was a snapshot of a constantly moving network. Second, 

the picture of a powerful manager or entrepreneur (Schumpeter, 1934) is displaced by 

legitimate spokespersons. They are the ones defining the network and as many 

decisions are made simultaneously, they replace the gatekeepers in formal decision 

meetings. Third, the importance of choosing the right spokespersons is crucial for the 

development of the process. Especially in the case of Normann, the reader was 

introduced to a complex socio-technical network, which was constructed by 

legitimate spokesperson. 

Further, it has to be stated in the conclusion that the case study proves a significant 

finding: A product was not shaped by the company’s characteristics, it was rather the 

product defining the company’s business model. Throughout my research and in the 
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opinion of the CEO’s, the Norm69 became a statement for the company and ever 

since new product development processes have been characterized by the initial 

whirlwind of the Norm 69. 

 

 

6.3. Future research 

 

In this last paragraph, I would like to conclude the thesis and provide a brief impetus 

for future research and further aspects to discuss in the oral defence of my thesis. 

 

Firstly, a whirlwind is by definition not stable. Still, managers and scholars tend to 

follow continous constructs, which supplies the managers with solid rules to follow. 

Scholars, on the other hand, may favour a continous model as answers to problems 

are generally applicable and support their assumptions. The question arises how to 

bring in continuity into the whirlwind model and convert the construction of success 

from a network theoretic approach into a generalizable tool? Can a sustainable 

whirlwind be constructed? 

 

Secondly, the thesis shows evidently the importance of the socially constructed 

network. But, Latour et al. (2002) miss to provide answers to that question. They 

rather perceive the socio-technical environment as a construct that involves with a 

number of actors or not. 

 

Thirdly, building upon the previous issue leads me further to the question how to 

encourage and motivate legitimate spokesperson within the whirlwind model. It is 

well understood that each involved actor has favourable rationales to participate. But, 

is it also possible to actively encourage and motivate spokespersons without 

distracting the whirlwind? And, if not, do we still need managers? 

 

Fourthly, spokespersons play a crucial role in the Actor-Network-Theory. With them 

the network develops and the whirlwind spins off. But, how is a spokesperson 

legitimized? What if the development of the whirlwind turns into an unexpected 

direction and crucial spokesperson turn out to be a burden? 

 



APPENDIX A 

 

Normann Design – Interview Transcript with Peter Husted (Sales Manager) 

As an introduction, I shortly presented my field of studies and the background and 

incentive for my thesis. As I am trying to define valuable and successful innovations, 

Normann specifically appealed to me with an interesting product portfolio and 

innovative approach concerning design. 

The Interview was held by me (T.N. in the following) with the sales manager Peter 

Husted (P.H.) on Monday, 23.06.2008, at the Normann Copenhagen Head office, 

Østerbrogade 70, Copenhagen. 

T.N.: “What is the company background? What is the history of Normann 

Copenhagen?” 

P.H.: ”Normann Copenhagen as you see it today is going back to 1999, so we will be 

10 years in the market by next year. But actually the first product by Normann 

Copenhagen came out by 2002. So, the company was registered 10 years ago, but the 

first own products are six to seven years old. The company started with basic trading, 

not producing own products, but coming up with own ideas of buying and selling. As 

a rather small company trying to be active in the Scandinavian and European market 

and having good ideas, it is difficult as bigger companies snatch up the ideas and 

bring it to the market at a better price. So, the two founders of the company were 

looking for more specific products and had already installed a small showroom/shop 

in 1999/2000. They have been active on a second floor, but this is an obviously non- 

favourable location for a sales store as nobody stumbles in by coincidence. So, the 

two founders decided to open up a new store on ground level with open windows and 

access to direct communication with the customer.  

T.N.: “Was it already this one?” 

P.H.: ”No, it was not this actual one; a smaller location not far away. The interesting 

features were the neighbourhood of a school, which offered courses to pregnant 

women and prepared them for their future motherhood. So, there was this huge traffic 

of young mothers and young families walking by the shop and they were looking 



through the windows. Some of these people stopped and came in and from this traffic, 

not only pregnant women, it started. At one day, someone came into the shop who has 

a strange connection to the company and they started discussing about a lamp. He 

came up with a comment saying that he has something similar at home in his 

basement and so the founders encouraged him to show them the lamp. The guy left 

and came surprisingly back. He came back with one of the early concepts of the Norm 

69.”  

T.N.: “So the Norm 69 was the very first own product?” 

P.H.: “Yes. If you look into the name of Norm 69, it not only consists of 69 pieces, it 

was also introduced in the year of 1969. The guy, who came into the shop had some 

connections to Simon Karkov (the creator of that lamp1) and was the one who initially 

tried to help him selling the lamp back in the sixties, early seventies. But, basically 

without any success. First of all, the material for the design of that lamp were simply 

not available at that time to pack it, fold it without breaking it. But, when he comes 

through the door with this lamp, the two founders looked at it and thought straight 

away that this is not a bad idea. So, they started investigating if the material could be 

made at present time….about seven/eight years ago. And after a lot of different tests, 

they come up with a solution together with a German company spending all their 

money on this single project. And it was their last try to bring it to a trade show; a 

turning point: either making or breaking it. But, it became an almost instant success 

and they received very good reactions from the trade shows. It is a proven case that 

they were willing to invest almost everything they had and the tests came out 

successful. From having one lamp, we produced all different sizes and two different 

colours. So, that became an early cash cow for the company, but when you are talking 

about interaction with the customers. The fact that it came in a flat box and you had to 

build it…if you go back to some of the very early trade shows we did, that was the 

only product that we had with us. So, during 4-5 days at a trade show you hang the 

lamp, yes, but there was a high table and we basically involved all the shops to 

participate in building this lamp, because serious training were needed to actually 

show what we sold.  

                                                        

1 Comment by the interviewer 



T.N.: “But were you still able to put it in the focus?” 

P.H.: “Oh, yes, there were few lamps hanging over a high table, kind of a bar table, 

and people stood around that table building the lamp and looked at the assembled 

models hanging above. So, that gave a very nice interaction with the potential clients. 

But, that time we are not talking about any clients, we are talking about a retail 

distribution network. We liked it….we saw some nice pictures about this….we also 

ended up getting some very, very nice press…we ended up winning some of the 

design prices, some of the design shows. So, that concept of a lot of different things 

happening at the same time and then timing, which must have been right as well…that 

retro focus from design magazines and publications…” 

T.N.: “That was a nice overview, but…” 

P.H.: “That was how everything started and that suddenly lead to a huge production. 

And then they had ideas for new products….again only in small series. They (the two 

founders2) didn’t go to any sub-suppliers and asked them to produce 50.000 pieces of 

something.” 

T.N.: “But if we are talking about rough quantities….you said Norm 69 is the most 

successful product, how many were sold?” 

P.H.: “Today we have sold several 100.000. But this is talking about other 

products…we went to international trade shows trying to start to promote these 

products. We did it also in Denmark, but the Danish market is not always the most 

fast moving market. And when they answered that these were nice products but they 

are not ready yet, instead of giving up, they (the two founders3) went abroad. So, we 

did trade shows in Sweden, we did trade shows in Germany, quite international trade 

shows in Germany…furniture fairs, accessory fairs, design fairs…so, from that we 

got an audience from all around the world. And having seen that and suddenly starting 

earning money on the Norm 69 concept, we were able to follow that idea of 

introducing something that was new, different…looking into new materials…looking 

at products that slightly pass in the consumer’s conscious a value of 2, 3 maybe 4€ 
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and then we wanted to introduce something in that category at ten times that price, so 

maybe 30€…it could be 20€ for a dust pan, it could be 60€ for a washing brush. But, 

initially the Norm 69 helped to fund a lot of these different things. But we still had to 

be quite unique in our approach and had to be very creative, because we were trying 

to approach very, very professional manufacturers of certain things and trying to get 

them involved into projects that they have never done. And then during that without 

being able to place these 50.000 pieces….and the other unique feature of all of this is 

that the two owners of the company have always followed the idea and the vision of 

the design very, very closely. Not trying to compromise their interests…and the next 

big challenge that we took was the rubber washing-up bowl and our collectible 

strainer…these were products that didn’t existed…they have been developed or 

prototyped by the designers who had not been aware, so that it couldn’t stand 

industrial production and the quality and the function that the consumer market would 

ask for. So, a process like this took probably 1, 2 years for each product and finally 

we managed to develop products that basically haven’t been copied. We have seen 

copies now of some of the designs, but the same function, the same 

uniqueness…not…we found that despite the products of having a slightly high 

price….that is the price. Because when some of the copies have been introduced, we 

can see that they can’t copy the product completely, because if they did that in 

quality, in function and the material, they would have to be expensive as ours. So, the 

copies not only look as copies, they have never been able to copy a 100% what we 

have done. That uniqueness of trying to fulfil the vision of the designers further helps 

you in certain areas. And that trend of our approach to international trade shows with 

a larger and larger collection following the vision and dreams of the designers, so we 

were able to introduce something quite unique. At the shop we have gone from 4 

employees in 2002 and today we have 68. And in that time we have also succeeded of 

exporting our products to 81 different markets. There are some markets where we 

have sold only once or twice, but still we have sold the Norm 69 lamp in 2002/2003. 

So, if you go back…..today we have 35 different products in our collection.” 

T.N.: “But is still the Norm 69 the most successful one?” 

P.H.: “The Norm series is still the Top 3 product by Normann Copenhagen. But it has 

also been a product that we see as…..it’s been around since day one, it’s still our one 

of our best sold products but you tend to focus more on new things. But when we had 



to rethink and redesign our own communication platform on the Internet, we got a 

new colleague who looked at it with fresh eyes and he basically said well: maybe we 

shouldn’t forget this, maybe there are actually a lot of unique features in what we 

initially did and we should somehow trying to bring this into the story of who 

Normann Copenhagen actually is. And sometimes we tend to forget to show the 

complete story of the lamp if we meet new customers. It would be arrogant to think 

that everyone in the world would know about the Norm 69. But, when people are 

contacting us and we ask them: why….why did you contact Normann Copenhagen? 

What are your interests in us? Now we start seeing potential contacts that just include 

the Norm 69, but if we go back 2 years….well, most of the people knew the Norm 69, 

today it might be hand full of products they react on. The story of Normann 

Copenhagen and the new website will be…..I think that some people has seen the 

Norm series as something that could be complicated for the contributors. We have 

never had that many customers who write us e-mails thanking for selling such 

fantastic products and saying that it made them so happy. You normally tend to get 

the one who are angry, they don’t think that their hopes have been fulfilled. But when 

we have sold that many thousands of lamps…we met both. We tried to give our 

customers a superior spare parts service…no matter if they have placed the lamp over 

candles at the Christmas table or their children or pets have destroyed some of the 

pieces of the lamp. We give them new spare parts, no question from our side! We 

even do that with a lamp that has been 2 to 3 years old….so we tried our best in the 

way it is…we are also aware that we sell the lamp in 80 different countries, so our 

manual that comes with the lamp has been translated into 12 different languages. But 

no true market is the exact same. We prioritized that certain markets where the 

interest of self involvement…is something that you appreciate, something you think is 

funny, you want to do it….and then there are other markets where it is almost unheard 

of. So, we have also learned a lot about this in the process and this is quite….in 

Northern Europe this is no problem, but if you go to the South of Europe….” 

T.N.: “Is it maybe perceived as something cheap if you have to do it on your own?” 

P.H.: “No, it is not really this…you can find this lamp today in furniture shops which 

sell the sofa for 10.000€. They understand it, but, I think, it is the personal concept of 

the average person who will say that…maybe IKEA is suddenly helping to change 

people to approach to this…the idea that to put in some effort and when I do this, then 



I can actually benefit from being willed to put in some number of hours. But the 

dilemma normally comes from people who are not used to this. I don’t know if it has 

to do with labour costs, but in Northern Europe the question of DIY, do-it-yourself, 

doing your own house, doing your own summerhouse, painting this, doing this….is 

something people appreciate. So, the approach of making something with your own 

hands is the key…so, people are proud of having build their own lamp. Not only you 

get a lamp for a 100€ that looks like as it would have cost maybe ten times more…but 

when you are done with it, you can look at it and you can appreciate that I made that. 

And this is harder to convince southern European and to advertise it. That’s why some 

of the retail stores set up the price 30% higher, but then they make the lamp for the 

customer. One of the shops is located on Cyprus and, I think, he said that out of a 

hundred lamps sold last year only one or two were in package. They build nearly 

every lamp for the customer, but then they also charge them 30€ more. And he said 

that he made them in the quiet hours of his opening hours. Because there is a limit as 

to how much I can clean my shop, how much I can refill the storage and if I stand at 

my cash register when a new client comes in, that will scare him away. But, when I 

stand there and I am semi-busy by doing something that I am not occupied with…I 

am not on the phone, but I can fold a lamp. Then I am not scary, I am not pushy and 

then the customer comes into my shop..they approach me and they actually have 

something they can ask me about without showing much interest in a specific product, 

but they can ask me why are you doing that….uupps the dialogue is open. So, it 

actually keeps me busy while I am in my shop and it gives me a good point of 

interaction with my consumers coming in. And then he said, he could quickly sell 300 

lamps last year, but if you multiply 300 lamps times 30€, he said that’s a lot of 

money….that is extra money, that I wouldn’t have earned. So, that is a nice goo line 

of interaction with the customer, a lot of extra money as key factors…and then he also 

adds that….he said that he could make up every design, any colour and it takes up 

less than one cubic meter of my warehouse. Compared to any other product, it is 

remarkably small. So, these were the key factors for him.” 

T.N.: “I would now like to ask some more general questions and go back to the Norm 

series later and ask more specific questions. So, I would like to know how you 

evaluate your relationship to your customer? You talked about good feedback, but are 



they giving you incentives as well? As an example a customer coming back and 

giving incentives how to improve the folding process of the Norm lamp…” 

P.H.: “There has been a big change…we have been printing our email address on our 

webpages the last 3, 4 years. It would be stupid to say that it is only the Internet and 

email….but the fact that you are only an email away, you don’t have to find a piece of 

paper or find the number, you can do all this within seconds…that has changed a lot. I 

think it has to do with us being a bit curious that if we got these kind of emails, we 

tend to write people back. It can be people we meet at trade shows. It’s been recently 

that we have been to a trade show in London about innovative design and we showed 

the latest model to be launched by Simon Karkov…he made the Norm 69 in 1969 and 

then he made another one in 2006. And a lady came into our booth and says: That’s a 

new lamp! Is this also made by Simon Karkov?...We looked at her, laughed, and said 

that this has actually been the first time somebody mentioning the name of the 

architect to us. But then the husband came to us saying that they have used the Norm 

lamp for gifts, maybe 10-15 times and we have 7 lamps hanging in our house and my 

wife every time she gives it away as a gift…but it’s not really a gift, it is more like a 

death threat, cause if she doesn’t get it assembled, she will take it back. Because to 

her it’s more like a puzzle, it’s something she loves doing and I swear that she 

probably wanted the best people in the world to do this…and we said that we have 

one guy, called Norm as nickname, he assembled around a 1000 lamps in his life and 

he can do it in 32 minutes. And then the husband laughed at the wife and she turned 

very angry as her record was 39 minutes. That despite having made only a small 

number….So, we get this type of feedback, but I think that through the design blog 

we started on our webpage and from all of this it added on a different approach to 

what we have done before. We have also seen that more and more people publish 

things of our product on the internet, so it could be photo databases like Flickr.com. 

On Flickr.com we have published a lot of different photos (www.flickr.com/normann-

copenhagen). And you will find a lot under Norm 69 or Simon Karkov. One of the 

questions that came from a new colleague when we started working on the website 

was...how come that we have only one photo of one size of the white lamp and not of 

the cream colour? But, we have no photo of the Norm 69 hanging in an environment; 

we have no photos of it with and without light. This started out when Normann 

Copenhagen started having one product and we needed to take a digital photo of our 



packaging of our products. Then we offered those photos to the press, then slowly the 

press published photos of the lamp in their own interiors and something great came 

out of that. And we just left it to that. Having interaction with most of our customers 

and has given us stories as how our product could be used. So, we have used that in 

developing new products, better photos, more commercials….and sometimes our 

products do not have an obvious use, but maybe a secondary use, which is deeply 

obvious but not to most people. And through photographs we could push that to more 

people. But again showing a glass which is empty…yes, you show that on you gift 

box, that is something for that….” 

T.N.: “I would like to know if you are aware of all the uses of your product?” 

P.H.: “No, I don’t think we ever will be. But, I think we are curious enough to know 

most of them. When you are doing a lot of work with stylists, interior designers…who 

bring a lot of ideas to us. We have seen it being used with light bulbs of different 

colours, we have seen them being used in very large installations with a hundred 

lamps, then it looks like giant snow flakes. We have seen people with strange 

paintings outside of the lamp to give it a different character (white inside – black 

outside). So, we have seen people doing a lot of things with them. But again using 

Flickr.com is also suddenly showing us how people put up their lamp in the living 

room, bedroom. If you go to the real estate section of the newspaper every Sunday, 

then you will find a Norm lamp hanging nearly everywhere no matter if small, 

medium or large apartments/houses. From all of this, you do see this…and we also 

work together with a design blog in Sweden called feber.se. They have autos, design, 

houses, photo…so, for any kind of different subject, this design blog talks about the 

latest things. Together with them we made a competition last year, so that people had 

to write a poem to win a Norm 69. On the feber page we got 56 poems of how the 

Norm 69 would light up their life’s….the most fun to see and what doesn’t have a 

higher value was the fact that 56 people sat down and not talking only about the 69 

pieces of the lamp or made by Simon Karkov…but actually took their time and were 

creative.  

T.N.: “and I assume receiving from each of them a different perspective..?” 

P.H.: “Yes. It was mainly from Nordic countries. But that again adds some feelings to 

this. There was one guy who spent two days and almost committing murder and at the 



very end he accomplished it and the lamp was build. This is also the fun part when we 

meet people like this…I would we look at our customers, they are usually men, they 

don’t read the manual, so if you meet them at a trade show and ask you if this is 

difficult to build….we look at them and ask to see their fingers and then say yeah, 

maybe. So, if we are slightly provocative and saying that we’ll bet a beer that he 

won’t be able to do this in 45 hours. Then they will go home and try this and then you 

might receive a phone call saying that you owe him a beer. But if you would have told 

him that it takes 45 hours, he wouldn’t even have started. But this changes the 

approach and suddenly they look at the process of actually building that.  

T.N.: “But do you see the involvement as a key success factor in that case?” 

P.H.: “In the past we might have heard more about the negative stories…the customer 

asking for spare parts…this and this broke…I don’t get this…But if we put that in a 

percentage to the total number of lamps being sold, it’s nothing, absolutely nothing!! 

You are probably right that the process getting a lamp with this look to this price. The 

idea that you have to build it yourself..I think there is a small group of negative 

people writing by post or some of them have given up and they don’t even want the 

lamp anymore as they have given up…I want my money back! If you take that 

percentage, that’s still smaller than the group of people who write us saying that they 

adore this and love this project. Both parties are a bit crazy and then there is a big 

group in between who balanced the idea, who like the idea of building the lamp, like 

the look and might buy another one.” 

T.N.: “You were talking about the price…a theory suggests that if a need is satisfied, 

in your case the design, the matters only to a small degree? Selling the Norm 69 for 

95€ or 195€?” 

P.H.: “There will be some effects. We can see that in our own shops. We sell lamps 

from 75€ to 45.000€. Someone who is willing to buy a lamp at 45.000€, he expects 

certain service included in the price. But we also find that the magical price of around 

500€, where people still buy on emotion. But if they are looking at a lamp, evaluating 

a lamp for more than that…then it is suddenly a material project home and then 

people start rethinking their whole living room, dining room etc. But if they just a 

new lamp, then the price will end up being the main factor…..maybe they have found 

the lamp they want, but it costs 2500€, but this one comes very close to my idea of a 



lamp….so, price definitely has a saying and we find that in our own shops when 

people are buying lamps up to 500€ and carry them home straight away. So, I say 

yes…price has a feature. You can go to a lighting shop and buy something and buy 

something for the same price as a Norm lamp. But then if they want to have a lamp in 

metal or glass and you want to sell for that price, then it’s very hard to make 

something unique and you easily come to discount products.” 

T.N.: “I would now like to get further into the Norm series and I would like to know 

if you experienced critical phases of translation in the process and how you overcome 

hurdles to bring the idea to the market.” 

P.H.: “The idea to the market or the bigger challenge bringing the product to the 

market. Initially, the design of the Norm 69 has been made almost 30 years before. 

So, design has always existed, but then it was basically bringing the product to the 

market. And that was an engineerial challenge to actually find the right material. So, 

once the product came to the market, it wasn’t such a difficult transaction. When we 

supplied the lamp, we do not deliver it with any electrical appliances, it’s just a 

lampshade. And that feature helped us to sell the lamp worldwide. If you sell a lamp 

with electrical appliances, then you would need a special version for Asia, Europe, 

US and there are other country specific things you have to take care of….so there is a 

very high cost getting different certificates. But, as the Norm 69 is just the shade, we 

sold a unique product worldwide. There is no change in the lamp, but there are 

changes in the manual when we sell in Japan. In Japan they are extremely careful of 

how to use light bulbs, how they approach potential buyers…when they have 

earthquakes and so on….so, they are super, super careful and they want you to take 

care of every potential danger in this. So I think in the European market, they would 

laugh about the translation, but this is needed if you want to sell it there.  

T.N.: “But who are the critical players in this process….if you say that the step into 

the market was critical?” 

P.H.: “First of all the manufacturer of plastic and you have to find out and need to 

know these critical details about plastic material. If we are talking about this, we are 

talking about a tenth of a millimetre, which is critical…even if we test every used 

material, and we found out that the plastic couldn’t stand the pressure as it did in the 

beginning. Some could be slightly harder to bend, but even if we do in-house tests, 



certain things might be included in the end product and so we offer the special 

service. If you stumble on this, if you find a problem and write us, we’ll send spare 

parts straight away. And even if they destroyed the lamp on their own…these are the 

critical processes. Then you need to know these small changes from the demands 

around the world. That’s learning by doing.  

T.N.: “But how would you make people interested?” 

P.H.: “Trade shows…we took the lamp to the world. We went to all the different 

trade shows and the shows are the venue for most of this business, the venue for most 

of the press… 

T.N.: “So, if you think about the business, do you believe that the Norm series had an 

influence on your business model or vice versa?” 

P.H.: “I agree more with the last statement. If you look at the introduction of all of 

this….There are two guys wanting to set up a company, the business model was 

trading, finding things, trying to be one step ahead of the market, looking for the next 

trend. Women next summer might wear slippers like these….let’s buy 10.000 and sell 

them. When they saw the lamp, they saw a potential, but it is not based on a 40 page 

strategic marketing plan, no!! One had knowledge and skill in trading, the other one 

in craftsmanship. One of them spoke foreign languages, so he took care of 

international contacts. The other one had more craftsman skills, so he took care of the 

dialogue with engineers. But on equal terms, they went into the company and settled 

it up. So, I think more that they were ahead of their time that they found a product and 

thought…yes, the market will be interested in it. Not only for a moment, no for a 

couple of years. So, now there is a business model and proven it by repeating the 

success with other products. And as the company has grown, there is still this element 

of risk taking…of course there is a structure behind that with 6 to 7 people. So, you 

become more analytic, you have more knowledge about the market, but might still 

take the risks but they are more evaluated based on the market knowledge we have.” 

T.N.: “But perceiving the market…do you have external parties doing that for you or 

is it all in-house?” 

P.H.: “No, in-house less out-house, because we still take a lot of pride up and take our 

suitcases and going there. We are one of the very few companies in the design 



business who approach all our partners from the headquarters. Most of the companies 

have domestic partners or subsidiaries who take care about the market in Germany or 

the one in France…..But we go there meaning that we have knowledge about this. I 

think we have people travelling 800 days per year, so there is someone from the sales 

team being on the road every day. And when we do travel, we do not only get 

feedback from the distributors, we get feedback from all our retail partners. We 

supply today around 4000 retail partners worldwide in 81 different countries. In all 

kind of contacts and we visit them and bring home a lot of knowledge. So, that part of 

the business model with direct contact, networking with distributors and clients 

enabled us to react fast on new information that came to us. 

T.N.: “I stumbled over the sentence on the webpage where it says, that you wanted 

actually to move away from the self-assembling lamps and then launched a new 

one….why? out of what you have told me, I perceived it as a positive feature…” 

P.H.: “I think you should see this as how do you want the Norm lamp to be perceived 

in the Lamp/design collection in some of the best design shops around the world. 

Some of our other products in their category are some of the most expensive ones 

they are offering. These lamps were still the cheapest collection that we had in these 

stores. And we had the interest to introduce more lamps, then it should be lamps at a 

different price level and not necessarily lamps that you had to build yourself. We had 

people who loved the design of our lamps, but had no actual interest in making it. So, 

we even appealed to these people, but we didn’t think that a customer would turn 

down a Norm lamp for the fact that they have to build it. I might have met one or two 

who made these comments. But Simon Karkov came with the lamp and the other 

lamps, where one has been perceived as very masculine, the Norm 69. The Norm 03 

made by a female designer is very feminine. But when the norm 06 lamp came….that 

was something where we said: Simon, we love your lamps!! We thought about the 

next step within the line of Normann Copenhagen and we always thought about a 

different step, because we have had lamps in the planning. But when he came around 

with this lamp, we looked at it and thought that we have gone somewhere else. But 

we introduced it….I am not sure that you will find further lamps…but never say 

never! The next lamp we have introduced at trade shows, that will in the shops from 

august…actually the Norm 03 lamp in stainless style. Build, boxed, large box…600€, 

so that is the retail price. That is now a different product.” 



T.N.: “ As a student I am, of course, willed to link it to theory and there is on theory 

that argues that success somehow comes with the alliances you build around it and the 

more alliances you have, the stronger the product gets and the more power it has…Do 

you see the Norm series as one unit or each product? Or are there different devices 

connected…let’s say being ecological…using external parties to promote your 

product, e.g. Greenpeace, to further enhance the picture of being ecological or can 

you think of any other supporting relationship?” 

P.H.: “Somehow we do. Some of them are very direct. You can say that the trade 

shows when they have a design jury that picks out products, then they are suddenly a 

spokesperson of what they think is good design…It goes for a show in Denmark, as 

well as for a show in Germany. They do design shows for selected products meaning 

that when we are going to the Frankfurt show in 2 weeks time, the design jury has 

asked to display five different products from the design collection in special selected 

product environments. So, they act as a spokesperson for this. Then there are more 

creative people in this industry who write for different magazines, newspapers, tv, 

design blogs in the internet who come these trade shows and look for the latest trends. 

Some people are actually able to build the latest trends and some people just follow 

with the flow. But, that is another spokesperson the end-consumer looks to as they 

have respect for ‘Schöner Wohnen’ or interior design magazines. And by serving the 

press the best way possible, making more and more material for the press, more 

photos and if they would ask for a sample for a photoshoot in London tomorrow, we 

will likely make it. So, that again is a quite crucial part for u….then trying to work 

with the best design shops around the world. They, too, have a certain statement of 

art, that they have a creative selection like this. Our own shop is nominated for the 

world’s best retail award in 2008. And by doing that, that too, is an alliance partner 

who is talking about us which is further picked up by the media, who is again another 

alliance partner. Further, you could actually build a Greenpeace story of a lamp that 

could be distributed around the world without taking up too much energy, but it’s 

made of plastic material which is made of oil….but again, it is the eye who looks on 

this. We mainly see this as the press and the trade shows and the top shops that we are 

working with. And then the userpage flickr.com, who put in photos from different 

kind of contacts, assignments we have done using our lamps. So, you will find a 

church in New York or a restaurant in Milan and suddenly these different locations 



get involved in this process, too. That could be about the possibility of the product 

which type of interior design they can be used as and that story can help to sell the 

lamp in Japan. It might not be the most expensive lamp, but you will find this lamp in 

one of the top 5 locations at the moment. 

T.N.: “But what about the user as an alliance partner? You structured your customer 

in three groups of one being crazily negative, other crazily positive and a third big 

mass group who is satisfied but no interaction.” 

P.H.: “Yes, the latter ones might not even know that the lamp is from Normann 

Copenhagen. That part, that large group, is left to us by communicating through 

magazines, newspapers and advertisement or by PR. It’s been left to our retail 

partners or the sale people meeting them face-to-face. By opening up our own shop, 

we get more and more dialogue with the end consumer. So, our knowledge about the 

reaction of our products is on a much higher level. When we decided to invest a lot of 

money on our new internet platform, that was exactly because of that kind of 

communication, for that kind of dialogue. Because when we have seen the design 

blogs, we have been surprised when nearly 50,000 went into our design blog within 

the first 5 months and being active…that’s kind of a wake up call to say if we sit on 

information like this and it’s not a big thing to publish it…then let’s get it out. It’s not 

just a FAQ and common questions being asked to you, but it can be the best of the 

best. I don’t think that we have a problem with it of publishing the two sides of 

opinions. I think most people will publish only the positive crazy side, some might 

not even that….but if you publish both, then they might say, that if we are crazy 

enough to publish that very negative one, then they are probably crazy enough to 

publish the other one too.  

T.N.: “But by that you are just showing a human side of simply not being perfect…” 

P.H.: “For us, we followed an approach of keeping a touch of humour with a personal 

sense. And that’s also why we introduced the design blog. That is because we think 

that Normann is crazy enough not to only have products from Normann 

Copenhagen…..that’s why we opened up our own design shop to show that there are 

things in this world that leads to design where we want to live that is not made by us.” 



T.N.: “If you look for example at the product life cycle of the Norm series and you are 

saying that it has been the cash cow…has it always been like this or was it very 

fluctuating?” 

P.H.: ”It was a very big boom in the first 2, 3 years. But, I think that you can also 

apply natural life cycles in the market and cycles within the company. Of course, you 

would be very stupid of not continuing a well selling item, we won’t do that! But, 

there’s something about corporates…if you have a very creative organization , then 

they would also like to see new things, try and test new things, develop a new 

product. So, some of it might have to do with it what the organization of Normann 

Copenhagen has done, but the reaction from the market shows that it is not a dead 

product, but it definitely has the focus it had. If we go to a trade show today, we bring 

maybe 14 new products, some of them brand new, some of them 6 to 12 months 

old….” 

T.N.: “And the cash cow…?” 

P.H.: “Yes, but we even have trade shows without the Norm 69, but when the Norm 

06 came out, we showed the Norm 06…only! And we are going to trade shows this 

fall and we are only showing the Norm 03 in stainless steel as the only lamp. But then 

we provide with a huge platform of pictures, everything that links to the lamp. And all 

links to our webpage and with a large screen and direct link to the page at the trade 

show. Because we used to hand out a full catalogue saying we are only displaying 

these 14 pieces, but you will find the rest in our catalogue. We might have it available 

in 7 different versions but we only showed at the trade 2, because that is more 

easy…in that case everything was white and green. 

T.N.: “But how do you manage your portfolio….do you keep investing in your cash 

cow or do you leave it to the customer, they will buy it anyway…?” 

P.H.: “No, I think it is a very good example of having invested in the cash cow by 

launching our new company website. After 6, 7 years in the market, there is now a 

video being made of the assembly of a Norm 03 lamp…we are now making small 

animations for online presentations, where you see a Norm 69 lamp and a light switch 

to turn it on and off. We are actually showing pictures of the process of assembling 

the lamp. But some of this also came as a reaction from the market, because within 



the last two years the online sales of the design products have gone up and in that case 

it’s either you are online with a homepage or one of your suppliers doing that 

dialogue. But you don’t have that personal story telling when a consumer walks into 

your store saying that he is interested in buying a new lamp. And then you could start 

asking him a million questions about the way he wants to use it. If you go back two 

years, our retail partners had to live with what we gave them or they had to be 

creative. But most of them were not creative…they didn’t go out and took photos on 

their own. And then we found that one or two of our partners who also sold online 

either took the time or the effort to take a picture of their own shop where the lamp 

might be hanging in a nice environment. Suddenly, we could see that they were 

selling more lamps than those who didn’t. And then there are again markets, like the 

Japanese market, where you want to have covered every potential problem and if you 

are to sell to anything to a customer via mail or webpage in Japan that comes to the 

customer and the customer is not very well satisfied, they will just return the product. 

In this case, they are trying to cover everything they can in the 

presentation….showing pictures of the box, showing pictures of what is inside the 

box…they don’t want anyone to be surprised of what to expect. So, they had pictures 

of our lamps from this angle and from a different angle, light on, light off, light bulb 

of 40, 50 and 60 watts….we asked us why??!!! When we tried to reset the webpage, 

we could work with some of the best retail online partners in the world in mind and 

started taking photos and communicated that story. So, I think we are breaking down 

the process of trying to make a photo where the consumer falls in love. They don’t 

necessarily know what it is what they fall in love with…in could be colour, 

shape….so we tried to seduce them and then informed them. So, we are going from 

beautiful creations to very, very detailed information about this and even down to the 

process of how we make this. This is being done by videos, photos, any motions… 

T.N.: “If you say that this process is there since 2 years….but before with a different 

approach, have you anytime felt that a product has been misused?” 

P.H.: “No, but that is the process of us meeting the retail shops at trade shows, where 

they actually saw us building the lamp and they tried by hand themselves. So, they 

even got trained before they got the product. It was about a retail shop having bought 

our lamp and then one of our sales team was visiting them very shortly after training 

them in how to build the lamp and the shop said…don’t worry, I love taking care of 



this and I can sell this lamp very easily, cause I know which story to tell to sell the 

lamp. And for this kind of contact we backed up and said that they knew exactly how 

to do this, so they will be very successful with this. That was the old fashion process 

when we introduced the product.” 

T.N.: “So, how long did it actually take to bring this product to the market?” You 

were talking about the time when Simon Karkov came into the shop and how long did 

it take to bring it then to the market?” 

P.H.: “One year and a half. So, shortly after ’99, when he brought it to us and we 

brought it to the first trade show in 2002. It wasn’t Simon himself….it was one of his 

relative…” 

T.N.: ”I would have loved to draw this process of getting the lamp, having many 

different processes and finally bring it to the market. I would like to see the critical 

stages we have talked about and even the ones after bringing it to the market…You 

can do it in various steps or however you want it to somehow give me a picture what 

has actually happened…” 

P.H.: ”Ok….it might not be a sharp picture, but I will try…..” 

Comment: In the following minutes P.H. drew a picture while explaining the steps the 

company went through. 

While talking about the interessement process, he mentions a crucial step: During the 

first exhibition in New York, somebody came to the booth and was absolutely amazed 

by this. He owns a shop in Soho and had a friend writing for the New York Times. 

The friend actually wrote a small article about the Norm 69 with a small picture. This 

store received the lamp and then had to employ a girl taking care of all the telephone 

calls of people who wanted to order the lamp. It was more about the look of the lamp 

rather the aspect of self-assembling it. In his opinion, it took more or less 1½ year to 

get the distribution process started as to the point that they didn’t have hands on 

everything what was going on around the product. People were starting writing 

articles and a process started that even amazed the company and in a couple of days it 

is all topped by the new web presence. 

Then we started talking about the approach Simon Karkov took. 



T.N.: “What did he tell you about his idea about the lamp?” 

P.H.: “For him it is simply mathematics….maybe to him, yes, but for him it wasn’t 

the matter about designing, he was fascinated by the mathematics. And we loved it.” 

T.N.: “I somehow perceived it as a natural development…” 

P.H.: “Yes, if you think that the first thousand lamps were packed in the living room 

of one of the founders. If you looking on it from a different perspective, it shows that 

there are certain things you cannot buy for money and we have been very lucky for 

the international support and international media, that still today if we want to be 

active in these many markets, we have to be active and build alliances. Some of these 

markets are per se, then you can get your message out like you wanted. But for the 

side of our company, it has never been an issue, because we didn’t have the money. If 

we go to a trade show, we see our long time international partners, colleagues and see 

them spending two to three million € on a trade show exhibition….we never had that 

money, but we had to make magic with 30.000€. And when we see what kind of 

magic we could create with 30.000€ and we see the alliances we can build with 

international media from such a presence on a trade show and with them creating 

stunning PR. Then we are able to beat the big guys of the industry, so that’s part of 

the creative thinking. You have to sit down and have to be creative and then with 

more success, we have been able to invest into more and more bigger projects. In the 

beginning we had to invest into things that were no highly technical. And then it is 

even more amazing that we came out with the Norm 69 lamp. And then people tried 

to copy it, but failed. If you want to make the Norm 69 lamp, you need to make 69 

different pieces and making each single tool is very expensive. “ 

T.N.: “So, could you somehow say that there has been the social device of the lamp 

giving joy to families by looking at it and on the other hand the technical device of 

being a joy for people like Simon because of this unique structure?” 

P.H.: “Yes, if we meet architects, designers…they take a pride in this process and it 

appeals to them in some way. I think if you compare it the average market, the if 

people see it and compare with something from IKEA…today they maybe go and buy 

a similar lamp from IKEA at a much lower price, but if you put them up next to each 

other you can see a clear difference. There is a huge value for money behind this. But 



some people do not care and go to IKEA…if you buy a table there and compare it to 

one of ours, you will definitely notice the difference. I think it has been different to 

see that the lamp appeals to different age groups. Still, I think we don’t have that 

many customers over 50.” 

T.N.: “How would you then describe your lead users?” 

P.H.: “Medium young, middle aged…concerning income groups it is rather flexible. 

But in different parts of world, let’s say Asia, people look upon light and lightning 

totally different. If you are in Northern Europe, you have dark nights, you spend a lot 

of time indoors. It’s not only a sleeping place, but then you see light as something that 

creates a nice and cosy environment. If you go to Asia, they are having fluorescent 

light in the living room. Light is perceived as something totally different in different 

parts of the world. In Asia, they are telling the story of being a warm, cosy 

Scandinavian designer lamp. And although the price is not high, it is perceived as 

something very valuable and get the feeling of how light should be used. They might 

relate to a rather higher income group, but who don’t want to spend 2000€ on a lamp. 

We have been told that in Japan, they love origami, so they must love this. We 

thought, well, that the average Japanese might have a different approach than the 

average Dane, but it is definitely nothing that you can see in the sales.” 

T.N.: “You were talking about the needs of customers and characterized some 

users….is only the positively crazy group participating in the blog or do you see a 

broader spectrum?” 

P.H.: “No, I think the blog is set by both ends who find something that appeals to 

them. Even the guy who spent 24 hours and gave up assembling the lamp…he still 

invested 24 hours. So, I actually see him as an example for the other end. He is a 

fighter, he doesn’t want to give up and often we were able to talk to them and they got 

more interested in communicating with us. I know that the design blog is a growing 

part, but I don’t think that the growth is only driven by the extreme ends. So, they are 

the trendsetters and will be the initial contact of ours. But we can even see that the 

lamp is spreading into more distribution after 7 years now. 

T.N.: “Do you have any other mediums than the blog? Or is it more the passive way 

through trade fairs?” 



P.H.: “I think that’s it. Going to the trade shows, where some are public is a medium. 

When we went to Japan, there were 85.000 visitors, so that was a perfect medium. 

Our direct approach to the magazines, newspapers, weekly, monthly…again is a 

medium. Our additional retailers, trade shows and then our own website and design 

blog. But the postings on flickr are outside, a completely different network, so it is not 

limited only to our own website. I think there are a few thousand links to our photos 

on flickr.com. And when we checked our colleagues in the business who have 30 

years of experience and their sales are 20 times higher than ours, they had 18 photos. 

None of them has a design blog….so, I think our approach is different and we want to 

establish more of these platforms where people communicate. And we would rather 

spend 50.000€ in building up an additional website rather than making an 

advertisement in a magazine.” 

T.N.: “How do you actually characterize the relationship of you customers and your 

products?” 

P.H.: “I mean the Norm 69 is a lamp and woofy for example is a cable hider. But, we 

made some plans around the product, but never sticked closely to them. So many 

things happened…when you start seeing people adding on a lot of emotions and 

feelings to you product, then you just think that nobody can add so many things to 

such a product. We took a prototype of woofy to a trade show and had unbelievable 

feedback. The humouristic twist with this product opened up many doors.” 

T.N.: “How do you prioritize projects in your company? How do you take an idea to 

the market? Is it the creativeness driving you or rather a calculated mile stone plan?” 

P.H.: “We are most times stupid enough to simply believe in it and we want to do it. 

We do slight research and consider our chances….and then it is our craziness.” 

 



APPENDIX B 

Interview with Michael Rying, online brand manager of Normann Copenhagen 

The interview took place on Wednesday, 2nd of July, at the offices of Normann 

Copenhagen, Østerbrogade 70, Copenhagen, between me and Michael Rying (M.R.), 

online brand manager of the company. 

I started by introducing my background and incentives to work with Normann 

together. 

T.N.: “As I already heard from your colleague Peter, you will relaunch the web 

presence of your company and I would like to hear about the process and see some 

pictures of what the customer will receive…” 

M.R.: “Alright, we are setting up the page right now and fill it with content. What I 

can show you right now, will give you a basic idea of what to expect although there 

will be slight changes to the launch. I will now present you some images and you are 

more than welcome to interrupt. 

I didn’t want to make a traditional homepage, which is like a frame, like a painting. 

The designers will put graphics to make the frame unique and that they don’t really 

care about the painting itself as this is a problem of the customer. Our brief to the 

agency was that we don’t want a homepage, we want no frames, we want it to be 

invisible…we want all focus on our products, because that’s what interests. 

Furthermore, we want a homepage that you fall in love, seeing things which you 

like.” 

T.N.: “But do you want the customer to fall in love with a specific product or is it 

more the love to the whole external frame, because it is perceived as one product?” 

M.R.: “Hopefully both. Normally people fall in love with one product and that’s their 

way into Normann Copenhagen. We have now a lot of new picture taken for all our 

products. The reason why we did that was because we asked ourselves what it 

actually made unique and interesting. For instance, the Jensen bowl is a plain bowl 

from a fact point of view, but if you look from jensen’s point of view than it is details, 

how he curves things…simply all about details and that makes it beautiful. He 

thought about every single little detail. Everybody talks about computer nerds, he is a 



design nerd and that is the story we wanted to tell. But how much text did you read up 

to now? There’s hardly any, except for some descriptions. There will be additional 

videos for each product or its designer. When you meet this person it is so unique and 

we want to show that. He has no computer, no electric appliances…it is about him 

and his environment.” 

T.N.: “Does he give you some incentives how he would like to see himself in the 

homepage or is it totally up to you how you perceived him and present him in the 

webpage?” 

M.R.: “No, it was me sitting down and thinking about what actually Normann 

Copenhagen is. I was talking to all employees, the managers, the founders Jan and 

Poul about their perception and why they chose specifically the products they are now 

selling. And then I made up my picture and found a way how to present it. [Then he 

continues showing me several examples about some products, showing several 

starting pictures and talking about the interessement process that they will create. He 

shows me a big folder with a story to each product and explains the steps taken from 

there to the webpage]. Several quotations out of this conversation: 

“We’ll have someone assembling a Norm 69 explaining each step and further enhance 

the interessement process.” 

We want to put more personal details in the page and by that building up special 

relationships.” 

T.N.: “By designing the page, have you thought about who you want to address or are 

you thinking about the lead users and what they might want? Or are you just thinking 

about what you stand for and bring this to the customer no matter if he like or dislike 

it?” 

M.R.: “Yes, it is rather us and that sound a bit odd. Because normally you do a lot of 

research and ask your core customers. But we didn’t do that. We knew that what we 

normally did, but the input we needed was within us. So, we don’t put a different suit 

on because they would like to see us in green suits. We put it on because we love 

green suits. And if the customer like green suits, he will like us and not the other way 

around. It becomes kind of fake because it says what we are expecting from the client. 

My love would be that people react on that saying that they love the homepage or 



hating my homepage. What I don’t want is people saying that it’s average, because 

then I failed. There will be people who think this is crap…it is not informative, you 

have to sit and look at all the different products you might not be interested in. If you 

don’t like that, we don’t have a problem with that. Our presentation of us is very 

unique…you won’t find any correct pictures….you don’t even recognize the CEO 

straight, do you? 

[he continues by explaining different employees and the presentation of them on the 

new webpage]. 

T.N.: “Where do you see the main incentives to rebuild your webpage and the 

different approach to the customer?” 

M.R.: “The homepage we have up to now worked well. I used the last year 

convincing the two founders that rebuilding the homepage will be a good idea.” 

T.N.: “But how did you tease them? Why is it such a good idea?” 

M.R.: “I made presentations, had meetings, send emails, and explaining the world 

they might be entering in.” 

T.N.: “What are the chances you see in this?” 

M.R.: “It will be pretty good. We have got the homepage but then we also have the 

blog and the flickr account which is very interesting. We are starting to become more 

and more digital. Next thing I am looking for is a much closer relationship between a 

product and the homepage, so that you can learn much more about the product prior 

to buying it or even after buying it about the designer, the process and so forth. So, for 

instance, some designers of us are actively participating…from the very first drawings 

of the product to the market launch and by that involve people more with the 

product.” 

T.N.: “Were there any other parties involved in building up the page how it is to be 

launched?” 

M.R.: “No, we have had the whole concept and we knew that we couldn’t go to any 

agency giving them a brief what we expect and come out with a great result. That 



doesn’t work, because that would be them putting a green suit on us. So, we had to 

come and tell them that this is the green suit we want.” 

T.N.: “How long did it actually take?” 

M.R.: “We started just after christmas. For me it was a rather slow process, but it is a 

lot of work.” 

[continuing by showing various photos of what else Normann Copenhagen is. From 

Party to Fashion pictures to introduce to the customer who they actually are. Showing 

the people that Normann is much more: a lifestyle]. 

“Coming back to the question if it is more the product or the brand: we hope that the 

customer falls in love with a product and by that with the brand itself.” 

“When I came we had mostly very correct and static pictures of our products mostly 

as packaging pictures. And we added all kind of other pictures…” 

T.N.: “Would you consider yourself as being the starting point of the whole process?” 

M.R.: “Yes! But it took a lot of work. Because the feedback the CEOs received was 

positive concerning the webpage. But I told them that they don’t know what they are 

missing. That was how it all started.” 

The transcription does not cover the whole interview as the conversation was closely 

related to presented images and videos, which would not be underst  
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Copenhagen, June 2007 
 
 
 
A collector’s item you put together yourself - normann copenhagen presents the 

story of the Norm 69 lamp 

 
The story of Norm 69 is a true adventure. It is the story of a chance meeting that culminated 
in a happy success story. In 1969 Simon Karkov designed his visionary, futuristic lamp, which 
consists of 69 parts. But for many years the lamp was left lying in a loft, where it remained 
undiscovered. Then in 2001 an acquaintance of Simon Karkov saw the prospect of a fruitful 
collaboration between the team behind start-up company normann copenhagen and Simon 
Karkov. Only then was this now classic design retrieved from the loft. 
 
When putting together your own lamp, it is important that the material is flexible and can 
withstand being bent many times. Norm 69, as it is known today, has a long history of 
development behind it, with various materials and methods of production being tested, revised 
and re-tested.  

 
 

Simon Karkov relates: “I am constantly inspired by 

nature. Norm 69 is inspired by flowers and cones. 

Whenever I get an idea I draw a sketch which is then 

transformed into a model. The model is then adjusted 

over a period of time until the final prototype can be 

done. Norm 69 nicely follows the Danish design 

tradition for lamp shades with its shielding of the bulb 

and the soft light”. 

 
The result is a strong, robust, flexible lamp that fully 
utilises the light effect without causing glare. It can 
withstand excessive temperature swings and can be 
put together without tools or glue. 
 
Today, Norm 69 is available in more than 60 countries 
worldwide. This success is attributable to the lamp’s 
aesthetic exterior and characteristic design, which 
looks attractive in any home. 

 
In 2002 Norm 69 received the Formland Design Award at the Formland fair in Herning and in 
2003 Norm 69 was voted Best Product at the IMM international furniture fair held in Cologne, 
Germany. 
 
Material: Lamp screen foil 
 
Colours: White  
 
Size: Small Ø42 cm - large Ø51 cm - X-large Ø60 cm - XX-large Ø78 cm 
 
Price: EUR 90 / small - EUR 100 / large - EUR 145 / X-large - EUR 245 / XX-large 
 
Download high-resolution pictures at: www.normann-copenhagen.com 
 
For further information, please contact:  
Johanne Toft, PR Manager, tel.: + 45 35 270 523, e-mail: johanne@normann-copenhagen.com  


