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Abstract  
The thesis investigates if cultural values in one organization can support the development of 

competencies, which support the generation of successful spin-offs. The context of the study is the 

industry of gastronomy based on the case: Noma. The methodological approach of the research 

takes its stand in the realist philosophical perspective and the data for the research will be 

collected from a range of interviews with Noma alumni, based on an interview guide from a 

theoretical perspecive. The purpose of the research is to identify patterns in the empirical data and 

shape knowledge that can serve to explain the research area. Finally, the thesis provides a 

discussion of the most important findings stating, whether the findings confirm, extend, or 

contradict the literature. The study found that certain cultural values at Noma develop 

competencies, which have supported Noma employees in generating successful spin-offs. The 

research further provides suggestions for future research in the field.   
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Introduction  
In the past fifteen years we have seen the gastronomy scene grow and expand in Copenhagen like 

never before, and a large percentage of the expansion of new restaurants, especially bakeries in 

the past year, are started by former Noma chefs. They all share a bit of past at the same world 

famous restaurant, and they all share competencies and knowledge acquired at Noma. But what 

competencies are they? Do they hold these before coming to Noma, or are they acquired at 

Noma? It seems Head Chef and co-founder of Noma, René Redzepi has created an incubator for 

dedicated and ambitious individuals and an organizational culture that provides the development of 

certain competencies to generate spin-offs. When employees leave an organization to generate a 

successful spin-off they leave with both competencies and cultural values, hence the research 

question:  

 

What organizational values are made salient in the culture in Noma, which support Noma 

employees in generating successful spin-offs? 

 

To investigate this question I will conduct interviews with former Noma employees in order to get 

an understanding of the culture in Noma and the boom in entrepreneurial Noma spin-offs. Because 

of my own career in gastronomy and in the specialty coffee industry, I have a thorough network 

and connections to vital people in the industry including Noma alumni.   

 

The first section is concerned with the examination of how spin-offs can emerge from companies 

and how parent companies can benefit from spin-offs. Secondly, what cultural values are found to 

be instrumental in the development of the competencies necessary to generate successful spin-

offs.  

 

The study takes a realist philosophical approach to the research. The research will be approached 

deductively with theory, and data is collected to either confirm, extend, or reject the theory and 

shape knowledge, which can explain the research area. I will also approach the research 

inductively to achieve an openness to the interview conversations, which could result in novel and 

interesting findings. The deductive approach will limit the scope of the research and add a more 

critical intake. The aim of the research approach is to identify patterns related to this one case. 

The findings of the research is based on interpreting the results of a number of interviews. The 

interview guide, designed for the purpose of this research, hold an open structure and contain 

theoretical and dynamic questions, which is exptected to give novel and interesting findings. 

Eleven people were contacted to participate in the study – four did for various reasons decline, 
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seven took part and will serve as sources in the data collection. The chosen interviewees 

represent a diversity to the research area. The data collected from the interviews are dealt with in a 

coding process with the use of a computer programme. The report on behalf of the interviews is 

presented with the transcriptions of the interviews.   

 

Various literature on spin-offs, organizational culture and intrapreneurial activity is included and it 

will be analyzed and discussed in regards to the findings of this research.  

Noma and the New Nordic Cuisine will be presented to add knowledge about the case.  

The research findings illutrate that the organization structure at Noma provide the development of 

some competencies considered important to generate spin-offs. A concept called Saturday Night 

Projcts is an example that is said to encourage entrepreneurship and develop some competencies, 

which can be considered useful in the generation of spin-offs. I will investigate the cultural values: 

trust, communication, knowledge sharing, and the search for originality, which have shown to 

develop comptencies amongst some of the interviewees. In addition, the claim for originality is an 

important matter to generate successful spin-offs. Counter-reactions can be ways to claim 

originality. Claiming originality can be a competitive advantage, so can prototypes used to test 

unfamiliar markets. The research also indicate that hierachy plays a central role in organizational 

cultures in this context, and in the industry, and it is therefore suggested that future researchers 

are attentive to this. Finally, research findings indicate that the interviewees hold some of the 

competencies that are also developed at Noma, due to cultural values, and it is discussed if Noma 

attracts specific people with specific competencies. Especially, this matter has not been thoroughly 

investigated in the available literature, therefore this research suggests that future researchers 

dvelve deeper into this paticular aspect.  

The validity of the research is supported by the statements of the interviewees, which demonstrate 

an overall common understanding the organizational culture of Noma, and of which cultural values 

are made salient to the culture of Noma, and what comptencies are developed due to these 

cultural values. Based on the knowledge acquired from this research concerning one case, these 

novel findings can serve as the basis for others to research other cases, and over time the findings 

can be internalized in the approach to the creation of spin-offs.  

The structure of the thesis is as described above.  
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Philosophy of Science  
Philosophical Position  

The philosophical position I choose to take in the approach to this thesis’ research question, is 

realism that originated from positivism. Contrary to Kvale & Brinkmann, whose description of 

interview method I have used, they consider knowledge from the interview situation socially 

constructed, hence produced, whereas I, from the realist conviction consider knowledge as already 

existing therefore, collected. In this chapter realism is presented and held against social 

constructivism to demonstrate the differences. Furthermore, there will be a section concerning the 

choice of research strategy for this thesis concerning induction, deduction and abduction.  

 

From the realist perspective one believes that phenomena ontologically exist beyond our social 

construction of it and no matter our perception and awareness of it (Saunders, 2009). Usually one 

would choose a constructivist approach to qualitative research (Creswell, 2014), but to this case, 

the cultural values that my research is concerned with, are similarly considered existing beyond the 

knowledge gathered from the interviews, whether or not we relate to them. Therefore, realism is 

the choice of philosophical approach to this research. The epistemology of realism consider 

knowledge achieved through objective research, in which reliability and validity are the quality 

criteria (Creswell, 2014). In practice the research is approached with theory and data, which is 

collected to either prove or reject the theory and shape knowledge that can serve to explain the 

research area (Creswell, 2014). That is the deductive approach to research. Some realists sees it 

as a simple matter to just go an collect knowledge. Others are a bit more critical and acknowledge 

that even though things exist independent of the observer, it is not always so easy to collect 

knowledge about these things. In the case of this research, cultural values are more difficult to gain 

knowledge about than for example, how many employees work at Noma. The concept of cultural 

values, by being inherently subjective that is, filtered through the experience and knowledge of 

both interviewer and interviewee, can only attempt to be objective or realistic by awareness of this 

in the approach and methodology.  

In realism qualitative research interviews can be used to investigate one case and on behalf of that 

one case state something general about a bigger context. In order to generalize the researcher 

has to be objective. However, in regards to this study, the aim has not been to generalize 

something about a bigger context, only to gain knowledge about which cultural values are adopted 

from the culture at Noma and how, they are used to generate spin-offs.  
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Contrary to positivism and realism constructivism operate with the reality as ambiguous and 

unstable. The research process is therefore influenced by subjective meanings of their experience 

with the research topic, and knowledge is believed socially constructed in the situation, hence in 

interaction with others, and by influence of history and culture. As opposed to realism the 

researcher interpret the meanings that others have about the world in the attempt to make sense 

of knowledge, whereas realists develop meaning from starting with theory (Creswell, 2014).  

Research Approach  

This section serves to explain the philosophical approach to the empirical data chosen for this 

thesis. 

 

The interviews were deductively approached with a theoretical framework that was used in order to 

test the theory in relation to the empirical data. Deduction is a formal logic used in quantitative 

research that consists of approaching the empirical data from a theoretical perspective by testing 

hypotheses (Creswell, 2014). In case analysis one cannot derive knowledge from testing 

hypotheses, since hypotheses are usually limited to statistical research, where one would make 

conclusions on behalf of the hypotheses to try to falsify these (Kvale & Brinkmann, 2015) 

(Creswell, 2014). In qualitative research however, it is possible to work deductively with the use of 

one single case to test general theories from a deduction (Kvale & Brinkmann, 2015). Deduction 

has its advantages in the logic approach that from theory will result in facts. While the theoretical 

frame also limits the interview conversation and the knowledge that is deduced from it.  

 

The advantage of the inductive approach is the rather openness to the interview conversation that 

has resulted in novel and interesting findings. However, approaching any conversation without a 

theoretical approach is not possible (Creswell, 2014), therefore combined with deduction, the 

scope of the interview was limited and approached more critically, since the theoretical framework 

restricted the conversation to some extent. Induction is a process, where the interviewer would 

observe several cases in order to state something general about the cases. The approach is 

typically used in qualitative research to identify patterns and express possible explanations for the 

found patterns. I have gained knowledge from several interviews and found some patterns from 

which I have made some possible explanations for those patterns, related to the one case I am 

looking into. Abductively, moving between empirical data and theory allow the thesis to balance 

between existing theoretical knowledge and the empirial data from my interview sources to find 

new knowledge and create potential patterns.  
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Methodology 
In this section I describe the methods used to produce knowledge for this thesis and its role in the 

thesis process. Using qualitative research through the conduction of semi-structured interviews 

has been chosen for this thesis in order to gather data for my analysis of Noma’s organizational 

culture in relation to spin-off entrepreneurship. 

Qualitative Research Method 

I use the framework on interviews of Steinar Kvale and Svend Brinkmann - both renowned 

personalities within qualitative research, because it is known to be a useful method in case studies 

of a specific person, situation, or institution (Kvale & Brinkmann, 2015). When the researcher 

attempts to get new insights by looking into understanding the human experience of an area, the 

method is, according Kvale and Brinkmann a suitable method. Kvale and Brinkmann have a social 

constructivist approach, therefore they argue, that the interviews are most suitable if the approach 

is phenomenological (Kvale & Brinkmann, 2015). Although, my philosophical perspective derives 

from realism the interview method is still a reliable method, because I am looking for findings that 

can provide answers to, whether the cultural values at Noma are instrumental in the development 

of certain competencies that are required to generate successful spin-off companies, from the 

perspective of Noma alumni. I attempt to gain the knowledge through interviews with former Noma 

employees, who have started their own companies. 

  

The open structure of a qualitative interview has its pros and cons. There are no standard 

procedures or rules of execution of interview studies. There are however some standard choices of 

approaches and techniques in the different phases of an interview study. Kvale & Brinkmann have 

described seven phases that they consider important in an interview study. The seven phases are: 

1) Thematization, 2) Design of interview study, 3) Execution of interview, 4) Transcription, 5) 

Analysis, 6) Verification and 7) Reporting (Kvale & Brinkmann, 2015). I will run through the seven 

phases, and mark the most important aspects of each phase, and argue for my choices in regards 

to the methods I choose. 

Thematization 

The theoretical settlement and the actual research question on the phenomenon is supposed to be 

defined as the very first thing before doing an interview. In connection to that the why, what and 

how of the research area should be in its place. It is very important to explain the purpose (why) of 

the research very detailed, before doing an interview. The why of the research and the what 
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(knowledge about the topic being investigated) should be defined before the question about how – 

the (method) is proposed (Kvale & Brinkmann, 2015).   

Design of Interview  

The design of the interview is determined by the topic, and it is very important to plan the interview 

down to every detail from the beginning. One should always know, why one is doing the interview, 

because it determines all of the components of the design of the interview. The purpose of the 

interview determines how many interview people are needed, to get an insight of the topic you're 

investigating. Usually the number of interview people is either too big or too small. If it is too small 

it’s hard to generalize and not possible to test hypotheses. If it is too big, there is hardly time to do 

in-depth analysis of the material. An average amount of interview people would be fifteen plus 

minus ten. The reason for that is a combination of time and resources. At a certain point a larger 

amount of interviews will lead to less new information (Kvale & Brinkmann, 2015). The time 

dimension of the interview should also be considered throughout the planning of the interview. 

That will give you a constant overview. 

  

In regards to the lack of literature studying the topic spin-off entrepreneurship, I made an attempt 

to plan interviews with corporate spin-offs risen from Noma; Barr, 108, and Hart Bageri as well as 

the COO of Noma Benn Liebmann, who is the chairman of the mentioned spin-offs, because these 

would be more in line with the chosen literature that concerns corporate spin-offs. Since that was 

not possible, I had to follow another strategy.  

I contacted eleven people for my interviews - seven agreed to take part and four people declined 

for different reasons. I wanted to use my network and get around the topic from different angles.  

That meant that I talked to three people, who have opened a bakery, and four people that have 

opened their own restaurants. The interviewees are: Anders Selmer (Kødbyens Fiskebar, Rouge 

Oyster, Mesteren & Lærlingen & Musling), Anders Lorenz (Alice), Beau Clugston (Illuka), Jesper 

Emil Gøtz (Lille Bakery), Milton Abel (Andersen & Maillard), Philipp Inreiter (Slurp Ramen Joint and 

Informal) and Rosio Sánchez (Hija de Sánchez and Sánchez). They are chosen on behalf of their 

different backgrounds before and after joining the team at Noma, and their different set of skills 

and experiences. Furthermore, their approach to their spin-off companies and positions at Noma 

has played a role in the selection process. The positions they had at Noma varies from waiter, to 

sous chef, to chef de partie, to intern, to R&D chef in the test kitchen and to restaurant manager 

and CEO of Noma. The choice of interviewees embraces a diverse perspective on the topic, which 

has been of high priority.  
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When doing the interviews it is an option to ask control questions to validate the quality of the 

interview. It would also be a good idea to keep a journal to register experiences during the process 

doing interviews (Kvale & Brinkmann, 2015), in order to track, if changes have been necessary to 

make from interview to interview. 

During the interviews I focused on listening to what the interviewee was telling me, to be able to 

ask thorough follow-up questions and control the process to keep track that I got an answer to my 

question. This seemed to help develop the interviewees’ narratives and extend the answers with a 

more thorough nature. I tracked changes and incorporated that in the following interviews.  

Data collection  

According to Kvale & Brinkmann interviews were previously thought as gathering information about 

a topic solely by asking an interview person questions. Kvale & Brinkmann explain why that is not 

the case, rather an interview is an interpersonal situation, it’s a conversation between two people 

about a topic that is considered interesting to both parties. The interviewer does not collect 

knowledge from the interviewee, knowledge is created between the two people (Kvale & 

Brinkmann, 2015). From my philosophical perspective coming from realism, my approach is 

different in the sense that interview situations are considered to provide the interviewer with 

information that I collect from the conversation. The knowledge that I am seeking about cultural 

values and competencies is not socially constructed in the interview situation, rather it is present, 

and through the interview I gain an understanding of how that relates to the interviewees. The 

cultural values that I am looking into already exist, and I am interested in, which ones they have 

adopted, and how they have used them, when generating successful spin-offs.  

I have reflected on the influence my knowledge of the industry and Noma could have on the way I 

approach the interview process. It might influence my perception of the culture in Noma, and I am 

aware of that, when analyzing the data. 

 

The interview is usually prepared with a script or an interview guide that helps guide and structure 

the interview. A semi-structured interview would usually consist of some overall themes that should 

be covered, and a list of theoretical thematic research questions, which relate to the chosen 

research area. Including dynamic questions in an informal language for each theoretical thematic 

question, will create a better flow in the interview situation (Kvale & Brinkmann, 2015). 

The thematic questions address to the research topic and are used for the later analysis. The more 

spontaneous the procedure is, the more likely you are to get spontaneous, living, and unexpected 

answers. Questions outside the structure will give you interesting stories, a better insight in the 

theme and create a more living conversation. A more structured interview is easier to work with in 
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the analysis of the material (Kvale & Brinkmann, 2015). Dynamic questions are ‘how’ questions, 

and they are meant to advance a positive flow in the conversation, keep it going, and stimulate the 

interview person to share emotions and experiences. The questions should be less academic than 

the thematic questions and in an easy understandable language (Kvale & Brinkmann, 2015). 

  

In order to achieve a comfortable and secure situation for the interview person to feel safe about 

sharing personal information, the interview starts with a briefing. The task of the interviewer is to 

define the situation, the purpose and the context, explain what the sound recording should be used 

for, and make sure the interview person can ask questions before starting, if needed (Kvale & 

Brinkmann, 2015). 

  

In the interviews, I always introduced the purpose of the interview for the interviewee before we 

started. By presenting, why I am doing the interview, and what I am looking for in my research, it 

will not only help the interviewee to understand the purpose of the interview, it will also help guide 

myself through the interview and keep my focus. Like Kvale and Brinkmann suggest, I prepared a 

script with ten themes, a list of theoretical questions for each theme and a list of dynamic questions 

to guide my interview and help me speak in an informal language to create a comfortable space for 

sharing narratives and personal information. 

After the briefing it is important to stage the situation for example by asking questions like; “Have 

you ever experienced…?” or “Can you remember the first time you…?”. These questions are used 

to encourage the interview person to describe their point of views of their lifeworld. Staging is also 

used to create a safe space for the interviewee to feel safe about sharing personal and emotional 

stories from their own life. To create a safe space, the interviewer should listen with attention and 

show interest, understanding, and respect for, what the interviewee is saying (Kvale & Brinkmann, 

2015). 

After the interview the interviewee sometimes feels a bit anxious or tense because they have 

shared personal information, emotions, and thoughts, without getting anything back. Therefore, a 

debriefing is important. The researher should ask the interviewee about their experience with the 

interview, and whether they have anything to add or ask about. Sometimes new subjects, stories, 

or questions are brought to the table after the recording is switched off. From an ethical point of 

view, if that is the case, the interviewer must ask for permission to use the information, since the 

interviewed person usually might think, that the informal conversation, after ended interview, is not 

a part of the research. Maybe spend ten minutes after the interview to reflect upon the information 

by yourself. These initial notes on behalf of the interview interplay can be of meaningful importance 

for the later analysis of sound recording (Kvale & Brinkmann, 2015). 
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After every interview I asked the interviewee, whether they had any questions, and several of them 

asked about my research, and it developed into an informal conversation about my purpose with 

my research, my personal interest in the subject, and what findings I was expecting to discover.  

I took ten minutes to reflect upon the produced knowledge, and wrote down the most important 

takeaways that I found in the interviews. I also wrote down if some of the questions were hard to 

understand for the interviewee or if some questions were irrelevant or a repetition, and therefore 

needed to be reconsidered for my future interviews. 

Interview Variations 

Reliant on the research topic, it’s important to know your interviewees to be able to prepare the 

best for the interview. There are different variations of interviews. I will only mention the ones that I 

find relevant to my research area. 

  

Elite interviews with leaders and experts in powerful positions can cause some trouble getting 

access to an interview. But once there is an agreement, the asymmetrical power relationship can 

be balanced out. A reseacher can create more symmetry in the power relationship by entering the 

interview with expertise knowledge on the topic, gain information about the interviewee’s personal 

situation and background, and master the technical language (Kvale & Brinkmann, 2015). 

  

Narrative interviews are valuable when the purpose of the interview is to understand the life story 

of the interview person, that is best done by encouraging the interviewee to share stories of their 

life and express meaning and knowledge. It is fundamental to the interviewer to be good at 

listening, when narratives are presented during the interview. According to Mishler in Kvale & 

Brinkmann, narratives are natural cognitive, and linguistic ways in which humans attempt to 

organize and express meaning and knowledge (Kvale & Brinkmann, 2015). 

  

Some interviewees would classify as experts. These might have agendas and act sceptical to the 

study. From my findings two interviewees could classify as experts, due to their high positions at 

Noma and their close relationship to René Redzepi, and therefore be reluctant to detain some 

knowledge about the organizational culture at Noma or their current relation to Noma as a spin-off 

venture. These interviewees might want to protect the reputation of Noma, which could be an 

example of an agenda that might influence, what the interviewees have chosen to share in the 

interviews. Another reason could be that they themselves want to be percieved as original. One 

elite interview I did was with Anders Selmer, who is a close friend of René Redzepi and was on 
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board building Noma, when it first started. He was the restaurant manager and later became the 

CEO of Noma. Today, he owns three restaurants and a bar. I characterize the interview as an elite 

interview, because the access was challenging, and he seemed skeptical towards my questions, 

which could be caused by the fact that he was a central person at Noma and a close friend of 

René, as well as skeptical towards being classified as a spin-off from Noma. 

 

The rest of the interviews are narrative interviews. I managed to create safe spaces, and they all 

shared very interesting stories from their life and career before, while and after being at Noma. 

Some of them even shared very personal stories and emotions about working at Noma.  

Transcription 

Transcribing interview material is transforming oral conversation into written language. Notes 

during the interview can be disturbing for the conversation flow during the interview, and without a 

sound recording, accurate linguistic wordings can be forgotten. A sound recording is a good idea, 

because it makes the interviewer capable of being present and aware in the interview situation 

(Kvale & Brinkmann, 2015). 

  

Transcriptions can take a long time dependaning on the quality of the recording, experience with 

transcription, and the demand of details and accuracy. The writing style and interpretation of the 

interview also has an influence of the outcome. As already argued interviews can contain sensitive 

personal information therefore, it is important to be aware of your ethical responsibility as an 

interviewer. One of the important tasks is to consider how you store the recording, and you may 

also consider deleting recordings, that no longer shall be used. Some interviewees are very 

surprised, when they see the transcription of their oral statements. The oral language can look very 

different, when it’s written down, and maybe some interviewees will complain, when they see the 

written language. A consideration could be to write the transcription in a more fluent language, so it 

does not come out in a way, that does not correlate with the interviewees’ oral language (Kvale & 

Brinkmann, 2015). The further analysis of the transcription is considered an extension of the 

conversation that has begun with the interview situation (Kvale & Brinkmann, 2015).   

I have done voice recordings with all of my interviews. In the transcription process I chose to write 

down everything from the conversations, giving me about nine hours written material to use in my 

analysis.  
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Reporting 

The report on behalf of the transcribed material is the construction made by the researcher, 

therefore containing the interpretations and way of presenting the interviewed person’s lifeworld. 

This is where the validation and generalization of the interview results become a central part of the 

communication with the reader. 

When reporting the researcher should be aware of hers or his audience, meaning the importance 

of knowing the audience and targeting the right audience (Kvale & Brinkmann, 2015).  

Reports presenting interesting conversations with interview people can seem like a downgrading of 

often lively narratives. As a researcher it is important to figure out how the knowledge should be 

presented. The narratives of the study are chosen for the structure of the report. This structure is 

commonly known and present the knowledge as a conversation between people visually presented 

with names of the interviewer and the interviewee. It is a simple and distinct structure 

demonstrating a conversation format.  

Anonymity  

In the presentation of the narratives the researcher should be aware of ethics, when working with 

personal information, and consider if and how the report could affect the interviewee and her or his 

future forward. In relation to that the researcher could consider, whether the interview person 

should be anonymous, and how that would affect the results. If the interviewee wishes for the 

conversation to be confidential, the researcher should be aware of misleading interpretations and 

also think about, how it will affect the story (Kvale & Brinkmann, 2015). 

I have decided that the interviewees should not be anonymous in the interview report and when 

addressed in the research, because they have not expressed a wish to be anonymous or keep the 

material confidential. I am aware that this might have altered, what statements they have given to 

the research. Anonymity is an important aspect to a reseach study, but it is only necessary to 

address in studies in, which the interviewees ask to be anonymous.  

Analysis 

As there are different ways to conduct interviews, there are also different ways to analyze the 

material depending on the knowledge that has been produced in the conversation. With the 

narratives produced in the conversation, it is a task for the reseacher to reconstruct the original 

story into a story to tell the audience (Kvale & Brinkmann, 2015). 

  

According to Kvale & Brinkmann there are six steps in the analysis. The analysis begins already 

during the interview, and the first step is the interview person sharing stories and describing their 
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lifeworld. In this step there will only be very little interpretation from the interviewer. Second step 

consists in the interviewee, who discovers new meanings and insights in their own life and story as 

they talk. That can be seen as a self-analysis with the interview person. On the third step the 

interviewee is likely to condense meaning from the given information. First, the researcher would 

interpret the information, and then ask questions to the interviewee in the attempt to confirm the 

information given. In this situation the interviewee has the opportunity to correct the interviewer, if 

she does not agree with the interviewer. This way both interviewer and interviewee can constantly 

interpret and confirm however necessary. On the fourth step the interviewer will analyze the 

material either with the use of transcription or computer programmes. On the fifth step the 

interviewer might feel the need to re-interview the interviewee. By sending the interpretations and 

transcriptions to the interviewee, he or she will have the chance to co-validate and comment and 

clarify if he or she feels like it. The sixth and optional last step is considered cooperation between 

the interviewee and the interviewer, where they move on from conversation to action on behalf of 

the knowledge they have produced in the interviews (Kvale & Brinkmann, 2018:255-256). 

 

When conducting my interviews, I listened carefully in order to be able to ask questions, that could 

encourage the interviewee to elaborate on some of the things he or she had said, to validate or 

correct their answer or for me to get a better insight and some more knowledge about the topic. I 

realized that some of my interviewees discovered new meanings and insights in their own life as 

they talked and in relation to my questions. With some of my interviewees I have sent a follow-up 

email to clarify some or their answers that were not clear to me. After finishing the transcriptions, I 

transferred them to the programme NVivo to code and categorize my findings in relation to my 

theory.  

The theory of coding is presented shorty in the following.  

Coding 

Before starting the analysis the use of computer programmes can be used in order to structure the 

material and make the further analysis easier. Computer programmes cannot be used to interpret 

the material that is still a job for the researcher (Kvale & Brinkmann, 2015). Coding and 

categorization is the most common format of computer analysis. The purpose of coding is to create 

a system used as an overview by connecting few key words to parts of the text, while categorizing 

is a more systematic categorizing of statements, which gives the option of quantifying (Kvale & 

Brinkmann, 2015). 

Glaser and Strauss introduced Grounded Theory approach for quantitative research back in 1967, 

in which coding played an important role. Contrary to content analysis coding does not have to be 
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quantified, instead coding is compared to other codes and the relation between those and the 

context, is the focus of the qualitative analysis (Kvale & Brinkmann, 2015). Grounded Theory 

codes are short and immediate and describe the experience explained by the interviewee. In the 

coding process the codes are constantly compared to find similarities and differences, which will 

lead to new discoveries that can all be put into categories to further reach a new level. The 

advantage of categorizing is the ability to reduce large amounts of interview material and give 

structure and overview, and give a complete description of the descriptions and experiences 

supposed to be examined (Kvale & Brinkmann, 2015). 

I used the programme NVivo to code my data. I used the themes from the interview guide that 

helped create structure, as codes to categorize my interview material in a coding system. I read 

through all the transcriptions that were transferred to the programme, and found the statements 

that fitted into the codes, I had created. The programme keeps the codes in folders, this way it 

helps me structure my coding process. During the interviews new themes came up in the 

conversation thererfore, the codes changed and new codes were added to the coding process and 

later the analysis. I have attached pictures of the codes before and after the interviews in the 

‘Appendix’ page 78. 

Verification  

Reliability & Objectivity  

Reliability is especially discussed in relation to mistrust towards the validity of the results. To 

validate is to control, to ask, and to theorize. Asking questions to the material could do this. One 

good way to validate the gathered knowledge is to validate all aspects of the interview research 

during the phase of preparing and producing, this is when designing the interview guide, doing the 

interview, transcribing the material, and all the way to the analysis and the final report (Kvale & 

Brinkmann, 2015).	   
Can knowledge produced in interviews be objective? Objectivity means that the knowledge is free 

of personal opinions and prejudices - it is unbiased knowledge (Kvale & Brinkmann, 2015). There 

are different ways of acting objective. According to Kvale & Brinkmann one of them is reflective 

objectivity, which means that the researcher reflects upon their own findings. In social sciences 

you let the object speak and the researcher behave corresponding to, what is said. That makes the 

researcher able to be loyal to the phenomenon (Kvale & Brinkmann, 2015).  
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Reliability of Sources 

In order to claim reliability the researcher should be objective to the information gained from the 

results of the research (Kvale & Brinkmann, 2015). The aim of approacing reliability is to clarify 

researcher bias and recognize, whether other researchers would come to the same conclusions of 

this research.   

In my position as researcher in this study I am aware that I might be biased. Since I have worked 

in the industry I have an insight that could affect how I have behaved in regards to the knowledge 

gained from the interviewees. On one side I might have a better understanding of the industry, thus 

asking better questions, that imply a good understanding of the industry, and gaining knowledge 

other researchers would not gain. On the other side I could be reluctant to go around things that 

could seem evident because I am familiar with the industry. Due to my network in the industry it 

has given me access to sources, which other researchers could not access. Again, the advantage 

for the research is the familarity with the industry, the disadvantage is the preconceptions it might 

bring.  

Validity of Data  

Validating the interview research means to look over if the research is actually examining, what it 

was suppose to examine and therefore, concerns the quality of the research during the interview 

study (Kvale & Brinkmann, 2015). Since this study aims at deducing knowledge from several 

different interviewees about one case, it is important to be aware that the interviewees’ different 

backgrounds and experiences at Noma, could affect their opinions and answers and therefore the 

results of the research. Therefore, it is important to examine the validity of this research.  

 

The advantage of the inductive approach is the rather openness to the interview conversation, 

which has resulted in giving the interviewees space and trust to express themselves openly and 

free of bias. This adds to the validity of the research. In the begininng of every interview I 

introduced the purpose of the research and made room for questions, which allowed me to higher 

the validity. When the interviewees are well informed about the purpose of the research, it 

improves the probabilities that they will give answers, which actually contribute to examine, what 

the research intend to examine. The interview guide has followed a theoretical framework from the 

literature, namely the cultural values mentioned by Al-Alawi et. al. (2007) and originality described 

by Leer (2016). I asked the interviewees to describe the cultural values in regards to Noma, and in 

regards to the development of certain competencies required to generate sucessful spin-offs. 

Having set a clear frame for the interview with both theoretical/academic questions and dynamic 

questions, the validity of the data should be high. The findings demonstrate a common 
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understanding of the cultural values at Noma, and how they contributed to the organizational 

culture. This gives the impression that the data is reliable. Some diasagree with the values of trust 

and communication, whether these values developed competenices at Noma, however, these are 

discussed, and it appears that hierarchy has a say in these different perceptions of trust and 

communication. Yet, trust is considered important to all interviewees therefore, I claim that the 

quality of the research is good.  

Generalizability  

Case studies are often criticized for the lack of scientific proof and generalization. As stated in 

qualitative reseach, one case study can have enough value to be used in a generalizing of a 

specific topic or phenomenon (Kvale & Brinkmann, 2015), because systematically seeking to 

create patterns from the data, emphasis is not so much on verification rather on gathering 

multitude empirical data to obtain new knowledge. But in order to generalize we need to ask, if the 

results can be transferred to other relevant contexts and situations (Kvale & Brinkmann, 2015). 

  

In regards to this study, the aim has not been to generalize something about a bigger context, only 

to gain knowledge about which cultural values are adopted from the culture at Noma and how, they 

are used to generate spin-offs. Based on the knowledge acquired from this research concerning 

one case, these findings can serve as the basis for others to research another case, and over time 

the findings can be generalized this way. To that matter I consider the findings of this study both 

industry-specific but also very case-specific. The research has found that the interviewees can 

agree on specific competencies gained at Noma due to the cultural values of the organization. The 

explanation to this not only limit to cultural values, it also concerns leadership and organization 

structure that, to some extent, is unique to Noma.  

The leadership seems to play a significant role in relation to cultural values such as 

communication, trust, entrepreneurship, search for originality, and to knowledge sharing, and since 

these are connected to one man, Redzepi, that is a resource that cannot be replicated to other 

contexts. However, the same cultural values and organization structures might likely be 

represented elsewhere in both other restaurants within the industry, since there is a long tradition 

of a caricatured industry in terms of for instance a very hierarchical culture, which is often 

mentioned by the interviewees to be of importance, but they might also be found in other contexts, 

which could similarly supply employees with the necessary competencies to generate successful 

spin-offs. Findings also tell me that the individuals from Noma, who have created their own 

successful spin-offs, have entrepreneurial skillsets and mindsets as well as ambitions to succeed 

with their own companies. Therefore spin-off entrepreneurship is also considered a competency 
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that might already be developed by several of the interviewees before applying to Noma. So on 

one hand Redzepi offers something very specific in terms of leadership and cultural values. On the 

other hand, Redzepi represents an approach to leadership, and cultural values that is generally 

found in the industry. So, in this way I study the broader context by studying one typical example. 

Further studies of other restaurants in Copenhagen in the same league (Michelin starred 

restaurants), could be studied in order to come to further understandings of, whether patterns seen 

at Noma could be replicated to other contexts in the same industry.  

 

Noma’s test kitchen will be compared to university contexts and discussed in correlation to the 

literature stating that the context of universities provide opportunities for the development of 

businesses based on knowledge emerging from academic research (Rasmussen et. al., 2011). 

Similarly, it is mentioned that the test kitchen at Noma provide knowledge that is used in the 

development of new ideas. The organization structure of Noma and access to ressources, could 

be generalized to the context of university contexts. In both contexts it is described how knowledge 

is produced and shared within an institution or an organisation, with the purpose of using that 

knowledge to develop new ideas or generate spin-off companies.  
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Limitations 
This chapter aims at bringing forward the limitations this study had to face. The chapter will 

address the matters of quality and validity of the choice and reliability of the reseach question, the 

literature and the interview sources. 

Choice of research question 

The discussion on whether spin-off is the right wording for the topic of, what this research aims to 

examine, is addressed in the chapter ‘Discussion’. In the literature one would call it spin-off, but in 

the context of this study, the term might have limited or prevented the access to some sources, 

relevant to the study – like Puglisi - and the quality of the research.  

Quality of Literature 

In the beginning of the research I discovered that literature on spin-off entrepreneurship is very 

limited, and in particular in the context this study is examining. The literature chosen for the study 

was not exactly about creating spin-offs, but something as close to it as possible. As explained in 

the literature review, literature is chosen on behalf of this limitation to serve as the best possible 

conditions to achieve knowledge on the research topic. The choice of literature for the theoretical 

frame of the data collection has been a starting point for the research. Had I chosen a different 

theory as starting point, I may have gotten different information. The limited access to literature in 

the field, gives this study an opportunity to add new knowledge to the research field.  

Choice of Sources 

The choice of interviewees is based on aiming at a versatile group of representatives and on 

access to the sources. As discussed previously, in relation to the literature, interviews with 

corporate Noma spin-offs like Barr and 108, could have given a more reliable perspective in order 

to answer the research question, but lack of access prohibited the attempt. Puglisi is mentioned as 

a counter-reaction to Noma and the New Nordic Cuisine, which could serve as an argument, that 

his businesses do not benefit Noma, and could contrary be a competitive threat. Puglisi does not 

consider himself a spin-off of Noma, which is the reason for him to decline on contributing to the 

study. His missing perspective has limited my access to knowledge concerning counter-reactions 

and on spin-off entrepreneurship in relation to Noma. His perspective could have added an 

interesting insight in, why one would choose to distance oneself from Noma and the New Nordic 
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Cuisine. This is addressed in the discussion, and it is suggested that it might be that the search for 

originality is the reason for his rejection of Noma.  
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Literature Review 
The purpose of this chapter is to present the choice and selection of literature that is considered 

relevant for the analysis and the discussion of the topic of this thesis. First, I will present the 

limitations I had to face regarding my literature. Second, I bring forward literature on spin-offs in 

general, how they are generated, and what cultural values and individual competencies might be 

instrumental in creating spin-offs. Thereafter, there will be a section about counter-reactions to 

Noma, and in addition a short section concerning the relationship between spin-offs and parent 

company. Finally, I will include a short paragraph about the chosen literature for the methodology 

used in the thesis. The method to find the right literature for this study is done with the use of 

different search strings in the online library search function of Copenhagen Business School’s 

library.This is demonstrated in the ‘Appendix’ page 1.    

Introduction & limitations of literature 

In order to find literature that has done research in the field, I had to look for the right term 

describing the phenomenon. For want of a better expression I found spin-off the most suitable term 

for the research phenomenon. The chosen literature deal with spin-offs in different variations, 

organizational culture and intrapreneurial activity, however my focus will be mainly on spin-off in 

relation to entrepreneurship. I will draw on literature regarding competitive advantage and the claim 

of originality from Leer (2016) and Kim et. al. (2005), who present the theory of Blue Ocean 

Strategy. Blue Ocean Strategy will be addressed in the ‘Discussion’.  

Knowledge is by Al-Alawi et. al. (2007), Rasmussen et. al. (2011), and Subramanian (2005) 

considered an important factor for exploiting opportunities in the shape of spin-offs (Al-Alawi et. al., 

2007) (Rasmussen et. al., 2011) (Subramanian, 2005). Literature studying corporate spin-offs is 

chosen to add to the knowledge on spin-offs in general. In regards to that matter, I have tried to 

conduct interviews with the people managing Noma spin-offs like Barr, 108 and Hart, companies I 

define corporate spin-offs, as well as the COO of Noma Ben Liebmann, who is chairman of the 

mentioned companies including more spin-off companies risen from Noma, however this turned 

out not to be impossible. The lack of literature on the topic has resulted in a limited scope of 

literature concerning this matter, consequently the focus on organizational culture and knowledge 

sharing since it can also be considered success factors when generating spin-offs. Therefore, this 

study is needed because it is a different and new approach to the topic.   
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Type of spin-offs  

There are many kinds of spin-offs, including corporate spin-offs, university spin-offs, and spin-off 

entrepreneurship. Bruneel et. al. (2013) mention that there are three types of corporate spin-offs: 

incumbent-backed-, opportunity-, and necessity- spin-offs. The purpose of the study is to present 

knowledge on the relationship between spin-off type and firm growth (Bruneel et. al., 2013). For 

the purpose of this thesis, I define spin-offs broadly as any venture that comes out of an 

organization that focuses on a service or a product different from the parent organization. I will not 

address the types of corporate spin-offs in this thesis, because it is not relevant for this study. The 

literature is solely to give knowledge about spin-offs in general, and to understand the impact they 

have on the parent company.  

How spin-offs are generated  

How to generate spin-offs has been studied from several angles: At the level of society and policy-

making, at the level of the organization looking at organizational culture, and at the individual level 

looking at individual competencies. To limit the scope of the paper, this thesis will only address the 

organizational level in relation to the individual level and the development of their competencies. 

However, the different angles will shortly be presented in this chapter.   

Societal level  

Some scholars look at how government regulations can support creation of spin-offs. For example, 

non-compete clauses has been suggested to contribute to the creation of spin-offs in Silicon Valley 

(Buenstorf et. al., 2016). Non-compete clauses in California states makes Silicon Valley an 

exceptional place to do spin-off entrepreneurship. The reason that the government is interested in 

supporting spin-off entrepreneurship, is that they benefit the general economy and growth of the 

society and culture (Buenstorf et. al., 2016). Since the focus of the thesis is on the individual in 

relation to the organizational level, the discussion on non-compete clauses is only used as 

background knowledge on spin-offs on the societal level in understanding the positive impact of 

spin-offs.  

Organizational level 

Other scholars look at what kind of cultural values may drive the generation of spin-offs. For 

example, Al-Alawi et. al. (2007) believe that the following cultural values and competencies; trust, 

communication, reward system, organization structure and information systems are positively 

connected to knowledge sharing in organizations (Al-Alawi et. al., 2007:22). Since these cultural 
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values in relation to knowledge sharing are considered success factors of a business or an 

organization, I have chosen to include this article and structure my interview guide on this basis. 

The findings can be used to look into, how they can act as drivers for the generation of spin-offs 

and in order to understand, what characterizes a successful organizational culture.  

 

Al-Alawi et. al. (2007) has focused on the role of certain factors in organizational culture in the 

success of knowledge sharing between staff. Their assumptions on the importance of the 

mentioned cultural values and competencies were supported by evidence found through an 

extensive quantitative survey combined with qualitative interview to support their theory (Al-Alawi 

et. al., 2007:22). Further research is obviously needed to validate the findings of this study, since 

this is just one study of a specific context, namely organizations from the public and private sectors 

in the Kingdom of Bahrain. Data was analyzed in depth and discussed, and suggestions on theory 

and practice were made on behalf of the findings. Their findings support many of the assumptions 

and findings of previous research conducted abroad therefore, they claim that this study can be 

replicated to countries outside the Arab countries to produce comparable results.  

Individual level  

Other scholars look at what kind of competencies individuals need to develop to be able to start 

their own spin-off companies. For example Rasmussen et. al. (2011) investigates the necessary 

competencies required to start a venture, who provides them, and how they are developed. They 

found that, three entrepreneurial competencies are important for the ventures to gain credibility, 

therefore they suggest that entrepreneurial individuals should develop the following: opportunity 

refinement competency, leveraging competency and championing competency (Rasmussen et. al., 

2011). Their focus is on the creation of university spin-offs by researchers based on academic 

research. This study addresses the lack of multi-level approaches in entrepreneurship research, by 

looking into how several actors provide competencies to entrepreneurs, and explore the 

individuals, the context and how the process evolves temporally, in comparison to other studies in 

this area (Rasmussen et. al., 2011).   

 

In order to come to an understanding of how those competencies are acquired and by whom, the 

authors claim that the firm must be studied retrospectively (Rasmussen et. al., 2011). Therefore 

they did a longitudinal study. To insure contextual variation they selected four different cases within 

national, university, and industry/market contexts (Rasmussen et. al., 2011). They included cases 

from the two most contrasting and represented industries regarding spin-offs; biological sciences 

and engineering. Finally, the cases selected also included the demands, that they should be spin-
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offs based on technology from university research and the team should include one academic 

researcher as a minimum (Rasmussen et. al., 2011). Data was conducted through interviews, 

visits and conversations. Interviews were recorded and transcribed (Rasmussen et. al., 2011).  

 

When employees leave an organization to develop a spin-off they leave with both competencies 

and cultural values. In this thesis, I will focus on the individual competencies and cultural values of 

the parent organization, which supports the creation of spin-offs. I focus on both these levels 

because they can be very difficult to separate. An example of this could be communication, as it is 

both a cultural value and an individual competency.  

 

To study what competencies and cultural values are important for generating successful spin-offs, I 

will look at an organization that is known for generating such successful spin-offs. An example of 

such an organization is Noma. Through the narratives of Noma alumni I will study what cultural 

values and competencies they bring with them from Noma, when creating their own spin-offs, in 

order to understand, what competencies and cultural values at Noma might support the generation 

of successful spin-offs.  

I would argue, that there are two types of spin-offs in relation to Noma. There are the Noma spin-

offs owned partly or fully by Noma such as Barr, Hart Bageri and 108, and there are the spin-offs 

that emerge from Noma started by Noma alumni, but managed and owned fully without Noma 

taking any part in it, like Lille Bakery and Kødbyens Fiskebar.  

Search for originality  

To dig into the culture and the history of Noma and the New Nordic Cuisine (NNC), I found a study 

on the topic. The research by Jonathan Leer (2016) is called “The rise and fall of the New Nordic 

Cuisine”. The article provides a discussion on the New Nordic Cuisine in a large perspective 

drawing on culinary capital and the globalized gourmet foodscape (Leer, 2016). What is interesting 

about this research is the discussion on reactions to the New Nordic Cuisine, and how it has been 

exploited by different actors to position themselves by either rejecting- or bringing forward the 

concept (Leer, 2016). The article takes us through Noma’s history from the rise of the restaurant 

and it’s ideology to the rapid success on to criticism of NNC and the counter-reactions to the strict 

dogmas of the New Nordic Cuisine in the Copenhagen restaurant scene with a particular focus on 

the example of chef Christian F. Puglisi and his work. The research suggests that originality, as a 

cultural value, may be an important driver for the creation of spin-offs (Leer, 2016). Therefore, it is 

interesting to address this suggestion in the analysis, when studying which organizational values 

are made salient at Noma, and how they are instrumental in the development of competencies 
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required to generate successful spin-offs. Originality is also a theme included in the interview 

guide.  

Leer (2016) has studied Noma and the New Nordic Cuisine and published numerous articles, 

books and papers on the topic. He did his thesis on food and masculinity and works as a food 

culture researcher. For this study he used several sources on Noma from Redzepi, Puglisi, 

Bourdieu, and several authors, who wrote about food culture and the New Nordic Cuisine. Mainly 

he builds his arguments on his own yearlong experience with the topic in an academic context. He 

seems to have a rather critical perspective on Noma and NNC (Leer, 2016).  

 

The theory of Blue Ocean Strategy is concerned with how a business can create new opportunites 

to increase the competitive advantage of their business. These new opportunities are called “blue 

oceans” and are a part of a strategy creating untapped market space in existing markets (red 

oceeans) (Kim et. al., 2005). The theory is included in this thesis to explain the competitive 

advantage of counter-reactions and the claim of originality that are seen in examples of Noma 

alumni spin-offs. Blue Ocean Strategy is a known theory in business studies and often used in 

discussions about economic conditions of markets and their competive advantage.  

Kim et. al. aims at illustrating the advantages of going beyond competing and instead make 

competition in established markets irrelevant by creating new market space – blues oceans – 

where there are no competitors (Kim et. al., 2005).    

Counter-reactions 

Additionally, Leer (2016) found in his study that in the search for originality a counter-reaction to 

NNC is by some the answer to achieve originality. Puglisi in specific is an interesting figure to this 

concern. Also, the research bring forward an interesting finding, that Noma itself originated as a 

counter-reaction to French and Mediterranean cuisine in the search of originality (Leer, 2016). 

Therefore, the topics of originality and counter-reactions are of importance to this research.  

 

For Redzepi and other Nordic chefs, the New Nordic Cuisine has been a need to challenge French 

and Mediterranean cuisine to establish their own distinctive positions in the culinary field. What 

concerns Redzepi, if he would have continued cooking French food, he could only be an imitation 

of the “real” French chef. Exactly the same story goes for Puglisi, who refuses the New Nordic 

cuisine to claim originality, because he and his colleges “(...) could only be copies of Redzepi as 

long as they cooked New Nordic Cuisine” (Leer, 2016:9).  

Bruneel et. al. (2013) is also concerned with counter-reactions to the parent company: 
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“(…) not all corporate spin-offs are the result of opportunities exploited by incumbents. Industry 

incumbents with abundant but underexploited knowledge provide opportunities for spin-off formation 

by employees (…). In these types of ventures, employees pursue opportunities that originate in the 

incumbent but the resulting spin-off is not backed by the incumbent. This type of corporate spin-off is 

not the result of the incumbent’s decision to exploit an opportunity; it is established by employees 

leaving the incumbent. This type of spin-off does not receive formal organizational sponsorship (…)” 

(Bruneel el. al., 2013:943).  

 

The statement describes how incumbent opportunities are sometimes unexploited by the 

incumbent but picked up by employees, who generate a spin-off different from the parent 

company.  

 

Puglisi’s restaurants are good examples of counter-reactions to Noma. However, he could still be 

considered a benefit for the parent company, Noma, because he has carried on some of the 

principles and traditions of the New Nordic Cuisine, and given his former career at Noma, now 

being Noma alumni, he still carries forward the Noma-effect (The movement of startups created by 

Noma alumni). Puglisi declined on doing an interview with me, because he does not consider 

himself a Noma spin-off. This statement can serve as counter-evidence, that his business is no 

benefit for the Noma organization. I will come back to the subject of Puglisi and the discussion on 

being a Noma alumni and a Noma spin-off. This will be addressed in the chapter on ‘Limitations’ 

and in the chapter ‘Discussion’.   

Intrapreneurial Activity & Relationship to Parent Company  

Some scholars argue that spin-offs can be good for the parent organization. Some spin-offs are 

generated and (partially) owned by the parent company, other spin-offs are independent and may 

define themselves in opposition to the parent company. Scholars have found that both can be 

good for the parent company.  

 

Subramanian has found, that a spin-off, or as defined in the study a private intrapreneurial activity 

can be beneficial for the parent company, even if the ownership of the innovation lies with the 

employee forming the spin-off, if the parent company maintains a close relationship with the start-

up as an equity holder (Subramanian, 2005).  
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According to Bruneel et. al. (2013), corporate spin-offs can be good for the parent company, 

because they can act as prototypes testing opportunities in unfamiliar markets and contribute to 

the competitive advantage of the parent company (Bruneel et. al., 2013).  

 

An example of a corporate spin-off is Hart Bageri that originated from Noma. The idea of the 

bakery arose at Noma by René Redzepi, who convinced Richard Hart to leave his job as head 

baker at the world's most famous bakery Tartine Bakery in San Francisco to come to Copenhagen 

and open his own bakery. The Redzepi family owns the bakery, but Hart runs it. The spin-off 

benefits Noma financially because it is owned by them, but also by carrying forward the name of 

Noma and values of seasonality, quality, and sustainability that is a part of the Noma Manifesto or 

the so called aims of the New Nordic Kitchen (See the section: Case Introduction: Noma and the 

New Nordic Cuisine).  

 

Other examples of corporate spin-offs developed by Noma in collaboration with chefs from Noma, 

but also chefs from other renowned restaurants in and outside Denmark count restaurant Barr, 

restaurant 108 and restaurant Inua in Japan. They all count as evidence on how a firm exploit its 

knowledge to seek other opportunities that can be tested in the market and contribute to their 

competitive advantage in the shape of spin-offs. What concerns Barr and 108, those are both “little 

sisters” of Noma, exploiting two different concepts, that build on the tradition of Noma and Nordic 

food. 108 serves Nordic food in a casual environment, whereas thesir bar area The Corner serves 

small dishes, coffee and wine. Barr aims at a mixture between a beer bar and a casual eating 

space, serving traditional North European food. Barr is an example of spin-off acting like a 

prototype for Noma to test unfamiliar market opportunities (Bruneel et. al., 2013). This finding will 

be approached in the discussion.  

   

Subramanian subscribe to the arguments on the benefits of intrapreneurial activity and further 

argue the positive influence on the parent company that maintains a close relationship with the 

start-up:  

 
“(...) in many cases the “parent firm” maintains a close relationship with the start-up as an equity 

holder or as a customer for its product or technology. This indicates that firms might benefit from the 

private intrapreneurial activities of their employees even though the ownership of the resulting 

innovation lies with the employee rather than the firm in these cases” (Subramanian, 2005:488).  
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The arguments by Subramanian (2005) and Bruneel et. al. (2013) can also be used to support the 

notion that René Redzepi might tolerate and even encourage intrapreneurial activity and spin-off 

entrepreneurship (Arlene, 2012). This will be touched upon in the analysis. 
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Case Introduction: Noma and the New Nordic Cuisine 
The purpose of this section is to introduce the case of this analysis: Noma.  

 

The concept behind the New Nordic Cuisine (NNC) was developed by Claus Meyer in 2003, who 

brought Rene Redzepi on board to open Noma. With the birth of a culinary trend and winning the 

award of the world’s best restaurant in 2010, 2011, 2012, and in 2014, it has led to the opening of 

a range of restaurants with a Nordic cuisine in both Copenhagen, Berlin, New York and etc. (Bech-

Larsen et. al., 2016). Noma has been said to take the elitist path of the New Nordic Cuisine, while 

Meyer has represented the popular perspective of the New Nordic Cuisine and its way into 

people's homes and daily life. 

 

Behind the concept lies a manifesto or the so-called aims of the New Nordic Kitchen: 1 The 

concept of the restaurant was very affected by their neighbours - the Icelandic embassy and the 

Greenlandic and Faroese representation in Denmark - that they shared the building with. The old 

Noma was very inspired by the Nordic universe, more than it is today. Today the menu is more 

reflected by local produce and more embracing in many ways, according to Anders Selmer 

(Selmer, appendix:20). 

When Noma originated in 2003 they added a new type of restaurant to Copenhagen. Noma was 

the first restaurant to serve food in circumstances, without smoke and white table cloths (Selmer, 

appendix:21). They started with a small team and slowly expanded. Selmer who was the 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1) 1 To reflect seasonality in the meals we make. 

2) To express the purity, freshness, simplicity and ethics we wish to associate to our region. 

3) To base our cooking on ingredients and produce whose characteristics are particularly in our climates, 

landscapes and waters. 

4) To combine the demand for good taste with modern knowledge of health and wellbeing. 

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 influences 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, fishing, food, retail and 

wholesales industries, researchers, teachers, politicians and authorities on this project for the benefit and 

advantage of everyone in the Nordic countries. 

(Nordic Council of Ministers, 20.01.19). 
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restaurant manager moved into the office and became the CEO of the place (Selmer, 

appendix:20). They wanted to create a less obdurate environment, where people could be more 

equal and enjoy yoga and sports together (Selmer, appendix:21). This vision did become an 

important characteristic of the organizational structure that broke with the classic representation of 

gastronomy as an industry. Before Noma, people would be afraid of the head chef. They changed 

that at Noma by creating a different structure, and a more equal work environment, where 

knowledge could flow easily across the levels of hierarchy.  

 

It is not only interesting how Noma contributed to influence Danish food culture, it’s also very 

interesting, how Noma managed to inspire other people to copy the concept of New Nordic Cuisine 

and spread the seed in Gastronomy in Denmark and in other Nordic countries and even outside 

the Scandinavia.  

Spin-offs risen from Noma  

In a documentary about Saturday Night Projects (SNP) Milton Abel says the following: “I can do my 

own thing” (Arlene, 2012). And René responds,  

 
“I can happily say that all the sous chefs that left here, either own their own restaurant or work as 

head chef right now. And that just makes me happy. And it’s a double-edged sword, because you 

obviously want these guys to stay until they die, but you know at one point, they are all so ambitious. 

And you feel it. You feel it. Suddenly they’re like hey, you know I need to try myself now, I’m ready, I 

feel confident. I wanna do this, I have my own ideas. I’m going for it. And I believe, that we are a part 

of that. If we help them find their inspiration, then I think we’ve done a great job” (Arlene, 2012) 

 

This statement together with the recent wave of new bakeries founded by Noma alumni enriching 

the city with high quality bread and pastries could raise the question: Does René and Noma 

support spin-off entrepreneurship? However we still do not know if the highly innovative 

environment and cultural values is the reason for the development of certain competencies that 

spark entrepreneurship and are instrumental in generating spin-offs. This will be further studied in 

the analysis and the findings will in conclusion be discussed.  

 
Noma has created many spin-offs. The principles behind NNC, as mentioned in a paragraph 

above, have been lectured within the Noma family and impacted the employees to large extent. It 

has resulted in such an inspiration that it has led to countless spin-offs. Some of these simply carry 

forward the Noma concept, and others can be seen as counter-reactions to Noma. However, the 
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so-called Noma effect does not limit to the appreciation of the principals of the New Nordic Cuisine, 

it highly validates the recognition of cultural values and competencies that Noma alumni bring with 

them from Noma to their own spin-offs.  
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Case Study Analysis   

Introduction  

The purpose of the analysis is to identify which cultural values are contributory, when developing 

the necessary competencies to generate a spin-off.  

I will study if the organizational values and competences mentioned by Al-Alawi et. al. (2007) and 

Leer (2016) are present and made salient at Noma through interviews with Noma alumni, and gain 

knowledge on whether they have developed these competencies at Noma, and how they have 

used them in generating successful spin-offs. Subramanian (2005) and Bruneel et. al. (2013) are 

brought into play in order to cast light on how spin-offs emerge and can be good for the parent 

company.  

 

The structure of the analysis will be based on the topics from the interview guide that are inspired 

by the chosen literature by Al-Alawi et. al. (2007), Leer (2016), Rasmussen et. al. (2011), 

Subramanian (2005) and Bruneel et. al. (2013). The theoretical frameworks presented in these 

studies together add to the knowledge on firstly, how spin-offs can emerge from companies and 

how parent companies can benefit from spin-offs. Secondly, what cultural values are found to be 

instrumental in the development of the competences necessary to generate successful spin-offs, 

thus following research question:  

 

What organizational values are made salient to the culture at Noma, and how are these 

instrumental in developing the competencies required to generate successful spin-offs?  

Spin-offs and Their Relation to The Parent Company  

The purpose of this chapter is to illustrate how spin-offs emerge, and how parent companies can 

benefit from spin-offs.   

 

Intrapreneurial activity in organizations can result in two overall types of spin-off entrepreneurship. 

In the first scenario it is commonly seen that the parent company maintains a close relationship 

with the spin-off, usaully in the sense of equity. Even though, the ownership lies with the founder 

and not the parent company, it is still possible that the parent company benefits from the 

intrapreneurial innovation (Subramanian, 2005). Examples of this type of spin-off are Hija de 

Sanchez and Sanchez started by Rosio Sánchez. She kept a close relationship with Redzepi and 

Noma after leaving to start her own venture, and the COO of Noma is chairman of company board.  
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or another scenario is when employees refine opportunities discovered within the parent company 

thus, leaving the company to generate a spin-off company, that is considered competing with the 

parent company.   

The other scenario introduced by Subramanian (2005) presents another assessment stating that 

the resources a firm provides to an employee can be used outside the firm, understanding the 

private intrapreneurial activity as a competing factor directed towards the activity of the parent 

company (Subramanian, 2005). According to this perspective the access to resources used in 

intrapreneurial activities and eventually in spin-off formation is seen as a threat to the parent 

company. But the exposure to resources such as knowledge is initially there to enable the 

development of the employees’ competencies and provide them with firm-specific knowledge 

(Subramanian, 2005). It seems there is a negotiation between the access to resources and fear of 

competition, as both choices will provide a trade off.  

Examples from my findings show why spin-offs are not competetitors to Noma, but Noma rather 

benefits from the success of the spin-offs. 

 
“I think secretly René would love to have a legacy left behind. He would love to have a restaurant family tree. 

(…) He maybe benefit like that, like benefit as a pride thing. Like a father seeing his kids go off and be 

successful. That’s how he gets back. There’s no intend, just pure pride. People are happy. He wants 

everybody to be successful” (Clugston, appendix:24).  

 

Beau Clugston describes one reason why Redzepi and Noma are not afraid of competition from 

the countless spin-offs. According to Inreiter, Noma still rules the city, and there is no reason to 

compete with Noma, because they are ultimately the best - at what they do at least. Although, he 

sees it as benefitting the whole city:  

 
“(...) everybody knows, that they did start this movement. So do they actually benefit? I think it’s more a city 

thing, where the city Copenhagen does benefit immensely from the fact that, we now have multiple 

restaurants that make incredible food, which is an established food city with food tourism, and people will fly 

in and not just eat at Noma but you have now five other great restaurants you can eat at. So I think in that 

sense Noma hugely benefited” (Inreiter, appendix:26).  

 

This says something about Noma’s ability to start a movement and benefit from what comes out of 

it. A way to see it is also, that Noma has given Noma alumni some competencies, which they have 

used to generate successful spin-offs, strengthen the Noma brand in doing so. In that sense they 
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give back to their parent company. Gøtz says: “Noma benefit from seeing aspirants coming out of 

Noma and succeeding” (Gøtz, appendix:25).  

 

Apart from intrapreneurial activity, Bruneel et. al. (2013) present another aspect of spin-offs 

positive effect on the parent company. This aspect is presented and discussed in the following. 

Testing prototypes in unfamiliar markets  

According to Bruneel et. al. (2013) corporate spin-offs can be good for the parent company, 

because they can act as prototypes for testing unfamiliar markets and contribute to the competitive 

advantage of the parent company: 

 
”Corporate spin-offs are an important way for industry incumbents to exploit opportunities in 

unfamiliar markets or technologies. These opportunities arise from the firms’ technology and 

knowledge bases and are exploited for growth- and advantage-seeking purposes, thereby 

contributing to the incumbent’s (the parent firm’s) competitive advantage (Bruneel et. al., 2013:943).  

 
The Noma spin-offs, namely 108, Barr, and Hart Bageri can all be classified as examples of 

opportunities being exploited and tested as prototypes in unfamiliar markets. In order for Noma to 

stay focused on their concept, the spin-offs are excellent opportunities for testing markets without 

engaging with their full attention and activity. Noma can test the success of the concepts and, if 

they do not prove profitable, they have not lost too much money and time. On the other hand, if 

they prove to be the opposite, they leave Noma with a financial gain and a competitive advantage.  

 

This chapter has presented spin-offs in a broad spectrum, introducing how they can be generated 

and how they affect the success of the parent company. I have given some examples from the 

empirical data, which demonstrate these effects. 

Organizational Culture at Noma  

Before addressing the specific cultural values at Noma I will present a short description of the 

organizational culture at Noma.  

 

Operating in a highly intense environment with strict organizational structures as Noma, has given 

Noma alumni a high tolerance towards stressful, high performance environments (Gøtz, 

appendix:14), and competencies to structure their own spin-offs to become successful. What 

seems to characterize Noma’s culture is energy and high ambitions, pushing for perfectionism. 
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This has taught their employees to work hard and believe that anything is possible (Gøtz, 

appendix:14).  

Obsession with perfectionism  

Noma has a high-performance environment demanding its team to live up to the high expectations 

of perfection: “(...) you need to perform, you need to deliver. This is what made Noma. Perfection, 

this obsessive approach of making things perfect” (Inreiter, appendix: 20). It requires hard work 

and there is only room for the best people (Milton, appendix:23). “(...) it does require a specific type 

of person to work in this restaurant”, says Lorenz, former waiter at Noma (Lorenz, appendix:12). 

Clugston adds to the statement: “The chain in the hierarchy moves pretty quickly. Because a lot of 

people left pretty quickly, because of the amount of hours and the amount of stress” (Clugston, 

appendix:14).  

 

Noma taught Abel, what hard work is. “It was expected of you to get your job done. At Noma it was 

just get it done, whatever it takes. Day off, extra day, whatever it takes to get the job done. That 

was pretty much the way. So you decide how many hours it takes you to get your job done” (Abel, 

appendix:18). Pushing hard as a team and reaching this level of perfectionism developed a 

competency that Abel as well as Inreiter took with him from Noma (Inreiter, appendix:18).  

 

Noma might be a place, where the cultural values will teach employees to develop the required 

competencies to generate a successful spin-off, but, according to Gøtz, Noma also attracts 

ambitious people, who are willing to work hard to achieve the absolute best results, and people 

who have visions, which can be supported by, what you learn at Noma (Gøtz, appendix:15). “A lot 

of people talk about Noma as an institution you either fit into or not” (Gøtz, appendix:15). Noma 

has a very specific way of operating (Lorenz, appendix, 12) and there is a very structured way of 

organizing the training of the staff, where knowledge is slowly built through information systems 

(Lorenz, appendix:12). If you are new to the industry, you adapt quite easily to the systems and the 

structures compared to bringing experience with you, which might contradict what you are taught 

at Noma. Therefore it can be a challenge to understand how to operate at Noma (Gøtz, appendix: 

15). Gøtz eventually understood the structure and that developed a competency that has been 

helpful in creating his own spin-off (Gøtz, appendix:15).  

Noma values 

A part of the culture at Noma has also been to give employees some core values to strengthen 

them in their profession. Some of the most important values are awareness, the ability to multitask, 
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toughness and flexibility, according to Milton Abel, who developed these competencies when 

working at Noma (Abel, appendix:17).  

 

Accordingly, Selmer mentions that some important competencies he developed at Noma is the 

ability to encourage people to bring out the best in them, be creative and also try to influence the 

industry with what he had learned at Noma about seasonality and produce (Selmer, appendix:21).  

 

These values of the organizational culture at Noma have shown to have a big influence on the 

Noma alumni: “(...) That culture has rubbed off. Not only on the spin-offs but in Scandinavia in the 

world”, says Beau Clugston (Clugston, appendix:14).  

Spin-off Entrepreneurship  

In order to understand spin-off entrepreneurship I will analyze whether entrepreneurial 

competencies are a part of a mindset of the single individual, or whether the competencies 

required to generate successful spin-offs are developed at Noma provided by certain cultural 

values.  

Entrepreneurial Mindset and Ambition 

The mind of an entrepreneur is commonly considered innovative, ambitious and future-oriented. 

An entrepreneur is usually very independent and is highly driven by a vision. This section is 

concerned with the entrepreneurial mind of the countless entrepreneurs breaking with Noma to 

generate their own spin-offs.  

 

The majority of the interviewees consider the entrepreneurial mindset a part of the single individual 

(Selmer, appendix:36). Lorenz expresses that many people who work in the restaurant industry 

eventually want to open their own restaurant or something similar:  

 
“I think many, who work in the restaurant business, a big part of it is, when people have worked 

there for a long time, the natural development would be to open their own restaurant or wanting to 

have their own bar or something like that. And people are aware of that. Let’s say people have learnt 

all these things to benefit Noma, but it is also a way to improve, and you know, that these skills are 

something people bring with them to use later on” (Lorenz, appendix:32).  

 

The perspective that Lorenz presents is a mix of believing that the people, who apply to Noma are 

ambitious people whose future dream is to open their own place. The reason why they apply to 
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Noma is to be around other ambitious people and learn from the best in order to gain the best 

possible competencies to start your own business. Gøtz supports that notion, saying:   

 
“I know many, actually a lot, that have come quite far. And I think it is probably because they have 

worked at Noma. But I also think that Noma has gathered many concentrated people, who want to 

achieve something. It is not people who do not want to achieve something. That is why, from the 

environment people come with ambitions and a vision to do something specific, that they have 

dreamt of doing. While in many other restaurants, people might come to work there just to have a 

job” (Gøtz, appendix:16). 

 
Gøtz adds to the perspective, stating that besides being an ambitious individual, coming out of the 

Noma community, has given him some competencies and an experience that will take him far 

compared to other places. At Noma they have something called Saturday Night Projects, which are 

said to provide an entrepreneurial platform, where many of the owners of the spin-offs, I approach 

in this thesis, have developed skills and confidence later used in generating their own spin-offs.   

So, it seems individuals joining the Noma team both possess competencies to generate spin-offs, 

although, they also develop competencies at Noma from the cultural values, which make them 

capable of creating successful spin-offs.  

Organizational Values and Competencies  

This chapter aims at presenting the organizational values in the culture at Noma that might have 

developed the required competencies to generate successful spin-offs.  

Saturday Night Projects  

The Saturday Night Projects has been highlighted both by Redzepi and the interviewees as an 

educational setting in relation to entrepreneurship. Therefore, I will look into the concept of SNP 

and analyze, whether this forum provided the right competencies to generate successful spin-offs. 

 

SNP is meant to train the chefs in communicating their vision (Bon Appétit Foodcast). It can be a 

way of sharing knowledge between staff, inspire one another and, even though, it is said, the 

projects do not go to the menu, it is also a forum for Redzepi to get inspired by his chefs and 

discover, who has got an innovative- and entrepreneurial mindset (Bon Appétit foodcast).  

 

One could argue that SNP can be a forum to discover new opportunities to transform into business 

idea concepts (Rasmussen et. al., 2011). Redzepi describes the format saying: “We try to push all 
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the time. So activating people’s imagination, activating that sense of opportunity, that they can see 

opportunity” (Bon Appétit Foodcast). Furthermore, Redzepi said that the format gives him the 

opportunity to see who could be ready to move to the test kitchen, where opportunities are taken in 

to be tested and prototyped.  

 

According to the interviewees, Saturday Night Projects develop competencies required to generate 

successful spin-offs (Inreiter, appendix:46-47). Clugston argues that Saturday Night Projects were 

Redzepi’s way of building the chefs’ confidence. 

 
“(...) a lot of people they have gone from being a sous chef to open a restaurant, and they have 

never done their own food. So it’s more of a way to give them confidence to present their food, but 

also to get the team to talk about food. So, it purely was built to create that energy. But also to give 

people the confidence to start to create their own style, and what do you like about food” (Clugston, 

appendix:32).  

 

From his own experience presenting a project at SNP sharpened his palette and he felt it was 

crucial in preparing him for the test kitchen (Clugston, appendix).  

According to Inreiter, SNP is a way to test your own entrepreneurial skills by putting yourself out 

there and overcome fear. To him that is what entrepreneurship is all about (Inreiter, appendix:46-

47). I therefore argue, that SNP does provide some confidence and competencies necessary when 

generating a successful spin-off. It is a safe space, where colleagues give honest and constructive 

feedback, which is very useful for generating spin-offs (Inreiter, appendix:21-22). Inreiter says the 

following: 

 
“Saturday Night Projects pushing entrepreneurship are definitely in ways, let’s say you want to try 

certain products, you want to try a certain dish, you want to have your own restaurant. (...) you get 

feedback from some of the greatest chefs. And then it also sparks this idea that you have to 

overcome the fear of putting yourself out there and just trying something, then also being ready for 

feedback. You could tell that it’s a safe space, and people would always give you honest feedback” 

(Inreiter, appendix:36).  

 

Pushing entrepreneurship is exactly, what it can do. Saturday Night Projects is a playful 

environment for the chefs at Noma, where they can practice and improve, without the daily 

pressure they are under during service (Selmer, appendix).  
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In a podcast by Bon Appétit Foodcast, previously referred to, Redzepi announces a few interesting 

points about Saturday Night Projects. SNP is a place to experiment and try new things. At the time, 

fifteen years ago, when Noma opened, it was accepted to fool around for a couple of years. “It was 

accepted not to know, what you wanted to do, at least for three to five years, says Redzepi” (Bon 

Appétit Foodcast). Saturday Night Projects similarly create a wriggle room to try things, experiment 

and for the chefs to grow: “We try to push all the time. So activating people’s imagination, 

activating that sense of opportunity, that they can see opportunity” (Bon Appétit Foodcast), and 

that is, what the format of SNP trains the chefs in. He continues and says that the format is also for 

them to see, who has got that “thing”, by which he means an innovative mindset that goes beyond 

others - who can put together ingredients in one dish and blow your mind because you never 

thought the ingredients would taste good together. Painting a picture like this represents the small 

percentage of people, who dares to think differently, or originally, and those are the people who 

might get promoted to go to the test kitchen (Bon Appétit Foodcast). It might also be the ones, who 

become successful in generating spin-offs.  

 

According to the findings on this topic, SNP provide a platform that in many ways encourages 

entrepreneurship and develop some competencies, which definitely can be considered useful in 

the generation of spin-offs. Creating something like Saturday Night Projects not only develop the 

employees’ skills; it also teaches them to become better and more independant chefs. Giving and 

receiving feedback in a safe forum improves their ability to communicate food, which is a great 

competency for Noma but also for the individual, who wants to open his/her own restaurant. 

Furthermore, it strengthens the trust, within the team, and it makes them overcome fear in testing 

and pushing their own minds through original thinking, which will be a great competency to 

generate spin-offs based on previous findings.  

Communication 
This chapter aims at introducing the first cultural value, communication, considered important to 

develop competencies to generate spin-offs.  

 

Al-Alawi et. al. (2007) argues that communication between staff is “(...) fundamental in encouraging 

knowledge transfer” (Al-Alawi et. al. 2007:25). Accordingly, the ability to enable knowledge sharing 

through communication is seen as a critical success factor of a well working organizational culture. 

Hence, learning how to use communication for knowledge sharing in an organization might be 

something employees need to learn to create successful spin-offs after leaving Noma. 
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Amongst the interviewees, there is a general agreement that communication is important and 

crucial to the success of the business and, therefore, an important asset in sharing knowledge. 

According to both Abel and Inretiter communication is a crucial element to any successful 

business, hence important at Noma as well (Inreiter, appendix:4) (Abel, appendix:3).  

 

At Noma, the organizational systems in the kitchen is concerned with people specializing in few 

things working in stations as links in the chain. At least this is how it worked in 2015, says Gøtz. 

(Gøtz, appendix:12-13). This requires great skills in communication across team members, when 

passing on information. When 108, the little sister of Noma, was newly established, Christian 

Baumann was running the kitchen together with sous chef Jesper Gøtz. When Gøtz took part in 

108 he started understanding the structural systems of Noma, because 108 was built the same 

way. He explains, how they worked: “I made the dish together with Baumann, and we wrote down 

everything in a programme and when we had to bring about the information. All dishes were 

carefully described and written down. Then I understood the way the kitchen was constructed” 

(Gøtz, appendix:38). In this example Gøtz explains the importance of linking structure with 

communication and information transfer. Contrary to this argument, he states, that, in the 

beginning, he didn’t yet have the skill to pass on information and since he had designed all the 

systems, he couldn’t give away responsibility, because he was the only one who knew the systems 

(Gøtz, appendix:14-15). This shows the downside of a very detailed and complex organizational 

system incorporated in the culture, which is intended to give structure and ease the information 

flow, but instead it instead has set up some boundaries for the for the communication of 

information between the management and the staff (Al-Alawi et. al., 2007:25). The cultural value in 

communication eventually taught Gøtz to become organized and communicate better. This is one 

important competency, Gøtz acquired at Noma and 108 and used to generate his own successful 

spin-off Lille Bakery. He says: “We used our good ways of structuring ourselves and then company 

to make a decent duty roaster and get the best out of our resources” (Gøtz, appendix:16). 

Similarly, Gøtz explains how structure has helped them get the most of their resources: “I don’t 

know if I would have been able to do that, if I had not been at Noma or in that group” (red. Noma 

and Noma spin-offs)” (Gøtz, appendix:16). Redzepi taught him the important learning of 

organizing. Once you are organized, you are able to pass on information to whomever; and when 

you are organized, you are ready to move on (Gøtz, appendix). The way Gøtz and his team 

structure things today is inspired by how they operate at Noma (Gøtz, appendix).   
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Teamwork 

Rosio Sánchez stresses the importance of teamwork, wherein communication is a big part: “That’s 

what I remember from my first day at Noma. I remember seeing nice teamwork” (Sánchez, 

appendix:18). When working with the same colleagues everyday, you get to know each other 

better and gradually the communication naturally becomes more precise and effective. “I felt that 

the communication really was the best that it could be. Because it’s the same team everyday. It’s 

kind of hard to mess that up” (Sánchez, appendix:8). Good communication goes hand in hand with 

great teamwork, which, according to Sánchez is built when working together everyday.  

 

Hierarchical communication 
A way of creating a structure to ease the information flow at Noma has been to set up a hierarchy. 

In a large organization, like Noma today, structure is needed to ease the communication and 

hierarchy is a just a natural way of create the needed organizational structure in a lot of 

businesses. The organizational structure at Noma is inspired by the military, which is commonly 

seen in gastronomic businesses. This will be addressed in the following section.  

 

When talking to the seven interviewees many of them compare the communication at Noma with 

the military. They say, it’s an industry-related thing, which is not unique to Noma. The restaurant 

business has always been known for its strict hierarchy, wherein communication often is 

coordinated. Thus, like within the military, where rank is a crucial element:  

 
“The way communication works in restaurants, it’s very different from any other industry, because 

you need to be very pragmatic, you need to be short and you need to be precise in what you're 

saying. So communication in restaurants can be very intense, and rather more similar to military 

than in an office” (Inreiter, appendix:9).  

 
Communication in the military is known to be clear, precise, and influenced by a tough rhetoric, as 

would responses to orders or messages always be “yes, sir”. Similarly goes for the communication 

culture at Noma and most other restaurants in the world, which are inspired by the military. Gøtz 

describes it as communication without emotion (Gøtz, appendix). However, this type of 

communication is, according to the interviewees, perceived as positive - harsh at times, but overall 

positive and nonetheless very important in the setting of a restaurant like Noma, where perfection 

is a core value and, where there is no room for mistakes:  
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“At Noma you couldn’t just “chill” cause the stakes were high. And it was the same at 108. Mistakes 

just couldn’t happen. It’s just the procedure. Everybody knows. It has to be perfect. It’s extremely 

difficult. But the weird thing is, that to some extent everything is perfect, because it is very 

structured” (Gøtz, appendix:16).  

 
Perfection is here presented as the always present guideline for everything you would do at Noma, 

which, could be the reason for the choice of communication style: “It was clear. To the point. Harsh 

at times. But exactly what it needed to be for us to be as great and operate on the level that we 

were operating on”, says Milton Abel (Abel, appendix:10). Exactly the word ‘clear’ is a 

characteristic of the communication and is used by several of the interviewees: “It was always 

clear communication” (Inreiter, appendix:9), “the communication has to be clear to make sure 

everyone knows what the goal is” (Clugston, appendix:7). The experiences led to more of the 

interviewees incorporating this communication style into the organizational culture of their spin-

offs: “What I took from Noma and integrated into Slurp Ramen Shop is making very short and 

quick answers, also giving orders. So it’s not necessarily something you have a conversation 

around. And this is a crucial way to communicate in restaurants, cause otherwise the entire flow 

will fall apart” (Inreiter, appendix:9).  

 
The statement here tells us that the ability to communicate with your staff is crucial for the success 

of a company, and this competency is surely made salient in the organizational culture of Noma. 

Sánchez supports this, stating that: “I think that was one of the other great things that I really liked 

learning from him (Red. René.), that was being able to communicate your thoughts clearly” 

(Sánchez, appendix:37). Gøtz agress saying: “In some way the structure at Noma taught me how 

to communicate right” (Gøtz, appendix:8).   

 

Communication as a cultural value at Noma is presented as giving orders, quick precise answers 

without arguments and working in the same team every day. This has given the employees 

competencies to create successful spin-offs. Teamwork is considered a cultural value, which, 

enables the development of communication competencies. Also, organizational structure is equally 

an important cultural value linked to communication and knowledge sharing, and is by Noma 

alumni also considered responsible for developing the required competencies to generate 

successful spin-offs. The hierarchical structure at Noma is not considered a specific cultural part of 

Noma, but rather industry specific, although, clear communication is important, when aiming for 

perfection, which is considered a core value at Noma and which has developed competencies 

Noma alumni have used in their spin-offs.  
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Trust  

The purpose of this chapter is to address trust in organizational culture and analyze, how this may 

influence the creation of successful spin-offs.  

 

Al-Alawi et. al. (2007) claim that “(...) interpersonal trust or trust between co-workers is an 

extremely essential attribute in organizational culture, which is believed to have a strong influence 

over knowledge sharing” (Al-Alawi et. al., 2007:25). Further, trust is believed to build the bridge 

between individuals in groups and contribute to the reliability of other people’s actions (Al-Alawi et. 

al., 2007:25). “Team members require the existence of trust in order to respond openly and share 

their knowledge” (Al-Alawi et. al., 2007:25). The literature from Al-Alawi et. al. (2007) stresses the 

importance of linking trust and teamwork to enable knowledge sharing. This chapter aims at 

studying how the interviewees perceive trust in regards to the organizational culture at Noma.  

 

Sánchez experienced the teamwork at Noma both as a pastry chef and as part of the test kitchen. 

Good teamwork is one of the first positive things she noticed at Noma, when she started in 2009: 

“So when I came to Noma in 2009 I saw that all the small teams, everybody would help everybody. 

And I really love that. Because it meant that everybody was in the same team. So that’s what I 

remember from my first day. I remember seeing nice teamwork” (Sánchez, appendix:18). It made a 

big impression on her and taught her how important it was for the team to function and for the 

restaurant to be successful: “So, to keep that sense of teamwork, is something that I constantly 

remember” (Sánchez, appendix:18). She brought it with her to her own restaurants and, therefore, 

the example indicates that the cultural value of trust and teamwork, which enables knowledge 

sharing, gave her a competency, she later used to generate her own spin-off.  

 

Lorenz describes trust between co-workers a reason for feeling like belonging in a team. The 

feeling of belonging to a community or a family strengthens the trust according to Lorenz (Lorenz, 

appendix). Creating a culture where interpersonal trust is considered important, will, according to 

Al-Alawi et. al. (2007), contribute to a culture, where the staff feels safe about sharing knowledge 

with one another.  

Milton Abel state that creating a team of people you like working with and trust, will contribute to 

the development of a good organizational culture and working environment: “(…) you want to 

surround yourself with people that you enjoy working with and trust. It’s a huge thing” (Abel, 

appendix:29). “I need those dedicated people on my team in order to execute, have the level of 

pastries that I do, have days off, in order to not just do all the ordering. The little things that are part 

of the organisation and the team” (Abel, appendix:29). In this passage Abel describes the 
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importance in having team members that you trust, in order to execute daily. The example shows 

that Abel brought that knowledge with him to his own spin-off.  

 

According to my findings, team and leadership are both closely connected to trust. Above, I 

described the importance of trusting your colleagues and create good teamwork and choosing the 

right people for your team, if you are in a leading position. Although, trust from your leader is 

considered equally important, according some of the interviewees. René’s trust down the hierarchy 

was extremely important for the team to collaborate smoothly and even succeed:  

 
“In a day to day running the things. When I used to run the service, he just had a baby, and his wife 

is in hospital, and there’s a guest here, that he really cares about, he would ring up service, and say 

I’m not coming in today. Please handle it. He is a very hands on guy, and he doesn’t do nights off 

unless it’s very important. So there are many times like that in different forms, where he showed his 

trust in me. (...) There are moments, and you're using his brand, and he trusts you to create a menu 

without ever seeing it or tasting it” (Clugston, appendix:28).  

 

Despite the majority describing the issue of trust at Noma in positive terms, there are also 

dissenting voices. According to Gøtz, trust was not strong enough at Noma, and he considers this 

a problem. Gøtz states, that trust was lacking from the hierarchy and down to the rest of the staff. 

He describes it as follows:  

 
“There was kind of a hierarchical trust, which means that if you were my boss, and you said to me, I 

don’t trust that guy over there, and I say, yes but he is under me, so I trust that I can make him work, 

and then he has to trust me. So in that sense, in the hierarchical way, trust was present. But direct 

trust down the hierarchy, I am not sure. Sometimes there wasn’t even contact. It is a problem, I 

think. Especially in a kitchen” (Gøtz, appendix:28).  

 

In this passage, he paints a picture, which indicates that the lacking of trust affects the knowledge 

sharing and results in controlling each other, rather than relying on each other.  

Both Abel and Inreiter can consolidate that control is replaced by trust at Noma: “Yeah, a hundred 

percent control is more important than trust in a Noma setting”, says Inreiter (Inreiter, 

appendix:29). But contrary to Gøtz, they consider it a necessity for Noma to operate on the level 

they do: “This is what made Noma well. Perfection, this obsessive approach of making things 

perfect. And there I think it’s just not the right environment to make something built on trust. (...) we 

need to make sure it's perfect, then it's just about controlling and double checking” (Philipp Inreiter, 

appendix:29).  
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Returning to the issue of hierarchy it seems this plays a central role in the control, because when 

mistakes happen, it all comes back to who is responsible. Therefore, as a sous chef or a head chef 

it can seem safer to control than trust because you do not want mistakes:  

 
“I think our approach there at Noma was that we double checked everything, so there was no such 

thing as trust. Everybody makes mistakes and everybody kind of fucks up at times. I think in that 

sense, the more often you check it, the better. And that’s where we come a little back to the 

hierarchy, you have chef de parties, you have interns and you have the sous chefs and you have the 

head chef, and all kinds of leaders, and it goes up to the top, and if a chef de partie fuck something 

up, the sous chef points it out, to figure it out, and then it goes on to the head chef if necessary” 

(Inreiter, appendix:28).   

 
So, in an environment like Noma, where the stakes are high and everything must be perfect, trust 

is not considered a factor to secure knowledge sharing. Abel says:  
  

“If I ask you to do to a job for me, you need to cut the carrots this way, or they need to be sliced like 

this or cooked like this, I’m going to check every step of the way, that you're doing what I told you to 

do. Cause yes, I trust you to do the job, but I don’t trust you to do it right. So I need to make sure you 

do it right. So there is an element of trust to things, but there’s also trust no one mentality. At least 

that’s what I operate with” (Abel, appendix:30).  

 

In this statement, Abel describes how he, in his position at Noma, operated with the ‘trust no one 

mentality’ and how he still operates this way in his own spin-off. This example demonstrates a 

cultural value at Noma, which gave Abel a competency he incorporated, when generating his own 

spin-off. He continues: “Trust is really important. But trust is important in a different way than you 

think. Trust no one. That’s how it is. You constantly need to be checking, that everybody is doing 

things properly. (...) if you don’t check, it’s your fault” (Abel, appendix:30).” According to him, trust 

is a salient cultural value at Noma, and the way it was practiced, he subscribe to and brought with 

him to his own spin-off.   

 

According to Al-Alawi et. al. (2007), trust is a critical factor for the success of knowledge sharing 

and a good organizational culture. However, Inreiter and Abel believes that if you’re in the top of 

the hierarchy - in a position as sous chef or head chef - you have responsibility and it is expected 

of you, that you deliver without making mistakes. This seems to mean, if you do not believe that 
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you can share knowledge with your staff and trust them to do their job right, you decide to control 

instead.  

 

From my discoveries trust is perceived very differently within the team at Noma. How it is a part of 

the organization structure and affects the organizational culture seems to be ambiguous. Most of 

the interviewees find trust important: Some thought trust was embodied in a family-like culture, 

which enhanced teamwork; whereas others believe that it will simply confuse the sharing of 

knowledge and mislead you. Further, the meaning or perception of trust seems to depend on 

hierarchy, as some explain trust is replaced by control, while others, like Clugston and Sánchez 

(Sánchez and Clugston, appendix), experienced a high degree of trust from Redzepi and the rest 

of the team. As there are different perceptions of trust amongst the interviewees, it is also not 

everyone who believes they have developed a competency useful for generating successful spin-

offs.  

Reward system  

Reward system is the next cultural value to be addressed in the analysis of the culture of Noma 

and its influence on competencies developed to created spin-offs.  

 

Reward systems are by Al-Alawi et. al. (2007) considered a strong motivator to share knowledge 

(Al-Alawi et. al., 2007:25). According to their findings an employee is not simply liable to share 

knowledge without considering if there are any gains to achieve or loose as a result of this action 

(Al-Alawi et. al., 2007:25). Reward systems should be designed to encourage sharing knowledge 

and information and horizontal communication is essential to the part of rewarding (Al-Alawi et. al., 

2007:25). As already stated, it is important to notice that knowledge sharing is by Al-Alawi et. al. 

(2007) considered a success factor for an organizational culture, hence the success of a business, 

which is why I claim that it is also important, when acquiring the right competencies to generate a 

spin-off venture.  

 

When asking the interviewees whether reward systems were a part of the organizational culture at 

Noma, many of the participants initially said no. As I gave examples of ways to understand the 

concept of reward systems, such as receiving praise, getting more responsibility or getting a salary 

raise, it opened up for a conversation about “what is considered a reward?” “Who is giving the 

reward, and what does it mean to the person receiving a reward?” Below, I discuss the different 

types of rewards, the interviewees expressed to have experienced at Noma.  



	   -‐	  49	  -‐	   	  

Different Types of Rewards at Noma  

Anders Selmer was a part of the management team, and therefore he built the structure of the 

organization together with René Redzepi and Mads Refslund in 2003, when Noma opened, and 

they were just a team of five waiters and a couple of chefs (Selmer, appendix). Back then, there 

was no reward system: “You were a part of something, you got your salary. Of course we praised 

people, when they were doing good. But we did not have a reward system. Today I think there is, 

to a greater extent” (Selmer, appendix:22).  

 

Selmer argues that it is rewarding in itself to be a part of something like Noma at the time, when it 

was a new concept trying to change the way people would eat and conceive produce. Similarly, 

according to Abel, it was rewarding to be part of the elite:  

 
“There are 20 of you working at the best restaurant of the world. (...) Every single day is the 

championship game at Noma. People come in everyday to judge you. They have waited for a 

reservation for 2 months. Huge anticipation. So when you think about it like that, then everything is 

rewarding, everyday you get through” (Abel, appendix:23).  

 

Being given the opportunity to be a part of a team of dedicated chefs and work at the best 

restaurant in the world seems here to be a reward in itself. Thinking of it like that as Abel says, one 

could likely reflect upon it in relation to sharing knowledge. Consider Noma a pool of knowledge 

and information, not only provided by Noma, but by the hundreds of employees, who all have their 

own experiences and knowledge, which they share with their colleges. That could be considered a 

privilege itself, or a reward even, according to the interviewees’ statements.   
 

Another reward is the praise employees get from outside of the restaurant, e.g. in reviews in 

papers. Sánchez holds the perspective that being a part of a successful business is rewarding. 

The success is often based on reviews from the outside, and those reviews are people’s 

guarantee, she says. But also seeing a full restaurant is part of the success. Essentially, the all-

time judges are the guests, who come to eat at the restaurant.  

 
“If I was working my ass of in the kitchen, and making these dishes, and I see that we get amazing 

reviews for the food, you know that’s a reward. Because I know that not just René is happy and the 

team is happy. But actually critique from outside, from journalism, is positive. I think people’s 

guarantee are those rewards. That’s the only way. I mean of course if you have a full restaurant. But 

also If you have praise from the outside. Unfortunately” (Sánchez, appendix:22).   
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In this example, knowledge is shared in the shape of feedback and critique. Although, it does 

contribute to the organizational culture to some extent, in a positive way, because employees are 

affected by the critique and feedback people share, whether it is a journalist or a guest. Lorenz 

agrees with the statement by others that external feedback is highly rewarding. According to him, 

happy guests are more rewarding than receiving a price for your hard work. He says:  

 
“To me it was very much the guests themselves, it was their thank you, when they left and you felt 

that they had a good time, that alone was a reward. It was a much more fulfilling emotion than 

knowing that you sold the most wine this week and therefore: here you go a bottle of wine for you - 

which really was of no relevance. Suddenly you feel, that the hard work and your struggle, has a 

direct influence on the people you do it for, and you feel that they are grateful. That seemed like a 

much bigger reward actually, than if one of my leaders would come to me and say, good job” 

(Lorenz, appendix:21).  

 
Philipp Inreiter gives another example of feedback culture as considered rewarding:  
 

“I think the reward system at Noma it wasn’t that you would get a batch or you would get any trophy 

or something. We had these Saturday Night Projects where you as a chef, (...) an intern or even the 

dishwasher could make a dish, present it to the team and René himself and the rest of the leading 

team would be there and give you feedback, taste the dish and tell you what you could do better. It 

was incredible rewarding for a young chef, which you have to execute at these nights, and you can’t 

necessarily express your voice or your passion or what you really want to do. (...) that is incredibly 

rewarding, just having a voice and having the possibility to show your skills and what you really want 

to do” (Inreiter, appendix:22).  

 
In this example Saturday Night Projects is considered rewarding. As Abel and Sánchez has 

described, Inreiter also specifies rewards at Noma as something less tangible than praise or an 

actual financial reward, which is interesting. In many industries a financial bonus would be 

appropriate and often seen in bigger companies given to employees, who mark themselves by 

performing well. At Noma it apparently seems rewarding simply working there and having access 

to such great potential of knowledge and skill sets. Sharing knowledge seems to be a big part of 

the culture and to the reason, why people want to work there. From the findings my 

comprehension of Noma is that it is a very professional learning environment, with the probability 

of gaining a huge amount of knowledge and insight in the world’s most innovative thoughts and 

ideas about the present and the future of food and produce. So, I perceive from the findings that 

this might alone be rewarding.  
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Internal praise and management  

The restaurant industry is not known for a significantly human-oriented praising culture. As a 

matter of fact, praise is more often seen as not practiced at all. Abel states that an employee 

should not expect praise from a manager, when they do good one should rather expect to be told 

to do better (Abel, appendix). According to the findings the lack of praise is a general industry 

premise, and criticism is commonly seen at Noma making it a part of the organizational culture 

(Lorenz & Abel, appendix). Abel explains:  

 
“More often than not, you’re only going to hear things, when you do it wrong. If no one says anything 

to you, you did a good job. Rarely are you going to get: oh this is so good, you know for your daily 

music. No, because this is expected of you. That’s your job. And it’s not just at Noma, it’s at every 

restaurant you go to, you only hear something when you do it wrong. So that had an impact on me. I 

try to tell people when they do something right, everywhere I’ve worked. I really thought about that 

(Abel, appendix:23).   

 
Interviewees’ statements indicate that employees rarely receive praise at Noma; more often, it is 

the opposite. Therefore, Abel tries to praise more in the places he has worked since, and in his 

own spin-off, because he knows, how important it is to make people motivated. 

 

In a leading position, you have the power to set the frame and introduce structural changes in the 

organization. The power is by Al-Alawi et. al. (2007) suggested used, when designing reward 

systems (Al-Alawi et. Al., 2007:25). Redzepi is the powerful leader of Noma and up until at least 

2017, he has been responsible for every single decision in the organization, according to Clugston 

(Clugston, appendix). Clugston further clarifies: “And praise, René is good at praise. He is good at 

both. He is telling you when you're doing something good, and when you're doing something bad. 

So that was that kind of reward. And it meant a lot, actually” (Clugston, appendix:28). There might 

not be a structural reward system at Noma, but this quote from Clugston, states that Redzepi is 

good at praising, which is conceived as rewarding.    

 

According to Gøtz, praise is received in an implicit way in the shape of accept. He believes that he 

got accepted by Redzepi, when he presented his bread to him – a bread that Redzepi later 

decided to serve at Noma (Gøtz, appendix). This is, according to Gøtz, the kind of reward you 

could expect from Redzepi. He says:  
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“I think either you are in or out. Or you are just neutral. If you did something right you just got 

accepted. If you did something good, you were just considered cool. It was not like you would get a 

bonus or anything. It was just something good for you, cause then you are in a better position. There 

is this very hierarchical way of thinking. All of a sudden you don’t need to clean the floor any longer. 

That is actually just about being ranked according to how important you are. You could say that is 

kind of a reward” (Gøtz, appendix:22). 

 
In the end Gøtz finds his way of describing the reward system at Noma with examples of implicit 

rewards. Although, the total amount of data collected for this analysis indicates that reward 

systems at Noma are neither an integrated official part of the organization structure or a cultural 

factor that enables knowledge sharing. It is uncertain if a reward structure would enable Redzepi 

and the other leaders at Noma to share the know-how in order to nourish knowledge sharing in 

general, because, according to my findings, Noma alumni do not consider reward structures to be 

necessary: 

 
“No, you get paid, the payment is nice, you’re in an environment, where you're constantly learning, 

constantly challenged. I don't think there would be any reward that would help me. I mean a bonus 

now here and then might help, but again you have no free time to spend money, so it’s not about 

money. I mean maybe a night off or sleep in or so” (Clugston, appendix:22).  

 
According to the interviewees rewards and praise are not expected of the culture in the restaurant 

industry. Thus, hard work and dedication is expected of you to do your job, therefore earning a 

reward is nothing commonly seen in the industry, neither at Noma in specific (Abel & Gøtz, 

appendix). Tangible rewards like praise, salary raise, or prices are by the most not considered 

necessary to embody in a system in the organizational culture, because being given the 

opportunity to become part of the Noma team and have access to resources and knowledge is 

rewarding itself. Seeing happy guests and getting praise from the outside is perceived rewarding 

and of more value than would it come from the management at Noma. However, some consider 

praise a part of the culture verbally and in terms of accept.  

It does not seem like rewards of any kind have contributed to the development of specific 

competencies important to generate successful spin-offs: rather, some interviewees developed 

these outside of Noma to become successful with a spin-off.  
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The Search for Originality  

Leer (2016) suggests that originality, as a cultural value, may be an important driver for the 

creation of spin-offs. I will look into whether originality is a value made salient in the organizational 

culture at Noma. The paper analyzes counter-reactions to Nomas strict dogmas of the New Nordic 

Cuisine, and discusses the matter in relation to Nomas own counter-reaction to the classic French 

kitchen (Leer, 2016). According to Leer originality is linked to the word authenticity, which is 

decribed with the concepts: specificity, simplicity, history, and tradition. The New Nordic Cuisine is, 

due to its activation of the Nordic region and forgotten ingredients, distinctively connected to the 

principle of authenticitiy, hence originality (Leer, 2016).  

 

The founders of the New Nordic Cuisine Claus Meyer, Mads Refslund, and René Redzepi, had the 

ambition of competing with the Mediterranean kitchen and create an original counterpart to the 

historic cuisine: “Meyer’s ambition was to prove that the New Nordic Cuisine could be both as tasty 

and “every bit as healthy as its Mediterranean counterpart”” (Leer, 2016:4). Redzepi’s approach 

seemed to have more of a personal goal to it:  

 
“(...) the New Nordic is closely connected with his ambition of becoming the best chef in world. If he 

would continue to imitate French cooking as he did in his early jobs, he would always be considered 

as an imitation of the ‘‘authentic” French chefs in the greatest French restaurants but by adhering to 

a new taste regime and because this new taste repertoire was recognized internationally, he could 

become one of the leading chefs in the world” (Leer, 2016:5).  

 

Redzepi clearly had an ambition of creating something original to achieve his goal of becoming the 

world’s best chef. He did not think this would be possible if he continued cooking French food. 

Strikingly, it has been the same goal for Noma alumni, mentioned earlier in the analysis. The 

ambition of creating an original concept, making yourself noticeable in the crowd of excellent 

restaurants, is also pointed out by Clugston:  

 
“It is very important to do something original, because there are so many restaurants. You need to 

stand out. You need to be different, better. Otherwise you get them once, and they will never come 

back. You’re so spoiled for choice in Copenhagen. Compared to population it’s absurd. You have 

better restaurants here than in Sydney with a population of 5 million” (Clugston, appendix:30).  

 
Competing with Noma on the Nordic cuisine would just make you the second best. Inreiter 

explains, that once you step out of Noma, it is important to find your own voice and your own 
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narrative (Inreiter, appendix). He stresses that you can easily en up in the shadow of Noma, if you 

do not differentiate and create your own original spin-off. “(...) you need to make sure that you don't 

end up in the shadow of Noma. You don't want to do something similar or anything, it’s like you will 

always fail. There's just no such thing as better than what Noma does” (Inreiter, appendix:32). This 

statement correlates well with Redzepi’s own belief in avoiding imitating other cuisines and other 

chefs.  

 

It might seem like originality could be a prioritized cultural value at Noma. Noma is viewed as an 

original place with original ideas, who has taught its employees to think original and innovatively, at 

least according to Lorenz: “I think that after seeing it for such a long time, it gets in your mind, 

trying to think of something original. I feel like my brain is thinking along those lines” (Lorenz, 

appendix:38). Noma is known for serving very odd dishes and years back, it gained a lot of 

attention in the media. It took Noma some time to convince people to eat ants, duck brain and 

other unconventional foods, but Abel argues “(...) Noma is also more than a restaurant. It’s a 

culinary destination” (Abel, appendix:31). He adds: 

 
“Someone go there to be challenged. They go there to experience something they have never had in 

their entire life. As a guest. Also as a chef. You know If I went to Noma, and they served me a potato 

and a steak. I’d be pissed off. Cause I’d be like, I didn’t come here for this. I came here to eat some 

ant, that taste like steak. To eat something that you just couldn’t produce. That’s why I think the 

chocolate chip cookies and things like that, don’t sell very well. Because I can make those at my 

home. So I don’t see why I would go here” (Abel, appendix:31) 

 
In Abel’s explanation, originality is what made Noma great, and why it attracts people from around 

the world today.  

According to Lorenz, it is no longer an option to open a regular restaurant, as people search for 

originality and hunt inventions (Lorenz, appendix). Lorenz is convinced that many other Noma 

alumni feel the same way. To him, it is all about being critical to oneself in order to reach that level 

of originality (Lorenz, appendix). A mindset, he was taught at Noma and a competency, he 

developed in his time at Noma (Lorenz, appendix). 

 

Abel argues that originality and uniqueness are important factors when it comes to standing out in 

the rather crowded gastronomy scene, but in his mind it is just as important to add familiarity to be 

recognizable to you customers:  
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“So when somebody comes in to a place like this, they just want to have a coffee and something 

they can recognize and eat and think is delicious. In my mind. We are trying to (...) sell a familiar 

product. But at the same time add a few new products to our product line that make us unique. It’s 

definitely a balance though” (Abel, appendix:31). 

 
Although, he agrees with Lorenz on creating an original space while offering familiarity, he 

disagrees with the notion that we can re-invent things in gastronomy and constantly come up with 

original products. In his perspective,   

 
“(...) none of us in the pastry world or even in the food world are re-inventing anything or creating 

any new inventions. Cooking has been around for so long, and we are all just copying and 

borrowing, and refining techniques from previous chefs. We all buy books to become inspired and 

manipulated. We are all borrowing from each other. What’s the most important product we make? 

Croissant! That’s been around for like however long. How much can we make that brand new and 

not too much?” (Abel, appendix:31).  

 
That is an interesting perspective, since Noma was designed on an original idea contributing with 

something never seen before and actually succeeding with that.  

Inreiter has somewhat the same philosophy as Abel, when it comes to the search of originality. His 

own venture, Slurp Ramen Shop, is a mix of 

 
“(...) Noma philosophy of creating incredible products, hospitality, and the energy combined. But 

applying this with something very basic, which has nothing to do with fine dining, but just with free 

food. If that's coffee, if that's cakes or if that's a bowl of noodles. And I think there is a pattern, as you 

said, it’s just the fine dining approach to something, which has nothing to do with fine dining, but I 

think it’s more of a mindset. We all have a certain image of what fine dining means for us” (Inreiter, 

appendix:35).  

 
This “certain image” has gone through a huge change from white table cloths twenty years ago to 

going to Noma in a t-shirt today (Inreiter, appendix). According to Inreiter, that change will 

continue: “So next thing might just be as I said, this easy, very approachable taste of foods, with 

the same elements, with great products, great service, but in very fine, like a very casual 

environment” (Inreiter, appendix). 

 

Returning to why the discussion on originality was taken up I brought on the perspective of 

counter-reactions to the French cuisine as a way to claim originality. Leer (2016) brings forward 
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two figures: Matt Orlando, chef and owner of Amass and Broaden and Build, and Christian F. 

Puglisi, chef and owner of Relæ and others, because they have expressed counter-reactions to the 

New Nordic Cuisine. Leer (2016) writes in his paper: “(...) just as the New Nordic chefs needed to 

challenge French and Mediterranean cuisine to establish their own distinctive positions in the 

culinary field, Puglisi depended on a refusal of the New Nordic Cuisine to claim originality” (Leer, 

2016:9). With this argument, Leer (2016) claims that Puglisi has distanced himself from the New 

Nordic Cuisine in order to claim originality, just as Redzepi was convinced he would only be 

considered an imitation of the “real” French chef, if he continued interpreting French food (Leer, 

2016). He further argues that “Puglisi and his generation could only be copies of Redzepi as long 

as they cooked New Nordic Cuisine” (Leer, 2016:9). Considering this statement true it will only 

become harder for future chefs to make themselves noticeable if originality is the answer to 

success.  

Matt Orlando has expressed his opinion to move beyond the New Nordic Cuisine. Leer (2016) 

argues, that the dogmas of the New Nordic Cuisines are considered an obstacle to culinary 

creativity and it even stands in the way of innovation (Leer, 2016). He is building his argument on 

an article in the Danish newspaper Politiken, where Matt Orlando apparently should have 

emphasized, “(...) that his restaurant is not a Nordic restaurant, although 85% of the ingredients 

will be from the local region, but he does not want to be put in a box: “As a chef I want to be free to 

do what I want to do without being accountable to others” (Leer, 2016:7-8).  

 

To sum, it is obvious that the search for originality has been of high priority when establishing the 

Noma project. Redzepi has influenced his staff in thinking originally, and his own and some of the 

interviewees’ ambition of becoming the best seems to be closely connected to originality. It is also 

mentioned that being original does not correspond to coming up with new inventions, considering 

that we are inspired by and copy other people’s products all the time. However, the claim for 

originality seems central to people creating spin-offs, rather than get a new employment 

elsewhere.  

Leadership 

Another aspect touched upon earlier, is leadership. In this chapter I will analyze Redzepi’s 

approach to leadership at Noma and address his ability to lead his team and create an 

organizational culture that might enable the development of competencies required to generate 

spin-offs.  
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Type of leader 

The opinions of Redzepi as a leader have always been many. He is one of the world’s most 

renowned chefs and owner of one of the world’s best restaurants. As a leader he is described as 

visionary, inspiring, charismatic, and extremely creative (Selmer, Clugston and Inreiter, appendix). 

Clugston differentiate between two types of leaders:  

 
“There is this creative, full of energy, inspiring but also fearful. Then there is the other type of leader 

that is organized and disciplined, maybe to me not as creative. Somehow I haven’t seen them both 

in one person. So to me René was the first. He was very on the moment, spare the moment, very 

tough but also just pure brilliance coming out” (Clugston, appendix:37).  

 
According to Clugston, Redzepi knows how to inspire his staff by creating dishes that are so 

different, and at the time master a language about food that is inspiring, yet clearly communicated 

(Clugston, appendix).  

As a leader he is good at giving direction and push the team. He teaches how to think like him, but 

at the same time he gives everyone a voice, says Clugston (Clugston, appendix). Giving everyone 

a voice is something that inspired Clugston to incorporate in his own spin-off, the restaurant Illuka. 

This sense of collective voice is important for him in his business.  

 

In 2003, when Noma opened, the team was small, the organization was less structured, and the 

business was more of a creative space with room for experiments and improvement (Bon Appétit 

Foodcast and Clugston, appendix). Redzepi’s visionary mind is what made Noma, what it is today 

(Selmer, appendix). Several of the interviewees mention, that Redzepi used to say “anything is 

possible”, which affected the minds of Noma alumni and gave them the confidence in aiming high: 

“(...) you’ve gone for so much at Noma, you start to believe that anything is possible. (…) He starts 

a fire, that burning fire inside of you” (Clugston, appendix:38). Accordingly, Gøtz mentions that a lot 

of Noma alumni have been successful in getting great jobs around the world or starting successful 

companies because they have worked at Noma (Gøtz, appendix).  

 

Redzepi is very supportive to entrepreneurship. For the past couple of years he has been part of 

the development of the spin-offs 108, Barr, Hart, and has supported Sánchez with her businesses 

as well. He encouraged the people behind the projects to start them and today he support them all 

financially and in any way he can together with Noma (Selmer, appendix). According to Selmer, it 

is of his interest to give more to Copenhagen, because he believes that it is needed. So by picking 

out the right people with the potential to run the initiatives, he sparks the ignition and pushes 
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forward giving even more to the city and giving these individuals an opportunity to rise (Selmer and 

Clugston, appendix) (Sánchez, appendix). 

Teaching competencies 

According to Rasmussen et. al. (2011) the necessary competencies to create a spin-off venture 

are not readily available but have to be developed or acquired in the early phases of the creation of 

the venture (Rasmussen et. al., 2011). Whether Redzepi has provided the right circumstances in 

these early phases, where the necessary competencies are developed, will be analyzed in this 

section.  

 

The rise of Noma started with a story of a small team that wanted to add a new type of kitchen to 

gastronomy (Redzepi, 2010:11-17). Telling the story of Noma and Nordic food has been a crucial 

part of designing the concept, building a community and recruiting employees that could bind to 

the concept and tell the story to the guests: “It's not at the end of the day about the food, because 

the food is good at so many places. What really makes the difference is the story you tell around 

the food” (Inreiter, appendix:40). According to Inreiter, Redzepi understands how impactful the 

story around a concept is, because it attracts the right people, who can identify with the concept 

(Inreiter, appendix).  

Telling a story requires clear communication and direction, which, according to my findings, are 

strong competencies that Redzepi possess and passes on to his staff. In a professional setting the 

clear direction is often experienced in the way he communicates precisely, according to Gøtz 

(Gøtz, appendix:51). Additionally, the ability to improve the efficiency of the work you are doing, is 

another competency that Gøtz learned from Redzepi (Gøtz, appendix). In his own spin-off, he used 

those competencies to create a sustainable structure and make systems that will ease the 

workload (Gøtz, appendix).  

 

Redzepi has been excellent in picking the right people for his team. Sánchez was given the 

opportunity to join Noma as a creative project manager, when they did a pop-up restaurant in 

Tulum, Mexico. Sánchez had just opened her own Mexican Taquería in the famous Copenhagen 

Meatpacking District, still she argues that the experience in Mexico developed some necessary 

competencies and a confidence she could implement in her own start-up phase:  

 
“I had already opened Hija de Sanchez, but I said yes and decided to join Noma Tulum. That was 

really fun, because I was part of the creative team, it was a creative partnership, so I was there from 

the beginning. I would go to Mexico with them, and looking at the space, which was completely 
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empty. Seeing that develop was super fun, hard, interesting, but also made me open this (Sanchez) 

feel a lot easier” (Sánchez, appendix:35). 

 
She recently opened a restaurant called Sanchez that requires much more organizational structure 

than the two taquerias. Building Noma Mexico from scratch was an opportunity given to her by 

Redzepi, because he trusted her ability and skill-set. It enabled her to test her own capability of 

building something from scratch. She was given a chance to overcome the initial hurdles of 

venture creation - something you would learn in a university setting, as described by Rasmussen 

et. al. (2011) (Rasmussen et. al., 2011). Being exposed to hurdles in an early stage of spin-off 

creation can develop early skills in how to overcome these hurdles, like Sánchez experienced 

(Rasmussen et. al, 2011).  

 

In the previous chapter findings have shown that Redzepi has both inspired and taught his staff 

some important competencies crucial to the development of spin-offs. The competencies are 

developed from Redzepi’s ability to communicate clearly, give direction, and push forward. He is 

also said to be good at giving his employees the opportunity to grow and improve, and this type of 

leadership has, according to the interviewees, developed some specific competencies that they 

have used in generating spin-offs.   

Access to Resources  

This chapter aims at providing an insight in the resource of knowledge, how it is shared and used 

at Noma, and whether it develops certain competencies to create successful spin-offs.  

 

The access to resources from the parent organization has according to Rasmussen et. al. (2011) a 

big influence on the development of a spin-off company: “A long research tradition has 

demonstrated that the institutional incubator environment influences the nature of the development 

of new entrepreneurial ventures through providing (or inhibiting) access to resources” (Rasmussen 

et. al., 2011:1318).  

 

Inretier agrees with that perspective, stating that the access to resources is extremely important in 

the personal development and growth of entrepreneurial potential, which explains, why he chose to 

apply at Noma in the first place: “I came to Noma in the first place, because you always learn from 

the best, and there was also a certain excitement of the New Nordic, what’s happening at Noma, 

the world’s best restaurant for now is the time” (Inreiter, appendix:11).  
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Al-Alawi et. al. (2007) describes knowledge as the most important resource to all businesses and 

is considered a strategic asset for the business. According to Al-Alawi et. al. (2007) knowledge is 

unique and original to any organization, and can therefore not be imitated (Al-Alawi et. al., 

2007:24). Organization structure is considered important for generating a sustainable 

organizational culture that enables knowledge sharing; “(...) knowledge sharing prospers with 

structures that support ease of information flow with fewer boundaries between divisions” (Al-Alawi 

et. al., 2007:25). On behalf of the results of the study the relationship between knowledge sharing 

and the cultural values: communication, trust, reward system, information systems, and 

organization structure proved to be essential for the success of knowledge sharing (Al-Alawi, 

2007:37).  

Transparency versus competition  

At Noma sharing knowledge openly is no barrier for Redzepi and the rest of the team. According to 

my findings Noma openly shares knowledge with the industry and the public on recipes, 

techniques, and other types of findings, without the fear of someone exploiting the knowledge for 

competition.  

When Noma originated in 2003 they broke with the traditional restaurant industry, mainly inspired 

by the classic French kitchen and a conservative mindset. At that time, the Copenhagen restaurant 

industry was still affected by a very conservative environment (Selmer, appendix). Noma 

completely went against and came forward with a strategy of treating knowledge with transparency 

and share openly, what they have found with the rest of the community, because they had a vision 

to change the industry by spreading awareness about seasonality and local produce (Selmer, 

appendix:22-23). The strategy broke with the traditional industry and changed it for the future.  

Through the organization MAD they try to spark change for the better by hosting events taking up 

important world topics that undoubtedly affect the restaurants (Madfeed). They publish books and 

travel around the world to do pop-up restaurants.  

The transparent approach to knowledge is a characteristic cultural value at Noma then and today. 

Practicing transparency on this level was formerly considered dangerous in a competitive market, 

but Noma think of it as a way to contribute and make the community of restaurants, who care for 

produce and quality, even stronger.  

 
“Before Noma people talked a lot about this hostile behaviour that existed towards other restaurants. 

We compete about the same, we should surely not give other restaurants our secrets. I believe 

Noma just went out there and acted very open about everything they did. It was more like, how do 

we raise the level even more for everyone? How do we give everybody some knowledge, so that we 
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can all do well. So instead of having some people, who become very skilled, we raise the standards 

in all fronts” (Lorenz, appendix:13).  

 

This perspective points towards the argument by Al-Alawi et. al. (2007), who found that sharing 

knowledge, rather than keeping it, equals power. Therefore, it is a good idea to create an 

environment that aims at that (Al-Alawi et. al., 2007:24). The information system at Noma really 

sparked the sharing of knowledge and inspired not only their staff to do the same and to bring it 

with them to their own spin-offs, they also inspired the rest of the industry in Copenhagen to share 

knowledge between them. According to Gøtz they all move in the same direction aiming for the 

same goal, namely spreading knowledge about organic farming, sustainability, and local produce 

(Gøtz, appendix).   

Building communities  

As Al-Alawi et. al. (2007) mentions knowledge is the most valuable resource asset and therefore 

key for strategic matters (Al-Alawi et. al., 2007:24). Noma’s strategy on openness comes together 

with the fact that they had completely new knowledge to share. Before Noma, there was no Nordic 

kitchen. All the restaurants in Copenhagen would look to the South. So, Noma also had this very 

unique approach to cooking never seen before. And precisely uniqueness and originality is 

considered the asset of knowledge because it cannot be imitated or substituted (Al-Alawi et. al., 

2007:24). The approach of “no fear for competition” did inspire former Noma chefs who now 

practice openly sharing knowledge. They all work for a better future and to strengthen the 

community that reinforces collaboration. Clugston says:  

 
“(...) Noma is going to open a seafood season coming in March or whenever it is. So a lot of the staff 

are coming here at Illuka to eat. And they’ll ask what was in this dish, and I would tell them exactly 

what was in it. They’re in the test kitchen. To me i don’t care about sharing knowledge. And also it’s 

all inspired from Noma, he taught me, so I am happy to help” (Clugston, appendix:24).  

 

What I interpreted from Clugstons assertion is that sharing knowledge is also a way to give back to 

the parent company and to the community. Sánchez explains that building a strong community 

around you is important to any great chef, which is why she believes that is what Redzepi is trying 

to do: “The way I see it, he is just trying to build a good community (…) for himself” (Sánchez, 

appendix:26). She continues:  

 
“And I think that if anyone is in the top of any organisation, restaurant or etc. if you have the authority 

to build people around you, you should be able to build the right people around you that are doing 
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things unselfishly in a way. For me that’s how I feel about myself. And I know that’s kinda the way I 

see Matt Orlando. Or Christian Puglisi. People that are genuinely interested to provide something 

that is needed. You can see that they just built their own little community. And they are a part of the 

community from René Redzepi. The right people trying to do what’s right. To have a good 

environment. Or at least push it with food or a little bit beyond that” (Sánchez, appendix:26). 

 
What Sánchez explains is very interesting because it supports the notion that Noma has created 

something that is being carried on by Noma alumni and shared with the rest of the city and even 

the world. It builds on the thought that Noma does teach specific cultural values that are important 

when generating spin-offs. Clearly Noma worked to create an organization that nourishes a vision 

that not only concerns themselves but many other people. Selmer emphasize that Noma wanted to 

contribute to the Copenhagen food scene and collaborate with other restaurants in raising the bar 

for restaurants in Copenhagen. Selmer says the following about this topic:  
 

“I think one of the things Noma did very much is pushing the thought, that this is something for 

Copenhagen. It is something we need to do together. (…) I think Noma preached that a lot. Also by 

trying to give something to the city (...) with MAD, their foodcamp where they attract many chefs. 

Then you talk to each other, because you think it’s interesting to meet your colleagues from all over 

the world and become wiser and try to move the world. But also because it means something, what 

is going on in Copenhagen. I can mention a lot of chefs, who through René’s network came to 

Fiskebaren to eat. He really likes to share, and Noma really likes to share. It saturates the whole 

organization” (Selmer, appendix:27).   

 
He further adds, all the Noma alumni spin-offs he can think of has the same agenda as Noma 

about sharing and adding quality and life to the pool (Selmer, appendix). So this cultural value 

helps Noma alumni gain the ability to create a community.  

 

In the context of Noma one could argue that due to the exposure of a large network at Noma and a 

community of Noma alumni, the possibility of knowledge sharing and collaboration is accessible. 

From the findings above the interviewees express a developed competency in exploiting external 

resources from their network.  

Noma family  

Having been a part of the Noma family obviously creates a strong bond that affects the contact and 

knowledge sharing with former colleagues, and some consider there is a Noma alumni family. But 

for some breaking out of that family means, that you’re on your own:  
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“(...) we are outside the group now. In my perspective you always have different families. You have 

the Relæ group, you have the Noma group, you have the Kadeau group and you have the Geranium 

group. People gather in groups. And I don’t feel like those groups share so much with each other. 

We are stigmatized as our own. That is how I see it from outside. I mean not completely our own, we 

of course work together with for example Andersen & Maillard, we did share knowledge. But not 

directly with Noma” (Gøtz, appendix:24).  

 
What Gøtz is stating, is that he does not agree with the statement that knowledge is shared across 

communities and restaurants around Copenhagen. To him knowledge is only shared within the 

smaller groups or families he mentions. He talks about belonging and not belonging as an indicator 

for sharing knowledge. According to Inreiter there are not any actual communities. To him 

knowledge is shared in a more informal way, and that does happen with your former colleagues:  

 
“Not, that I know of, that there are any actual community or any actual groups. In a very smooth way 

it happens on the chef side on the alumni side, we know each other, we talk to each other. We all 

went for the same experience, so obviously it’s something to meet about. Under colleagues talking 

about certain ideas, getting inputs, are picking somebody’s brains, yeah in a very informal way” 

(Inreiter, appendix:26). 

 

Findings have shown that knowledge sharing is a crucial element in the organizational culture of 

Noma and for the spin-offs emerging from Noma. To some a transparent approach to knowledge 

sharing, experienced at Noma, has resulted in the development of competencies to share 

knowledge openly and have no fear for competition. These competencies are considered closely 

connected to the ability to create communities, which again is considered a valuable competency 

to generate successful spin-offs. Some think knowledge is only shared in smaller groups of people 

with a background in the same restaurant, and some think knowledge is shared with the whole 

industry in Copenhagen, supporting Noma’s initial vision in changing the food scene and the 

restaurant industry collectively. 

Parent company influence  

Now that it has been presented which cultural values are considered instrumental in the 

development of competencies crucial to the creation of spin-offs emerging from Noma, and how 

they are developed or acquired, this final chapter will round off the analysis with a description of 

different aspects of the influence Noma has on the countless spin-offs emerging from Noma.  
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Noma brand  

A statement from Philipp Inreiter sums up what influence Noma has had and still has on the 

gastronomy scene and the people, who are fortunate enough to be working at Noma at some time 

of their life: “So there’s this huge boost after you break with Noma. You know it’s like now with any 

tech company, if you have worked with Google or stuff like that, you know you could get any job 

you want. That's very similar with Noma, if you have been with this restaurant, you could just get 

any job you want” (Inreiter, appendix:32).  

 

Inreiter claims that working at Noma will give you a bright future in the field of gastronomy. The 

Noma brand is surely something that has had an influence on the spin-offs generated by Noma 

alumni. Findings tell me that Noma gives both value but can also be a great pressure to live up to 

the expectations that comes with the brand. Fist, I will present perspectives of the value that Noma 

gives its alumni, second the perspectives on how it can create a mental pressure.   

 

Abel opened Andersen & Maillard last year in February together with Hans Kristian Andersen, and 

an immense attention to the place overwhelmed Abel, who was still struggling with the recipes and 

would have wanted more time to test and experiment. The newspapers had sniffed out that a 

former Noma chef would open a bakery in Nørrebro, and that resulted in a high demand to taste 

his goods. To Abel that was a great pressure to live up to people’s expectations due to his past at 

Noma: “As a chef you’re only as good as the last thing you have made. Yeah I could be Milton 

Abel from The French Laundry and Per Se, or I could be Milton from Noma, but if I go to a new 

place, and don’t perform, and do a pour job. You have to represent” (Abel, appendix:34). Abel 

argues that “(…) your past decides your future to some extent, and if you have worked at a place 

like Noma, it comes with responsibility if you allow people to use the brand in relation to you. If you 

are unsure if you can live up to the brand, you should not allow people to use it” (Abel, 

appendix:34).  

 

Lorenz has tried all he could to distance himself from the Noma brand, because he did not want to 

give people high expectations of his new place that he would commit himself to live up to. He says: 

“This is the downside of all this branding that comes along. That there is something to live up to. In 

that sense you use the name of the restaurant to fuel some expectations to what you are about to 

do. And that is very stressful, and you have to live up to that” (Lorenz, appendix:32).  

 

Contrary to the above mentioned arguments the following arguments appreciate the brand value 

Noma has on the spin-offs generated by Noma alumni. Clugston is very positive to the Noma 
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brand and he expresses his opinison by stating: “For instance Politiken and all these papers they 

came on the first night of opening. Getting that stamp, getting theses reviewers in, and then getting 

a good review in the paper, then the public knows about you all of a sudden. It purely adds value” 

(Clugston, appendix:22). According to Clugston, Noma only adds value, and that opportunity 

should be exploited and acknowledged (Clugston, appendix).  

 

Using the Noma brand to highlight a business is something to consider carefully. Sometimes is it 

not controllable, as Lorenz, Clugston, and Abel argue, but if chosen to use “(...) you need to make 

sure that you don't end up in the shadow of Noma. You don't want to do something similar or 

anything, it’s like you will always fail. There's just no such thing as better than what Noma does. 

You need to find your own voice”, says Inreiter (Inreiter, appendix:32).  

 

The Noma brand is perceived as both a value and a pressure. The value in it can boost your spin-

off, but it can also make it more difficult for the individuals to perform and generate an original spin-

off in their own spirit. Therefore it is suggested that one use the brand carefully.  

Subconclusion of Analysis 

To sum up the analysis I will conclude with the most important findings of the research.  

Some organizational structures at Noma have been central to the development of certain 

competencies amongst the interviewees, which are considered important to acquire to generate 

spin-offs amongst. One is Saturday Night Projcts that provides a platform, which in many ways 

encourages entrepreneurship and develops some competencies, which definitely can be 

considered useful in the generation of spin-offs. Furthermore, the transparent approach to 

knowledge sharing incorporated in Noma’s information systems, has sparked the sharing of 

knowledge and inspired not only their employees to do the same and to bring it with them to their 

own spin-offs, they also inspired the rest of the industry in Copenhagen to share knowledge 

between them. Interviewees express a developed competency in exploiting external resources 

from their network to share knowledge and build communities, which is considered a valuable 

competency to generate successful spin-offs.  

 

The hierarchical structure at Noma is not considered a specific cultural part of Noma, but rather 

industry specific. Although, hierachy affect the cultural values: trust, communication, and 

teamwork, according to the inteerviewees. Clear communication is considered important when 

aiming for perfection, which is considered a core value at Noma. The clear communication is 

inspired by the military where hierarchy is a natural part of the structure. Trust is to some 
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considered important in the teamwork to work and communicate effectively, however trust is by 

some perceived misleading in the context of Noma, and therefore replaced by control in order to 

succeed. The teamwork is to some improved, when working with the same team everyday, which 

also strengthens the communication and the trust amongs teammembers.  

These factors all contributed to the development of competencies, which the interviewees have 

used when generating spin-offs.  

 

Another central aspect in the creation of spin-offs is the claim for originality. Counter-reactions can 

be ways to claim originality, which is an explanation for the rise of Noma and the New Nordic 

Cuisine presented in the analysis. Claiming originality can be a competitive advantage, so can 

prototypes used to test unfamiliar markets. In the analysis it is argued that Noma has used the 

spin-offs Barr, 108, and Hart Bageri to do exactly that, which is considered a way to increase 

competive advantage with low risks. They have proved to become successful, hence a benefit to 

Noma.  

 

Finally, it seems individuals joining the Noma team have the vision of becoming an entrepreneur. 

Findings show that many of the people, who apply to Noma already have an entrepreneurial 

mindset, and might also posses some competencies required to create a succesful spin-off, 

although, they also develop competencies at Noma from the cultural values, which make them 

capable of creating successful spin-offs.  
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Findings & Discussion 
This chapter aims at presenting the most important findings of the research and discuss them in 

regards to the literature, to discover if they confirm, expand of contradict the literature.  

 

Saturday Night Projcts provides a platform, which in many ways encourages entrepreneurship and 

develops competencies that are considered useful in the generation of spin-offs. According to the 

literature access to resources is central to the development of new entrepreneurial ventures. 

Findings confirm that the access to resources at Noma has influenced the development and 

growth of entrepreneurial potential. Furthermore, a transparent approach to knowledge sharing has 

inspired Noma alumi to operate the same way and build communities. Findings illustrate that 

communication is strengthened via trust. Trust also seems to be strengthening the teamwork, and 

great teamwork creates better and more efficient communication and workflow. However, hiearchy 

plays a central role in communication, trust, and teamwok, and trust is by others experienced 

lacking and replaced by control. Another central finding to be discussed is the claim for originality, 

which seems to be linked to spin-off entrepreneurship. When developing a spin-off during 

employment in one organization, it seems to be either as an extension of the original concept or as 

a counter-reaction. Correspondingly, I add a short discussion of the term ‘spin-off’, because I find it 

relevant for the topic of counter-reactions. Further, I discuss the competitive advantage of spin-offs 

by drawing in the concept of Blue Ocean Strategy. Finally, findings illustrate that Noma attracts 

people with entrepreneurial mindsets and ambitions to generate spin-offs, but the culture also 

provides the development of competencies, which enable the creation of successful spin-offs.  

Organization Structure and The Development of Competencies  

Some competencies are developed due to the organization structure at Noma. According to the 

literature, organization structure is a success factor for an organization (Al-Alawi et. al., 2007:22). 

Saturday Night Projects is one of the structural initiatives that seems to have had a big influence in 

the development of competencies useful when generating spin-offs. Interviewees have expressed 

that knowledge was shared openly in this forum in the shape of feedback, and the context allowed 

testing ideas and building confidence useful in generating spin-offs. The findings illustrate that SNP 

is rather similar to entrepreneurial initiatives like incubators, accelerator programmes, and startup 

communities, even though that was not the initial intention of the concept, or was it?  

I asked the question early in this thesis, because Redzepi has expressed that SNP is a forum that 

encourage chefs to experiment and try things that could make them grow as chefs. Further, he 

states that he pushes and activate people’s imagination and their sense of opportunity (Bon 
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Appétit Foodcast). The interesting question is, why does he do this? He expresses, that he does 

not want to lose people, but he acknowledge and support those, who decide to persue the 

entrepreneurial journey to generate a spin-off (Arlene, 2012). So, it is interseting to discuss, what 

gains are in it for Redzepi if the risk, with a concept like SNP, is to lose the best people? In order to 

constantly push and improve the business of Noma, it seems necessary to invest in employees’ 

personal development. By giving employees access to knowledge and fora like SNP, where 

competencies are developed and confidence is build - as findings have demonstrated - the gain is 

a highly skilled team of people, but there is a trade-off in the risk of losing people to their own 

ventures. Seeing people leave Noma and creating their own successful spin-offs might contribute 

to attract the best new people to Noma.   

Another example that add to the discussion about the development of competencies, is the 

comparison with university contexts, which by definition provide access to knowledge. The 

literature states: “The context is distinct as university spin-offs usually involve the development of a 

business opportunity based on novel and potentially disruptive technology or tacit knowledge 

emerging from academic research” (Rasmussen et. al., 2011:1315). According to this argument, 

universities can be found to be the ideal setting to provide the birth of new ventures. Are 

restaurants? In the test kitchen at Noma, a skilled team of chefs daily focus on research and 

produce novel knowledge on new techniques to prepare food and new ingredients to to put on the 

menu. Comparing a university research department with Noma test kitchen is not necessarily a far-

fetched example of how knowledge is produced and shared within an institution or an organisation, 

with the purpose of using that knowledge to develop new ideas or generate spin-off companies.  

The literature states that knowledge is a powerful asset in the strategy of a business (Al-Alawi et. 

al., 2007), and the access to resources from the parent organization has a big influence on the 

development of a spin-off company (Rasmussen et al., 2011). The fact that Noma sparked the idea 

of transparent knowledge sharing, contributed to a new food scene in Copenhagen. According to 

the findings of this research previously, restaurants would consider each other competitors, 

whereas now, thanks to Noma, restaurants in Copenhagen are a part of a collective community 

who aim for the same goal and support each other. The spin-offs of Noma have contributed to the 

building of new and larger communities, and they can therfore confirm the literature in stating, that 

knowledge is powerful strategic weapon. Further, the example illustrates that Noma has provided 

the interviewees with competencies to generate successful spin-offs, based on the access to 

resources and learning how to use these resourches. Therefore, these findings also confirm the 

literature.  
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Trust & Control  

The cultural value of teamwork has developed competencies in communication according to the 

findings. The reason to that is because people work in the same teams everyday. A big part of 

functioning together is being able to communicate properly, and the culture at Noma has provided 

that development. The competency of communication is also closely related to trust. Consistent 

with the literature, trust is a success factor in sharing knowledge and for the success of a business 

(Al-Alawi et. al., 2007). To some trust created a competency to create good teamwork. Trust 

between co-workers is influental in allowing knowledge sharing in the team. In regards to the 

literature, trust is developed over time in dependence to the organizational culture (Al-Alawi et. al., 

2007), but at Noma it seems, to some employees, trust did not develop a competency related to 

this culural value. From these examples the findings confirm the literature in regards to the topic of 

trust.  

One of the interesting points that was made in the empirical data, was that trust is replaced by 

control. Some thought trust could not be practiced in the environment of Noma to achieve daily 

results. Control had to be the ultimate way of operating, because trust is misleading, says some of 

the interviewees. Control is described to be a tool to achieve perfection and success. One of the 

interviewees said that he operates with what he calls “trust no one mentality”, which means that he 

does not trust you to do your job right and therefore, control is the way forward. He used this 

competency learned at Noma in the creation of his own spin-off, and today he operates in the 

same way, because he believes that is the path to success. Contrary to the literature, which argue 

that trust I positively related knowledge sharing and a necessary value in the organizational 

culture, this finding instead illustrates that control is a necessary cultural value for the success of 

Noma and for some spin-offs created by Noma alumni. 

At Noma the hierarchical structure is perceived necessary, but in relation to trust there are different 

perceptions of the effect it has on the culture. Some thought hierarchy prevented vertical trust from 

the management to the employees, which seemed to have a negative effect on the culture. From 

this example trust did not develop a competency useful for generating a successful spin-off, but 

had to be developed outside of Noma. In regards to the cultural values of trust and commucation, 

hierarchical structures has not been addressed in the literature. Hiearchy does, in the context of 

Noma, play a central role in the organizational culture and therefore, to the perception and 

adoption of the cultural values: communication and trust. Future researchers should be attentive to 

this extension of the literature, as it could be of influence to other or similar contexts.   
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Claiming Originality  

Findings show that the constant critical mindset towards yourself is a way of pushing for better 

results in the aim of becoming the best, at what you do. Aiming at becoming the best is a value 

that Redzepi has emphasized in the culture of Noma, and it is discussed in the thesis, whether this 

approach to the craft is linked to the search for originality. The literature suggest that the claim of 

originality could be of importance, when generating spin-offs, and mention that counter-reactions to 

original concepts are a way to claim originality to become the best (Leer, 2016) As mentioned in 

the thesis, Noma and the New Nordic Cuisine was a counter-reaction to the French Cuisine, which 

has influenced the food scene not only in Copenhagen but in the world for decades, and the only 

way to become the best, would be to challenge the French Cuisine and create something original. 

The New Nordic Cuisine was an attempt to redefine the culinary capital of Denmark: “With their 

Nordic approach to food, Noma stepped into a debate on culinary hierarchies in food culture 

starting a negotiation of Danish food culture” (Leer, 2016:3), and a way for Redzepi to reach his 

ambition of becoming the worlds best chef (Leer, 2016). It seems that the search for originality has 

saturated the Noma organization and influenced the employees to search for originality, when 

generating spin-offs. Also, originality seems to play a role in the ambition of becoming the best, at 

what you do, which the interviewees seem to share. The findings therefore confirm the literature in 

stating that originality might contibute positively in the creation of spin-offs. Yet, spin-offs from 

Noma have shown to be characterized in two ways, be which will be discussed in the next section.   

Extension of or Counter-Reaction to Noma   

Intrapreneurial activity is approached in the thesis and explained as an activity that can result in 

spin-off entrepreneurship and employees refining opportunities discovered within the parent 

company thus, leaving the company to generate a spin-off company. The literature suggests, that 

spin-offs can be either extensions of the orignal concept or counter-reactions to the concept. 

Corporate spin-offs, as I have chosen to call them in regards to the literatrue, like Barr and 108, 

are examples of extensions of the Noma concept or prototypes testing unfamilar markets. Counter-

reactions to Noma are spin-offs like Puglisi’s restaurants. Puglisi is the first to create a hundred 

percent organic certified restaurant with a Michelin star. Puglisi has distanced himself from the 

New Nordic Cuisine and an explanation to that could be the claim for originality. Just like Redzepi 

claimed his originality by stepping away from the French Cuisine, Puglisi had to do the same. Leer 

(2016) argue that “(...) Puglisi and his generation had to distance themselves from the New Nordic 

food movement if they wanted to have have a high status in the culinary field” (Leer, 2016:9). 
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The findings from this research does not confirm if any of the involved interviewees consider their 

spin-offs counter-reactions to Noma. Rather, findings show that some of the interviewees carry 

forward some of the principles from the New Nordic Cuisine, but the interviewees does not 

consider their businesses as either spin-offs of- or counter-reactions to the New Nordic Cuisine. 

They all consider their spin-offs more like original concepts. According to the literature Puglisi’s 

restaurants are described as counter-reactions to Noma, which is achieved by claiming originality. 

Therefore it could be argued that also the spin-offs involved in the study of this thesis are counter-

reactions due to their claim of originality. That a new organization can be generated as a counter-

reaction gives a new category of spin-offs, which extend the definition of spin-offs.  

Discussing the Term Spin-off  

In the context of Noma, spin-off as a term is not commonly connected to the restaurants opened by 

Noma alumni. Therefore in this context it might not have been the right term to use, when 

discussing the businesses of Noma alumni. One might simply call it entrepreneurship. But as this 

thesis is concerned with finding out, whether cultural values at Noma have contriuted to the 

development of competencies requried to create spin-offs, or start-ups, as one might call it - if 

refuting the term spin-off - there had to be a clear phrase explaining the intended research topic, 

therefore the term spin-off was chosen. The literature discribe Puglisi’s restaurant concept as a 

counter-reaction to Noma and the New Nordic Cuisine. When discussing Puglisi, the term spin-off 

might contradict the concept of counter-reaction, as this indicates a distance to the original 

concept, whereas spin-off seems, in regards to the literature, to be extensions of the original 

concept. Therfore, spin-off seems to have the “wrong” connotations in relation to Puglisi, which 

could be a reason for him to reject contributing to this research. He also expressed that he does 

not consider himself a spin-off of Noma. The expression ‘counter-reaction’ however, also 

connotate rejection of the original concept. So, it seems no matter how it is phrased it appears to 

connect the spin-off with the parent company. In the search for originality, it seems unattractive, at 

least to Puglisi, to identify with the term spin-off.  

 

Competitive Advantage 

Another interesting aspect of the discussion on originality, is the competitive advantage that is 

created in this action drawing on the perspectives from Blue Ocean Strategy. Findings from my 

research serve as examples of Blue Ocean Strategy. 

Not only Redzepi has discovered the strategy of blue oceans, when he back in 2003 discovered 

that the market space of red oceans were getting crowded, and people were only trying to 
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outcompete each other in the same market, namely the French and Mediterranean Cuisine, only to 

discover that the opportunity of profit were reduced. Also Noma alumni have discovered that in 

order to survive, they needed to expand the boundaries of red ocean and tap into new markets 

where opportunities were waiting to be picked up on (Kim, et. al., 2005). During the past ten years 

we have seen blue oceans rise within the gastronomy industry starting with Noma, then Puglisi and 

now Sánchez, Selmer, and Gøtz to mention a few from the empirical data. Barr and 108 are in the 

analysis mentioned as examples of prototypes that can test unfamiliar market opportunities in the 

aim of creating competetive advantage and benefit the brand of the parent company. These could 

also be examples of blue oceans, however, not in the sense of counter-reactions and the claim for 

originality, but as examples that are created by Noma in order for them to test new markets for 

their own competitive advantage. This seems like a clever strategy to expand the brand of Noma, 

gain influence, profit, and further, add to the food scene once again 

Does the Culture of Noma Attract specific Minds?  

The notion of an entrepreneurial mind has been touched upon in this thesis by the support of 

findings in the empirical data, which states that ambition, dedication, and novelty are some of the 

values and competencies that are linked to the entrepreneurial mind, and to competencies central 

to create successful spin-offs. It has also been argued, that having the vision of eventually 

becoming an entrepreneur, is a dream that lies within the individual. Findings show that many of 

the people, who apply to Noma already have an entrepreneurial mindset. Maybe these 

competencies are even, what got them hired at Noma. According to the findings it might indicate 

that the organizational culture at Noma attracts people, who are capable of generating succesful 

spin-offs. But, another argument is presented in the findings, stating that employees at Noma 

develop a critical mindset due to the culture at Noma. It is argued that this mindset is developed at 

Noma due to the strict standards for quality and the search for perfection and originality. These 

factors seem to have developed a competency amongst the Noma alumni, which they have used 

in the creation of spin-offs. The literature used for the research of this thesis states which cultural 

values are important in organizational cultures and could be used to generate successful spin-offs. 

Further, it discusses how individuals acquire the necessary competencies to generate spin-offs, 

and finally it is examined how spin-offs might benefit the success of the parent company. Therefore 

the literature confirm the part, of the above mentioned arguments, concerning that competencies 

are developed due the specific cultural values of the organization. Thus, the literature does not 

refer to whether certain organizational cultures might attract people with entrepreneurial mindsets 

and competencies that make them capable of generating spin-offs. From these findings, it appears 
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future researchers should be attentive to these matters, when studying organizational cultures, 

since it is not represened in the literature.   
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Conclusion  
In this section I revisit the findings of the research and provide a conclusion to the question this 

study aimed at examining: What organizational values are made salient in the culture in Noma, 

which support Noma employees in generating successful spin-offs? 

 

This reseach is based on an observation stating that the gastronomy scene in Copenhagen has 

grown in the past fifteen years thanks to Noma alumni, who are responsible for a big part of that 

growth. The study can conclude that certain cultural values at Noma develop competencies, which 

have supported Noma employees in generating successful spin-offs.  

Saturday Night Projects provides a platform, which in many ways encourages entrepreneurship 

and develops competencies that are are considered useful in the generation of spin-offs. Access to 

resources, such as knowledge – which is shared openly with Noma employees and the industry – 

has inspired Noma alumni to create communities in the industry that refers back to the notion that 

Noma has influenced the Danish restaurant industry and food culture of Denmark.  

Cultural values like trust and communication have influenced Noma employees and taught them 

competencies in performing clear communication and working together in a team. Trust is to some 

considered lacking and replaced by control. This is closely linked to a hierarchical structure in the 

organization, and is by some considered a better guideline for success and perfection than trust. 

Redzpi’s leadership style is said to push talent and give Noma employees opportunities to grow 

and improve, which is confirmed to have developed competenices that support the creation of 

spin-offs. This also answers the question raised in the thesis concerning the level of Redzepi’s  

support of entrepreneurship.  

Spin-off entrepreneurship is connected to the claim of originality, which is part of the culture at 

Noma, a personal aim of Redzepi in becoming the best chef, and important in the creation of spin-

offs. The study found that counter-reactions are ways of claiming originality. This finding has added 

a new category of spin-offs, which extend the definition of spin-offs.  

It has been discussed if Noma attracts certain people with competencies to create spin-offs. The 

results of the study confirm, that competencies necessary to generate successful spin-offs are 

developed at Noma due to the cultural values, but the culture also attracts certain people that are 

capable of creating spin-offs. Which in their own right in one way are based on the core cultural 

values of Noma, but by their counter-reactions also contribute to the continued vibrancy and 

development of the Dansih Restaurant scene. 

Noma has shown that an organizational culture that pushes talent, dedication, and perfection 

anything is possible. Noma has changed the Danish food culture in creating a counter-reaction to 

the French Cuisine  - the New Nordic Cuisine - and positively influenced the Danish restaurant 
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industry by insisting on encouraging everyone in the industry to work together in improving the 

industry by being transparent and sharing the knowledge they hold. Therefore, Noma has built a 

culture that develop competencies for others to become capable of generating successful spin-

offs. Noma encourages and sparks entrepreneurship, and both spin-offs and counter-reactions 

indicate that Copenhagen today, is an important player in the internatioanal gastronomic scene. 	  
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