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Abstract 

In the last years New Nordic Cuisine has gained international recognition, while 

it remained confined within the boundaries of Nordic countries. 

This project deals with the transposition of New Nordic Cuisine in Italy, 

maintaining an entrepreneurial approach in the view of a potential opening of 

the first New Nordic Cuisine restaurant in Italy. 

Starting from a framing of the culinary and gastronomic industry within the 

sector of the Creative industries, literature from the fields of National cultures, 

organizational translation and legitimization and identity is reviewed, in order to 

give this study a solid theoretical foundation. 

Through the elaboration of cross-cultural studies from the perspective of 

Denmark and Italy, insights into the two national cultures are gained, useful for 

drawing practical managerial considerations. 

This study has a qualitative nature. The sources of empirical data are interviews 

and a survey. In one case also a field visit was performed. The interviews were 

performed with a semi-structured approach following the guidelines of the 

qualitative interview. The survey does not follow a quantitative approach. 

Through the interviews and analysis of cases, emerged the importance of 

maintaining a clear Nordic identity for New Nordic Cuisine in Italy. At the same 

time the Italian public thinks that an integration with Italian elements is needed 

in order to transpose successfully the Nordic cuisine. This apparent contradiction 

is resolved in the practical solution of adopting a mixed Danish and Italian staff 

in a New Nordic Cuisine restaurant in Italy.  

An overview of the restaurant industry in Italy is provided, and Milan is 

individuated as the best possible location for a New Nordic Cuisine restaurant in 

Italy.  
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1 INTRODUCTION 

1.1 Background  

In November 2004, Claus Meyer and René Redzepi, the founders of Noma 

restaurant, gathered chefs and food professionals from the Nordic countries in 

Copenhagen in order to discuss the best ways to develop a cuisine that could 

best incarnate the Nordic identity: "New Nordic Cuisine" was born. Chefs were 

encouraged to prepare traditional dishes favouring ingredients that follow the 

climate, the air and the soil of their areas. In particular they tried to emphasize 

the necessity of expressing values such as purity, freshness and simplicity. This 

new cuisine, together with all its fundamental values and principle, was 

formulated and expressed in the New Nordic Cuisine Manifesto. 

New Nordic Cuisine tried to exploit the opportunities offered by the traditional 

Nordic recipes and methods, adapting them to a more focused awareness 

towards local products and Scandinavian seasonal and organic products. 

 

In a matter of a few years, New Nordic Cuisine, together with its representative 

chefs and restaurants, gained an incredible popularity within the restaurant and 

food industry, and among the general public as well. As a consequence of this 

process, New Nordic Cuisine is beginning to expand beyond Scandinavian 

boundaries, proposing its values in other countries. With this project, I want to 

investigate about the possibility of exporting NNC in Italy, also through the 

hypothesis of the opening of the first NNC restaurant in Italy. 

 

1.2 Problem Formulation  

The opening of the restaurant is an idea I started to nurture while being an 

intern at a Danish/Italian not-for-profit organisation. The idea of opening such a 

restaurant in concomitance with Expo2015 was expressed by representatives of 

the Nordic Council of Ministers. The time might be mature for such an operation, 
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as Danish cuisine has already gained a certain popularity and interest in Italy, 

but at the moment there are not New Nordic cuisine proposals in the Italian 

restaurant panorama. 

The awareness about organic growing, sustainability, locality and ethics in the 

whole food chain is growing more and more in Italy; new associations and 

movements that promote the afore-mentioned values are born almost 

everyday; the values of New Nordic Cuisine are close to those of SlowFood, the 

Italian-born and internationally-known “ethic food” movement: the two 

movements in fact share the same kind of vision and both aim at emphasizing 

characteristics like ethics on the production process, quality, culture, locality, 

sustainability.  This environment is highly compatible with the values of the New 

Nordic Cuisine. 

 

1.3 Research Question 

The research question is: How can organizational models from the 

gastronomic/restaurant industry be exported in other cultural contexts? What 

are the critical areas and aspects to be taken into account in order to provide 

the best possible solution? 

  

1.4 Purpose of paper 

The purpose of this project is to assess the compatibility of the values of Nordic 

Cuisine (starting from as they are expressed in the New Nordic Cuisine 

Manifesto) with the values of Italian cuisine –and culture-, in the perspective of 

the opening of the first Nordic Cuisine restaurant in Ital. 

I intend to inquire about the importation/importability/compatibility of New 

Nordic Cuisine (also called within this project NNC) in Italy, in the view of the 

opening of the first NNC restaurant in Italy and of Expo201  
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I will try to answer the following questions:  

Is NNC exportable in Non-Nordic countries? In particular in Italy, which has an 

already well-defined & established gastronomic culture? Can Milan be a right 

match for it, considering that will host Expo2015, that will focus on food and 

sustainability? Can the Expo constitute a good entry-door/chance for the 

opening of the restaurant? 

My findings will help assess the opportunity to open a NNC restaurant in Italy.  

 

1.5 Assumptions and Delimitations  

The term “organizational model” is often treated within business literature as a 

synonym of “organizational structure”, to mean the formal design and hierarchy 

of an organization, as it can be described through a traditional organizational 

chart. Within this project, I use the term organizational model as a concept that 

encompasses all the attributes of an organization, be it its behaviours, strategy, 

hierarchy, culture, values and so on.  
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2 METHODOLOGY 

During the course of this project I have been concerned with explanation, 

interpretation and understanding of the transposition of New Nordic Cuisine in 

Italy. Prior insights about this very new phenomenon were basically non-

existent; hence this qualitative research has been exploratory and flexible, 

because of the unstructured problems (due to modest insights) investigated. 

 

The qualitative method can provide more details and understanding when an 

event or social process is difficult to study with a quantitative method, because 

of its newness and or un-applicability of numerical and statistical analysis. 

Qualitative method of collecting data furthermore allows exploring the attitude 

and the values of a given phenomenon, trend and behaviours. Because of the 

in-depth nature of qualitative research, only data collected from small samples 

are usually employed to explain several and different aspects of the research 

problem. Therefore, qualitative method is preferred when the purposes of the 

study require flexibility and in-depth insight into the phenomenon (Eriksson & 

Kovalainen, 2008). 

This study is consistent with the qualitative approach since it was used a flexible 

method to investigate in-depth a phenomenon on which previous research is 

scarce. 

 

2.1 The research process 

It is possible to divide the research process undertook for this project in the 

following steps: 

 

2.1.1 Subject Identification 

The idea for this project came to my mind while interning in a Danish/Italian 

non-profit organisation; During my experience there, it was discussed many 

times the idea of opening a NNC restaurant in Italy, possibly exploiting 

EXPO2015 as launching platform for it. Given the newness and challenging 
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nature of this idea, I decided to work on a project that could start to shed some 

light on the implication of such a challenge. 

 

2.1.2 Formulation of research problem 

This was perhaps the most discussed, iterative, and thought upon phase. The 

research focus has been adjusted and modified many times. As a matter of fact, 

while at the beginning the project was thought to be centred around EXPO2015, 

it was decided to shift the focus since, until the moment of completing the 

paper, Nordic countries still haven’t confirmed their participation to the event, 

therefore making the idea of exploiting EXPO for promotional purposes less 

important.  

 

2.1.3 Decision on how to conduct the research 

Fitting theories were collected before gathering the empirical data. In order to 

maintain an open and flexible approach it was decided to keep a window open 

for their modification as the empirical data were gathered. 

 

 2.1.4 Collection of empirical data and theories 

Since the interviews and a survey are the main sources of empirical data, a 

specific section about them will follow. 

 

2.1.5 The Analysis 

Once all the empirical data were gathered, the analysis started and some 

recurring themes emerged; those that could help to answer the research 

question were selected and around them the discussion and conclusion sessions 

were built. It was performed a comparison of the different parts that referred to 

certain themes, in order to find consistencies and differences in behaviours, 

practices and opinions on which the analysis, discussion and conclusion were 

based. 

 

Though these were the basic steps of the research process, the process was 
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more iterative and circular, continuously moving back and forth through the 

different steps. During this process, the problem formulation was adjusted, as 

new insights and knowledge about the phenomenon was get. In the course of 

the research it was maintained an open approach.  

 

2.2 Primary data: the interviews 

As previously mentioned, a part of the empirical data was gathered through 

interviews. It was employed methodology on qualitative research interviews 

from the start of the process, as well as the methodological emphasis on the 

interview perceived as a specific form of conversational technique. 

It is useful to start with a simple definition of the research interview. In 

essence, the research interview is a form of conversation between two or more 

parties, and can as such be related to other forms of communication, for 

example philosophical discourse or a therapeutic interview. Different 

communication forms invoke different forms of interaction, thus creating 

different kinds of knowledge (Kvale 1996, 19). The focus lies on empirical 

knowledge of the everyday world, in contrast to the ontological preoccupations 

of philosophical discourse, as well as the personal and emotional character of a 

therapeutic interview (Kvale 1996, 21). 

The purpose of the qualitative research interview that is relevant for this project 

is to understand themes of the lived daily world from the subjects' own 

perspectives. 

The entire interviewing process has been characterized by efforts to follow the 

fundamental methodology. A very open perspective was applied, as I believed it 

appropriate due to the subject matter's emergent character and the lack of 

extensive theoretical framework. At the same time, it has been important to 

focus the conversation on central themes, in a manner that helps secure 

acquisition of relevant data. The interviewee, or subject, has been kept at the 

forefront, as the main information source in a complex empirical base. I 

welcomed differing perspectives, even potentially conflicting knowledge, in 

hopes of a more nuanced picture. 
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2.2.1 Executing interviews 

The most critical part of the process was the selection of interview subjects. The 

criteria were simple; solid data required reliable subjects that had knowledge 

and possibly experience in the field of New Nordic Cuisine and gastronomy, as 

well as an understanding of the phenomenon in general.  

The individuals were selected on the basis of certain criteria; in order to get 

valuable knowledge I aimed to contact people with long-time experience in the 

field. The interviewee were found through extensively research, mainly online, 

and contacted through e-mail. After a few e-mail where the purpose of the 

research was presented, they were either contacted by phone or Skype. In one 

case I had the chance to have a face-to-face meeting and visit a location object 

of a case study. All the interviews were recorded, with the approval of the 

interviewees, and notes were taken during the process.  

Technically, the qualitative research interview is semi structured. It is not an 

open conversation, but is considerably more flexible than a highly structured 

questionnaire. The structure is reminiscent of an everyday conversation, but as 

a professional interview it has a specific approach. It focuses on certain themes, 

and is conducted in accordance with an interview guide, which can include a 

selection of prepared questions (Kvale 1996, 27).  

During the interviews I tried to keep in mind the most important aspects of 

qualitative research interview. The interviewer’s main task is to understand the 

meaning of what subjects say. This is also important to ensure the qualitative 

aspect – namely, a nuanced and precise description (Kvale 1996, 29-30). 

Moreover it was also tried to remain as uninhibited by presupposition as 

possible (Kvale 1996, 31-33). This is especially important when dealing with a 

subject matter that as of yet have few crystallized conceptions in practice or 

theory. 
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2.3 Survey strategy 

 

After having conducted the interviews in order to test the research question on 

the side of entrepreneurs in the field of restoration, it was decided to conduct a 

survey among Italian “foodies” in order to test the perspective of the potential 

future customers of NNC restaurants in Italy. It was decided that the people 

would be chosen among those who have a higher-than-average knowledge.  

The survey strategy is widely employed within qualitative research, and it is 

used in a project to answer questions as who, where, when and what (Saunders 

et al., 2009). Moreover, the survey strategy allows collecting quantitative data, 

which can be analyzed using descriptive and inferential statistics. A 

brainstorming process provided the opportunity to understand which kind of 

questions would be valuable in order to support the investigation through the 

survey. This project’s survey is not a proper quantitative survey; it was not 

conducted within the stringent requirements of such inquiry, neither it was 

employed any common statistical techniques. Its aim was to investigate the 

opinion and feelings about NNC of a wide segment of Italian food connoisseurs. 

 

 

2.4 Secondary data 

In order to get an insight into the subjects and establish a frame of reference, 

literature on the field of cuisine, gastronomy, National culture, Creative 

industries and organisational translation was collected. The literature was found 

through the university databases of Bocconi University (Italy) and at 

Copenhagen Business School (Denmark). 

 

It was selected literature that could help to fulfil the purpose of the report. The 

cuisine literature was essential to build a framework around the subject of the 

research. The theories about national cultures were useful in order to create a 

possible cultural parallel between the two countries, and after to draw some 
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insights and advice for situations where elements of Danish and Italian cultures 

mix.  

Organisational translation theories were selected, as they were central since the 

subject of the project revolved around bringing a new type of cuisine to another 

non-original territory.  

New Nordic Cuisine literature helped in providing a parallel to a potential Italian 

situation. 

I have tried to guarantee the quality of the sources by reviewing the articles’ 

origins and verify that they are all published in established academic journals. It 

was difficult to find relevant research on New Nordic Cuisine and organisational 

translation theories that could be applied to it, since it is a very new 

phenomenon.  

Some of the empirical data, in particular those about National cultures and 

market description of Milan and Italy, have been acquired through secondary 

sources; the former were found in the most accredited researches about 

national cultures, while the latter were collected from various news and industry 

publications. Only reputable publications with international recognition were 

selected, in order ensure the highest quality possible. 

 

 

2.5 Critique 

As the premise of this research project is the use of qualitative methods, the 

standard critiques of qualitative research interviews being unscientific and 

subjective are bypassed. There are more specific objections I would rather want 

to address. First off, there is the notion that interview results are not 

trustworthy due to bias. The interpersonal interaction has a decisive impact on 

the results, and the potential influence of the interviewee and interviewer bias 

deserves careful attention (Kvale 1996, 286). Such bias must be acknowledged, 

lest it might invalidate the results of the inquiry. There is also the question if 

interview results in fact often are due to leading questions. The qualitative 

interview's flexible nature is indeed well suited for such manipulation. However, 
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it can be used to an advantage, by checking the reliability and consistency of 

interviewees answers (Kvale 1996, 286). I have not explicitly used leading 

questions in this manner, but I actively tried to avoid steering the subjects in 

any particular direction that might corrupt informational value, or forcibly relate 

their perspectives to those of other participants. 

Another objection relates to the inter-subjectiveness of interview interpretation. 

Indeed, different readers will extract different meanings from the data. 

However, I tried to maintain the most open approach possible.  

I tried to remember at all times that the interview subject is situated in a social 

world of interaction, as well as being an emotional subject, with a variety of 

conversational expressions (Kvale 1996, 292-293). Audio recordings have been 

essential to capture such dynamic qualities in the best possible way. It was tried 

to avoid the production of trivialities; the goal has been to obtain new and 

relevant information, which might yield interesting contributions to existing 

theory. By having an open and investigative approach, while still retaining 

control over the process and staying updated on research literature, I hope to 

have avoided any compromising internal weakness (Kvale 1996, 293-295). 
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3 LITERATURE REVIEW  

 

3.1 The Restaurant and Culinary Industry 

It is hard to draw the boundaries of the restaurant and, more generally, of the 

culinary industry. Academic literature doesn't provide an established framework 

of interpretations for this field; in this section I will provide insights that will 

help the reader to frame theoretically the field. 

Gastronomy has an history as long as that of economy and politics (Fine, G. A. 

1996); it is of course not possible to draw an overview of what gastronomy is 

and has been through time within this project, therefore I will just focus on 

those points that I assess consistent to the ends of this work.  

As stated by G. A. Fine at the incipit of his treatise “Kitchens: The Culture of 

Restaurant World”, cuisine has always been handled by specialists in civilized 

societies (Fine, G. A. 1996). In ancient Greece cuisine was already considered 

an art to be handled by professionals and the same was considered by the 

Chinese, which started the first “real” restaurants around 700 A.D. (Fine, G. A. 

1991). Through time food and the art of cooking evolved and assumed different 

forms and shapes, bringing to the multitude of offer that we can see today in 

every city of the world.  

In this project, I will focus on the high cuisine segment of the industry. Haute 

Cuisine means "higher-level kitchen"; complex and innovative recipes and 

presentations generally dominate in it, and the meals are usually composed by 

a high numbers of courses served in small portions (Jessen, 2011). Within the 

restaurant industry, New Nordic Cuisine, given its innovative and creative 

preparations, can be doubtlessly comprised within the wider segment of the 

Haute Cuisine. 
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In order to provide the reader with a better understanding of the topic of this 

project it is relevant to provide some insights about the working of a Haute 

Cuisine restaurant.  

The organizational structure of an Haute Cusine restaurant tends towards an 

authoritarian hierarchy, in which the brigade system still reveals its influence. 

The kitchen brigade is made up by all the staff made in the kitchen, and the one 

who leads the entire brigade is the chef. The concept was developed by Auguste 

Escoffier at the and of the 19th century, who structured the system of the team 

by delegating various responsibilities to specialists in certain activities. Despite 

some variables, the brigade is made up of professionals and provides well-

defined roles and a common internal hierarchy. This hierarchical organization 

implies that there is a responsible leader and a number of other figures 

subordinate to him: the head of the kitchen brigade is the chef (possibly 

assisted by sous-chef), his subordinates are the various “capipartita” and 

“commis”. (Gillespie, 1994) 

A strong peculiarity of Haute Cuisine restaurants that really set them apart from 

the other segments of the restaurant industry, is that the success is not 

measured by financial results but by the opinions and assessments of critics and 

of leaders of the field.  In the last decade one of the main standards for success 

in the field is the receiving of one or more (up to three) “Michelin Star”, the 

means of evaluation provided by the critics of the Michelin Guide. Another 

“authority in the field” that is getting more and more important in the last years 

is the S. Pellegrino list of the 50 best restaurants in the world: within this list 

reviews are not made by professional critics but by restaurant and gastronomy 

professionals (Jessen, 2011). 
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3.2 Is the culinary industry part of the creative industry? 

There are many definitions for the creative industries; some of them are 

restrictive and specify the different sectors within it; some others are more open 

and don't specify the single sub-industries; for this project I take into account a 

wide perspective, that will allow to consider the gastronomic industry, and as a 

consequence the restaurant industry, part of the creative industries. 

Creativity is associated to the historic and artistic heritage of a country, which is 

the product of past generations' creativity but also of the artistic production of 

today's generations. Moreover creativity is an input for the production and 

communication of the contents of the cultural industries that provide goods and 

services with an high symbolic content. Finally, creative processes are strongly 

present in the sphere of material culture, which in turn is an expression of 

territory and community. In this case creativity is the product of a collective 

process, where the cultural element is an inextricable part of hand-crafted and 

everyday-use goods (White Paper on Creativity, 2007). 

Within this perspective, the culinary industry is doubtlessly part of those 

economic sectors characterized by creativity and production of culture; the 

industry is based on an historic experience, on the accumulation of knowledge 

of different generations of creatives. The culinary industry is strongly bound to 

the territory and its history.  

Barthes (1979) defines the meal as “a system of communication, a body of 

images, a protocol of usages, situations, and behaviour” (21). Therefore a meal 

is a cultural artefact and the industry that produces it is a cultural industry. For 

instance, for a long time it was acknowledged that operating a restaurant had a 

‘cultural value’ (Miller, 1978), but only recently it has been indicated that the 

economic organization of the restaurant industry permits business to be run for 

their cultural rewards (Fine, G. A., 1996). 
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According to Symons (2000) “Culture is an expression of meals" (14) and 

therefore those working in the gastronomy industry are cultural specialists like 

those working in the film, television, music, advertising, fashion and consumer 

industries (Scarpato, 2000). Yet, they reproduce values, philosophies and 

aesthetics of their common cultural elements that reflect the identity of their 

country (Scarpato, 2002). 

Gastronomy belongs to the cultural industries by means of taking matters of 

taste, culinary and social differentiation to a stage where food consumption 

becomes a public issue (Páramo, 2006). 

 

 

3.3 The restaurant industry as an experiential service industry 

Another academic concept useful to frame theoretically the field of the 

restaurant industry is that of Experiential Services; these are “services where 

the focus is on the experience of the customer when interacting with the 

organisation, rather than just the functional benefits following from the products 

and services delivered” (C. Voss and L. Zomerdijk, 2007, 5). 

In the last decades more and more companies started to design experience 

systems and to actively manage the customer experience to improve their 

competitive advantage (Pine and Gilmore, 1998). Providing the customer with a 

compelling experience is considered to be an important factor for leveraging on 

the customer loyalty. Though the management of the customer’s experience can 

be an important factor, and it is often found, in many industries and sectors, it 

is obvious that it is a very important aspect in the Haute Cuisine restaurants 

sector. Restaurants from this field in fact almost always strive to provide their 

customers with a consistent experience that is not limited to the food offered 

only.  
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3.4 National Cultures – cross-cultural differences 

When exporting an organisation in a non-native country, it is necessary to take 

into account the differences that may arise because of the different national 

cultures. These cross-cultural differences may in fact be a source of conflict, 

therefore it is important to know them and take them into consideration before 

starting a project, when implementing it, and during whole of its existence. At 

the same time, cultural differences can constitute a precious source for 

innovative and creative solutions, as they force the management to find new 

ways and to adapt the old practices to a new context. For these reasons it is 

important that the differences between the two countries, in this case Italy and 

Denmark, are well understood before starting the project, and well managed 

once the project is on. 

When one takes a look into available literature in order to find a definition of 

culture, it appears clearly that there is not a shared definition for it (O. Bik, 

2010). For this project I will use the definition provided by House et al. found in 

their GLOBE project, which will be an important frame of reference for the 

analysis of cultural differences in the empirical part of this thesis: 

“Culture is defined as shared motives, values, beliefs, identities, and 

interpretations or meanings of significant events that result from common 

experiences of members of collectives that are transmitted across generation”. 

(House et al., 2004: 15). 

There are many models that investigate the cultural dimensions of different 

countries and attempt to “map countries” on their basis. The models that I will 

employ for my analysis are the Hofstede’s and Houses’s models.  

Hofstede’s study, published in 1980, was the first study to map over 50 

countries on the basis of cultural dimensions. Many scholars used the model as 

a starting point for cross-cultural management studies (O. Bik, 2010). 

Hofstede has identified five main dimensions to evaluate the phenomenon: 
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- social differences 

- aptitude to operate in conditions of uncertainty 

- orientation to individualism or collectivism 

- difference between male and female roles in society 

- tendency to identify as the time horizon short term or the long term 

Hofstede has created for each of these elements an index with a scale ranging 

from 0 to 100, which allows to represent the phenomenon on graphs, tables or 

other. 

Despite the popularity of Hofstede’s study and the fact that it is still often used 

by scholars, the work is often criticized, mainly because of the fact that it was 

conducted only on IBM employees around the world. Moreover today it can be 

considered outdated since the hybridization and socialization increased to a 

great extent because of intensive communication technologies. (O. Bik, 2010). 

 

 

The other model that I will employ for my analysis is the House et al.’s Project 

GLOBE (2004). 

The “GLOBE” (Global Leadership and Organizational Behaviour Effectiveness 

research program) project is “a worldwide, multiphase, multi- method (...) 

programmatic research effort designed to explore the fascinating and complex 

effects of culture on leadership, organizational effectiveness, economic 

competitiveness of societies, and the human condition of members of the 

societies studied” (House et al., 2004: 10-11). This project addressed many 

different issues in 62 societies; of particular relevance is the cultural part of the 

project, which was used in the study to address different management styles. 

Another strong point of this model is that it appears very pragmatic and “ready-
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to-use” in management and organisational fields (O. Bik, 2010). House et al. 

identified nine cultural dimensions: 

 

From O. Bik, 2010 (p. 92) 

 

 

3.5 When an organisation travels –identity formation and legitimization 

in a new context 

When an organizational model embedded in a certain culture travels into 

another cultural paradigm, the management needs to find the right equilibrium 

between Identity and Legitimization. In order to be able to stick out in the 
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market, companies need to have a strong and definite identity that distinguish 

themselves from the other players in the same field; at the same, in order to be 

accepted and recognized as a part of a certain field, they need adhere to certain 

standards and practices. 

This matter is based on the paradox of meaning construction: while neo-

institutionalists say that meaning is constructed within a field, with the adoption 

of practices shared by all the organizations, culture theorists argue that 

meaning is created within the single organization by its unique practices. 

(Pedersen and Dobbin, 2006) 

Both points of view are commonly found and accepted within business 

literature. This paradox reflects the need for an organization to have legitimacy 

in a certain field and be recognized as a player in that field, and the need to 

have a unique identity. Organizations are legitimized by the adoption of 

practices and forms typical of their fields, and create their identity by developing 

their uniqueness. (Pedersen and Dobbin, 2006) 

Organisations, in order to survive and be successful or, we could say, in order to 

just be, need to undergo a double and parallel process: the one of identity 

formation through boosting their uniqueness and legitimization through the 

adoption of shared and "typical" practices of the field, trying to reach an 

acceptable grade of uniformity.  

Brewer elaborated in 1991 the notion of Optimal Distinctiveness that help 

conciliating this paradox, stating that individuals and organizations need to 

establish the optimal balance between their unique identity and the adherence 

to standards of their group in order to be successful (Brewer, 1991).  

This is a fundamental matter that can't be neglected in the case of importation 

of NNC in Italy. It is fundamental that this aspect is well pondered and that the 

right balance is found. While NNC is a bringer of a complete new identity and 

paradigm in Italy, it is necessary that the model is somehow recognized by the 
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stakeholder of the Italian restaurant industry. As a matter of fact neglecting this 

aspect would lead to a system that is too distant from that of Italian restaurant, 

with the risk that stakeholders in the industry restaurant don’t recognize it and 

reject it.  

In order to see how NNC could establish its identity in Italy and at the same 

time be legitimized within the field of restoration, it is useful to see how the 

process of identity creation and legitimization proceeded when NNC appeared in 

Scandinavia.  

As stated by Byrkjeflot, Pedersen and Svejenova in their study about NNC 

“From Label to Practice: Creating New Nordic Cuisine” (2013), NNC was 

launched in Denmark through a multi-phase process; but even before the whole 

process actually started there were some conditions that made the ground 

fertile for this new movement. 

From the 90s dining out became more important for Nordic people the interest 

for new types of cuisine augmented. At the same time Nordic chefs were getting 

more and more international recognitions and institutions and politicians were 

looking for new ways to strengthen the brand of their countries. (Byrkjeflot, 

Pedersen and Svejenova, 2013). 

Based on the afore-mentioned study by work Byrkjeflot, Pedersen and 

Svejenova, the phase through which the identity of NNC was established and 

then legitimated are the following: 

-Emergence: this phase was marked by three main events: - the opening of the 

Noma in 2003 in Copenhagen, which became an embodiment of the NNC 

manifesto -the NNC Symposium: a meeting of the Nordic leaders within the 

gastronomic field where the Manifesto for NNC was agreed upon -the 

broadcasting of "Scandinavian Cooking" on international TV channels. This 

phase was "centred on the launching of a new, "empty" label, open to meaning 

creation" (p. 45). 
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-Legitimation: In this stage the label created by food professionals was, in fact, 

legitimized by the strong support provided by Nordic politicians and institutions 

and their policies. Moreover scholars researched on NNC and produced 

publications about it. 

-Contested expansion: in this phase the label of NNC was "filled" and further 

legitimized by different institutional actors. "Concrete and detailed guidelines 

were offered on how to create practices in several priority domains, such as 

language for Nordic Food and Public Food diplomacy" (p. 47) and "branding 

became a strong priority" (p. 47)(Byrkjeflot, Pedersen and Svejenova, 2013). 

The boundaries of the cuisine were established by the definition of its open 

character. 

This process showed the importance of diverse interacting agents with 

distinctive agendas that draw rhetorical boundaries around the label that can be 

translated into practical action. These actors were entrepreneurial leaders, 

promoters intended and unintended audiences (Byrkjeflot, Pedersen and 

Svejenova, 2013). 

I will try to see if it is possible to find a correspondence to this process in the 

Italian panorama, as well to inquire about the possibility to replicate some parts 

of the process. I will try to inquire about the possibility of a parallel to this 

situation. 

When an organizational model is brought into a new context it needs to be 

"translated". The translation process is a process of editing a concept, adapting 

it to a new non-native context. It happens when a foreign practice is adapted 

into a new context, thus modifying it and combining with local practices 

(Czarniawska and Joerges, 1996). When an organization tries to imitate an 

organizational model, it is important to take into considerations differences in 

conditions and contexts of the imitated organization and the imitating one; as a 

matter of fact, the elements that brought to success a certain organization in its 

native field might not be possible to be replicated in another situation 
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(Czarniawska and Joerges, 1996).   The imitation process is therefore an 

innovation process as a new form is created with new and innovative elements 

(Czarniawska and Joerges, 1996). The opening of a NNC restaurant in Italy 

implies the creation of a new formula, which would allow both a strong Nordic 

identity and a certain degree of uniformity to the Italian restaurant field. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 26

4 PRESENTATION AND ANALYSIS OF DATA 

This chapter is based on an hypothetic case study: the opening of a NNC 

restaurant in Milan. So far, New Nordic Cuisine remained within the 

boundaries of Nordic Countries; as it is gaining more and more recognition, 

time might be mature for it to overcome Nordic boundaries. 

 As I am trying to inquire about the importability of NNC in Italy, I chose to 

use this case to provide a framework to the empirical part of this project: 

this choice will help giving my thesis a more practical approach and, at the 

same time, help me to bind together the different study areas I am taking 

into consideration. 

 

 4.1 The cross-cultural analysis 

Before delving into the project of the opening of the restaurant, I will 

provide and analyse data about Italy and Denmark from the cross-cultural 

studies presented in the Literature review, in order to gain perspectives 

useful for managerial and organizational implementation. In fact, when 

exporting an organisation in a non-native country, it is necessary to take 

into account the differences that may arise because of the different national 

cultures. These cross-cultural differences may in fact be a source of conflict, 

therefore it is important to know them and take them into consideration 

before starting a project, when implementing it, and during whole of its 

existence. At the same time, cultural differences can constitute a precious 

source for innovative and creative solutions, as they force the management 

to find new ways and to adapt the old practices to a new context. For these 

reasons it is important that the differences between the two countries, in 

this case Italy and Denmark, are well understood before starting the project, 

and well managed once the project is on. New Nordic Cuisine brings about a 

completely Nordic identity that needs to be integrated with the Italian 
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identity. By taking into consideration the cultural dimension taken into 

account by the most important studies in the field, I intend to find a way to 

integrate the Nordic, and in particular Danish, identity of the cuisine with the 

Italian one.  

The two studies I am using as a basis for the cross-cultural analysis are 

Hofstede’s five cultural dimensions study, and House et al.’s project GLOBE. 

 

4.1.1 The Hofstede Study 

Within Hofstede’s study, Italy and Denmark rank the following scores (from 

1 to 100) in the five cultural dimensions:  

 

Dimension Italy Denmark 

Power 

Distance 

50 18 

Individualism 

Vs. 

Collectivism 

76 74 

Masculinity 

Vs. 

Femininity 

70 16 

Uncertainty 

Avoidance 

75 23 

Long-term 

Vs. Short-

term 

34 46 

The scores are taken from Hofstede, 2001 
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Power distance in Italy is an important and regarded factor: people within 

organisations and institutions accept and expect that the power is distributed 

unequally. In Denmark employees’ autonomy is a fundamental factor within 

institutional and organizational life; as a matter of fact Danish managers 

tend not to lead but to coach and facilitate. 

Another strong difference is apparent in the differences between male and 

female roles in society: for this cultural dimensions Denmark and Italy stand 

at the antipodes: Italy’s high score means that it is a masculine society, 

where values such as competition and success are leading forces. On the 

contrary, Danish society is classified as feminine, meaning that the dominant 

values in the society are caring for others and quality of life.  

The aptitude to operate in conditions of uncertainty is very low in Italy and 

very high in Denmark: in the Italian working environment in fact all projects 

and new situations tend to be carefully planned and situations where a lot of 

flexibility and uncertainty are unavoidable are lived in a very stressful way. 

On the contrary in Denmark flexibility is the norm: danes don’t need to have 

a very structured working life, and they are in general comfortable in 

ambiguous situations in the working place. 

Concerning the similarity, within Hofstede’s study Denmark and Italy are 

both considered to countries where the individual is given the maximum 

importance and the central role in society and where the orientation is a 

short term one, meaning that in working environment it is important what is 

happening now, instead of what will happen in ten years. 
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4.1.2 The Globe Study 

Elaborating the Globe report (House et al., 2004) it is possible to draw the 

following conclusions about Italy and Denmark: 

 

 Denmark Italy 

Power 

Distance 

Low High 

Uncertainty 

Avoidance 

High Low 

Assertiveness High Low 

Institutional 

Collectivism  

High Low 

In-Group 

Collectivism 

Low Low 

Future 

Orientation 

High Low 

Performance 

Orientation 

High Low 

Human 

Orientation  

High Low 

Gender 

Egalitarianism 

High Low 

 

Following this model, Denmark and Italy appear to be two countries at the 

opposite; as a matter of fact almost all of the cultural values identified by 

House et al. are contrasting. 

Power distance is about the degree of people’s acceptance of differences in 

power, status and privileges. Denmark is known to be a society that tend to 
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be flat, while in Italy hierarchies in workplaces tend to maintain a strong 

importance, especially in established and traditional institutions and 

organisations; as a consequence it is generally accepted that people in 

higher position of a certain hierarchy have more power over other 

employees and that to this power some privileges are connected. To this 

aspect is connected the fact that in Italy it is the norm to address powerful 

people with titles such as “dottore”, “illustre”, “onorevole”; this practice is 

non-existent in Denmark.  

In Denmark people within organisations tend to avoid situations where 

uncertainty is strongly present; in order to do this they establish a set of 

rules and guidelines to be followed at all times. In Italy, despite its highly 

bureaucratic environment, uncertainty is more accepted. This is also testified 

by the differences in job security, which is extremely strong and important in 

Denmark and almost neglected in Italy. 

Assertiveness scores low in Denmark and High in Italy. As a matter of fact in 

Italian working environments there is a strong emphasis on competition and 

individuals tend to distinguish themselves at all times. In Denmark other 

qualities such as cooperation and equality are emphasized. 

Institutional Collectivism is high in Denmark: this refers to the fact that 

within Danish organisations team work is greatly emphasised, and shared 

rules and objectives, together with a strong respect for collective 

institutions, are at the forefront. In Italy people within organisations tend to 

be more individualistic, often trying to place their personal objectives and 

goals at the forefront, and people tend to perceive themselves as 

independent from their organization and society, though living within it. 

In-Group collectivism is placed by the Globe survey as low in both Italy and 

Denmark; as a matter of fact in both countries people within organisations 

lack a strong sense of belonging and collective identification within the 

group. 
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Italian organisations tend to be more “spontaneous” or, in a less positive 

fashion, more “opportunistic” than Danish ones, as they tend to follow and 

act and react basing their actions on their current environment situation. 

Danish organisations on the contrary tend to plan their activity with a future 

perspective and project their potential actions in the future, considering the 

consequences and the impacts that their actions will have in the future. 

Performance is of course crucial in every organisational contexts; the 

difference between Italian and Danish organisations, is that in Danish 

organisations there is a strong orientation toward performance in the sense 

that within them individuals tend to prefer tasks that challenge them, that 

require strong motivation and ability, that may bring a failure but 

nonetheless somehow enrich them. Another characteristic is that within 

Danish organisations people tend to acquire an higher status through their 

superior performance and, contrary to Italy, characteristics such as age 

(seniority) or a certain social background, don’t contribute to the 

improvement of an individual’s status within the organisation. 

Humane orientation refers to aspects such as being kind to the people 

around an individual, enhancing the environmental well-being, providing 

approvals and security and so on. While Globe survey ranks it as high in 

Denmark and Low in Italy, it appears that actually this aspect is more bound 

to the national societies and well-fare systems and it doesn’t play an 

important role in the work-place. 

Gender Egalitarianism is high in Denmark: within organisations it is not 

important whether you are a man or a woman, you are not accorded a 

status or a certain position depending on your gender. In the contrary, 

within Italian organisations people tend to perceive an organisation 

member’s sex as an important and determining factor for the role an 

individual should have within the organisation.   

 



 32

4.2 The Translation 

4.2.1 The Case Of Bjork Swedish Brasserie 

While starting this work, I thought that in Italy there wasn’t any restaurant 

offer that was proposing Nordic cuisine; after more research I discovered I 

was wrong: as a matter of fact there exists one reality in the Val D’Aosta 

northern region of Italy that is focused on Nordic, more precisely Swedish, 

food: Bjork Swedish Brassery. Although this restaurant does not propose 

strictly New Nordic Cuisine, as it could be identified by the NNC Manifesto 

(see the appendix of this work), it is definitely an interesting reality, worth 

investigating due to its innovativeness in the Italian restaurant panorama 

and its relevance within the Nordic-Italian paradigm. 

The interview was conducted face to face with the communication 

responsible of the restaurant; I was also able to visit the location of the 

restaurant: this proved to be useful opportunity to acquire a better idea of 

the environment around the restaurant, its mission and purposes. 

The restaurant is located in the Val D’Aosta region of Italy, the most 

northern region of Italy, located on the Alps and famous for its national 

parks and skiing areas. The restaurant was inserted into a hotel complex 

made up of a few wooden chalets, which lacked a restaurant; as a matter of 

fact the owner of the hotel thought that such an environment, “Nordic in 

itself” could provide a perfect setting for a “Nordic restaurant”. Since the 

owner of the hotel has a great passion for the Nordic countries and Sweden 

in particular, she decided that a Swedish restaurant could be a good fit for 

the hotel; she therefore started a collaboration with a famous Italian 

architect, known for his knowledge of Scandinavian design. From this 

creative and entrepreneurial match, the concept of a Swedish restaurant was 

born. The project started with a thorough research of Swedish food, with 

many trips and visits in Sweden: “the idea was to bring for the first time in 

Italy the musts of Swedish cuisine”. Though New Nordic Cuisine is 
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considered as a source of inspiration for the restaurant (in fact many values 

that the restaurant aims at bringing forth are a compatible with the NNC 

manifesto), it can’t be said that the restaurant is a New Nordic Cuisine 

restaurant:  

“Though Noma and the value exposed in the Manifesto are definitely a 

big influence for us, we aim more at recreating a complete Swedish food 

experience in Italy, at offering to Italian customers all the flavours hat 

they could find if they were to trip around Sweden eating in all the 

traditional restaurants they could find on their way; we are not 

interested in a strong and almost extreme culinary experimentation as 

Noma does”. (Translated from the interview) 

The restaurant doesn’t aim at becoming a starred restaurant within the 

Michelin Guide, it aims at providing an experience that is almost instructive, 

a synthesis of all Swedish tastes and flavours to Italian, a population 

traditionally very caring and knowledgeable about food. Some aspects of 

what the restaurant offers are clearly in accordance with the values 

expressed in the Manifesto: the chefs derive their inspiration from nature’s 

tastes, they always try to remain faithful to the original taste of the raw 

ingredients and they employ healthy methods of cooking; they always aim at 

offering healthy servings where the consumer can “taste the bush, taste the 

sea and where nature always dominates”, without reaching the 

experimentation levels found at Noma and in other NNC restaurants. 

Therefore, though this cuisine can’t be considered innovative in itself, it 

nonetheless constitutes an important innovation within the Italian food 

environment, as the tastes offered by the restaurant are really distant from 

those of Italian cuisine and couldn’t be found before; this aspect created a 

lot of curiosity for the restaurant among Italian “foodies”.  

“These tastes were non-existing in Italy, but they are really interesting 

for Italian foodies, for their characteristics of naturalness, lightness, 
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healthiness. In Italy only people that travelled in Nordic countries know 

these tastes and can find them again here, otherwise it is a complete 

novelty”. (Translated from the interview) 

The restaurant doesn’t employ 0-kilometer ingredients; on the contrary the 

management tries to use Swedish and Nordic ingredients, materials and 

beverages to the highest extent possible; this is done with the aim to 

reproduce Nordic taste in the most faithful manner ever. Moreover, they 

created the menu in collaboration with a Swedish chef that visits the 

restaurant once a month in order to update it. They always have interns in 

their kitchen coming from the Swedish Grythyttan Culinary School. The 

restaurant is not an ethnic one: they aim at an authentic culinary proposal, 

as they are not Swedish and don’t need to pretend they are. They keep in 

good contact with Swedish institutions. 

The most important teaching we can get from this case, and perhaps the 

most important factor that helped determining the success of the restaurant, 

is the combination of Italian elements and Nordic ones, such as the choice of 

employing both Italian and Swedish chef and the design of the concept in 

collaboration with an Italian and a Swedish chef. 

These combinations allowed the restaurant to cater better Italian customers’ 

tastes and habitudes while remaining true to its Nordic identity.  

 

 

 

4.2.2 Christian Puglisi and Relae 

Christian Puglisi is the chef and co-founder of Relae, one of the most 

prominent and internationally-known New Nordic Cusine, located in 

Copenhagen. Contrary to most of New Nordic Cuisine restaurants, Relae 
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wants to cater to all kinds of people, and not only to an high-income 

segment. Located in one of the most hip street of Copenhagen, Relae is 

gaining more and more consensus and now Christian Puglisi’s face is 

recognized by food and restaurant connoisseurs all around the world. A 

notable aspect to the ends of this project is that Christian Puglisi has Italian 

origins, lived for some years in Italy when he was a child, and still today 

maintains strong binds with Italy and its traditional cuisine. I had the chance 

to discuss with him on Skype his ideas and opinions concerning NNC and the 

idea of exporting it in non-Nordic countries. Though his answers tended to 

be somehow idealistic and “artistic”, some of the insights he provided are 

still very useful to understand a potential translation of the Nordic to Italy.  

Christian Puglisi thinks that the most important aspects of exporting a 

National cuisine is not that of just bringing ingredients and dishes from a 

certain country to another, but to absorb the teachings from a cuisine and 

apply them to a new context. In particular he thinks that in the case of New 

Nordic Cuisine the most important teaching is the one of using ingredients 

and raw material that can be found in the local area of the restaurant. 

In Puglisi’s opinion New Nordic Cuisine is not something that should be 

exported as it is, but what should be exported is its modus operandi and its 

philosophy: valorising all the tastes of a certain area, using ingredients 

around us and transmit the feelings of the “terroir”. He thinks that there is a 

definite compatibility between the values of new Nordic Cuisine and those of 

traditional Italian cuisine: as a matter of fact both cuisines aims at a certain 

authenticity and simplicity of the dishes proposed.  

Moreover it is interesting to note that Puglisi affirmed that at least one table 

of Relae is reserved every night by Italians: this indicate an interest of 

Italians, at least those who go to Denmark either for holidays or business, 

towards NNC. Puglisi said that usually Italian customers of Relae are really 

interested in New Nordic Cuisine and ask a lot of questions about it. In 
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particular many of them are curious to try NNC with a touch of “Italianity”: 

apart from the persona of Puglisi himself, Relae uses some Italian products, 

in particular Sicilian fruits and extra-virgin olive oil. This might indicate that 

Italian foodies appreciate a certain degree of Italian contamination into NNC, 

but in a context of Nordic originality and authenticity.   

In his opinion there is a strong awareness of Italian foodies towards NNC; 

both in his experience at Noma (where he worked before going entrepreneur 

and opening his own restaurant) and at Relae. 

 

4.2.3 The interview with “VisitDenmark” 

In order to better understand Italians’ interest for Nordic countries, and in 

particular their interest and awareness for Denmark, its culture and not last 

NNC, I managed to interview the director of the Italian office of 

VisitDenmark, the official organisation for the tourism in Denmark. In this 

section I will provide the insights gained from our conversation. 

Visit Denmark is definitely pointing on New Nordic Food movement’s 

attraction value towards Italians; this can be deducted also from the Italian 

website of the organisation, where one of the biggest section is dedicated to 

NNC.  As a matter of fact Nordic Gastronomy is becoming a branding tool for 

Nordic countries, in particular Denmark and Sweden, and an important 

factor of tourism attraction from Denmark. Italians are at the fore-front of 

the culinary world and are looking to New Nordic Cuisine with interest but 

also a little of scepticism, which comes mostly from the fact that they do not 

know the cuisine itself very well, and are tend in general to be a little 

sceptical about cuisines that lack a foundering tradition. This is particularly 

true for the general public, but it is not the same for the “foodies”, that look 

at the new cuisine movement with interest and curiosity. 



 37

The trend of Italian tourism towards Denmark in the last 5 years is growing 

steadily and continuously. It is a tourism that encompasses Italians of all 

ages, both youngs that want to discover the more open and innovative 

aspects of the countries (like all the festivals held in the summer) and adults 

and ageing people that go for tours of the country and weekends in its 

capital city. Italians are definitely getting more interested in Danish culture, 

under different aspects: from its sustainable environmental policies and 

practices to its welfare and its design. 

Although it is not possible to determine numerically how many Italians are 

aware of NNC, the majority of Italians that visited Denmark in the last years 

had the chance to know it. In particular Noma restaurant and its chef Renè 

Redzepi are great actors in the spreading of the awareness about the 

cuisine, and the restaurant itself is a big factor of attraction for the Italian 

tourists curious about food. Moreover events like Copenhagen Cooking, one 

of the most important gastronomy festivals in Northern Europe, happening 

at the end of August, had a growing participation of Italians. 

Although NNC might seems very different from the traditional regional 

Italian cuisine, both cuisine share ideals and values of simplicity, typicality 

and harmony with the environment. Moreover the major Italian cities are 

becoming more and more multi-ethnical, and this is well-reflected in the 

restaurant offers of the cities: this is also a sign of Italians’ opening to other 

cuisines. The director of Visit Denmark also stated that NNC should be 

imported with the mindset of “bringing a piece of Denmark in Italy”, 

meaning that it should be exported maintaining its authenticity and 

originality to the highest extent possible; of course without neglecting 

completely the characteristic of the area of importation and the potential 

clients. 

Eventually the director of VisitDenmark stated that in her opinion bringing 

NNC In Italy could be an innovative and successful effort, especially in 
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certain areas, like the bigger cities or perhaps university cities, that have a 

big afflux of young’s and an high volume of cultural initiatives; with a final 

remark that the opening of a NNC restaurant should be preceded by focused 

advertising campaigns and “ad hoc” events. 

4.2.4 Poporoya –the first Japanese restaurant in Italy 

In order to better understand the dynamics of the transpositions of a specific 

cuisine in a new and non-original territory, I interviewed Minoru Hirazawa, 

the founder of the first Japanese restaurant in Italy, Poporoya. The 

restaurant is located in Milan, and it was established in 1989. Though now 

Japanese restaurant are pretty common in Italy, Poporoya is still considered 

one of the very best and most established ones in the category.  

Minoru tried to create “a little Japan” in Italy. As a matter of fact he 

employed all co-nationals in his restaurant, from the 2 chefs, to their 

assistants and their wait-staff. Even concerning the interiors, he tried to 

recreate those typical of a traditional Japanese restaurant, as one could find 

it in Japan. For these reasons his restaurant can be classified as a purely 

ethnic one. The ingredients were since the first moment the main concern, 

as some of them were impossible to find in Italy. At first he imported almost 

all ingredients, then with some time he started to select some Italian 

products that could satisfyingly suit his needs, and in a matter of few years 

he also established collaboration with Italian rice producers that started to 

produce specific rice for his restaurant. In Minoru’s opinion aspects such as 

having a complete Japanese staff and employing some original Japanese 

ingredients are fundamental aspects in order to provide the customer with a 

consistent and faithful experience of Japanese cuisine. He doesn’t think that 

having Italian staff or adapting his offer trying to follow Italians’ taste would 

have been a good solution; he thinks that, although it was a big challenge at 

the beginning, given Italian strong culinary tradition, his faithful and 
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uncompromised approach towards Japanese cuisine helped the restaurant to 

reach success. 

 

 

4.3 The survey 

After having conducted the interviews in order to test the research question on 

the side of entrepreneurs in the field of restoration, it was decided to conduct a 

survey among Italian “foodies” in order to test the perspective of the potential 

future consumers of NNC restaurants in Italy. It was decided that the people 

would be chosen among those who have an higher-than-average knowledge of 

the restaurant and gastronomy industries.  

 

4.3.1 The Survey Process 

I went through a step process that helped in the creation and launch of the 

survey. The steps involved in the survey are: 

 

1. Establish the goals of the project: as stated above, the survey is aimed to 

investigate the perception of Italian foodies towards the relationship of NNC and 

Italy, in order to gather data useful to reach an answer to the research 

question. 

 

2. Determine the sample: the first challenge I faced was the decision of the 

target audience. “Correctly determining the target population is critical. If you 

do not interview the right kinds of people, you will not successfully meet your 

goals” (Newbold et al., 2007). Since determining the target is one of the most 

important choices in the creation of a survey, especially in terms of reliability, I 

decided to narrow down the target audience and ask our questions only to 

Italians participating to the SlowFish festival. In this way, I obtained what in 
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statistics words can be referred as non-probability sampling, and among this 

category of sampling a “convenience sample”. Accordingly to what stated 

above, we investigated just a quota of the convenience sample “A Quota is a 

sample size for a sub-group. It is sometimes useful to establish quotas to 

ensure that your sample accurately reflects relevant sub- groups in your target 

population” (Newbold et al., 2007). It is remarkable to point out that according 

to the Central Limit Theorem, samples smaller than 30 people cannot be 

considered as the population. Thereby, “samples smaller than this fall into the 

category of case studies where statistical inferences to the population can not 

be made” (National Audit Office, 1999). 

 

All the interviews were conducted between 6 and 9 May 2013, during SlowFish 

festival. Slowfish is an international food organized by SlowFood every next year 

in Genova, northern Italy. The aim of the fair is to make aware the population 

about sustainable food practices especially concerning the sea, and about 

themes such as the equilibrium of the maritime ecosystem, on how it is possible 

to influence the market, and how we should direct our food behaviours in order 

to safeguard the environment. The festival is also an occasion to promote 

projects that support small sustainable fishing communities and foster the 

dialogue among the actors of sustainable fishing. 

I decided to administer the survey within SlowFish because this fair represents, 

together with Salone Del Gusto in Turin (organized by SlowFood as well, the two 

fairs happen on alternating years), a situation of strong attraction for a 

knowledgeable and passionate public with a wide knowledge of the food and all 

the themes connected, coming from all the country and from foreign countries 

as well. It happens in Genova, a city open to new impulses and committed to 

sustainability, in a vision that is both local and open to contribution from every 

country.  

3. Create the questionnaire (The original survey and a translated version of it 

can be found in the appendix) 
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4. Pre-test the questionnaire: due to timing issues, the Pre-test was not 

submitted.   

 

6. Conduct interviews and enter data - Ask the questions: due to timing issues, 

there was neither an interview of the sample nor a focus group. 

 

4.3.2 Presentation and analysis of the data gathered with the survey 

During the festival 150 surveys were distributed to Italian visitors; eventually 

120 completed surveys were collected. 

In this section I am presenting the data resulting from the survey. 

 

 

 

Out of the 120 respondents, 88 were habitual attendees of food fairs and 

exhibitions, while 32 were occasional visitors. 

More than 2/3 of the people whom the survey was presented were habitual 

attendees of food festivals and fairs, therefore it can be assumed that they had 
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a solid knowledge of the tendencies and problems linked to it. Moreover, while 

the majority came from areas surrounding the festival, a high number came 

from distant regions; this shows that eno-gastronomic tourism in Italy has 

become a really important sector in expansion. The interest and attraction for 

the themes of sustainable food is augmenting continuously, and SlowFood has 

had an important role in directing people’s awareness towards sustainable and 

conscious food. 

 

Out of the 120 respondents, 64 are from North Italy, 32 from Central Italy and 

24 from the Southern Italy and the Italian islands.  
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A total of 75 people out of 120 respondents (62,5% of respondents) think that 

New Nordic Cuisine could be successful in Italy.  This is a meaningful data since, 

despite the novelty of the cuisine, it demonstrates a certain awareness and 

knowledge.  

It is interesting to note an evident dishomegeneity in the awareness of New 

Nordic Cuisine in the three different Italian areas: 

Out of the 64 respondents from Northern Italy, 45 (70,3%) are aware of New 

Nordic Cuisine. 

Out of the 32 respondents from Central-Italy, 10 (31,6%) are aware about New 

Nordic Cuisine. 

Out of the 24 respondents from Southern Italy, 9 (37,5%) are aware about New 

Nordic Cuisine. 

This dishomogeneity depends on different factors, not lastly the higher difficulty 

of penetration of new tendencies in areas where local gastronomic tradition is 

stronger, like Central and especially Southern Italy. After all, it must be taken 

into account the fact that food from other countries, such as Indian, Japanese, 
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Thai and Mexican found space, and in many cases considerable success, mostly 

in urban and semi-urban areas of the North and in the Center. 

From now on (question 4) we will consider only those who replied yes to the 

previous (3rd) question: people who know New Nordic Cuisine. 

 

As expected the majority of people knew New Nordic Cuisine through mass 

media (64% of respondents). 27 people instead had the chance to know New 

Nordic Cuisine through direct experience, by tasting some of its recipes. 

Considering the novelty of the cuisine, 27 people is a high number: this data 

validates the assumption made to select the sample: it was decided to submit 

the survey during SlowFish festival in order to select people with an high 

awareness and experience in the field of gastronomy. 

While about one third of people aware of NNC had been able to know it through 

direct experience, the majority of respondents knew it through mass-media: 

this aspect shows the attention and the interest that Italian media have for 

NNC; mass-media are doubtlessly useful channels to be implemented and 

exploited for the diffusion of the awareness about NNC and its values and 

models. 
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30 people think that all four aspects of NNC are qualifying, 27 believe that raw 

materials and preparation are the elements that make NNC what it is and 18 

believe that only raw materials are the qualifying element of the cuisine. None 

indicated “setting/ambience” as a qualifying element per se.  

Slightly less than half (40%) of the people who know the NNC appreciates as a 

whole, not just the characteristics of the raw materials, but also for the method 

of preparation, for the type of service and style of the environment in which the 

dishes are served. If we consider the sum of the data referred only to raw 

materials and the modality of preparation, we obtain the 60% of the answers: 

this would lead to the conclusion that these are the cardinal factors of NNC’s 

originality. Nonetheless the other parameters can’t be abandoned, since they 

complete and connote in a specific and unique way the context in which the 

food is consumed.  
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31 people believe that New Nordic Cuisine would be successful when exported 

to Italy; 26 are uncertain and 18 believe that it would be a flop. 

About 40% of the respondents think that the opening of a NNC restaurant in 

Italy would be a success. It is interesting to note that this percentage is made 

up exclusively of people coming from Northern and Central Italy; this confirms 

the previously exposed observations. More than 2/3 of these people (21 out of 

31) are among those that had a direct experience of NNC in the Nordic 

Countries. All of them also had replied that they appreciate NNC in its 

wholeness.  

This may indicate that the direct knowledge of a sector tied to a particular 

territory enables to perceive the contents in their essence and provides a 

synoptic view; this can eventually provide more elements to predict the 

exportability. The high percentage of “uncertain”, that is markedly higher than 

the percentage of those who replied negatively, must be noted. These two 

categories are among those who discovered NNC through the media and not by 

direct experience; it can be deducted that insufficient or shallow information 

influence this result. The importance of adequate information and promotion 

campaigns needs to be considered as a critical factor when it is decided to bring 

NNC outside the Nordic Countries.  
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Out of the 31 respondents who think that importing NNC in Italy would be a 

success, 21 think that the three aspects of novelty, cultural experience and the 

value of core principles together create the motive for success; it is notable that 

all these people discovered New Nordic Cuisine through direct experience in 

Nordic Countries. The remaining 10 respondents indicate “novelty” as the 

motivation for success, probably because their opinion is not provided by direct 

knowledge of the cuisine. 

 

The 18 people that replied that NNC would not be a success outside the Nordic 

Countries indicated both  “core values and tastes as non-exportable outside the 

Nordic countries” and “the cuisine is too different from Italian tradition” as 

reasons for the flop. 
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36 people think that the most important aspect for a NNC restaurant in Italy 

would be the presence of knowledgeable personnel, either coming from the 

Nordic Countries or who studied in NNC restaurants or culinary schools in the 

Nordic Countries. 

31 believe that both Nordic staff and the originality of raw ingredients would be 

the most important criteria. 

8 believe that both three criteria would be key for the success of a NNC 

restaurant in Italy. 

A NNC restaurant in Italy should first of all have Nordic personnel among its 

staff or at least staff that had a long and valuable experience and education in 

NNC restaurants and schools from the Nordic Countries (48% of the answers). 

About 40% of the respondents think that both raw materials and Nordic staff 

are the most important criteria, while the 11% think that the three criteria 

together are fundamental (originality of raw materials, Nordic staff and 

setting/ambience). These data indicate that the “human factor” is the key one: 

in 100% of the replies it is present as the factor that guarantees the 

authenticity of the final product, even more than original Nordic raw materials. 

This aspect can bring to reflection of cultural and anthropologic character. The 
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setting/ambience factor that in question n.5 had a bigger importance in 

connoting NNC in general, has here only a secondary importance, since it is 

comprised only in 10% of the answers. This data underlines even more the 

importance of the other two, human factor and raw materials, in the case of 

importing NNC in Italy. 

 

 

 

56 respondents replied that an integration with some aspects of Italian 

restoration models could favour the development of NNC in Italy. 

12 think that there should be no integration, and NNC should be imported in 

Italy in the “purest” way possible. 

7 people are uncertain. 

The answers to the last question show with a very wide margin (75% of 

answers) that it is necessary to individuate some element of integration with 

Italian restoration models in order to help the introduction of NNC in Italy. 

Those who support the introduction of a “pure Nordic model” are only 16%; 

lastly, there is a percentage of 9% of uncertain people. 
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4.4 The Italian environment 

In this section my aim is to introduce the gastronomic and restaurant sector 

in Italy. The data provided are taken from the most reliable and updated 

report on the Italian restaurant Industry, found on the website of “Il Sole 24 

Ore”, the principal economic and business newspaper in Italy, and the 4th 

most sold newspaper in Italy. 

 It is possible to see a potential in the Italian market, especially in Milan, for 

the following reasons: 

- Researches show that ¼ of Italian population is eager to experiment 

exotic restaurants, as long of a clear identity is provided (fusion 

restaurant are not trusted). Therefore an offer that defines clearly every 

aspect of the proposal, from the sourcing of the raw materials to the 

cooking process, is an ideal answer to Italian consumers’ desires.  

- In the last 10 years the amount of meals consumed out of-home has 

increased greatly.  

- There is a strong tendency towards conviviality, competence, quality, 

and discovery. As a matter of fact tendencies like the purchasing of food 

directly from the producers are gaining more and more importance. 

- The Italian restaurant industry is characterized by a strong 

fragmentation of the offer and a high service level.  

- Italians are looking for food experiences that can integrate to the 

functional aspects the satisfaction of the need for reassurance about the 

roots of the product. 

- 70% of the Italian restaurant industry is made up of “trattorie” and 

“pizzerie”; the strongest following category is that medium-high level 

restaurants. 

- The awareness about organic growing, sustainability, locality and 

ethics in the whole food chain is growing more and more in Italy; new 
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associations and movements that promote the afore-mentioned values 

are born almost everyday. 

- The Italian restaurant industry is characterized by a strong 

fragmentation of the offer and a high service level.  

(Dario Aquaro, Il Sole 24 Ore, Speciale Ristorazione) 

The values of New Nordic Cuisine make its concept close to that of 

SlowFood, an internationally-known Italian organization that promote 

sustainable and ethic food practices. The two movements in fact share the 

same kind of vision and both aim at emphasizing characteristics like ethics 

on the production process, quality, culture, locality, sustainability. As a 

matter of fact the establishment of a structured approach towards the 

cultural dimension of food gained momentum in the recent years, when food 

explicitly became the subject of cultural movements. The Italian “Slow Food 

Movement” (SFM) and the Danish “New Nordic Cuisine” (NNC) are examples 

of this revolution. The philosophy of these movements is better explained in 

the words of C. Petrini, founder of the SFM: “a new philosophy of life against 

contemporary life models, aimed at encouraging people to return to slower 

lifestyles built around good food in pleasant company. Slow Food represents 

an act of rebellion against a civilization based on the sterile concepts of 

productivity, quantity and mass consumption, destroying habits, traditions 

and ways of life, and ultimately the environment” (taken from Slowfood 

official website). Overall, the main shift is the gastronomic consumption, 

which is no longer regarded as only product consumption, but rather as an 

experiential one. 

 

While the overall Italian market is saturated in the food and beverage 

industry, there is a slow but steady increase in Milan of gourmet food 

consumption and a growing market for restaurant services. 
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In Milan, there was an increase of 2.6% in restaurant services in 2012 from 

the previous year, and a 1.9% increase in gourmet food consumption (Dario 

Aquaro, Il Sole 24 Ore, Speciale Ristorazione). Milan deviates from the 

general Italian economy and statistical tendencies, but nevertheless, 

garnering interest from surrounding, less affluent cities may pose a 

challenge. 

Italians generally desire high-quality products and favour independent 

restaurants over chains, which typically offer a wide range of local products. 

Nevertheless, chain restaurants were less affected by the 2009 financial 

crisis, and outperformed independent outlets in 2010. (Dario Aquaro, Il Sole 

24 Ore, Speciale Ristorazione) 

High levels of tourism in Milan would also account for sales.  A Nordic 

Restaurant will be able to profit from a young and affluent tourist base. 
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5 DISCUSSION 

The previous chapter presented all the data gathered for this research. In 

this section I will analyse the data provided and, by combining them with the 

literature presented in the first chapter, I will try to reply to the research 

question.  

5.1 A Nordic Cuisine restaurant as an experiential Nordic Restaurant  

As exposed in the literature review, experiential services are “services where 

the focus is on the experience of the customer when interacting with the 

organisation, rather than just the functional benefits following from the products 

and services delivered” (C. Voss and L. Zomerdijk, 2007). 

This framework proved to be very consistent with the empirical data gathered; 

from them emerged clearly the fact that Italians, when it comes to NNC in Italy, 

are looking for a complete and compelling experience, not only limited to the 

food itself.  

As emerged from the empirical data, and especially from the survey, Italian 

people are looking for a restaurant that can provide them with a cultural 

experience, one that can make them feel embedded in a Nordic environment; 

they are looking for original ingredient, Nordic staff and an adequate setting. As 

a matter of fact, as emerged particularly from the case of Bjork restaurant, 

even a Nordic interior design and in general a Nordic setting can play a 

favourable role in attracting people, as it helps with providing people with a 

consistent experience. It can therefore be said that Italian customers are 

looking for a “Nordic experience” when it comes to NNC restaurant in Italy. 
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5.2 National Cultures – cross-cultural differences: managerial 

implications 

When exporting an organisation in a non-native country, it is necessary to take 

into account the differences that may arise because of the different national 

cultures. These cross-cultural differences may in fact be a source of conflict, 

therefore it is important to know them and take them into consideration before 

starting a project, when implementing it, and during its existence. At the same 

time, cultural differences can constitute a precious sources for innovative and 

creative solutions, as they force the management to find new ways and to adapt 

the old practices to a new context. For these reasons it is important that the 

differences between the two countries, in this case Italy and Denmark, are well 

understood before starting the project, and well managed once the project is 

on. 

The comparison between the differences in the nationals cultures made in the 

previous chapter might be helpful in the moment that a NNC restaurant is 

brought to Italy. In particular, since one of the outcomes of this project is the 

integration with Italian element, and one of the practical implication is definitely 

a mixture of Nordic and Italian personnel for the well functioning of the 

restaurant, the outcomes of the comparison provide points that must be known 

since the beginning by both parties, that should manage them in order to 

transform them in a source of innovation and “constructive conflict” instead of a 

source of friction. 

For example since the project of opening a NNC restaurant in Italy could 

definitely be defined as one with high uncertainty, Danish people’s attitude to 

work under conditions of uncertainty and willingness to work in ambiguous 

situations would be really helpful, especially in compensating the Italian 

tendency to work within carefully planned situations. At the same time the 

similarities in the aptitudes of both countries can potentially create powerful 

synergies among those working in the restaurant: for example the shared 
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aptitude of focusing on the “now” and on the individual in the working 

environment can definitely create positive condition for a restaurant.  

 

5.3 When an organisation travels –identity formation and legitimization 

in a new context: how to translate NNC in the Italian environment 

When an organizational model embedded in a certain culture travels into 

another cultural paradigm, the management needs to find the right equilibrium 

between Identity and Legitimization. In order to be able to stick out in the 

market, companies need to have a strong and definite identity that distinguish 

themselves from the other players in the same field; at the same, in order to be 

accepted and recognized as a part of a certain field, they need adhere to certain 

standards and practices in traditional areas.  

This is a fundamental matter that can't be neglected in the case of importation 

of NNC in Italy. It is fundamental that this aspect is well pondered and that the 

right balance is found. While NNC is a bringer of a complete new identity and 

paradigm in Italy, it is necessary that the model is somehow recognized by the 

stakeholder of the Italian restaurant industry.  

A strong point emerged from the empirical data is the fact that NNC should 

maintain in Italy the highest extent possible of its authenticity and identity: 

people don’t want an “Italian version” of NNC, instead they want to taste it as 

they could do it in the Nordic countries. This emerges both in the survey and in 

the interviews. Italians value all the constituting elements of NNC: the raw 

ingredients, the Nordic personnel, its values and principles and so on.  

Also the importance of maintaining a strong profile of originality for the cuisine 

emerged in the interviews as a success factor. From the interview to the 

founder of Poporoya which opened the first Japanese restaurant in Italy “trying 

to bring a piece of Japan in Italy”, we can see how his uncompromised 

Japanese-only approach led its restaurant to a success that still continue today. 
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Poporoya provides an interesting case for this project, as it shows how a new 

type of cuisine entered successfully a non-indigenous territory. 

We can draw some notable considerations from the case of Bjork restaurant, the 

only example of Nordic cuisine (even though not strictly “New” Nordic cuisine) in 

Italy, and one that is getting more and more attention and success; in order to 

maintain their proposal truly and authentic Nordic they established different 

practices: 

- they source their main ingredients from Nordic producers 

- they created the menu in partnership with a famous Swedish chef  

- they visit on a regular basis restaurants and cuisine institutions in 

Sweden 

- they establish collaborations with Nordic institutions: for example they 

have interns from Grythyttan Culinary School coming to work in their 

restaurants for a limited amount of time every two months 

- they designed the restaurant with the aim of giving it a Nordic feeling, 

drawing inspiration from traditional and innovative Nordic design  

Even the director of VisitDenmark is convinced of the necessity of bringing an 

authentic and original NNC to Italy. 

Complementary to this call for a strong identity, from the empirical data 

emerged the firm belief of a need for some kind of integration with the culinary 

environment of Italy. It is often not exactly clear how this integration should 

happen. However, this call for integration emerged strongly from the survey 

where 75% of respondents think that “some form of integration” would be 

necessary when bringing NNC to Italy. 

On a more “idealistic” and less practical side, we have Christian Puglisi’s view: 

he thinks that New Nordic Cuisine is not something that should be exported as it 

is, but what should be exported is its modus operandi and its philosophy: the 

valorisation of all the tastes of a certain area, the use of ingredients that grow 
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around us and transmit the feelings of the “terroir”. In other words he thinks 

that there should be an integration of the NNC approach and the Italian 

traditional cuisine: an application of the values and principles of NNC to Italian 

traditional recipes. 

On a more practical side, we can see how Bjork restaurant proceeded to 

integrate Nordic cuisine with Italian elements. This case can provide some 

precious guidelines and ideas about how to proceed with integration. 

Some element that show some ways for integration are the following: 

- an Italian ownership and management 

- a Nordic inspiration that is not limited only to the food, but     

encompasses the restaurant in all of its aspects: furniture, beverage,    

design, accessories 

- the will to communicate the North, almost to instruct the clients about 

Nordic food tradition 

- the creation of the menu in collaboration with Italian chefs and an 

established Swedish chef, coming from one of the most famous food 

academies of the Nordic countries 

- the constant interaction with Nordic institutions 

- the constant con-presence of Nordic and Italian chefs in the kitchen 

The most important teaching we can get from the case of Bjork, and perhaps 

the most important factor that helped determining the success of the 

restaurant, is the combination of Italian elements and Nordic ones, such as 

the choice of employing both Italian and Swedish chef and the design of the 

concept in collaboration with an Italian and a Swedish chef. These 

combinations allowed the restaurant to cater better Italian customers’ tastes 

and habitudes while remaining true to its Nordic identity.  

 



 58

Taking inspiration from what happened in the “Emergence” phase as outlined by 

Byrkjeflot, Pedersen and Svejenova in their study about NNC “From Label to 

Practice: Creating New Nordic Cuisine”, the launching of NNC in Italy would be 

help greatly by promotion on media. As a matter of fact many respondents to 

the questionnaire stated how they discovered the cuisine through the media, 

showing how mass-media are doubtlessly useful channels to be implemented 

and exploited for the diffusion of the awareness about NNC and its values and 

models. Another useful tool, again with a correspondence to what happened in 

Denmark as well, that would help legitimate NNC in Italy in its early phased, 

would be the creation of specific events for it, as auspicated by the director of 

Visit Denmark; as a matter of fact events linked to gastronomy always attract a 

wide volume of people; another aspect that could be exploited more would be 

the creation of NNC areas in already-established events. For example within the 

2012 edition of Salone Del Gusto, the most-known food festival in Italy, a 

symposium dedicated to NNC was organized and it was sold out many weeks 

before the event; this is an example of the potential that this kind of events 

could have in introducing and legitimating NNC in Italy. 

Definitely an element that brings about both integration and legitimization is the 

human element: it appears clearly that the presence of Nordic staff would be a 

central element in a NNC restaurant in Italy. As a matter of fact more than 80% 

of the people who responded to the survey think that it is essential to have 

Nordic staff in a NNC restaurant in Italy, therefore this appears to be maybe the 

most important guarantee of originality. This is also the way followed by Bjork 

restaurant. 

 

5.4 The Setting 

From the survey taken we could see that the majority of respondents, and the 

majority of people who think that NNC could be successful in Italy are from the 

Northern Italy. Starting from this point, I started to assume that Northern Italy 
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would be the best place for the introduction of NNC to Italy; this impression was 

also confirmed by the director of the Italian office of Visit Denmark (which is 

actually located in Milan). 

While the overall Italian market is saturated in the food and beverage 

industry, there is a slow but steady increase in Milan of gourmet food 

consumption and a growing market for restaurant services. 

In Milan, there was an increase of 2.6% in restaurant services in 2012 from the 

previous year, and a 1.9% increase in gourmet food consumption(Dario Aquaro, 

Il Sole 24 Ore, Speciale Ristorazione).  Milan deviates from the general Italian 

economy and statistical tendencies: 

- it represents the most international city in Italy 

- it is the city with the highest number of food-related events 

- Lombardia region is the first Italian region for propensity to new 

culinary experiences. Moreover in Milan there is a strong presence of 

non-Italians, which definitely leads to an even stronger propensity to 

this. 

- Milan will host EXPO2015, which will focus on sustainable and “clean” 

food; this will provide a push towards the promotion of new 

gastronomic cultures and lifestyles bound to nutrition  

- EXPO2015 might be a entry-door for the opening of such a restaurant 

Milan binds together innovation, creativity, research for the new and 

human curiosity, all in line with sustainability. It is the most multiethnic 

city in Italy, with an high number of Michelin-starred restaurants and wide 

number of culinary events all year round, that always gather a wide 

number of “foodies”. 

In 2015 Milan will host EXPO2015, the international exposition fair. 

Although Nordic countries, at the moment of completing this project, 

haven’t confirmed yet their presence to the festival, EXPO2015 might 
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provide a good entry-door for a Nordic restaurant in Italy. In fact the 

festival, which is themed “Feed the Planet, Energy for Life”, will provide a 

panoramic view on different food chains of the world, allowing the public to 

discover the links between food and their territories, their identities and 

cultures, and the values that the food itself communicates. The fair will 

constitute a chance for a dialogue on the different development lines and 

innovative solutions about the food of the future, on new tastes, new 

services, new tendencies and new politics. EXPO sees innovation and 

sustainability as strategic and cardinal factors for the shaping of the whole 

food sector; this implies awareness and human responsibility, within which 

knowledge, political decisions and strategies and the choices of single 

citizens have a major role.  One of the cardinal points of the fair will be the 

chance for different cultural and social identities to meet and dialogue 

through their culinary traditions. All the actors present at EXPO will have 

the chance to make themselves known and give the start to cooperative 

and innovative joined efforts: from governments, to farming communities, 

small and big craftsmanship enterprises, big distributions and small 

traders.  

Considering the fact that the general approach of EXPO2015 is very much 

in line with the one of NNC, and provided the participation of Nordic 

countries, EXPO2015 might constitute an almost perfect launching platform 

for NNC in Italy. The fair would allow Nordic countries institutions, chefs 

and entrepreneurs to make NNC known worldwide and in particular in 

Italy, educating people to its values and introducing its tastes. 

 

5.5 Limitations of the Study 

The strongest limitations of this study concern the nature and quantity of data 

gathered. 

Firstly, evidence and data is based on self-reporting, raising the possibility of 
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subjective answers; moreover, potential social desirability response might have 

occurred. Other limitations of qualitative data analysis must be considered, as 

subjectivity in result interpretation. However, there has been an effort at 

analysing the contents in the context of other evidence from documents 

collected and websites. 

 

With regards to the survey, the relatively small sample number of respondents 

and the non-statistical sampling criteria have surely to be considered as 

limitations of this study.  

Interesting future research perspectives would involve a larger sample for the 

survey, employing more stringent statistical directions, and wider number of 

cases analysed, together with a more in depth analysis of cases. 

 

5.6 Concluding Remarks 

As exposed by Czarniawska and Joerges, when an organizational model is 

brought into a new context it needs to be "translated". The translation process 

is a process of editing a concept, adapting it to a new non-native context. It 

happens when a foreign practice is adapted into a new context, thus modifying 

it and combining with local practices (Czarniawska and Joerges, 1996).  

Through the data gathered and analysed we could see how Italians’ call for 

originality and authenticity for New Nordic cuisine in the Italian territory is 

combined with a will for some integration with Italian elements. In fact while it 

was always underlined, both in the interviews and in the survey, the necessity 

for original ingredients, personnel and setting, the need for integration with 

Italian elements was always present. 

While it seems easy to establish which factors can provide originality and 

authenticity to NNC once transposed to Italy, it is not immediately evident to 
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establish which elements could bridge the Italian world with the Nordic, thus 

providing the integration.  

From the case studies analysed it seems that the element that best can bridge 

NNC to the new context is the human element. In particular a mixture of Nordic 

and Italian staff might be the best practical solution to provide the integration: 

authenticity and originality would then be guaranteed by knowledgeable Nordic 

personnel, which would also help to assure a strong Nordic identity. On the 

other side, Italian personnel would help legitimating New Nordic Cuisine in the 

Italian restoration and gastronomy panorama, providing the knowledge and 

expertise about the Italian culinary environment needed to integrate NNC in 

Italy. 

When an organization tries to imitate an organizational model, it is important to 

take into considerations differences in conditions and contexts of the imitated 

organization and the imitating one; as a matter of fact, the elements that 

brought to success a certain organization in its native field might not be possible 

to be replicated in another situation (Czarniawska and Joerges, 1996).   

This consideration by Czarniawska and Joerges leads to a series of further 

implications and potential problems related to the case treated in this project. In 

fact NNC is intrinsically characterized by strong values (see the New Nordic 

Cuisine Manifesto in the Appendix), and some of them would be problematical to 

transpose in Italy. As a matter of fact neglecting too many values of NNC could 

imply losing its intrinsic identity. This aspect constitutes a real challenge that 

needs to be thought upon carefully, as a balance needs to be find. A good 

starting point can be found in the fact that NNC and Italian cuisine share some 

basic values, such as simplicity, purity of raw materials and freshness; 

moreover the Italian gastronomic field as a whole is getting more and more 

conscious about the importance of organic and sustainable food. These aspects 

constitute another starting point for a balance between NNC and Italian culinary 

tradition.  
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A first and very practical consideration and potential problem deriving from 

these aspects is the one about the raw materials. As a matter of fact one the 

pillars of NNC is the usage of km-0 ingredients to the highest extent possible 

(including the employment of ingredients found in the very area of the 

restaurant premises); while it would be possible to transpose this value, as also 

envisioned by Christian Puglisi in his interview, this would be in contrast with 

the will of Italians to have the original Nordic flavours of the cuisine. Perhaps 

the best possible solution for this seeming paradox is a middle-way approach: in 

order to respect the funding values of NNC, 0-kilometer ingredients could be 

used every time it is possible, while the more properly Nordic ingredients could 

be imported.  

The integration of Nordic and Italian elements can therefore be considered as an 

innovation process, since a new form is created with new and innovative 

elements (Czarniawska and Joerges, 1996). The opening of a NNC restaurant in 

Italy implies the creation of a new formula, which would allow both a strong 

Nordic identity and a certain degree of conformity to the Italian restaurant field.  

While the introduction of NNC in Italy seems a viable project, some aspects 

remain unclear, and further research is needed before starting such an effort; at 

the same time it must be noted that, as most entrepreneurial missions, it is 

hard to foresee the viability in advance, and such an effort would always carry a 

risk. Other studies dedicated to the transposition of culinary models into new 

non-original territories don’t exist currently, therefore this is a new theoretical 

area that doesn’t have established frameworks for interpretation and that needs 

further research to be addressed more specifically.  
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Appendices  

Appendix 1.  Manifesto for the New Nordic Cuisine 

As Nordic chefs we find that the time has now come for us to create a New Nordic 

Kitchen, which in virtue of its good taste and special character compares favourable with 

the standard of the greatest kitchens of the world. 

The aims of New Nordic Cuisine are: 

1. To express the purity, freshness, simplicity and ethics we wish to associate with our 

region. 

2. To reflect the changing of the seasons in the meals we make. 

3. To base our cooking on ingredients and produce whose characteristics are particularly 

excellent in our climates, landscapes and waters. 

4. To combine the demand for good taste with modern knowledge of health and well-

being. 

5. To promote Nordic products and the variety of Nordic producers – and to spread the 

word about their underlying cultures. 

6. To promote animal welfare and a sound production process in our seas, on our 

farmland and in the wild. 

7. To develop potentially new applications of traditional Nordic food products. 

8. To combine the best in Nordic cookery and culinary traditions with impulses from 

abroad. 

9. To combine local self-sufficiency with regional sharing of high-quality products. 

10. To join forces with consumer representatives, other cooking craftsmen, agriculture, 

the fishing, food , retail and wholesale industries, researchers, teachers, politicians and 

authorities on this project for the benefit and advantage of everyone in the Nordic 

countries.                     (http://www.clausmeyer.dk/en/the_new_nordic_cuisine_/manifesto_.html) 
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Appendix 2.  The Original Survey 

Questionario sulla Nuova Cucina Nordica in Italia 

1. Frequenta abitualmente mostre-mercato sul cibo? 

� Sì 

� No 

 

2. Da quale zona d’Italia proviene? 

� Nord 

� Centro 

� Sud e Isole 

 

3. Conosce la Nuova Cucina Nordica? 

� Sì 

� No 

 

Per favore, proseguire con il questionario solo se si ha risposta sì alla precedente domanda. 

4. Come ha conosciuto la Nuova Cucina Nordica? 

� Attraverso i mass-media 

� Attraverso un’esperienza diretta 

     

5. Quali aspetti della Nuova Cucina Nordica ritiene qualificanti? 

    � Materie prime 

� Preparazione 

� Servizio 

� Ambientazione 
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6. Pensa che avrebbe successo un ristorante di Nuova Cucina Nordica in Italia? 

� Sì 

� No 

� Non so 

 

7. Può motivare la risposta precedente? 

Per coloro che hanno risposto “Sì”: 

� Novità 

� Esperienza culturale 

� Validità dei concetti di base 

Per coloro che hanno risposto“No”: 

� Valori e sapori di base non esportabili nella nostra cultura 

� Troppo differente dalle tradizioni italiane 

 

8. Quali criteri dovrebbe rispettare un ristorante di Nuova Cucina Nordica in Italia? 

� Originalità dei prodotti 

� Personale nordico (o che abbia avuto una lunga esperienza nei paesi nordici) 

� Ambientazione 

    9. Ritiene che l’integrazione con alcuni aspetti della ristorazione italiana possa favorire lo sviluppo della cucina 

nordica in Italia? 

� Sì 

� No 

� Non so 

 

Il questionario è anonimo. Si garantisce la riservatezza dei dati ai sensi della normative vigente. 
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Appendix 3.  Translation of the Survey 

 

1. Do you habitually attend food fairs? 

� Yes 

� No 

 

2. From which area of Italy do you come from? 

� North 

� Center 

� South and Islands 

 

3. Do you know New Nordic Cuisine? 

� Yes 

� No 

 

From now on, only people who replied “Yes” to the previous question may continue. 

4. How did you know it? 

� Through mass-media 

� Through a direct experience 

     

5. Which aspects of New Nordic Cuisine do you see as qualifying? 

    � Raw materials 

� Preparation 

� Service 

� Setting 

  



 73

6. Do you think that a New Nordic Cuisine restaurant could be successful in Italy? 

� Yes 

� No 

� Uncertain 

 

7. Could you motivate your previous answer? 

For those who replied “Yes”: 

� Novelty 

� Cultural experience 

� Validity of core concepts 

For those who replied “No”: 

� Values and flavours are not exportable in the Italian culture 

� It is too different from the Italian tradition 

 

8. Which criteria do you think that a New Nordic Cuisine restaurant in Italy should respect? 

� Originality of products 

� Nordic personnel (or trained in Nordic countries) 

� Setting and ambience 

    9. Do you think that an integration with certain aspects of the Italian restoration could help the development of 

New Nordic Cuisine in Italy? 

� Yes 

� No 

� I don’t know 

 

 


