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Abstract 

The field of visual research is increasingly developing in management studies, however, it 

requires of integrative efforts to evaluate its impact. The aim of this study is to shed light on the 

pervasive effect of the visual aspect of artifacts common to all employees in an organization. 

Therefore, this study is motivated by the influence of visuality on organizational culture, as well 

as the effect it has on the employee’s identities. It was hypothesized whether there is an actual 

influence, or visuals are merely the sensory example of organizational culture. 

Literature on aesthetics demonstrates that it is not the artifact itself what has an effect on the 

individuals, but the knowledge it evokes. This knowledge is often difficult to articulate or 

express in words and, hence, it is considered tacit. As is the case in culture and employee’s 

perception of an organization, aesthetic is about interpretation. Albeit, while the first ones can be 

collectively negotiated, the aesthetic experience is personal and unique to the person that suffers 

it. Hence, this research bridges the gap between the visual and the social. 

By employing qualitative interviews with photo elicitation and the use of observation methods, 

the researcher collected data that was subsequently analyzed and discussed employing 

archeological and practice approaches. The findings from this research suggest that the impact of 

visuality in the organizational culture and identity is more complex than expected. This leads to 

the conclusion that, firstly, identity or employees’ perception is negotiated between the 

organization’s official Discourse and the process of sensemaking that employees experience by 

their aesthetic experience. And secondly, artifacts must be understood as the visible dimension of 

culture and not as a level, meaning that their interpretation will have a pervasive effect in the 

interpretation of the culture itself. Subsequently, this paper suggests a new form of approaching 

artifacts from their visuality and their relevance in organizational culture.  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1. Introduction to the importance of visuals 

Nowadays organizations are turning to a more visual approach and a reformulation of the 

importance of visuals in the organizational environment. It seems that more and more companies 

gradually stress on aspects such as logos, corporate videos and posters, working space design, or 

specific dress codes. Sometimes these elements can be thoughtfully planned or not at all, but 

they still imply some value on the way organizations are perceived from the outside. But one 

question arises, does the visual elements in an organization pervade its culture by imposing new 

meanings? In this scenario, the emphasis on linguistics aspects, or the so-called linguistic turn, 

and the primacy of culture in managerial subjects seem to step aside and give room to visuals. 

It is reckless to ignore the value of what is visible. The same would be to rest importance to any 

of the other four senses: smell, touch, taste and hearing. The Portuguese author José Saramago in 

his novel Blindness exemplified the great importance of sight and how society is constructed 

upon the ability of seeing, so when this sense disappears the world degenerates until falling 

apart. Saramago’s distopic view emphasizes the importance of seeing and how this conforms the 

social rules, values and even the aesthetic taste. 

But why should organizations pay attention to visuals? In fact, apparently it is not up to them to 

decide whether to adopt it or not since the current turn to the visual and the material is part of the 

vibrant society where we live. The continuous obsession with trends and the constant need for 

change in fashion illustrates the present prominence with which visuals impact on society. The 

same applies to architecture, where the tallest building, the most difficult construction or the use 

of specific materials indicates the trend to follow. As well, furniture evolves keeping its practical 
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characteristic but moving to unexplored areas, e.g. Arne Jacobsen’s egg chair. It goes without 

saying that the same scenario happens in art with its avant-garde need for reinvention. 

For some unknown reason, scholars have either ignored the visual turn in their researches or not 

paid enough attention to it. It seems like, while language and culture are the main topics, the 

study of visuals is the poor sister in organizational studies. Nevertheless, in the past decades the 

study of meaning in organizations, culture and knowledge has opened the door to new research 

approaches. The awake of new disciplines related to visuality sheds light on an issue: aesthetics 

and visual culture do not always have a simplistic, rational relationship (Linstead & Höpfl, 

2000). Therefore, it is naïve to assume that top managers of organizations decide every single 

visual artifact according to organizational values. And even if they did, visuals would still play 

their role under this organizational control. 

1.1. Visuality’s pervasive effect on organizations 

Since employees are the core of organizations, the focal point of research in visuality should 

always be organizational members and how they make meaning of the visual artifacts. Visuality 

cannot have any effect on the organization if it does not have it on the people working there too. 

The reactions that visual artifacts provoke in audiences have not been deeply examined. 

Ironically the observer becomes the author of the object of observation. Walter Benjamin 

expressed the relation of culture and visuals by stressing its exhibition value: “In the same way 

today, by the absolute emphasis on its exhibition value the work of art becomes a creation with 

entirely new functions, among which the one we are conscious of, the artistic function, later may 

be recognized as incidental” (Benjamin, 1992: 302). 

According to Walter, the uses of a visual are more than what it seems at the beginning and often 

they are unexpected, as is the case in elements such as clothes and self-decoration of one’s desk 

that underpin the visuality of an organization. These and other elements state a message to be 
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interpreted by each of the organizational member, therefore the organizational culture seems to 

be the context and the visual the metatext speaking about the culture itself. But, as mentioned 

before, the top management rarely controls every visual element in the organization, especially 

those crafted by the employees, and it is well known that culture is not static. If visuals speak 

about culture, then it has to be assumed that they are a form of communication. And from a 

constitutive point of view, communication forms organizations. Therefore, this may lead to think 

that visuals may have some impact on the organization’s culture. Bearing this in mind, this 

research sets out the following question: 

         How does visuality influence organizational culture and what effect does it have on 

the employees’ perception? 

By answering this question, this study will shed light on the possibility of visuals reconstructing, 

modifying or reinforcing organizational culture. At the same time it will discuss how individuals 

perceive this influence and whether it has some effect on them as well. The whole process of 

sense-giving and sense-making in visuals entails many aspects to cover. Therefore, it is capital to 

have a multidisciplinary approach. In this paper visuality and organizational culture will not be 

the only two aspects in use to develop a proper explanation, but subsequent constructs of 

visuality and organization studies will also play a greater role. 

Thus, this study seeks to answer whether the visible has an effect on the invisible by extracting 

the aesthetic value and tacit knowledge that visuals incarnate and presenting them to the 

employees. This paper explores how individuals contribute to the organizational culture by 

combining their own visuals with those inherited in the organization, such as architecture or 

furniture. In this continuous alteration of culture by visuality, it is important to focus on the 

employees’ identities to see a possible effect on their perception of organizational culture, to see 

whether it is enacted, challenged or this influence remains unnoticed for them. Of course, they 
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are not requested to know the whole process of influence, but to corroborate whether they are 

conscious of certain impact that visuals have on them and, therefore, on culture. 

1.2. Delimitations when studying visuality 

In the field of visuals, especially in relation with organizational studies, there is a lack of 

common approaches that can guide such research. Therefore, one has to start from scratch and 

try to align the different disciplines to find a suitable way to answer the research question. The 

lack of integrative efforts may result in a trial-and-error process. As well, it is important to 

highlight that when discussing sense-making nothing is subject to be completely true, but to be 

interpreted as true. 

Furthermore, culture, more specifically organizational culture, is not static or fixed in time and 

space. Therefore, this research only supposes a glance at it, but a longer research, and perhaps 

with more similar organizations, would be interesting in order to collect more data. The 

organization used in this study is characterized by its rapidly growing and the change of 

headquarters to a different office, thus a research over a longer period of time might result in 

more accurate information. As well, due to the time and geographical constrictions, the offices in 

Kiev and Berlin were not taken into consideration. 

In addition, the interpretation of visuals made by the researcher is subjective and, therefore, 

subject to be interpreted differently by other person. This also applies to the interpretation done 

by the interviewees. Perhaps a different sample could have provided different data, as well as a 

bigger sample could have resulted in a more detailed research. Finally, the interviews were 

conducted in English none of the interviewees, not even the researcher, had such language as 

mother tongue, affecting the outcomes. 
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2. Visuality and organizational culture 

Much has been researched with regards to visuality in social contexts making that this term 

encompass different areas. Due to its richness, visuality can be found in human geography, 

history, film and media studies and literature among others. However, some scholars argue that it 

exists a lack of integrative approaches in visual culture, running the risk of constantly 

reinventing visuality (Meyer, Höllerer, Jancsary, & van Leeuwen, 2013). Despite many 

researchers in the field of organizations from different perspectives covered the visual 

dimension, they still did not go through the implications of visuals in the organizational culture 

and especially in the employee’s perception. The very basic nature of artifacts is grounded on 

their visibility. Without the visual element the way in which the human being understands the 

social dimension will not exist. By putting the focus on visuality, the way in which 

organizational culture and identity are understood can get a new meaning. 

In order to deep into this field, other constructs, such as vision and aesthetics are of great 

relevance to establish the theoretical grounds of this research. As well, due to the sensory and 

cognitive dimension of aesthetics, other research areas like tacit knowledge take a big part of this 

study. For the purpose of relating knowledge with aesthetics it is necessary to adopt a view that 

fits both constructs. Knowledge cannot be considered a commodity but as doing (Bown & 

Düguid, 2001) or in action (Tsoukas, 2011), since the whole aesthetic experience is a process 

itself. These explanations will be further discussed in the following sections. 

The same manner of narrowing is applicable for organizational culture. Firstly, culture will be 

dissected in the three well-known levels of artifacts, values and basic assumptions (Schein, 

2010). In order to emphasize the physical character of visual artifacts, this paper will pay 

attention to both-directions’ influence of the three levels. Not because artifacts lie on the surface 

of culture it means that they are only a visible reproduction of values and basic assumptions, but 
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the fact that artifacts are also chosen by the members of an organization suggests that there is 

continuous mutual influence between the three levels reorganizing and redefining themselves. 

Furthermore, organizational culture in this research will be further explored paying attention to 

its relation to national culture. Hence, it is of great importance to focus on national culture. 

Despite they are two different entities, it is reasonable to observe a possible influence of the 

country’s culture on the organizational culture and its members, even though it is not always a 

clear indicator of cultural mirroring. Due to the cultural roots of any organization, an analysis of 

national culture will serve to compare it with organization’s data and see the common patterns. 

Finally, in order to observe the employee’s perception of the organizational culture it is capital to 

discern whether there is a breach between the vision of the top management and the culture 

(Hatch & Schultz, 1997; 2001; 2003). By getting to know the influence of visuality in 

employees’ perception it is possible to discern whether this perception is in line with the top 

management’s vision. Thus, it is important to find out what role visual artifacts play in 

organizational culture in order to see whether it has some effect on how employees perceive it 

and if this effect realigns vision and culture or separates them. The preferred way of getting to 

employees’ perception is by delving into the organizational identity, which is a reflection of 

member’s feelings, thoughts and insights of their organization. 

In this research visuality will be considered as the set of the social interpretations of all the visual 

artifacts found in an organization. Therefore, artifacts, or the first level of culture (Schein, 2010), 

acquires a whole new relevance. 

2.1. Organizational culture 

To start it is capital to outline what organizational culture is. This is a very recurrent topic for 

research among scholars in the field of management, organizational studies and psychology. 
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According to Hofstede, culture is “the collective programming of the mind that distinguishes the 

members of one group or category from another” (as cited in Hofstede, 1998: 478). The 

importance of this definition is that it does not put culture into boxes, but it defines it as a system 

of values which is applicable for any group of people. Thus, it is possible to talk about 

organizational culture, national culture or even subcultures, or group culture (Fine & Hallet, 

2014) in an organization. Culture is something that individuals construct together making them 

to gather in bigger and smaller groups. 

Thus, organizational culture involves all individuals in the organization, regardless their level in 

the hierarchy (Hatch & Schultz, 1997). In turn, organizational culture can be defined as “a 

pattern of shared basic assumptions learned by a group as it solved its problems of external 

adaptation and internal integration, which has worked well enough to be considered valid and, 

therefore, to be taught to new members as the correct way to perceive, think, and feel in relation 

to those problems” (Schein, 2010: 18). However, for Martin (2002) culture is about interpretation 

and sense-making of cultural manifestations, which can include jargon, stories and physical 

arrangements, and this nuance is the central for this paper. It puts the focus on sense-making 

processes, as opposed to Schein (2010), who dissects culture into three big chunks: artifacts, 

values and basic assumptions. For him any type of culture is organized in these three levels 

ranging from the most tangible manifestations to unconscious or taken-for-granted, basic 

assumptions. However, the three-level classification done by Schein provides a suitable way to 

analyze culture. 

Three levels of culture 

Normally, these three levels of culture are explained starting from the most tangible: artifacts. 

Albeit, basic assumptions, values and artifacts influence each other in both directions. Moreover, 
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since the emphasis of this paper is in the visuality of artifacts it will be used a bottom up 

approach. 

Basic assumptions: This level of culture has been called underlying assumptions or basic 

assumptions and it refers to those taken for granted norms, beliefs and expectations in an 

organization. They are based on consensus after continuous success in implementing certain 

beliefs and values (Schein, 2010). According to Schein, these assumptions tend to be difficult to 

change and debate. They are the implicit norms that rule the culture of the organization and its 

questioning results in anxiety and defensiveness.  

The basic assumptions of an organizational culture determine members’ behavior, perception and 

feeling about their relationships with the organization itself, their work and organization’s 

internal and external members (Keyton, 2011). Keyton, also adds that, since these assumptions 

are implicit they rarely or never appear in conversation, making them more difficult to change. 

Values: Individuals hold beliefs and values about what is right or wrong for and in the 

organization (Schein, 2010). However, it is the values shared by the members of the organization 

who really impact on its culture (Keyton, 2011). For Keyton, values are “strategies, goals, 

principles, or qualities that are considered ideal, worthwhile, or desirable and, as a result, create 

guidelines for organizational behavior” (Keyton, 2011: 23). Certain values are approved by 

means of social validation or reinforcement of shared social experience of a group (Schein, 

2010). New members must engage with those values in order to learn how to behave when 

dealing with uncertainty. This entails that in fact it is people who hold values, not the 

organization itself.  

In addition, values can complement each other (e.g. empathy and teamwork), but others can be 

mutually contradictory (e.g. independence and collaboration). Sometimes these contradictions 

can be found in the way values are enacted. Hence it is possible to differentiate between 
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espoused and enacted. This process of acceptance and performance of values happens through 

social validation (Schein, 2010) and eventually by means of practice, whether consciously or 

unconsciously (Keyton, 2011). If the values that are promoted as the core of the organization’s 

mission are not reflected in the observed behavior of employees, there is a gap between what is 

espoused and what is actually enacted. When analyzing organizational values one must 

discriminate among espoused and enacted and then espoused but not enacted to find out the 

reason of this the lack of congruence. This situation is common in many organizational cultures 

and especially in subcultures distinctions (Keyton, 2011). Organizations are not based only on 

one culture, but they are the sum of many different small cultures or subcultures. There are 

plenty of studies that challenge uniqueness and stress the fact that occupations can also represent 

subcultures that influence the organization (Martin, 2002). In an organization there are 

accountants, marketers, lawyers, IT developers and so on, and their common characteristics join 

them but the differences may constitute subcultures. The same applies to gender, ethnicity, social 

class and religion (Keyton, 2011). The organizations can be studied as a nexus where the various 

influences converge and construct a common culture (Martin, 2002). Consequently, this lack of 

consensus does not necessarily happen between top management employees’ values and the rest 

of organizational members, but between departments, ethnic groups or in any other cultural 

division in a given company, and it does not necessarily mean a negative influence on the 

organization. 

Artifacts: The most visible or tangible part of the culture of an organization is the 

artifacts. This implies that artifacts are also the most sensitive of the three levels to be changed. 

They are subject to senses; therefore they are of a great importance for this research. Artifacts are 

“anything that one can see, hear, or feel in the organizational experience– and often the first 

things we notice about an organization when we enter it” (Keyton, 2011: 22).  They can be 

physical objects but also norms, traditions, rituals, celebrations or any other situation that can be 
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observed and is in line with the values. In this model of organizational culture, Schein (2010) 

claims that artifacts can be difficult to decipher, but he specifically refers to the observed 

behaviors or rituals. As well, Keyton (2011) mentions that its difficulty lies on the fact that the 

organization produces a great deal of artifacts and researchers cannot focus on all of them 

making their analysis partial.  

Thus, visuality gets relevancy when observing the organizational culture of a company, 

especially among those physical objects that a priori seem to be decoration or a mere embedded 

reminder of the logo. However, artifacts represent much more than that and may have a function 

beyond the obvious. For instance, Keyton (2011) explains that the logo placed in daily objects 

may transfer identity claims in organizational culture. 

Furthermore, other typology of organizational artifacts is the organizational dress-code. 

“Clothing communicates strong and powerful messages” (Rafaeli & Pratt, 1993: 34) and it is 

associated to pressures that individuals experience in the social milieu. According to this 

rationale, if formal dress-code is mandatory it is due to top-down pressure towards employees. 

Nonetheless, when there are no written rules with regards to employee’s attire only social 

pressure is in game, whether for formal or informal clothing. Likewise, dress-code may be used 

to represent status and power. Consequently, this does not guarantee that only one factor but 

many influence the attire: personal style, organizational status, organizational norms or rules, 

social pressure, or even organizational values. 

For many scholars in organizational culture architecture, meaning the working space, is 

considered an artifact with certain degree of relevance. The way the space is laid out and its 

design are considered, as well as the physical and psychological distance between people, a big 

chunk of the surface level of culture (Schneider & Barsoux, 2003). Furthermore, it is the most 

noticeable artifact, or at least the one seen at first sight. Nevertheless, the main weakness of this 
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analysis of the architecture in the organization by Schneider and Barsoux is its generalization 

across countries without paying attention to the typology of the organization itself. 

In addition, an artifact can enact class dispositions and create boundaries, as it happens with the 

space in an organization (Wasserman & Frenkel, 2015). The spatial work gains its importance as 

an organizational artifact when it affects the identity formation. In many organizations it can be 

observed that departments organize themselves as clusters, not only in terms of working tasks 

but also in their physical location. For Wasserman and Frenkel (2015) it is possible to study the 

spatial work by paying attention to three concepts: the discourse spatial work (the aesthetic 

choices of architects and managers), the material work (use of colors and materials, the shapes in 

use and the emplacement, and the consequent bodily practices enabled and encouraged by the 

space itself) and the interpretive-emotional work (the interpretation of the space by the 

organizational members). 

Despite architecture is the most obvious artifact; only an analysis of the visuality of architecture 

runs the risk of omitting certain details. As Keyton (2011) highlights, the great deal of artifacts in 

an organization may make the researcher leave out important details. Therefore, I propose not to 

analyze only the space where the work activities happen but also to take into consideration 

common areas where organizational member may develop their routine when they are at work. 

Since an organization is not only a place where employees develop their professional tasks but 

also where there is ongoing communication among them (Keyton, 2011), it is pivotal to analyze 

also common areas such as canteens, kitchenettes or even the main door where people smoke or 

have break and, therefore, where communication takes place. 

As mentioned above, artifacts acquire many different forms. They can also be linguistic artifacts, 

such as words or stories; constructed by continuous interchange (Cunliffe & Shotter, 2013). 

Certain artifacts carry with them stories. They represent symbolic reconstructions of the 
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organization’s history (Gabriel, 1991), no matter whether they are objects, norms, rituals or 

traditions. In organizations it is quite common to find certain rites that repeat constantly when a 

situation is given, for instance a rite of passage for new employees (Gagliardi, 2002, 2008). 

National culture 

For long time it has been accepted that national culture has an intrinsic relation with 

organizational culture, as well as and the latter can be predicted according to the country where 

an organization is located (Nelson & Gopalan, 2003).  

Packaging culture: The earlier scholars of organizational studies were prone to identify 

national and organizational culture as dependent of each other. Hofstede (2001) established 

certain cultural dimensions that could work well with large-scale quantitative studies and his 

findings were applied when describing national cultures: power distance; uncertainty avoidance; 

individualism and collectivism; masculinity and femininity; and monochronic and polychronic 

time. For the purpose of this research, it is capital to analyze organizational culture through the 

prism of Danish culture. Even though this paper will pay attention to how Hofstede (2001) and 

other scholars describe Scandinavian or Nordic culture, it is necessary to bear in mind that the 

priority of this paper is not to analyze Danish culture but the organizational culture in a company 

where employees may come from other countries. However, with some insights in this culture it 

will be easier to discern certain values and underlying assumptions. 

Danish culture: According to Gleerup (2002), there is no one single Danish 

organizational culture, but a combination of them, ranging from companies that feature more or 

less patriarchal, entrepreneur culture based on unity and professional pride to companies with 

informal cultural in terms of interpersonal relations and power hierarchies. This in line with Ooi 

(2007), who claims that researchers tend to package particular cultures for non-natives to simply 

their work. They assert supposedly unique cultural elements to facilitate their work and justify 
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their results. Ooi states that “lived culture is very different from presented culture” (Ooi, 2007: 

111). Despite there is a logical connection between national and organizational culture, it has 

been researched that organizational practices vary more by firm than by nation –both replicating 

and rejecting national values– (Nelson & Gopalan, 2003), and corporate identification may 

prevail over national culture (Schneider, 1988). 

According to Gesteland (2005), the Danish negotiator is located in the group G. This group is 

characterized for being deal-focused, moderately formal, monochromic and reserved. Danes are 

direct in terms language and negotiation, avoiding oblique language and getting to the point 

(Gesteland, 2005), reflected in their individualistic approach (Hofstede, 2001) (Vaara, Tienari, & 

Irrmann, 2007). The so-called Janteloven or Law of Jante, a non-written rule that seems to 

govern Scandinavian culture, guarantees egalitarian and fair attitudes such as conspicuous 

success and braggarts are not well considered, and it is intrinsically related to a more horizontal 

structure where individuals value equality and flat hierarchies (Nelson & Shavitt, 2002). This is 

in line with the low score of power distance as well as uncertainty avoidance, with lack of fixed 

structures and interest for predictability in work life (Hofstede, 2001). For Danish culture time is 

monochronic, meaning that punctuality is of great importance, and reservation and modesty are 

characteristic features (Gesteland, 2005). In addition, Danish culture is considered feminine or 

low masculine, where life/work balance is important, solidarity and consensus are key points. 

Nevertheless, Danish roots does not guarantee a company is under Danish culture, do to the 

multiplicity of other national identities. A company’s culture can be based upon a supranational 

identity involving tensions between the different national identities (Vaara et al., 2007), not 

exclusively one culture dominating the others. 
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2.2. Employees’ perception 

An organization is formed not only by its business but also by its members. From a constitutive 

point of view, organization is communication, and the latter happens among employees. Going 

further, one could also state that communication also constitutes the culture of the company. 

Organizational members as a group learn a series of rules that postulates the expected behavior 

by means of communication. Nevertheless, it goes without saying that culture is experienced in 

different ways and what the employees believe may differ from what the top management of an 

organization expects. The vision of the managers for what the organization should be and the 

culture that employees perceive and in which they develop their work does not necessarily have 

to be aligned.  

Vision-culture gap 

The importance of organizational culture has also been mirrored in corporate culture and 

branding. Corporate culture refers to external communication. It is based on the perception of the 

organization’s culture that external individuals (e.g. customers) have. Hence, in order to improve 

the corporate brand it is important for a company to align three elements: vision, culture and 

image. However, this paper intends to research only the gap that may exist in many organizations 

between vision and culture (Hatch & Schultz, 1997; 2001; 2003). 

According to this theory many companies constructs their internal culture taking their image as 

reference (Hatch & Schultz, 2003). This is one of the ways to align vision, culture and image. 

Nonetheless, in any case the most desirable scenario is the one where there is no gap between 

any of these elements. This paper intends to shed light on the influence of visuality on the 

organizational culture and its impact on the employees’ perception. Hence, it is pivotal to focus 

on the possibility that the culture experienced by employees differs from what the top 
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management expects. Sometimes companies have deep roots in their historical heritage and it is 

needed align the fragmented organization again (Schultz & Hatch, 2003). 

The vision-culture gap happens when top management focuses the strategy of the organization in 

a direction that employees do not understand or support (Hatch & Schultz, 2001). They put in 

practice a vision that is too ambitious for the employees’ eye to achieve, creating a breach 

between rhetoric or Discourse (Bisel & Barge, 2011) and reality. The strategic vision is the top 

management’s aspirations for what the organization will achieve in the future, but it must 

connect with the company heritage in order to achieve successful corporate branding (Hatch & 

Schultz 2001). 

In order to avoid this gap, top managers should ask themselves the following questions: Does the 

organization practice the values it promotes? Does the organization’s vision inspire all its 

subcultures? Are the vision and culture differentiated from those of the competitors? (Schultz & 

Hatch, 2001). As mentioned above, a breach between vision and culture may happen in 

organizations, thus this paper will research whether visuality may have an effect of bridging this 

gap or making it bigger, or even creating it. This means that employees perceive culture in the 

same way that they accept vision, and by doing so they feel identified with the organization. 

Organizational identity 

If culture is the “pattern of shared basic assumptions learned by a group” (Schein, 2010: 18), 

identity is the feeling of belonging or acceptance into that given group. Hence, it is capital to 

distinguish between organizational culture and organizational identity. The latter refers to what 

organizational “members perceive, feel and think about their organizations (Hatch & Schultz, 

1997: 357). According to Hatch & Schultz (1997), interaction is the ground where organizational 

identity is based on. The ongoing interaction between all the members establishes the 

organizational identity. This is the starting point for identity in organizations. In the research 
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tradition there are two ways of approaching: social actor perspective and social constructionist 

perspective. The first one states that identity construction must be according to the organization’s 

preferred way of how member should behave (Ravasi & Schultz, 2006). In this view, the central 

actor is the member and with the identity claims provided by the top management’s narrative he 

or she constructs a collective sense of self. It is a process of sensegiving, which makes members’ 

experiences sense by providing a certain way of behavior (Whetten, 2006).   

From a social constructionist perspective, it is a process based on sensemaking where members 

collectively construct identity to give meaning to what they experience (Ravasi & Schultz, 2006) 

and this does not necessarily have to correspond the organization’s official Discourse (Bisel & 

Barge, 2011). From this view, organizational identity emerges from a set of collectively shared 

beliefs and understanding about the characteristics of the organization (Ravasi & Schultz, 2006). 

Since this paper intends to research on the employees’ perceptions of visual artifacts and their 

interpretation of them, ergo the interpretation of organizational culture, a more social 

constructionist approach will be in use. The way in which aesthetics triggers personal knowledge 

requires a continuous negotiation of meaning. Personal interpretations of aesthetics affecting the 

organization’s identity may occur, however, the visual artifacts must be understood in group. A 

chair will always be a chair until its meaning is negotiated with other members that transmit that 

the chair in question is the CEO’s chair or the lobby chair. Sensemaking is collectively carried 

out by the members since “they interrogate themselves on central and distinctive features of their 

organization” (Ravasi & Schultz, 2006: 434).  

Likewise employees make sense of the organization where they work for, they also make sense 

of the visual aspects placed in their workspace. Thus, their perception of the organization 

encompasses all the aspects, no matter whether they are cultural, professional or visual. 
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2.3. Vision, visuality and aesthetics 

The Scottish author Thomas Carlyle coined the term visuality in the 1830s in his lecture series 

On Heroes, Hero-Worship, and The Heroic in History (Mirzoeff, 2006) to express this intrinsic 

or non-sensible visibility, setting the first move in visual communication. Nevertheless, it was 

not until Foster (1998) provided a perspective more oriented to social studies visuality starts 

getting its current meaning. He proposed that “vision suggests sight as a physical operation, and 

visuality sight as a social fact: […] vision is social and historical too, and visuality involves the 

body and the psyche” (Foster, 1988: ix). He highlighted the difference between how human 

beings see and how they are “able, allowed, or made to see” and how they “see this seeing or the 

unseen therein” (Foster, 1988: ix). In sum, it is not a binary of nature and culture since they 

inflect each other due to the importance of vision is availed through visuality by “discourse of 

sight” (Symington, 1997: 309). Therefore, vision becomes the first condition of visuality, which 

in turn is the where all the social aspects –such as social class, gender and culture– of the subject 

who sees are negotiated (Symington, 1997). 

This rationale serves as a point of departure for all the literature about aesthetics in 

organizational culture. Seeing the unseen which lies within the physical artifacts has been of 

interest for many researchers that want to study the human experience produced by the physical 

reality and artifacts (Gagliardi, 2006). The importance of aesthetics relies on its characteristic of 

being “a language with which to express and understand the organizational work practices that 

scientific language is unable to grasp and explain” (Strati, 2005: 920). It refers to a sense of 

experience beyond of what is socially understood as beautiful or art (Gagliardi, 2006). Aesthetics 

are, therefore, associated with knowledge. In order to understand visuality it is necessary to have 

a language based beyond scientific knowledge (Strati, 2005), meaning that aesthetics comprises 

sensory knowledge, which cannot be articulated in speech (Gagliardi, 2006). This sensory 
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knowledge that cannot be codified or translated into words is considered tacit knowledge 

(Polanyi, 1966) (Nonaka & Takeuchi, 1995) (Tsoukas 2011).  

According to Gagliardi (2006), aesthetics is also a form of action and communication.  It is 

expressive, a disinterested action formed by a mode of feeling rather than by the object itself 

(Gagliardi, 2006). As well aesthetics is “knowing by acting” (Strati, 2005: 920) and it requires 

the conscious participation since aesthetic understanding activates the ability to perceive 

sensorially. People express of what they perceive either by appreciating its beauty, being 

attracted or showing disgust. Therefore, aesthetics is also a form of communication that happens 

when these expressive actions turn out to be a way of sharing those feelings as tacit knowledge 

(Gagliardi, 2006). In turn, Strati (2005) adds that this relation between aesthetics and knowledge 

implies social and collective negotiation among the different types of tacit knowledge in the 

organization that affect all aspects of the organizational life and eventually give form to the 

organization itself. 

In sum, aesthetics must be understood as a triad where knowledge, action and communication are 

interrelated. This implies that “matter matters” and aesthetics is not only beauty or art but 

knowledge beyond words which reflects an understanding of what is perceived and enables to 

make judgments about artifacts perceived by senses (Carlile, Nicolini, Langley & Tsoukas, 

2013). 

Ultimately, aesthetics is organization in the sense that seeing an artifact through the lens of 

aesthetics creates a different understanding of the artifacts itself and, in turn, of the organization 

(Witz, Warhurst & Nickson, 2003). The aesthetic of the artifact contains the essence of the 

organization in a code to be cracked by the reader and the person who beholds the artifacts learns 

how to internalize that code into his or her eye (Gagliardi, 2006). In sum, Strati defines aesthetics 

as impressions or “feeling the pathos of an organization’s material and non-material 
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artifacts” (Strati, 2003: 55), meaning that the aspects and practices of the organization are 

perceived through aesthetics. When analyzing aesthetics one has to be aware of two constructs: a 

regulatory or cognitive one and an experiential or sensory one (Linstead & Höpfl, 2000).  

Aesthetic hypertext 

When analyzing visuals there must be two elements to bear in mind: the subject and the object of 

visuality. The subject is intrinsically the person who is exposed to an artifact and suffers an 

aesthetic experience (Gagliardi, 2006), meaning the reader (Strati, 2005), whereas the object is 

the artifact under vision, and consequently visuality (Foster, 1988) (Symington, 1997). This is 

intrinsically connected to the term aesthetic hypertext (Strati, 1997) or aesth-hypertext (Strati, 

2005). Even though this term hypertext was first used in relation visuals by Nonaka and 

Takeuchi (1995), it is Strati (1997) who applies it to visual culture in the ambit of aesthetics. 

According to him, “visual cultures constitute an important, if little explored, node in 

organizational knowledge” (Strati, 1997: 311).  

Hence, it is logical to think that the study of visuality, as well as its influence on organizational 

life, must relate to organizational knowledge, knowing (Polanyi, 1958) and knowing by acting 

(Strati, 2005). Here it is where aesth-hypertext plays an important role, and the visual dimension 

assumes its relevance in studying organizations. An aesthetic hypertext is based on the idea that 

the knowledge that an artifact evokes to the reader also “links and jumps” (Strati, 2005: 921) to 

more information in a mixed order instead of a linear or sequential reading, as it is the case of an 

instructions manual. It creates associations to fragments of organizational knowledge creating so 

an overall meaning with coherence, making aesth-hypertext “fragmentary, incomplete and 

ephemeral” (Strati, 2005: 921). It is also important to add its singularity, since it depends on the 

visuality –the social characteristics– of the reader (Symington, 1997). It is the reader who must 

activate their sensorially abilities (Gagliardi, 2006) to jump from a specific evocation that a 
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given artifact produces to another piece of organizational knowledge (Strati, 2005), not 

necessarily visual. 

Indeed, Strati (1997) uses the metaphor of taking a photograph of the organization as a way of 

illustrating the organizational life through the pervasiveness and the influence of visual culture. 

However, this bring into question whether everyone in the organization experiences aesthetics in 

the same way. In principle, they should since they are under the umbrella of the same 

organizational culture and therefore it is logical to accept that they belong to the same culture. 

But in fact, there are different cultures and subcultures in an organization, as well as identities. 

Thus, this entails a scenario where organizational members experience aesthetics differently and 

artifacts evoke different knowledge in each of them. They make connections creating a different 

aest-hypertext depending on the subject and object, or the reader and the object of reading 

(Strati, 2005), very similar to the Gestalt psychology. Kofka in his book Principles of Gestalt 

Psychology explains that artifacts “reveal that our reality is not a mere collocation of elemental 

facts, but consists of units in which no part exists by itself, where each part points beyond itself 

and implies a larger whole. […] It has been said: The whole is more than the sum of its parts. It 

is more correct to say that the whole is something else than the sum of its parts, because 

summing is a meaningless procedure, whereas the whole-part relationship is 

meaningful” (Kofka, 1999: 176).  

In the same way, aesth-hypertext involves the overall significance by associations of fragments 

of different meanings. By employing this associations, or even by creating new ones, the reader 

gives form to the specific aesth-hypertext that s/he is composing according to their personal 

taste, duties and desires (Strati, 2005). This contradicts the idea of one-single culture within the 

organization. As well, if visual culture is pervasive and influences the views of organizational 

life (Strati, 1997), this understanding of asth-hypertext as a Gestalt depending on the personal 

!23



knowledge and culture puts into question the possibility of consensus view of organizational 

culture (Keyton, 2011). 

Approaching artifacts from aesthetics 

In many cases, when analyzing artifacts in organizations, the analysis tends to be a 

reconstruction of the interpretation of the researcher and the meaning for the employees. 

However, it is capital to pay attention to them from the aesthetics perspective, which is 

examining the artifact in its ‘being-in-use’ in the organization (Strati, 2013). This emphasizes the 

tacit knowledge residing within. 

Therefore, artifacts have pathos –the way individuals feel and perceive the reality and judge 

aesthetically–, logos –the cognitive experience, its nature of being– and ethos –unwritten 

principles and moral codes– (Gagliardi, 1990; Strati, 2013). The artifacts are immersed in 

organizational dynamics and their knowledge springs from their ‘being-in-use’, meaning that 

they acquire their value when they are in use or are observed by individuals transmitting sensory 

knowledge (Strati, 2013). When the artifact is in action, when it is performing its use, it evokes 

knowledge making the audience creates cognitive associations (Strati, 1997). It brings to the 

observer the aesthetic aspect (pathos), its functional use (logos) and a series of values connected 

to the organizational culture (ethos). This knowledge will be further developed in the next 

sections. 

Aesthetic knowledge 

In the last years aesthetics have acquired certain important in organization management with an 

emphasis on the performativity of the visuals and visual discourse, distinguishing between the 

so-called verbal text and the visual text (Meyer et al., 2013). However, it is possible to see two 

different tendencies in this uprising of visual turn (Styhre, 2010) and aesthetics in organization: 
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On one hand aesthetics can be considered a resource and on the other hand aesthetics is 

understood as an epistemological disposition (Hancock, 2005). The first one is based on the use 

of aesthetics for marketing and corporate image, but also identity. This is the employment of 

aesthetics as a tool to achieve a goal. Yet, Strati (1999) establishes a new approach for aesthetics 

as knowledge, making possible to talk about aesthetic knowledge. This epistemological 

alternative is the result of differentiating intellectual cognition and aesthetic or sensual cognition 

(Hancock, 2005).  Intellectual cognition, which is the act of thinking and knowing, is a rational 

activity that can be bypassed by aesthetic cognition. Here the “way of knowing and 

understanding the world is the result of an embodied and, thus, non-rational faculty, and […] 

more than simply the brute experience of sensory stimulation” (Hancock, 2005: 46).  

By activating the ability of “their perceptive-sensorial faculties and aesthetic judgment in the 

day-to-day lives of organization” (Strati, 2003: 54) individuals acquires aesthetic knowledge. 

The visual dimension can be used to refine the understanding of how organizational action 

makes sense and organizes knowledge and how identities at work are formed and communicated 

(Meyer et al., 2013). The knowledge contained, but also interpreted, in visuals give a 

performative nature to aesthetics in organizations as a representation of visual manifestations of 

social knowledge and practice (Meyer, et al., 2013).  

This aesthetic knowledge seems to be in the realm of tacit knowledge, knowledge as action, 

knowing and practice. It is not something that can be stored to be used later on since it is 

personal and dependent from the reader. Even the informal dress-code or the imposed uniform of 

an organization carries aesthetic knowledge ready to be interpreted by other actors as a source of 

sense-making processes and it also involves processes of identity formation (Brown & Düguid, 

2001). Therefore, it is possible to see a relation between aesthetic experience and tacit 

knowledge, since aesthetic knowledge is embodied and grounded in the understanding of 

sensory, as well as individual situations and experiences are (Ewenstein & Whyte, 2007). 
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Nonetheless, it is pivotal to consider aesthetics from a more flexible approach in organization 

studies, instead of a reductionist perspective assuming that aesthetics, knowledge and artifacts 

are three independent entities. Likewise, aesthetics cannot be only reduced to a solely intellectual 

or sensory experience (Hancock, 2005), artifacts cannot be considered only a matter of 

materiality.  

Ewenstein and White (2007) highlights that from an experiential dimension, aesthetics and 

knowledge are linked by the fact that the experiential action happening when observing visuals, 

arises through the use of knowledge. However, from a symbolic perspective, knowledge consists 

of signs and symbols, providing a symbolic context for work. Sensory experience must happen 

through senses, which in turn are based on physical bodies, making that the knowledge in use 

when being exposed to a visual artifact becomes aesthetic knowledge. Thus, aesthetic knowledge 

is the consequence and the tool of an intrinsically embodied practice (Witz et al., 2003).  

In addition, aesthetic knowledge is not something that can be measured, stored or written down 

in a data, but something depending to each person and which belongs to one’s own body. As 

Bourdieu (1990: 73) states, this natural knowledge only happens in the “incorporated state”, 

never disconnected from the body that carries it: “What is ‘learned by body’ is not something 

that one has, like knowledge that can be brandished, but something that one is”. 

Tacit knowledge: Throughout this research, it has been said that the knowledge obtained 

after the exposition to visuals, the knowledge generated in aesthetic experience and aesthetic 

knowledge, belongs to the realm of tacit knowledge. Aesthetics in organizations must be 

considered a form of knowledge that reconstructs the organization’s reality (Strati, 1996) and this 

type knowledge is what Polanyi (1958) named tacit knowledge. 

Before it has been explained how individuals feel an aesthetic experience where an ineffable 

knowledge is communicated through the artifact a person beholds. There is an analogy between 
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this aforementioned aesthetic situation and how Polanyi (1958: 95) describe the tacitness of 

knowledge: “Having acknowledged our own capacity to distinguish what we know from what 

we may be saying about it, we are free to distinguish also between hearing a message and 

knowing what it conveys to us”. According to him, when individuals listen to a speech or read a 

text, their attention is focused on the meaning of the word, not on the words or written 

characters. Hence, this is also valid for artifacts. In fact, Strati (1996) proposes a similar 

metaphor with a chair. A chair can be an organizational artifact-in-use, but it can also assume 

other meanings. It can be a symbol of power, it can be used as adornment, it can fit the 

architectural design of the organization’s building or it provides with a place to sit to one of the 

organizational members. The aesthetic experience derived from the chair or any other artifact 

must be understood as part of the organizational knowledge. It is not what the organizational 

members can see, but the meaning they make out of it what it turns out to be part of the pool in 

where the knowledge of the organization lies, meaning that “aesthetics are a form of 

organizational knowledge” (Strati, 1996: 215). 

Additionally, for the purpose of this paper, tacit knowledge will be considered a dimension, not a 

type of knowledge (Tsoukas, 2011) (Brown & Düguid, 2001). In contrast to the categorization 

that Nonaka and Takeuchi (1995) do of tacit knowledge and explicit knowledge as types of 

knowledge, it is preferable to talk about dimensions, or –as Tsoukas (2011) suggests– the other 

side of the same coin, since the most explicit knowledge is constructed upon tacit knowledge. 

This perspective leads the research to treat knowledge as practice –knowledge as doing– (Brown 

& Düguid, 2001), not as a commodity. 

From the reductionist perspective of Nonaka and Takeuchi (1995) and other scholars, tacit 

knowledge is considered a weak form of explicit knowledge awaiting its conversion (Tsoukas, 

2011), as in the SECI model. The main difference between tacit and explicit knowledge is the 

possibility of articulating (Polanyi, 1958). It has been said that explicit knowledge is the only 
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dimension of knowledge that can be articulated, put into practice and eventually codified, 

whereas tacit knowledge is static, unspoken and based on experiences and intuitions (Nonaka, 

von Krogh & Voelpel, 2006).  

However, tacit knowledge can be articulated too, as Weick explains: “we do not know what we 

know until we see what we have done” (as cited in Tsoukas, 2011: 456). This is not the same as 

being converted or translated to explicit knowledge because this would mean translating the 

reader’s expression into words, symbols or signs when observing an artifact. Hence, aesthetics 

cannot be codified or catalogued in database in contrast to explicit knowledge. If the artifact is 

the representation of the organizational culture in a way that is possible to be codified as explicit 

knowledge, the impression and expression of the reader reacting to the visible is the tacit 

knowledge underlying. This implies that the representation of the organizational culture by an 

aesthetic artifact lies in the tacit dimension, instead of the explicit one. This is very close to what 

Saussure called the signifier, the form which a sign takes, and the signified, the concept the sign 

represents. A chair in an organization can be a symbol of power depending on who sits on it and 

the symbol is only acquired by the reader, who may express respect or fear towards the idea of 

sitting there. 

Finally, according to Tsoukas (2011) tacit knowledge relies on the subsidiary awareness to be 

articulated. Subsidiary awareness and focal awareness are mutually exclusive, meaning that 

when paying attention to something subsidiary awareness stops working. It is by practice that 

tacit knowledge is articulated (Tsoukas, 2011) and can be transferred (Brown & Düguid, 2001). 

Therefore, those who can read the same in an artifact are bounded by the same know-how and 

collective knowledge in a context for identity construction. Learning this practice or tacit 

knowledge underlying organizational artifacts implies learning to be a member (Brown and & 

Düguid, 2001) of the organization. Those members who behold an artifact and with subsidiary 

awareness can recognize the aesthetic value within and create associations –as in aesth-
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hypertext– that relate to other aspects of the organization creating a pool of organizational 

knowledge. In the moment that an individual needs to use their focal awareness, there will not be 

aesthetic experience, but just a mere visual analysis of the artifact in front. However, aesthetic 

knowledge is context-dependent, appearing in contingent context where it is emergent, 

negotiated and fluid (Ewenstein & Whyte, 2007). 

In conclusion, the reasons why aesthetics should be considered from the lens of tacit knowledge 

are as follows:  

- Firstly, aesthetics is knowledge. It is the form of organizational knowledge that is socially 

constructed at once at personal and collective level by perceiving and judging sensorially (Strati, 

2003). Therefore, it is sensory knowledge and tacit, ineffable (Gagliardi, 2006). As is the case in 

tacit knowledge, which is articulated through subsidiary awareness, aesthetics does not need of 

conscious knowledge. 

 - Secondly, according to Gagliardi (2006), aesthetics are also an expressive action formed by 

impulse and mode of feeling, and in the same way individuals get access to tacit knowledge 

through action (Tsoukas, 2011).  

- Aesthetic experience is also communication by means of expressive actions or artifacts which 

pass this ineffable knowledge (Gagliardi, 2006), and knowledge management theory is based on 

organizational communication as a way of storing, transmitting and sharing knowledge through 

the organization. 

- Aesthetic knowledge is embodied and grounded in the understanding of sensory (Ewenstein & 

Whyte, 2007). Senses can be articulated, but not necessarily converted or translated into a 

codified version, as it the case with tacit knowledge (Tsoukas, 2011). The body (Polanyi, 1958) 
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and the material reality (Gagliardi, 2003) are the ways through tacit knowledge comes to 

practice. 

- Finally tacit knowledge requires of subsidiary awareness (Tsoukas, 2011), developed by the 

practice of observing visual artifacts in daily basis. As it happens with aesthetics, this is an 

expressive and disinterested action shaped by impulse (Gagliardi, 2006). 

In conclusion, by paying close attention to the organizational culture of a company and its visual 

artifacts scholars might find a relation between these two elements. Visual artifacts with their 

pathos explain the aesthetic experience of the reader, the logos does it with the cognitive and 

functional use, and the ethos is the values representing, which may or may not be in line the 

organizational values. Albeit, not all visuals are chosen by the top management of an 

organization, but by other members, and not all of them are used in the same way and with the 

same purpose. Thus, it is necessary to see whether the use of visuality by organizational 

members reconstructs constantly an organization’s culture. In addition, it is important to 

corroborate if this reconstruction has a pervasive effect on employees’ perception of the 

company’s culture. In order to find out how visuality can drive organizational culture and the 

influence this relation has on employees’ perception, it is necessary to dig in the way in which 

visual artifacts present themselves in the organization and how individuals interpret them. 

3. Methodology 

3.1. Interpretivistic qualitative approach 

The aim of this study is to elaborate on the effect that visuality has on employees’ perception and 

additionally its influence on organizational culture. Sensemaking requires of a qualitative 

approach, but before enumerating the methodological steps that have been followed, it is of great 

importance to first establish some few philosophical assumptions that guided this research. Due 
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to the subjective nature of culture and aesthetics this paper will employ an interpretivist 

approach. According to this philosophical assumption, individuals know the external reality from 

their subjective awareness. Therefore, reality can only be accessed and constructed through 

social constructions and shared meanings (Eriksson & Kovalainen, 2008). From an ontological 

point of view, reality is based on consensus and that which exists is that which individuals agree 

exists. It is socially defined by patterns of communication, and knowledge is only available 

through the knower as an actor, consequently truth is constructed through multiple interpretations 

that are shared socially (Eriksson & Kovalainen, 2008). Thus, the main focus here is the agency, 

or how people in the organization make sense, and their routines, behaviors and discourses. 

However, by researching the way of how employees make sense of artifacts as readers, but 

sometimes as writers or creators too, it is possible to reconcile both agency and structure.  

Hence, it seems logical to approach this issue through the lens of interpretivism. This is also in 

line with the constitutive view of communication employed throughout this thesis. 

Communication is not a tool for organizations, but what constitutes and shapes society, social 

groups and organizations (Putnam & Nicotera, 2009). Individuals make sense through 

communication of the culture that they inhabit in an organization and the culture to which others 

belong. As a consequence, communication constitutes clusters than can be analyzed in different 

ways with qualitative methods. 

For this reason, qualitative analysis was chosen in order to examine how individuals interact with 

one another and the organizational culture itself in their workplace. Due to its subjective aspect, 

qualitative method was the tool to obtain data and to lay out a hypothesis by means of a 

posteriori knowledge, after conducting the research (Silverman, 2011: 4). This research employs 

observation and interviews as qualitative methods. 
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Observation of routines and visuals 

Firstly, the qualitative methods are divided in two parts: a first one in relation to the visible and a 

second one in relation to discourse. In order to grasp how individuals behave in their natural 

environment it is necessary to delve into it by observing them doing their daily tasks. Hence, 

ethnographic observation was employed to obtain more data with regards to organizational 

culture. The observational method serves to witness routines, habits, behaviors and other artifacts 

in play. While it is true that deeper levels of culture cannot be observed at first sight with this 

method, it provides, however, a good understanding of organizational culture if one pays 

attention to the details in rituals and behaviors. In this paper, observation enabled to understand 

organizational culture while living it and saw whether visuality has an influence on it. 

Furthermore, visual artifacts were observed and researched following Pink’s (2007) 

recommendation for visual ethnography regarding ethical issues. In addition, as an empirical 

approach, visual content analysis based on pre-existing material (Bell & Davison, 2013) guided 

the way the data was collected and coded. Architectural aspects such as the layout of the 

organizational space and the seating arrangement of employees; the organizational dress-code; 

and other artifacts such as symbols, decoration, and items placed by employees in the 

organizational space were a capital part. It is important to emphasize the difference between the 

interpretation of visuals made by the researcher, based on aseptic facts, and the interpretation by 

the organizational members, moved by aesthetic experiences triggering tacit knowledge. Hence, 

the theoretical approach employed by the researcher when observing visual artifacts is semiotics. 

The interest for the researcher lies on the relationship between the signifier and the signified of 

an artifact, which together with other elements is “part of an overall system of meaning” (Bell & 

Davison, 2013: 176). Once this system of meaning was interpreted, it was compared with the 

results of the qualitative interviews to find similarities or discrepancies. The researcher also took 

photos of the workspace in order to review the data when necessary. 
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Visuals from archeological and practice approaches in interviews 

The second part of the analysis is related to discourse. This can be observed when it is in use by 

letting interviewees speak and open up. Therefore, researchers can see how individuals make 

meaning of their reality. In this study, qualitative interviews were held with different employees 

as organizational members. Since the words exchanged during communication reflect norms and 

values of a culture (Ting-Toomey, 1999: 107) interviews become a suitable way to approach 

culture. The interviews were designed with open-ended questions allowing the interviewees to 

elaborate on their descriptions. As well, the researcher questions differed from the interviewer 

questions because researcher questions, in other words, those key points that the researcher 

wants to find out, cannot not be applied in conversational-based dialogue, unlike the interviewer 

questions (Kvale & Brinkmann, 2009). Moreover, due to the intrinsic, visual aspect of this 

research, photo elicitation (Bell & Davison, 2013), meaning the use of images during interviews, 

was put into practice as empirical approach. By doing this, responders can visualize, involve 

themselves and trigger anecdotes and narratives in an easier way (Warren, 2002). In order to 

overcome what Taylor (2002) called aesthetic muteness, the use of storytelling for certain 

artifacts was put in practice. This is of great importance since aesthetic experience is in fact tacit 

knowledge and cannot be translated into spoken language. Thus, it needs of extra inputs, such as 

stories or anecdotes, to be formulated. 

This part of the research employs two methodological approaches to understand visuals during 

and after the interviews: archeological and practice (Meyer et al., 2013). The archeological 

approach deals with visuals as “artifacts that “store” and “transmit” the social knowledge of a 

specific community or society and, thus, allow for a reconstruction of the meaning structures 

they materialize (Meyer et al., 2013: 503). In this approach, visuals can reflect social reality by 

transmitting messages without ambiguity and likely to be reconstructed in the intended way. 

They can also mask reality by accepting their embedded, ideological messages of social 
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structures. Finally, visuals can be perceived as creating alternative social realities by challenging 

the intended message (Meyer et al., 2013). Bearing this in mind, interview questions were guided 

with these three assumptions. 

The second approach entails visual artifacts as performative material objects, or in other words 

what they actually do. The way in which visuals are employed and manipulated in an 

organizational environment becomes a social practice (Meyer et al., 2013), for instance dress-

code, and they activate, enable or inhibit certain actions. They adapt to the social context where 

they are employed and form part of the organizational identity. In this approach visuals are 

researched in their use as part of social practices. The questionnaire compiles questions that 

involve the use of certain artifacts for aspects such as knowledge creation and transmission, 

power and organizational memory. 

In addition, the interviews were conducted at the company’s Copenhagen office, in the 

employee’s workplace context to keep the subjects in a familiar environment. The duration of the 

interviews was approximately between 20 and 40 minutes each. With the purpose of having a 

representative sample, six employees from different departments and different levels of authority 

were chosen.  

Finally, the interviews were recorded, then transcribed and analyzed using textual analysis and 

trying to find relations and similar patterns between what each of the interviewees said. As well, 

these results were compared to the data obtained from the observation of visual artifacts and 

organizational rituals and behaviors. By doing this it is possible to establish logical associations 

between what respondents claimed with regards to their organization and what the researcher 

observed. 

On top of that, the visual artifacts taken into consideration for this thesis are those common to all 

organizational members. Previous contact with some of the employees revealed that some visual 
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elements, especially those online, remained unnoticed for those employees outside marketing 

and communications department. Thus, all those artifacts present in the workspace, visible to 

every organizational member, were chosen for the analysis and those that belong to specific 

departments and are not common to the rest of employees were discarded. 

In conclusion, this methodology can be divided between primary and secondary sources. Primary 

sources, or those data that the researcher created and implemented, were in first instance 

interviews. They provided insights with regards to the relation between organizational culture 

and visuality and its influence on employees’ perception. Observation is considered a primary 

source, since, despite the elements to analyze were present there for collection, it is the 

researcher who decided where to look at and how to interpret them. And it is eventually the 

interpretation of them that served as data. Finally, this paper employs the “About us” section of 

the company’s website (Debitoor: Nosotros), where it gathers mission, values and history. This is 

understood as a secondary source, since it is produced by the organization and not by the 

researcher. This secondary source served as a starting point to analyze organizational culture, 

particularly with regards to values, and the company’s vision.  

Lastly, these three sources contributed in different degree with data about the three elements of 

the research question: organizational culture, visuality and employees’ perception. Hence, it was 

possible to establish a relation between organizational culture and visuality and to check whether 

this relation has an input on the way employees construct their organizational reality. 

4. Case 

Throughout this study it has been emphasized the importance of visuality to reflect, mask or even 

challenge, as well as awake the sediment of knowledge in visuals. Therefore, it is of great 

importance to establish such analysis in the context of an organization where aesthetics are 
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prioritized. Employees themselves become the witness, the actors and the audience, and in small-

medium size companies their actions are more likely to be seen by other colleagues. 

The organization chosen for this research has its business in the field of software as a service 

(SaaS). The organization’s name is Debitoor ECI ApS and counts with a cloud-base, invoicing 

and accounting software for freelancers, entrepreneurs and micro-, small-to-medium-sized 

businesses. It has a software licensing model in which the software is licensed on monthly and 

yearly subscription. Subscribers pay an automatic, renewable fee on a monthly or yearly basis. In 

its website stands that “Debitoor is an easy-to-use invoicing and accounting software”. 

(Debitoor: About Us) 

Debitoor ECI’s headquarters are located in Copenhagen, in the city center, in the area of 

Christianshavn. The organization shares the facilities with a similar company called e-conomic 

International a/s. The Copenhagen office stands in a privileged area facing the Royal Library 

from the other side of the canal. 

The story behind Debitoor ECI is quite linked to e-conomic International’s one. Debitoor was 

born in April 2012 as a secondary product for e-conomic, a more advanced and broad accounting 

software. Both softwares were under e-conomic International a/s. In 2013, HgCapital, a private 

equity firm, acquired the company, investing money and driving e-conomic International to more 

markets all over Europe. 

After this, Debitoor expanded quickly to more than 40 countries, while focusing its business 

objectives in five big European markets: Germany, Spain, United Kingdom, Italy, France and 

Denmark. Nevertheless, the Norwegian company for technological and online solutions Visma a/

s acquired the Scandinavian market of e-conomic International in June 2015. This acquisition 

meant for both Debitoor and e-conomic a spin-off.  The rest of e-conomic and Debitoor became a 

separate company named Debitoor ECI, appointing a new CEO and including new members 
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from others departments belonging to e-conomic to the Debitoor staff. Therefore, e-conomic 

Nordic, property of Visma, operates in the Scandinavian countries, the Netherlands and Eastern 

Europe, while Debitoor ECI, kept under HgCapital, developing its business model in the five 

aforementioned countries. 

Debitoor ECI, consolidated as an independent company, is a young organization but with a 

relative long history behind, with embedded values, routines and practices inherited from its 

common past with e-conomic International. Nonetheless, Debitoor as software stood out with 

regards to its brother software due to its inherent focus on design, in terms of aesthetics and user 

experience. As well, it differentiates from similar companies due to its informal tone. Debitoor’s 

external communication is based upon the informality. For instance, when communicating to 

countries where the national language includes both formal second person and informal, they opt 

for the informal one, e.g. Sie and du in German, usted and tú in Spanish, vous and tu in French or 

Lei and tu in Italian. 

Debitoor ECI stresses its Danish origins when it comes to a more laissez-faire attitude in 

communication, values teamwork and team-building activities in order to promote socialization 

among the organizational members, low hierarchies, and ambition as goals. As an organization, 

they want to become the preferred invoicing and accounting solution for entrepreneurs and its 

mission is to help small businesses to thrive.  

Debitoor’s mission was crafted in November 2015. This may indicate the youth of the 

organization. It may seem that there are still small things to polish with regards to organizational 

values. However, there are certain practices that are firmly embedded. New employees are 

welcomed and introduced to other members in a casual breakfast. As well, they receive training 

sessions with their colleagues throughout the first days. Every year, Debitoor ECI celebrates a 

Christmas dinner and the so-called Team Days, which consist of an opportunity to socialize and 
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work together in projects with other colleagues while having fun. Casual Friday meetings with 

beverages and snacks, walks in the surrounding area and after-work sessions happen on a regular 

basis. Its emphasis on the visual aspects is still quite present, e.g. the ongoing process of creating 

exclusively new graphics for the website, instead of opting for free stock pictures. Furthermore, 

employees are encouraged to decorate their desks. 

Finally, as consequence of the agreement with Visma a/s, Debitoor ECI moved to new offices in 

May 2016, while this research was still in process. Such situation makes the study of the 

visuality more significant, both for the researcher and for the organization. Additionally, 

Debitoor has offices in Berlin and Kiev. The Berlin office was inaugurated in December in 

January 2015, where they put a lot of emphasis on the visuality with the exhibition of examples 

of Debitoor customers’ products, new design furniture, neon lights and blue-colored items. 

Nonetheless, even though the headquarters in Copenhagen are still richly decorated, they are 

more sober. Hence, it should be noted that the acquisition of a new location in Copenhagen may 

bring a more interest in the visuals. 

5. Reviewing use of space, dress-code and other visual artifacts 

As stated above, the analysis of the collected data is divided in two categories: observation and 

interviews. On one hand, organizational culture and visuality are dissected by means of 

ethnographic observation with the researcher as the interpreter. On the other hand, it is the 

organizational actors as interviewees who interpret organizational culture and visuality, and the 

researcher who translates their answers into articulable knowledge by means of a dialogical 

process. 

In order to keep anonymity of organizational members, especially of those who did not take part 

of the qualitative interview, this research will not count with photographic references of their 
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dress-code as consequence of ethical issues of this analysis (Pink, 2007). The pictures taken in 

the workspace served to analyze the visual artifacts and further to illustrate this study. In 

addition, fragments such as both direct and indirect quotes of the interviewees were used to 

support and prove the statements wrote by the researcher and the subsequent discussion. 

After conducting the interviews; observing the organizational routines, practices and individuals’ 

daily activities; and examined the visual artifacts present in architecture, decoration and 

organizational dress-code, it has been possible to divide this analysis in three constructs. These 

three elements have been proved to be pervasive at different levels in the organizational culture 

of a company: the use of space, the organizational dress-code and the visual artifacts placed by 

both top management and mid-level employees. These three elements seem to be a priori 

pervasive in different degrees and influencing different aspects. They affect the perception that 

employees have about their role in the company or their organizational identity. Moreover, they 

can also have certain influence on organizational culture at both personal and group level. This 

research reviews and discusses the three of them and their implications in the organizational 

culture. 

Thus, this analysis counts with a comparison between both theoretical and empirical knowledge. 

The collected data are studied from different disciplines: aesthetics, knowledge theory and 

organizational culture studies. Furthermore, visuals were researched from two approaches: 

archeological, or analyzing the social knowledge that they store and transmit, and practice, 

examining up close what they actually do. The following sections employ these two perspectives 

for use of space, dress-code and other visual artifacts in order to puzzle out the influence of 

visuality on the organizational culture and how the employees’ perception is affected. 
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5.1. Use of space 

In this section, the use of space must be understood not only as the way in which organizational 

members employ the space for their daily tasks, but also the possibilities that it offers to them. To 

start, the architecture of an office has many implicit meanings for both organizational members 

and visitors. The empirical data, in comparison with aesthetics theory and the interpretation of 

space by Wasserman and Frenkel (2015), was used to postulate four distinct uses of space. 

Firstly it offers an aesthetic experience to the viewer. Additionally, it triggers values that can or 

cannot be in line with the values of the organization. Thirdly, it serves purposes of order and 

structure, separating individuals in groups. Finally, it allows and encourages activities according 

to their typology (daily tasks, special occasions, group activities, privacy, leisure and 

socialization), which are not necessarily mutually exclusive. These four uses imply two actors: 

deciders and users. In this research deciders mainly refer to the top management level, who opted 

for a specific workspace for their employees. They decide e.g. whether an open-space or closed-

space office is suitable for organization’s goals or whether the layout favors the organizational 

structure. On the other hand, the term users involves all the organizational members that 

somehow are engaged with the architecture and its use. Employees all of levels use the different 

facilities at the office or they are under the structuration of space according to teams, tasks or 

special activities. The space at Debitoor ECI’s Copenhagen office is analyzed paying attention to 

the four aforementioned uses. 

Aesthetic experience of use of space 

When dealing with aesthetic experience, it is a matter of time to realize that only those who 

participate in the sensory process are those who can describe it. According to Strati (2005: 920) 

aesthetics needs awareness of participation, or in other words is “knowing by acting”. Therefore, 

only the claims made by the interviewees are taken into consideration when analyzing the 
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aesthetic experience. Employees at Debitoor ECI are subject of a constant exposure to the same 

aesthetics everyday. Their experience goes though a cognitive process, where they identify the 

actual use of space, and a sensory one, where organizational members perceive by means of their 

senses (Linstead & Höpfl, 2000) beauty, ugliness, attraction or disgust that allow them to make 

judgments about the space itself (Carlile et al., 2013). 

After interviewing employees at Debitoor it was quite clear that there are some key elements in 

the aesthetic experience of use of space: open spaces vs. closed spaces, light, white color and 

transparent walls. Some of these aesthetic preferences sometimes overlap or merge some of the 

other three uses of space too. In fact this makes sense when artifacts are approached from 

aesthetics, where the pathos, the logos and ethos are in play (Gagliardi, 1990; Strati, 2013). The 

aesthetic experience does not stop in the appreciation of the beauty or ugliness, but it implies 

sensory knowledge that is assimilated by observation, converted into action when it is expressed 

and communication by the expression itself (Gagliardi, 2006). 

Starting with the idea of open or closed spaces, all the interviewees declared certain degree of 

sympathy with regards to an open-space office. Despite none of them complained, they 

acknowledged the beauty of having something else to look at and the importance of light. “I 

would say I prefer open spaces. Uh… I think it’s good to see the others, what they’re doing and 

whether you can interrupt them and such” (Interview 5). This claim certainly has also a small 

nuance of using space as encouragement or restriction of other activities, such as socialization. 

However, after what this interviewee said one might think that s/he is not really speaking about 

aesthetics, but practicality. Actually s/he is doing both, yet aesthetic knowledge is more difficult 

to articulate in words. However, there are other interviewees responses with regards to open 

space that include concepts as scary: “the idea of the full open scared me a bit, but I must say 

that I prefer that at all time” (Interview 4). As well, interviewee 3 explained their preference for 

open spaces since “it makes more fun work” (Interview 3). When interviewee 1 was shown two 
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pictures of two open-spaces offices s/he also chose according to what is fun and emphasized the 

“beautiful view” of the new office where they were moving to (Interview 1). 

According to the interviews it is possible to achieve three adjectives describing open work-

spaces and their pathos: good, scary and fun. The way employees feel in relation to a full open 

space can be good, scary and fun. However, if when it is contrasted with a closed-space working 

area the results corroborates the negativity towards it and the same certain difficulty to explain 

for the interviewees. The following respondent claimed that an office full of rooms creates 

psychological or moral barriers. “I prefer open spaces because I think that if there are rooms or 

it’s more corporate, I would feel more like a psychological or moral barrier” (Interview 2). The 

fact that s/he relate closed space with corporate attitude and their negativity towards it reflects an 

aesthetic preference communicated in the best way s/he can. However, it is important to 

highlight that aesthetics has little to do with beauty or art, but with feeling the pathos of an 

artifact (Strati, 2003). The importance of not feeling trapped in a room is also the perceived 

pathos for this interviewee. 

Some other employees mentioned the importance of light, which has to be natural. One 

respondent said: “When I mean light, I don’t mean just like the lamps. Yeah, I mean the 

windows” (Interview 2). In addition, this feature is tightly joint with some answers about the 

glass walls of  the meeting rooms at Debitoor ECI. For some it is important that natural light 

shines in. As well, other interviewees highlighted the fact of translucent stripe in the middle of 

glass wall, that allows light and gives some intimacy (Interview 1 and 4). This sense of intimacy 

is definitely the pathos projected to the reader. Moreover, during the interview, when they were 

asked to choose between different pictures of meeting rooms the importance of light and a casual 

or relaxed environment was highly mentioned. In fact one of the meeting rooms that were shown 

counted with walls, preventing natural light to come in and for some of them it “is way too 

formal [...] there’s not fun in it at all” (Interview 4) and claimed that “in this place you don’t go 
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to sit and relax” (Interview 1). Others mentioned that those open-concept meeting rooms looked 

informal and “cozy, it invites people to be more relaxed” (Interview 5). Again, it is possible to 

start connecting open-spaces with light and personal considerations like fun, relaxed, cozy, or 

even describe closed meeting rooms without natural light as awful (Interview 1). Likewise, it was 

possible to find one negative reference regarding the white color of the office: “In the office we 

have now there isn’t really anything I like [...] because it’s very corporate, it’s very 

white” (Interview 3). There is a clear association of white color with corporate, that can 

interpreted as formal. That person also used the same word to refer to formal attire and, so did  

interviewee number 2 to refer to closed spaces (Interview 2). In their pathos this employee 

expressed their dislike towards white color in an office and the lack of informality or relaxation. 

One might wonder if, despite the open-space, the need of light and the transparent walls and the 

use of white color affects the way this employee makes sense of the use of space and for them 

instead of being informal, relaxed or fun is corporate. The next section will provide with more 

details about the triggered values of the use of space. 

Decoding the hidden values of use of space 

Architecture, but more particularly the way in which organizational members use it, may imply 

organization-related meanings. The visual aspect of an artifact encompasses the essence of an 

organization to be decoded by the beholder and, subsequently, internalized (Gagliardi, 2006). 

The space at Debitoor ECI retains values that may have been crafted throughout the years of use 

or that have been enacted by the top management. Firstly, in the case of Debitoor ECI the 

workspace was chosen before the entire organization was created, during the times that Debitoor 

was solely a software under e-conomic International a/s. Nonetheless, after the separation and 

during the creation of Debitoor ECI, the company had the opportunity to chose the floor of the 

building where they would work. Therefore, the values embedded in the architecture do not 

belong specifically to Debitoor ECI, yet, the fact that they could choose the second floor of the 
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building entails that they embrace that space instead of another. Thus, it is affordable to say that 

certain values in the architecture were inherited while others were chosen. 

The observation and subsequent analysis of the architecture suggest the following characteristics: 

open space, absence of hierarchy-based separation, importance of light, common areas for both 

work and breaks, and transparent meeting rooms. From the lens of semiotics artifacts like 

architecture comprise a signifier and signified, but it is by means of the combination of the 

different elements of the workspace that the overall meaning arises (Bell & Davison, 2013). 

Therefore, in order to see certain values hidden in the use of space of Debitoor ECI, it is 

necessary to analyze them together, not as separate constructs. As consequence, this part of the 

observational analysis deals with the above-mentioned characteristics. In that way it is possible 

to analyze those artifacts in groups according to their typology instead of individually and, 

hence, achieve an overall meaning. Furthermore, they need to be put in comparison with 

interpretive-emotional work or the organizational members’ interpretation of the space 

(Wasserman & Frenkel, 2015). 

At Debitoor’s headquarters the first noticeable feature of the architecture is the open space. 

Employees work in the same spacious room without walls or other elements that separate them. 

The working area, where most of the tasks are developed, takes place in a rectangular room 

where there are not visual interruptions allowing employees to see each other at any time. This is 

in line with some interviewees’ claims. If before, one mentioned that it was good to see the their 

colleagues while working (Interview 5), others said that working in an open space sitting next to 

colleagues make that person to know them better and, therefore, discuss things more openly 

(Interview 3). With that opinion in mind, one can consider that one of the values inspired from 

the architecture for employees is openness. According to how interviewees make sense of 

working next to other colleagues, one of the unwritten rules or artifact’s ethos (Gagliardi, 1990; 

Strati, 2013) behind the use of space is openness. 
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Furthermore, another aspect that has been noticed both through the observation and during the 

interviews is the absence of hierarchy-based separation. Top managers sit together with the rest 

of employees. One interviewee explained: “when I talk to my boss, she’s just next to me now and 

it’s so easy to talk to her”. This not only applies to who is sitting next to who, but also to the fact 

that CEO, CTO, CFO and other managers share the same space with, for instance, a student 

assistant or the latest part-time employee. During the interview the CEO said as follows: “it’s not 

only my place. It’s our place” (Interview 4). The idea of a flat-hierarchy organization is also 

enacted by its members and reflected in the values or the ethos perceived by them. However, in 

order to make sense of this ethos and transform it into knowledge employees need to put it into 

practice. It is not enough to know that one’s boss sits besides, but to experience it and see the 

bigger picture, as in Gestalt psychology (Kofka, 1999). Organizational members need to join the 

aforementioned values of openness and flat hierarchy to understand that being sat next to their 

bosses is not randomly arranged. In other words, by its being-in-use or putting into action (Strati, 

2013) organizational members associate both values to the organization they work for. In that 

way, they convert that aesthetic experience into articulable knowledge.  

When it comes to light and its use, there is no clear evidence from the interviews of any value 

enacted perceived by organizational members. As mentioned in the former section, it is only an 

aesthetic experience that converts the pleasant situation of working with light into the pleasant 

situation of working at the office. In the former section the importance of light was associated to 

the transparency of the walls of the meeting rooms. For employees, a transparent wall is 

understood as transparency in its most metaphorical way: honesty and lack of secrets. One 

employee commented that the fact of being able to see who is in the in a meeting room gives 

transparency and that is one of the values inherited from e-conomic (Interview 3). The idea of 

openness and transparency is supported by all the others interviewees. Therefore, even though 
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there can be some sensitive information that requires some members to gather in a meeting room, 

organizational members do not feel negative secrets exist. 

Finally, all facilities are common to every organizational member. They share the kitchen in the 

morning, the canteen in the noon and the toilet throughout the day. All interviewees were asked 

whether they would share some minutes of their time in the kitchen if they saw another colleague 

and all of them confirmed that they would it. This is in line with the fact they also share the 

working area. Albeit, this use of space may be more subtle and its effect on the employees may 

be only activated in conjunction with the values of the other artifacts: open space and absence of 

hierarchy-based spatial separation. As described above, the office is for all employees, regardless 

their status. Even though there is not explicit pathos, or aesthetic judgement, at least the ethos is 

quite evident: egalitarian or flat-hierarchy organization. By sharing the same space, 

organizational members become aware of this value and it is even reinforced. If the object is the 

common space, the reader is who employs it. Nevertheless, in this form of approaching artifacts 

from aesthetics, there is a third element that corresponds to the next section: logos. 

Order and structure in the use of space 

One of the ways in which the spatial work can be analyzed is paying attention to its role in 

grouping individuals in an organization. Some scholars suggest (Wasserman & Frenkel, 2015) 

that space can create boundaries by segregating organizational members into different clusters, 

therefore it may affect the organizational identity or employees perception. In this case, although 

it is true that employees at Debitoor ECI are separated according to their tasks or departmental 

activities, they do not seem to be very reluctant to this order. Some of the interviewees from the 

top management claimed that this is a matter of the size of the company. Due to the relative 

small amount of employees in Copenhagen cross-functional groups, or groups with people from 

different departments, is not the ideal solution yet. However, if the organization grows it will be 
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necessary (Interview 1). As well, the CEO explains that “there’s always a matrix organization 

between your function [...] versus who is your customer” (Interview 4). Therefore, the spatial 

work gives order and places employees according to their function: finance, marketing and 

communications and development. It is interaction what defines organizational identity (Hatch & 

Schultz, 1997). If employees interact mostly with their colleagues from the same department, 

their identity becomes a closed cluster. 

In addition, in the interviews mid-level employees felt that they interact mostly with those 

working in the same department. One employee expressed: “I can definitely say that I think that 

our team in Marketing and Communications are mostly with each other and talk mostly with 

each other. And the developers are mostly talking to each other” (Interview 3). This shows some 

sort of barrier between these two groups. Therefore, the use of space accentuates this separation 

based on function. When one of the developers was asked whether he preferred mixed groups he 

said that would like to be closer with the marketing and communications department and added 

“Again, because we don’t feel as close to them” (Interview 5). Another interviewee from 

communications explained that they are different from the developers: “They are nice, but it’s 

just they are working on something else” (Interview 2). One can notice an ‘us vs. them’ approach 

constructed not only by their functions but also by the spatial separation that they observe 

everyday. This makes wonder whether mixed group would enhance the interaction between these 

two groups. 

Once the different claims from top management and mid-level employees were reviewed, it was 

possible to see a gap between the top managers’ narrative and the employees’ sense of self. This 

suggests a process of sensegiving where managers make members’ experiences suitable to their 

narrative through the application of a certain way of behavior (Whetten, 2006). Nonetheless, it is 

the sensemaking (Ravasi & Schultz, 2006) of the space that make employees to create sense of 

self. If they are placed in groups according to their function, they will be likely to interact mostly 
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with those in their group, then the ‘us vs. them’ experience is not unusual. But at the same time, 

organizational members make sense of the open space and the physical distance between 

departments as suggested in the next quotes: “right now we are so very, very close” (Interview 1) 

and “I think Debitoor is much better than the two others experiences I had, but I would still hope 

that we could be more together” (Interview 3). 

It is reasonable to assume that the physical proximity minimize the effects of different identities, 

which so far are: finance, development, and communications and marketing. All interviewees 

agreed that they are a couple of steps of distance from one another and this is very relevant since 

identity can be also constructed collectively. From a social constructionist point of view (Ravasi 

& Schultz, 2006), the collective negotiation of meaning of this artifact -the spatial distance- 

makes employees to feel closer to each other than if this physical distance was bigger. As well, as 

mentioned above, all of them share the same facilities, increasing the feeling of closeness. 

In conclusion, it is observed two ways of understanding organizational identity by employees 

that are mutually exclusive. On one hand, there is the one in which they feel different due to the 

tasks each performs and according to the management’s preferred way of structuring the space. 

On the other hand, it is the way in which individuals continuously negotiate the meaning of the 

spatial work or make sense of it collectively (Ravasi & Schultz, 2006) that diminishes the 

psychological distance. Therefore there are two logoi in the space arrangement, one is the 

division between employees’ functions and the other one is the little distance between 

departments. Moreover, each logos implies a different ethos interpreted by the organizational 

members that can increase or decrease the boundaries between the different identities. 

Consequently, visuality of the use of space at Debitoor ECI has an effect on employee’s 

perception that ends up being a double-edged sword: It accentuates tasks-based identities, but the 

closeness and open-space concept make organizational members to feel as part of bigger group 

with a common mission, rather than if they were working in a cubicles or rooms. Hence, this 
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architecture contains knowledge that is interpreted collectively and in relation to smaller 

artifacts, such as the shared facilities, the open space and the location of employees, ergo it 

creates a continuous negotiation of meaning between the ‘us vs. them’ approach and the 

organization as a big group where all the members are equal. 

What is allowed and encouraged by the use of space 

According to Wasserman & Frenkel (2015) the spatial work, due to the materials, shapes or 

color, allows for performing different bodily practices and activities that would not be possible in 

a different space. During the observation, it was noticed that organizational members at Debitoor 

ECI are quite often in meetings with other colleagues: both stand-up meetings and inside a room. 

The fact that these meeting rooms have glass walls has been reviewed in relation to the values 

and the aesthetic preferences throughout this analysis. However, the aesthetics of an artifact is 

based on the pathos-logos-ethos triad (Gagliardi, 1990; Strati, 2013). The three elements are so 

interrelated that a new pathos or ethos in the same artifact can add a new logos or functional use. 

All the interviewees agreed on the same value of transparency inspired by the glass walls of the 

meeting rooms. Many times when some manager forget to book a room for a weekly or quick 

meeting without sensitive information, either they find an alternative room or the team hold the 

meeting publicly. 

The space is common to all the employees as mentioned before by the CEO (Interview 4), it is 

open allowing many people in the same spot, and if the value of transparency is quite present 

both in the organizational culture and in the visuality, it seems logical to have a meeting in front 

of the other members. This has been observed both in development and in marketing and 

communications. Another common activity that has been observed is the use of meeting rooms in 

order to find serenity to work, as it shows the following testimonial: [...] when you need to 

concentrate [...] you can book a meeting room and sit there” (Interview 3). 
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At the same time, the use of space at the organization allows for socialization. If in the former 

section, the open space and the shared facilities were said to increase the feeling of proximity 

between employees, it also allows for social interaction. All the interviewees agreed on at least 

spending some time in the kitchen talking to colleague, but also the CFO explained that “it is 

very easy to go to someone and talk and just have a cup of coffee, or even a Friday 

bar” (Interview 6). S/he assured that some employees meet after work and socialize at the office. 

This was corroborated by observation being possible to see how after their working hours they 

go for a soda or beer and chat together. 

When they were asked about the reason of this socialization in the working space, they refer to 

their own nature and also the flexibility as a value in the organizational culture. A kitchen instead 

of a water supplier or a coffee machine might imply an ethos of homely environment or 

flexibility by which employees could stop by the kitchen, see their colleagues and talk to them. It 

seems unlikely that a conversation could develop in the same length in the middle of the corridor. 

However, this assumption would suggest that either the shared kitchen as an artifact promotes 

socialization as a hidden ethos and enhances flexibility in the organization, or on the contrary it 

is the flexibility of the culture that allows this socialization, as in the dilemma about which came 

first: the chicken or the egg. Yet, it is important to remember that the facilities were already there 

when Debitoor ECI was founded. So, either they inherited this flexibility from e-conomic and 

their choice of those facilities, or socialization comes from the use of space. One interviewee had 

the answer for this dilemma: “with e-conomic, where we before had silos, [...] and nobody would 

talk to each other. [...] I don’t think we have that, quite in the same way in Debitoor” (Interview 

3). 

Consequently, it is possible to see how the interpretation of a new ethos for an artifact may allow 

a new logos. Artifacts can enhance organizational values in a subtle way if they are in line with 

those from the organization’s culture. Hence, there is a continuous feedback from visuality to 
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culture and on the other way around. If employees need serenity to perform their tasks they will 

be in a meeting room, where everyone can see them showing that they are not doing something 

else apart from work and, therefore, enacting transparency. The same applies when they hold a 

meeting, since it can happen inside of a room or in the view of all of members in the office 

because the open space allows it and there is a mutual trust. And if the kitchen is big enough to 

invite to stop there and chat between co-workers the sense of flexibility increases. 

To conclude the use of space at Debitoor ECI was analyzed from aesthetics, which allowed to 

crack the code that contains the essence of the organization (Gagliardi, 2006). By observing 

Debitoor’s architecture, and especially when organizational members are experiencing it in its 

use, it is possible to obtain a cognitive experience, a sensory experience (Linstead & Höpfl, 

2000) and value-based experience (Strati, 2013). This first part of the analysis has intertwined 

the pathos or aesthetic experience when dealing with the use of space; the ethos or hidden values 

within; the logos or the use of space to order and structure; and the possibility that ethos could 

imply new logos or how the use of space can allow certain activities through the practice of 

values. 

It has been demonstrated that there are different identities originated from different subcultures 

based on work functions or departments (Martin, 2002; Keyton, 2011). These identities are 

pervaded in two different forms by the same artifact and the perspective with which identity can 

be constructed. The arrangement of the space augment the differences between department-based 

identities. The top management at Debitoor ECI gives sense to this use of space and transmits it 

to the rest of organizational members who constructs their own sense of self (Whetten, 2006). At 

the same time, employees are aware of the environment where they work and the little physical 

distance between one department and the others serve the individual to make sense of the shared 

value of this artifact in order to reconstruct their reality (Ravasi & Schultz, 2006). This proximity 

and the fact that all of them regardless their work status share the same facilities make them feel 
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as part of a bigger group. Thus, employees are both exposed to sensegiving and collective 

sensemaking, and it is the latter which shows certain effect on their perception or identity. This is 

line with Meyer et al. (2013) who state that the performative nature of aesthetics redefine how 

identities are formed and communicated. 

In addition, each spatial artifact entails, intentionally or unintentionally, a set of values in its use. 

The main problem with aesthetics is that it is an individual experience that produces individual 

results. Nonetheless, most of the interviewees agreed on the same values inspired by the 

architecture. However, only during its use the ethos of the artifact gains relevance (Strati, 2013), 

but the internalization of this value in association with the organizational values must happen 

when individuals experience an aesth-hypertext (Strati, 2005). This happens as an epiphany of 

knowledge in which the reader relates the value of a given artifact with the value of other 

artifacts and relate them to the organizational values. Therefore, this research studied the artifacts 

together to obtain an overall meaning (Bell & Davison, 2013). Since there are not written values 

at Debitoor, the researcher depends on what the interviewees said. However, values such as flat-

hierarchy and transparency, expressed during the interviews, matched those interpretations of the 

spatial work that respondents made. 

Finally, the use of space seems to contain certain values that influences the way in which 

employees construct their reality, but it also allows and encourage different activities: leisure, 

work, group activities or socialization. This activities allowed by the spatial work reflect the 

same values than the spatial work itself. Consequently, it makes it possible to hypothesize 

whether they are dependent to each other, or the values of the spatial work were created 

according to the organizational values, or even the organizational values were reinforced or 

inherited by the use of space. 
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5.2. Dress-code 

In this analysis there is a second aspect common to all the employees and meant to be discussed 

at the end: the attire or dress-code. Fashion has been widely discussed, especially in semiotics, 

however this analysis does not deal with what the individual wants to communicate through their 

clothing, but the shared understanding of the accepted, recommended or imposed dress-code. At 

Debitoor ECI there are no written rules that regulates employees’ look. Dress-code in this paper 

must be understood not only in terms of clothes, but in terms of look, since in the organization 

uniforms do not exist, and it is only the values interpreted through the employee’s appearance 

that may matter. 

Dress-code according to national or organizational culture 

As said above, the use of uniform is non existent, otherwise this would predict a top-down 

structure based on power differences where the dominant culture imposes a certain way of 

dressing. However, this does not dismiss the possibility of social pressure, whether for formal or 

informal dress-code. All the interviewees, without exception, declared that the clothing style at 

Debitoor ECI is very relaxed and casual, and organizational members themselves decide what to 

wear. They feel free to adopt any sort of look: “I just feel I dress up whatever or however I want” 

(Interview 2), “there’s no dress-code at all. You can sort of wear whatever you want” (Interview 

3), “there’s no dress code, and even this is also Scandinavian kind of culture” (Interview 6). The 

latter one associated this freedom of clothing to the Scandinavian culture. However, this does not 

assure that Debitoor practices a Danish or Scandinavian culture, since, as Ooi (2007) says, 

presented culture is different from lived culture. In the second interview, a similar association 

between Danish culture and flat-hierarchy organizational model was repeated (Interview 2). 

While it is true that they perceive this feature as Danish, it is important to stress on the fact that 

corporate values may prevail over the national ones (Schneider, 1998) and organizational 
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practices vary more by firm than by nation (Nelson & Gopalan, 2003). Therefore, total freedom 

in terms of dress-code does not automatically identify Debitoor ECI as Scandinavian, despite its 

Danish roots. On top of that, the big majority of the stuff, starting from the CEO, are from other 

countries such as France, Spain, the United States, Italy, Ukraine or Germany. As well, the CEO 

explained that the dress-code is associated to the relaxed way of working (Interview 4). Hence, 

the ethos of clothing at Debitoor does not meet the Danish culture primarily, but the 

organizational culture. 

Dress-code and the social arena 

Many scholars, especially in the field of sociology, have studied the persona that individuals 

adopted when they are in front of other people. Goffman, for instance, made an analogy with 

theater and actors on the stage performing a role. Hence, when analyzing visuals such as 

clothing, it is still important to pay attention to the social pressure, since one thing is what 

employees wear in their daily day at work and the other thing is what they wear when meeting 

external members. 

For the Danish negotiator, according to Gesteland (2005), the etiquette is almost inexistent and 

the dress-code is relatively informal. Nonetheless, two interviewees declared that meetings with 

partners and shareholders require of more formal attire: “you might see if a partner is coming 

from another cultural background so we might try to adjust towards them and then come up with 

nice shoes” (Interview 4) or “when you have a meeting with partners, you might need to put a 

shirt” (Interview 1). These comments not only suggest and adaptation towards the counterpart, 

but a contradiction to what Gesteland (2005) defines as Danish. This brings into question 

whether this informality in clothing on a daily basis replicates the national culture, due to the 

location of the company, or serves for the purpose of the organizational culture. 
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During the interviews, it was mentioned two cases in which two Debitoor employees had some 

sort of dress-code that was not appropriate for external members. The first case relates to one 

employee without clothes on the upper body: “Not everybody might feel comfortable with 

people working bare-chested” (Interview 4). This was discussed and changed to avoid conflict 

with other personnel in the building. The second scenario refers to an employee who was 

barefoot in the canteen and was asked to wear shoes (Interview 6). Both cases happened in the 

Copenhagen office. Therefore, one may wonder whether in these two moments the Danish 

culture of informal dress-code was overlapped by the organizational culture after social pressure. 

As well, it is important to reflect on the informal dress-code and the likelihood that employees 

adopt a certain style because the rest of them do too in order to fit in. 

Dress-code and aesthetic knowledge 

In organizational studies, the most researched artifacts are always rituals, norms, some physical 

objects and to some extent architecture. However, dress-code stay very subtle and only analyzed 

in accordance with the existence or absence of uniform. This reductionist point of view entails 

that clothing is separated only between uniform and everyday clothes, whereas there are many 

types in each of them that carry inherent knowledge. The uniform in an assembly line may differ 

radically from the one at a hospital or at a consulting firm. This is also true when dealing with a 

big fashion retailer or a music production agency. Therefore, this section intends to pay attention 

to the aesthetics of clothing at Debitoor ECI. 

When analyzing aesthetics it is important to decide the goal of the study, therefore, for the 

purpose of this paper aesthetics will be considered as an epistemological disposition, which 

differentiates between intellectual cognition and sensual cognition (Hancock, 2005). Despite 

fashion inspires a strong sensual cognition nowadays, it is in the act of thinking and knowing -or 
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intellectual cognition- where social knowledge can be found. As it was described above, dress-

code at Debitoor ECI is considered casual or relaxed. 

During the qualitative interviews, respondents tended to outline their attire, nevertheless it is also 

important to see what they thought of others wear and how they interpret it. One interviewee said 

that the casual and relaxed style fit Debitoor’s culture, which is a “bit laid-back” and this dress-

code is for everyone (Interview 2). All of the respondents assured that this style is common to all 

of them. Even one employee said about the CEO “he sort of looks like what I expected him to do 

in his days off”. 

These comments explain the type of knowledge stored in the aesthetics of clothing. This is not a 

matter of they like or they do not, but what they perceive when they see their co-workers with a 

certain attire. The latter interviewee could have easily described garment by garment the CEO’s 

look. However, s/he articulated that tacit knowledge that was embodied (Ewenstein & White, 

2007) when recalling the CEO’s aspect. And by doing this, s/he was making that knowledge, 

which was mentally exposed to that artifact, become aesthetic knowledge (Witz et al., 2003). 

That description did not say what the CEO wears during the weekends, but the respondent used 

their aesthetic knowledge to articulate that tacit knowledge (Tsoukas, 2011) and make it aesthetic 

knowledge for the listener, who needs to decodify it. Aesthetics cannot be codified but the 

articulable aesthetic knowledge employed to describe it can be. Hence, someone’s look in their 

day off can be understood individually in different ways. From an interpretivist point of view of 

the researcher, it can be said that it is casual and relaxed, as in the days off. 

In this case, the interviewee used different tacit knowledge to describe the CEO’s look, as in 

aesth-hypertext. S/he mentally imagined or remember that person’s attire and create different 

fragmentary and ephemeral associations (Strati, 2005) by relating it to what s/he would wear on a 
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day off. This interpretation is unique since it depends on that interviewee’s visuality or social 

characteristics when seeing (Symington, 1997). 

Thus, such answer provided a frame to interpret what casual or relaxed means for employees at 

Debitoor ECI and validate their descriptions. Again, it is difficult to describe aesthetically what a 

garment of clothes represents in terms of values, so mental associations are needed. This 

validates the so-repeated words casual and relaxed as values in Debitoor’s dress-code. 

Consequently, other observations such as “we are probably shy of coming with a suit and a tie 

because we don’t think it’s us” (Interview 4) legitimates the assumption that clothing at Debitoor 

is in line with the organizational culture. Nonetheless, this quote brings basic assumptions to the 

table. After continuous use of a casual dress-code it has been assumed that who they are is 

intrinsically related to what they show they are. Therefore, the two episodes where two 

employees were asked to change their look implied a challenge on the basic assumptions of the 

organization, that normally results in anxiety and defensiveness (Schein, 2010). 

In conclusion, Debitoor’s dress-code represents a reasonable approach for analyzing their 

organizational culture for different reasons. The first one is the logical association between a 

relaxed environment with a relaxed attire. As well, if the way of working is laid-back and so is 

the the general dress-code (Interview 4), both enacted values, then espoused when 

communicated, match each other. The third reason is this casual style in fashion does not seem to 

correspond to Danish culture, but to organizational culture. A different Danish firm, or a different 

type of business might entail a more formal dress-code. It is interesting that the type of business 

where Debitoor operates is accounting and invoicing making these both casual organizational 

culture and dress-code surprising. Finally it seems that it is the organizational culture which 

determines the dress-code. This is legitimated by the fact that those employees without shirt or T-

shirt and without shoes were asked to change their informality and make it according to certain 

norms. However, culture is not constructed from the management level and adopted by the 
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employees, but collectively (Hatch & Schultz, 1997; Hofstede, 19989), and values sometimes are 

approved by social validation (Schein, 2010). Hence, the group allows or reprimand those 

conducts against the socially validated values of dress-code by peer pressure. Values are meant to 

be taught to the new members, but culture is about interpretation and sensemaking. By observing 

the dress-code of others and putting it to practice, individuals internalize that tacit knowledge 

and learn to be members of the organization (Brown & Düguid, 2001). This is well explained by 

the following quote of an interviewee: “People would look at you and think “what are you 

doing” if I came to work wearing a full suit and tie” (Interview 3). Lastly, at Debitoor the dress-

code can imply values such as casual or relaxed attitude, but not freedom, as it was mentioned, 

proving that dress-code is both learnt and socially suggested. And the fact that others would not 

wear anything out of the norm could imply that these visuals have an impact on organizational 

culture, that the group collectively tries to avoid. 

5.3. Other visual artifacts 

It is difficult to categorize artifacts according to their visual aspect and in fact, any artifact can be 

analyzed by its pathos, logos and ethos. Only those artifacts that stay in an abstract level, such as 

norms, cannot be considered visuals. Albeit, even rituals, traditions or celebrations have a visual 

context that may be subject of analysis. Those are the other end of a long list of artifacts that can 

be studied according to their visuality that starts with the most visible or with a clear logos of 

being perceived by the senses. 

These type are normally considered decorational objects, and despite its inherent purpose for 

embellishment, they also count with a pivotal role in the organizational culture. They are 

repositories for a lot of tacit knowledge and inspire much more aesthetic knowledge, since their 

primordial objective is the sensory stimulation and aesthetic cognition (Hancock, 2005). At the 
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Copenhagen office of Debitoor ECI there are several objects with an a priori purpose of 

decoration, both placed by the management and the rest of employees. 

Visual items for identification 

All the interviewees were asked about these other visual artifacts paying special attention to 

those that they have on their desks and to a big banner that says “helping small businesses 

thrive” (Appendix 2). The range of items placed on their desks vary from employee to employee. 

During the qualitative observation, it was noticed different objects, such as bottles, toys, flags or 

mugs (Appendix 2). None of them really fulfill their initial objective, such as drinking for the 

bottle of beer or playing for the toys, thus it is logical to think that they possess a deeper 

meaning, or in other words their signified are different to their usual signifier. These artifacts 

embodied specific knowledge. 

The first interpretation of their role would be indicating to whom belong a given desk: “They are 

like kind of personalizing the desks, that you know it is this-person’s desk, because it’s 

something it belongs to him” (Interview 2). In this quote, however, it is noticeable the word 

“personalizing”, that might show that employees need to make that space theirs, just like when 

someone makes a rented apartment their home by means of decoration with personal items. 

Another interviewee said that those who have something on their desk it is “because they want to 

feel like it’s less like an office but more like a home” (Interview 5). In this scenario three 

interviewees recognized to have personal items from their beloved ones such as photos and 

drawings (Interview 1, 4 & 6). However, this is something that can be found in any company 

and, therefore, the value that these mentioned items contain is so personal that seems not to have 

any relation with the organizational culture. 

However, the CEO also counts with a mug with the Debitoor logo which seems to have a special 

value for him according to their comment: “It just represents what we are trying to do. So for me 
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it’s just a symbol. So I like this cup with the brand on because it reminds me to the company that 

I’m trying to make a success” (Interview 4). Symbols can be studied from an archeological 

approach, meaning that this mug stores and transmits the social knowledge behind Debitoor logo 

to the organizational members and allows for the reconstruction of its meaning (Meyer et al. 

2013). For the respondent the social knowledge is the whole project in which s/he took on board 

when s/he was appointed as CEO, and that allows them to reconstruct this meaning as the effort 

s/he is doing to make the company successful. It can be interpreted that this visual serves as form 

of identification. The mug will always be a mug but its meaning is negotiated with other 

organizational members. Even though the interpretation is made by the CEO, s/he is not alone in 

the organization, but in continuous interaction with other organizational members working to 

make the company thrive. And by this interaction s/he accomplishes identification as one 

member of a bigger group. S/he added that s/he had seen other employees with the same mug 

and it “shows the emotional attachment to the company, which is the idea of putting our efforts 

on it” (Interview 4). In this interaction the CEO has perceived that other members do the same 

and by means of “interrogating themselves on central and distinctive features of their 

organization” (Ravasi & Schultz, 2006: 434) s/he made sense of the meaning and identified 

themselves as part of that big project. 

Visuals and vision-culture gap 

This identity construction is very related to the one happening when employees observe a big, 

blue banner that says “help small businesses thrive”, which is Debitoor’s mission. As the 

following quote suggests, each of the respondents interpret it differently but collectively 

construct their identity: “it’s a statement that’s open to interpretation, because how can you do 

that? You can do that in a million, million ways. [...] You can kind of find your way around it and 

say “that’s what I’m doing”” (Interview 1). According to other interviewees’ answers it is likely 

to see a different interpretation but with an ultimate common meaning, that is the fact they feel 
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like they are really helping small businesses thrive. However, all of them, with the exception of 

interviewee 1, agreed that they do not need the banner, since they know what it says, but at the 

same time all of them assured that they would not like if one day someone removed it. Therefore, 

the ethos and the pathos are quite clear. It contains a principle to follow in everything they do at 

work, and in a pleasant and easy-to-see way. It transmits a message without ambiguity that is 

easy to be reconstructed in the aimed way (Meyer et al. 2013). Nevertheless, the practice or the 

performative character of this banner remains obscure, since none of them are sure whether it is 

inspiration, impression to external people, or to remind, motivation. Therefore, the logos is still 

unclear. This leads us to a problem of consensus in the vision and its applicability to the 

organization’s culture. 

The Discourse and the reality do not differ in its ultimate goal, since all of them achieve 

something positive out of it to apply to their work. They all feel like they are helping other 

businesses. Nonetheless, it is obvious that there are discrepancies on the way the visual 

representation of this vision is understood. As well, only the author of this mission statement 

confirmed that all the organizational members need this banner (Interview 1), while the others 

said that they do not need to look at it (Interview 6), that it is only relevant for external visitors 

(Interview 4) or they need more information about the mission itself (Interview 5). The mission 

seems to widely inspire employees, but the physical representation of it does not. Furtheremore, 

there are discrepancies with regards to the mission at first instance -the sensory instance-, and 

this might lead to a degradation of the mission itself that enlarge the gap between the vision and 

the culture. On one hand the mission statement corresponds to the vision crafted by the CTO, and 

on the other hand the artifact belongs to the most visible part of the culture. The vision is not 

inspiring all the subcultures (Schulz & Hatch, 2001) as it should be since some of them lack of 

information and none agree of a clear interpretation, which is an open interpretation according to 

the interview 1. Yet, it seems that ultimately all of them put it into practice in the way they work. 
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Visuals pervading culture 

Culture is constructed collectively by all the members in the organization. Some members place 

objects on their desks, and unintentionally they are also redefining the first level of 

organizational culture: artifacts. In fact, most of these visual artifacts are placed without any 

consensus, but just the will of one or few employees. However, the social validation, as it 

happens with values, determines their continuity in the organization. This could be proved during 

the interviews with the organizational members. All of them were asked what they would do if 

some colleague placed a politically incorrect visual artifact, and they all agreed that they would 

act against if it was unrespectful to other employees . Curiously enough, respect was one of the 

values of Debitoor from the time when they belonged to e-conomic International a/s. 

Regardless, whether this value is no longer espoused, it is still enacted by Debitoor’s employees. 

They all expressed that if someone felt offended by an artifact, it should be removed. Therefore, 

it is obvious that there is a protection of the group by taking care of the artifacts in use, ergo by 

taking care of the culture itself. Hence, it is not the visual itself what matters, but the 

interpretation of the visual that has an effect on the “collective programming of the 

mind” (Hofstede, 1998: 478).  

To conclude, these other visual artifacts which mainly serve the purpose of decorating the spatial 

work also count for the organizational culture of the company. As it happens with the dress-code, 

they play a role different to architecture, because they are mostly individually chosen and 

socially validated. Sometimes these artifacts are a source of inspiration, however their apparent 

aspect would not suggest so. They are in the shape of everyday objects, but they contain a deeper 

meaning, sometimes only subject to be interpreted by their owners. 

Additionally, artifacts can be the example of what is going on in the organization. They are the 

sensitive part of the organizational experience (Keyton, 2011) and, therefore, they reflect this 
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reality. In this case, it is noticeable a small gap between the vision and its interpretation of it, 

hence, the gap extends to the culture itself, since culture is all about interpretation and 

sensemaking (Martin, 2002). When the interpretation of a given artifact is confusing or suggest 

different interpretations it may have an impact that will vary depending on the importance of the 

artifact. A visual representation of the organization’s vision, such as a banner with the mission, 

will definitely have a bigger impact that a mere vase with flowers. However, this is in the realm 

of aesthetics because as Strati (1996) proposed: a chair is always a chair but it can be interpreted 

differently if it is a lobby chair or the CEO’s chair because it is not the physical aspect what it 

matters, but the meaning that evokes. This demonstrates that an inconsistent interpretation of 

artifacts may imply a breach between the vision and the culture. Thus, when the pathos, logos 

and ethos are appealing to one subculture but not appealing enough for the rest of the 

organizational members, the hidden meaning of an artifact might not end up pervading other 

subcultures. 

6. Conclusion and further research recommendations 

In this study I have sought to research the relevance of visual artifacts in organizational culture 

by trying to establish a relationship between visuality and the sensemaking of an organization's 

culture and how this also affects employee’s perception or identity. With the visual turn reaching 

the social sciences realm, it is unthinkable to deny the study of visuals when researching 

artifacts. This thesis started by theorizing on organizational culture and continue revolving 

around meaning construction in aesthetics. Bearing this in mind, it has been proved that visuals 

can influence different aspects in the organizational culture and identity by means of three 

different categories of artifacts: use of space, dress-code and other visuals chosen both by 

management and the rest of employees. 
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Hence, this demonstrates that, as is the case in culture, visuality is collectively constructed and 

depends on interpretation. In addition, the aesthetic experience has to be lived, involving the 

body and psyche (Foster, 1988), and its differs from the presented visual which is perceived by 

vision, as it happens with lived and presented culture (Ooi, 2007). Consequently, both construct 

have more features in common that it seems at first sight. By using the example of a 

Copenhagen-headquartered, mid-size company it has been experienced at first hand the ongoing 

relationship between the visual and the cultural. However, after researching on the matter, it is no 

longer valid to talk about these two as separated elements, since what is visual in an organization 

it belongs to the organizational artifacts and, therefore, to the culture. This does not diminish the 

great importance of an aesthetic analysis of artifacts because their relevance does not fall on their 

presence, but on the interpretation that individuals make of them. 

As a consequence, saying that artifacts mirror the organizational culture is a reductionist 

approach, diminishing their importance., This wrong understanding suggests that it is the basic 

assumptions which inspire values and these latter which inspire artifacts. Albeit, it is a dialogical 

relationship created by the organizational members. It is the individuals who collectively create 

culture and redefine it once and again by making sense of it. However, artifacts are those most 

sensitive to be sensemade. In my opinion, culture must be understood in three dimensions and 

not in thee levels. Basic assumptions, values and artifacts are dependent to each other. And at the 

same time that individuals can make sense of visuals more easily, artifacts are also more likely to 

be restructured, since they are “the first things we notice about an organization” (Keyton, 2011: 

22). 

It can be said that it is eventually organizational members who influence culture by making sense 

of the visuals at the workplace and of the workplace itself. The fact that they need to choose a 

certain type of architecture to fit the company’s spirit or style, that they believe that more formal 

dress-code implies something else but not their organization, or that they protect the group by 
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selecting or validating certain artifacts that could be interpreted in an undesired way by other 

members implies that visual can influence the organizational culture.  

Nonetheless, artifacts by themselves do not seem to have strong knowledge, but it is by means of 

mental associations that individuals construct a bigger significance. In other words, it is 

necessary to see the forest for the trees to achieve an overall meaning of the tacit knowledge of a 

visual in conjunction to other artifacts, plus the values and the basic assumptions in an 

organization. Therefore, the knowledge in an artifact is dependent upon the reader. In principle, 

an artifact itself does not contain any knowledge, but it evokes it. Thus, it is throughout the 

aesthetics that the individual acquires sensory knowledge out of an artifact and put it into the 

context of the organization. By putting into this context, the organization’s member start creating 

an aest-hypertext of fragments of organizational knowledge. This not static, but knowing by 

acting (Strati, 2005), meaning that by means of this knowledge in action aesthetics recreate or 

redefine the interpretation that individuals make of the organizational culture. 

Additionally, visuality can also have an effect on identity, especially when it is depending on the 

management of the enterprise. Those that decide i.e. the arrangement of seats also project a 

Discourse of norms that have certain weight on the way that employees perceive their role in the 

organization. It is a top-bottom phenomenon where management give sense to the organizational 

members’ identity. In the case of this study, employees also interpreted the physical distance 

between other employees in order to make sense of their identity. When a visual is presented as 

part of the organization’s Discourse, on one hand there is an already-made interpretation to be 

adopted, and on the other hand employees make sense of it and negotiate their own identity as a 

member of the company. However, when the artifact that is supposed to evoke the Discourse 

does not permeate the other subcultures in an organization, a gap between vision and culture can 

happen.  
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This can occur because aesthetics is a personal language, and this has been well demonstrated 

throughout this research. For instance, the fact that only one member mentioned that white walls 

is a feature of too corporate or formal environment, while the others did not even notice, implies 

that aesthetic experiences are different from one another. Conclusively, if people interpret or 

make sense of an artifact differently, visuality will have a specific effect on each of them, both 

for their interpretation of their own identity and culture. Thus, different aesth-hypertexts may 

derive in different processes of sensemaking that pervade culture in a different way. This rarely 

happens since many of the mental associations are with values, which are socially validated. 

However, if it happened, organizations should reconsider the role those artifacts are playing. 

Lastly, from an abductive reasoning it is possible to say that visuality is influencing culture as a 

continuum. Nonetheless, since culture is not static but ongoing, a change can provoke a switch in 

the interpretation of visuals. As well, if those visuals do not fit in the values or the basic 

assumptions, they are likely to disappear. This does not rest validity to the fact that visuality 

constructs a reality in which organizational culture relies on. As well, they serve to polish values 

or bringing them back to life when they were forgotten, or even recreate a collective idea that is 

not translatable in words, as it happens quite often with basic assumptions of culture, or as it was 

showed by the used of clothing in order to show “who they really are”. 

6.1. Further research recommendations 

The pervasive influence of visuality on organizational culture and employee’s perception has 

been broadly demonstrated throughout this paper,  however there are still some considerations to 

bear in mind for further research. The study of visuals has not reached its full development yet, 

therefore there is a lack of integration between the different theories and methodologies. It calls 

for more integrative efforts (Meyer et al., 2013), otherwise researchers can end up falling on the 

possibility of reinterpreting continuously visuality, aesthetics and sensory knowledge. It is 
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necessary more theoretical development of visual research in the study of management. 

Moreover, for researchers in visuality it is necessary to adopt a view of knowledge as action, not 

as a commodity (Brown & Düguid, 2001), and to understand that tacit knowledge is a dimension 

of explicit knowledge (Tsoukas, 2011) in order to work with aesthetic knowledge. 

On top of that, the study of visuality in organizational culture requires an interpretivist approach, 

since it deals with the subjective experience of individuals and their personal interpretation of the 

world as a way of constructing reality. Furthermore, researchers cannot really rely on one 

specific point of view to establish what is interpreted by organizational members, since aesthetic 

knowledge is difficult to articulate and it needs of extra inputs, such as photo elicitation, to speak 

it up and comparison with other qualitative data. Otherwise, researchers may end up facing 

aesthetic muteness (Taylor, 2002) or the impossibility of articulating the knowledge evoked by 

artifacts.  

It seems that the time is right for a broader focus on the visual turn, leaving behind the linguistic 

turn that used to put more emphasis on values and basic assumptions, and reason artifacts as the 

poor sister in the organizational culture family. Therefore, for further research it is interesting to 

start treating artifacts not as the superficial part of culture, but as one of its dimensions. Finally, 

this study only provided an analysis of three types of visuals artifacts that are common to all 

employees in the same workspace in an organization, however further research might need other 

types of visuals or other aspects, such as color, shape or the medium in which artifacts are 

transmitted to the organization. This might serve to test different assumptions in different 

subcultures. 
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8. Appendix 

8.1. Appendix 1 

Interview 1 

Interviewer (I): Tell me a bit about yourself? What’s your position in Debitoor, your tasks, your 

daily life in Debitoor? 

Respondent (R): Ok, I’m the CTO (Chief Technology Officer) of Debitoor, which means that the 

responsibility for the technical platform of the application we’re building is on my desk. Uhm… 

I think one of the more important jobs I’ve had is making sure that all the developers, UX (User 

Experience), POs (Product Owner) are motivated, have the ability to work effectively and in a 

way where they have influence on what they’re doing and a lot of freedom and autonomy to do 

things as intelligently as they possibly can and live up to the full potential. So setting a frame for 

the work and making sure that… I mean, basic stuff is like “we need some meetings, let’s have 

only a few and the ones that make sense and let’s not have too many”. 

I: Aha… 

R: Uhm, then that’s also kind of the managing part, which is like when people are sick letting 

people know… Planning a bit when people are on vacation and that boring stuff. That’s a bit of 

that but not that much. 

I: And you are originally from Denmark, right? 

R: Yeah, yes. 
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I: So how did your story with Debitoor begin? 

R: So I was hired at e-conomic. Uh… and then I… Jens, the CTO of e-conomic put me on 

Debitoor. They had started working on it very shortly. A team had been working on a different 

technology and we did a small pilot, because there was some technology we wanted to use and… 

Then I was a senior developer, we chose the technology, we tested, which was something I was 

helping push it. Then Jonas was team-lead for a while, then he moved up the ladder, and me and 

Alex from Kiev became tead-leads. 

I: Ok. 

R: And now we all the move and stuff, I became CTO. 

I: And then you didn’t need any training at the beginning because I understand that you were first 

senior developer, so… 

R: Yeah, for the developer part I didn’t need any training, but when I became team-lead, I said… 

I always said that I don’t want to do management, I don’t wanna have people under me. I thought 

that was never gonna happen. 

I: Yeah. 

R: And first I was asked to want to be team-lead and I really considered it and I said no. And then 

Alessandro said “you’re going to be team-leader”. And then I said… Uh, “then I want some 

training”. So I was on the thing they called “leadership course”, where we have some pretty 

intensive leadership training, learning how to be a leader, what it takes… That really helped me a 

lot. 

I: And regarding the internal rules, those tacit rules in Debitoor, did anyone explain you about 

rules or it’s something that you learned by experiencing. 
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R: So the rules you’re talking about autonomy and… 

I: Yeah, exactly those values, those routines… 

R: So those are… I kind of conjured up a lot by… A lot comes from Nicolai and me, a little bit 

from Sebastian, and also from the team themselves. And what we did was basically look at very 

successful businesses like Netflix and Amazon, and just copied what we liked. So, I don’t… I 

don’t read books about it. The most… The place I learned the most is where people do blogposts 

and they do something which is very down to earth. And, yeah, it’s like “this is how we do it, 

these are our values”. And then we copied from that.  

I: Uhm… I can see that also the teams are organized in terms of space according to tasks or like 

departments. Why do you think it’s like that? I mean, could there be an alternative or… 

R: Uhm… So… 

I: Or are you happy with it or would you rather have mixed groups? 

R: So I think… When we are working… Anything that would be doing… We are working on one 

big product, and we are such a small company that we really have split up in different parts and 

the way we’re working now can’t keep working like that if we grow. So, if we grow and become 

bigger we’re gonna have to do some cross-functional team where we sit together the whole team, 

but right now we are so very, very close. So… Uh… 

I: So you only need to stand up and just grab someone, right? 

R: Yeah, that’s… In theory we don’t do that often. We have also the divide of we have 

developers here in Copenhagen, and then we have some in Kiev, so… I don’t think there’s any 

like optimal way of doing that. I think it’s important you work closely together and you talk to 

each other and have a good relationship and things like that. But in the day-to-day things it’s very 
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important for milieu… We only have two developers here: Jonathan and Oliver. And Oliver is 

kind of new so he needs to sit next to Jonathan, so they can talk to each other, and Jonathan can 

help him. 

I: Aha… 

R: When they have a task, the person they ask the most is Sebastian, since he’s right opposite to 

them. And sometimes when they have something they also talk to me. 

I: What about yourself? Who are the people you interact the most with? 

R: Who I talk to the most? 

I: Or to whom you report, or by whom you are reported to? 

R: So, I have one-to-one with almost all developers, once every two weeks with each person. 

Alex have been one of the developers in Kiev, but I have like seven people, also Mads from UX. 

That’s a very, very important part of what I’m doing, having all the one-on-ones and making sure 

that people are happy. Then there’s a leadership meeting , where we talk about leadership 

things… Uh… So, when I have problems, when I need help I usually go to Alessandro. 

I: Aha… 

R: But mostly I’m talking to Nicolai and Sebastian and all the developers, and Mads. That’s, 

that’s… I also have Pilar scheduled to one-on-one. 

I: Where you can talk every two weeks… 

R: Yeah. 
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I: Out of work, more leisure-wise, Uh… For instance, having lunch or like going for a walk in 

your free time, are those people that you do those activities with team members or there are 

people that you have better affinity with or they’re more culturally related to you? 

R: Coworkers. 

I: Coworkers? Ok. 

R: So, I mean, we all are one big team… So one thing that is part of our culture is that we tried to 

be like honest. 

I: Yeah. So that could be a value, like honesty. 

R: Yeah, and also talking to each other respectfully. But… One thing that I do, and that I know 

some leaders don’t do this very often, is that I admit when I make a mistake. And we 

continuously talk about, we all need to share our mistakes, so we can learn and improve. So 

nobody’s perfect, everybody makes mistakes. And you should be honest about that. 

I: To what extend do you believe in them. I mean, do you really believe in them, or do you think 

that they are there and sometimes, “well… some people make mistakes, but I can just get angry 

with it” Or… I’m not asking 100%, or 50%, or something. It’s like, would you say “I would just 

put my hand on fire because I really firmly believe in those values”? 

R. Yeah, 100%. So, I know… I mean, we made this company mission of “help small businesses 

thrive” and we I presented it, you know, I said “every place I’ve ever worked in, those company 

missions, or values, or mission statements, or vision, or whatever, they all suck”. Nobody 

believed in them, and they were just there, ‘cause you have to have one and management was 

like “yeah, we should do that”, “ok, let’s do it”, and I didn’t believe in them. Maybe they were 

very proud of what they did, but it made no sense. 
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I: Yeah. 

R: So, for me, I don’t…. I mean, there’s a reason why we only have one mission statement so far. 

I think we believe strategy-wise. We need to do more, also about what is our product, what is the 

strategy for the product, like to have a product strategy and things like that. And, then, I’ve been 

working with the POs and Alessandro about formulating those. But, it’s really hard work doing it 

right . 

I: Yeah. 

R: So, I would rather not have any for now and just try to make it work, and then do the work to 

do, do a really good one I actually 100% believe in, that actually gives some value to us as a 

company, and not just a piece of paper, hanging in the world like you have in… like when you go 

to Avis to rent a car, and then they have this thing on that wall saying “We believe in excellent 

service” and things. [laughing] You know, the person standing behind the counter has never even 

read that piece of paper. 

I: [laughing] Yeah. 

R: Right? 

I: That’s true. Uhm… Regarding dress code or clothing, is like, how is your daily look at work. 

It’s like, do you think you need a special look or dress code to work in Debitoor, or you just 

come up with whatever you have in your closet. Even sometimes you feel more comfortable and 

you say “I’m gonna be super casual today”. 

R: So, I like shirts. But that’s not because you need to wear shirts, that’s because I like it. 

[laughing] I feel comfortable in that. I don’t think that there’s any dress code, but don’t go to 

work naked. But [laughing]… 
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I: Very much related to respect? 

R: Yeah. 

I: [laughing] 

R: I mean, sometimes when you have a meeting with partners, you might need to put a shirt, 

especially in Germany. They’re very conservative. But this is the kind of things that I have right 

now, like kind of sneakers, and jeans, and then the shirt was from when we went to visit DATEV. 

They all, almost all the DATEV guys have suits and… Uh… Yeah. 

I: I’m going to show two pictures. Which one do you think it’s more likely to be a Debitoor 

office, which one fits better in Debitoor style? 

R: [pointing at picture 2] This looks like one of the ones we looked at and I didn’t want that 

place because these kind of floors, which is cement, give really bad acoustic. 

I: Ok. 

R: But, if you change this to a wooden floor, then I would say maybe this kind of place. It looks 

more start-up, being more fun, and I mean that’s… I mean, the place we’re going to now is very 

nice. 

I: Yeah. 

R: It’s like… I mean, the ceiling is a little bit low, but it looks very beautiful, has a beautiful 

view. And I don’t think we needed that. We could be happy in this kind of… if the acoustics were 

great, we could be happy in this kind of place. [pointing at picture 1] So, we kind of move to a 

place which has this kind of windows. Uh… These people are wearing suits, so that’s not us. 

I: [laughing] 
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R: So the people in this picture are not us. And I don’t like, I mean, carpets.  

I: Aha, and do you prefer… 

R: [pointing at picture 1] And all of these… all of these binders… And the tables look awful. 

I: [laughing] Do you prefer open spaces or closed spaces for an office? Like one big room where 

all people work there, or just like cubicles or small rooms for each team? 

R: Uh… I’m not sure. I mean, personally I don’t mind sitting in a room where there’s some 

noise, but I know other people have a really hard time working if they’re sitting where there are 

people walking by and there’s noise. 

I: Yeah. 

R: So… I guess, depending on who you have on your team, you should find something that 

works. I mean… I mean, you couldn’t have one-person, two-person offices ‘cause it simply uses 

too much space and it’s expensive.  

I: Yeah. 

R: I mean, if we could have that and some people wanted that, I would really into trying it. 

I: And I’m gonna show you three more pictures. Which one do you think would fit for meeting 

with a colleague at Debitoor? 

R: A meeting with a colleague? 

I: Yeah. 

R: [pointing at picture 5] Not this one. [Pointing at pictures 3 and 4] A mixture of these two. 

I: Ok. 
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R: [pointing at picture 3] This one looks funny. It’s almost too much with the swing.  

I: Uh, yeah. 

R: [laughing] 

I: What about an informal meeting chat with a colleague, like “I have nothing to do, let’s grab a 

coffee and sit down and talk for five minutes”, or after work, or something? 

R: [Pointing at picture 3 and 4] Any of these. 

I: Aha. 

R: [Pointing at picture 5]I mean, in this place you don’t go to sit and relax. 

I: Right? 

R: No. This is awful [laughing].  

I: And why do you think the meeting rooms here have glass walls. 

R: Well, that’s kind of like very easy to see if someone is using it [laughing] 

I: Aha 

R: [laughing] So, a practical use and then also with the signal of openness.  

I: Yeah. 

R: Yeah. 

I: Ok. Uh… 

R: And it also gives some light here, right? If there’s no glass walls there, you’ll only have this 

lights [pointing at the lamps]. 
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I: Yeah. 

R: [laughing] That would be awful.  

I: Yeah, right? Too much artificial light.  

R: But, you know? They had it… [pointing at a translucent stripe on the glass wall] This one was 

not here in the beginning. 

I: Aha. 

R: So, you need… You actually need this one.  

I: Oh, yes. 

R: Because if it’s completely open then it’s people walking by and almost in the room with you 

and that influences with your sense of intimacy when you’re having a meeting, so you need… If 

you have a glass wall, you need this. I mean, you can look through if you want, but just a little 

bit of separation.  

I: But it’s still right. And, if you went to the kitchenette for a coffee, a snack a coke, or so, would 

you just go back immediately? But if you saw a colleague, would you stop by there and talk to 

your colleague for a while or…? 

R: In the kitchen? 

I: Yeah. 

R: I usually talk to people in the kitchen. It depends… 

I: Yeah. 

R: It depends on who is. If it’s somebody from Visma might not do it every time [laughing]. 
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I: [laughing] 

R: At least saying hi. 

I: And if Debitoor had a less flexible culture, like let’s say Deloitte, for instance, where they are 

“work, work, work”, would you still do it or would you just go back to your desk immediately? 

R: Uh… 

I: I mean, if it’s a matter of the flexibility of the company, or if it’s a matter of your personality? 

R: I would… I would not go back to my desk. I’d walk out the door and find another place to 

work [laughing]. 

I: Uhm… We’re finishing. But, when you arrive at the office every morning, what are those 

visual things that draws your attention? This first thing you see. 

R: The first thing I see is who’s… which people are. 

I: Aha. 

R: Uh, that’s the first thing. 

I: Uh… and if tomorrow Debitoor had these cubicles-based architecture, a more formal attire, a 

less flexible culture, would you still be happy working here or would you rather to find 

something more Debitoorish? 

R: Well, I think that kind of culture it originates from something else, which is, uh… If I had to 

boil it down, maybe it boils down to control. 

I: Yeah 
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R: When you have a rigid culture, and you have this kind of formal things, the value you’re 

projecting is control and you know, you know people working at that kind of place… That place 

can be frustrating by not having the ability to do the right things. 

I: Yes. 

R: So, when they see something is wrong often, they will not be able to change it.  

I: Hm… 

R: And to me that’s… I mean, that’s… I mean, the things we’ve done with moving to continuous 

delivery and employing ten times a day, and those things… The main reason for me personally 

why we did all those changes, which were hard and… I mean, also letting go off accurate right… 

They had to be simply fired. The reason why we did all of those things was to give people the 

ability to live up to the full potential, to give them the freedom and the autonomy to go out and 

be greatest version of themselves. And I think no matter how your organization is built up, not 

matter what values you have, you will be always in some way limiting your employees. So the 

goal is not to limit them, to limit them as the least amount possible. 

I: Yeah. 

R: And reduce the way you limit them.  Uh… yeah. 

I: Uh… Some of your colleagues have pictures, toys, funny stuff on their desks, what do you 

have? 

R: So I have a small painting that my daughter made for me [smiling]. 

I: That’s so cute. Does it make it more fun, casual, interesting, or why do you have them? 
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R: ‘Cause I love my daughter and she made it for me [laughing]. And the… I mean, when you 

get those kind of gifts.,.. You get lots of them when you have kids. Some of them are more 

beautiful than others, but you can’t hang them all at all, and I like both showing them that I have 

this in my office. So, that is a way of me showing that I love her, and I like it, I like it ,having it 

in their way.  

I: Oh, yes. Uhm… You know that your colleagues have really funny, crazy stuff, but if tomorrow 

any of them put something that is a bit politically incorrect… I don’t know, some kind of 

Donald-Trump-being-killed, toy, or something like a naked calendar, whatever; would you talk to 

that person or would expect that someone would talk to that person? 

R: So, if… I don’t know about the Donald-Trump toy, depending on what it looked like, but like 

anything sexist, like naked pictures of a women, I think I would go to that person and say that’s 

not appropriate.  

I: Do you think that would affect other employees, like if someone started putting a naked 

calendar, others could do it as well? 

R: Uh… I mean… Why would I… Are you asking why would I say that’s not appropriate? 

I: Yeah, apart from your moral values, do you think that would affect other employees and they’d 

imitate that example? 

R: I think that’s a… When somebody puts up a calendar of naked women and nobody says 

anything… I know some people who would not be comfortable. The fact that nothing was done 

about that could be really, really bad.  

I: Yeah. 

R: [laughing] 
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I: Yes, you were one of those who created the “help small businesses thrive”, when you see the 

banner over there, do you feel like you’re really helping small businesses? Like, you agree with 

it all the time? Or are you like… Ok, it’s kind of like before. To what extend… 

R: So… I believe it 100%. That’s what we need to do to have success. Uh… I mean, it’s a 

statement that’s open to interpretation, because how can you do that? You can do that in a 

million, million ways. 

I: Yeah. 

R: Though, if you want to, you can kind of find your way around it and say “that’s what I’m 

doing”. 

I: Yeah. 

R: Even though, we tried to do just something that you believe in and that doesn’t matter much. 

And I… I think… I tried at the leadership meetings and things like that, I tried to… That 

statement is where I come from.  

I: Aha. 

R: When somebody brings it to a new partner I look at them in that light. How this partner helps 

us make small businesses thrive, and that helps me a lot in saying this partner doesn’t sound 

good for us. Or if you want… If you want to partner with this person or this company or the 

thing they’re doing doesn’t matter to our mission, then you’re not getting any development 

resource. 

I: Some it’s some sort of inspiration, like every time you see it, it’s “yes, remember I have to…” 

R: I wouldn’t say I feel like that. I think we do much better than that. I would have loved for us 

to do the actual banner and the actual and the actual messaging in the office better. A banner that 
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I would have loved to do it together in some way. But there wasn’t simply time for it. That’s the 

best I could come up with buying that banner online. You can’t do everything. 

I: Yeah. Let’s say that tomorrow the CEO Alessandro changed his mind and say “ok, I just want 

to put a regular painting or this classical painting that I really love” instead of the banner; would 

you feel different because of not having the “help small businesses thrive”? 

R: Like if it was taken down? 

I: Yes. 

R: [laughing] Uh… I would put it up again. 

I: Ok. 

R: [laughing] 

I: Because you think it’s something that we need or is it because you really like or because it’s 

something that you worked on? 

R: I think we need it.  

I: Aha. 

R: I think we need it.  
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Interview 2 

Interviewer (I): Just tell me about yourself? What is your position at Debitoor? What kind of 

tasks? What kind of responsibilities? Where do you come from? 

Respondent (R): Yeah, I’m Italian and I’m taking care of the Italian market. I’m Italian 

marketing assistant, so I take care of… actually many tasks. My work is very varied. 

I: Aha 

R: I need to take care of the customer service, as the one in customer support, and if the have any 

question; but also create content and promote it but also promote a new function. So I need to 

say to go deeper in the accounting field and try to understand the concepts and bring them in a 

simple way to the customers, so I actually struggling with these concepts. 

I: Uhm… So how did you story with Debitoor begin? I mean, what made you apply or work at 

Debitoor? 

R: Actually I was student at the time and I was looking for a job, and through the network, ‘cause 

network really works here, I learnt about this position and I decided to apply, and I came for the 

interview, and I started working. Actually in my studies accounting was like a topic that I was a 

bit afraid of. It wasn’t my favorite but I learnt. It’s my daily life now to learn to deal with. 

Actually I like it now. 

I: Uhm… So what were your expectations before starting? 

R: I don’t know, I just… At the beginning I was coming part-time, so I didn’t really experience 

the full life and working of the enterprise, of the company, ‘cause I was coming only in house 

once per week, and only for few hours. At the beginning I just kept the work going, like the 
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market going, and answering the customers. At the beginning I was a bit… I had to… I needed 

some time to get comfortable with the concepts, with the functions ‘cause it was something I 

read really… never studied in deep. I mean, yes, but theoretical concepts, like back in my 

bachelor. And, then, yeah, I learnt a bit more. 

I: Nice. And did you have any training at the beginning? I mean, any mentor who guided you 

through… 

R: Yeah, I always… Yeah, at the beginning I had like uh… my boss who taught me like uh… 

some stuff and I had some training with the different colleagues, for example Pilar taught me 

something, and Serena also, who was taking care of the position before, taught me, tried to 

explain me the workflow and all this. And at the beginning as it is now also, actually, I always 

say… under the availability of everyone, if I have a problem and I can just go there and ask for 

help. 

I: Aha 

R: So… I didn’t really have one person to refer to… of course yes, my boss was maybe the 

person I referred the most to, but if it’s collecting information or facing problems I could ask 

anyone. I mean, I didn’t have any… 

I: And what about the internal rules, I mean, not the real rules like “you have to do this or that” 

but like “ok, this is how we roll here”, “this is more or less how we work”. Was there someone 

who taught you that or…? 

R: I think it was more in blocks, like specific things. For example, I could refer to Carina for 

Drupal and all this or… 

I: I mean… Sorry for interrupting. 
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R: No, no. 

I: It’s more like… Uh… how people behave here, like, uh… Those… not real rules, but… 

R: Yeah, you mean the tacit? 

I: Exactly, tacit. 

R: Yeah. 

I: Tacit rules 

R: Tacit rules. I think I just learnt… No one ever came to me with just… For lunch for example, 

everyone was asking, and then we were joining. It was more on the go.  

I: Ok, what is more or less a typical day at work like? 

R: Uh, it’s… uh… Usually I have… It really depends on the day, like I have some fixed tasks 

that I should… and goals that I should fulfill and do at the end of the day and then at the end of 

the month, but I’m pretty free… It depends, for example, on the support… how much time… 

then I can use it for content creation, but in general it’s like I say. I answer to the tickets (e-mails) 

during the day and then the day structures more or less into content creation and different tasks. 

I: Ok. So, like a very varied… 

R: Yeah, it’s very varied; I couldn’t describe it exactly [laughing]. 

I: Hm… What sort of routines and regular activities out of professional things or work per se do 

you experiment on a daily basis more or less? Apart from lunch, I guess [laughing]. 

R: Yeah, yeah. 

I: Because you have lunch everyday… 
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R: Yeah, we have for example meetings, like periodic meetings during the week where we 

actually share some information or just report on the activities we are working on, and yeah… 

and yes. 

I: And what about more casual things? 

R: Ah, yeah. Yes, of course we do… I don’t know. We confront many things, like also unplanned. 

I: Aha. 

R: Also we meet after… outside the company, I mean. 

I: Hm, I mean, I can see that the teams are organized in terms of space according to the 

department they are working for, why do you think it’s like that. 

R: Yeah. I think it’s… because we share so much information… I mean, if we all work on the 

same thing, it’s better to stay close just for the –this is too technical- but maybe for the 

knowledge to spill more easily than it’s for example if someone is speaking about the topic that I 

already work in, I can suggest. This is much easier if we are close than if we are spread out. 

I: True. 

R: Yeah, I think it’s much easier and also to come up with ideas to inspire each other also a bit, 

but I think it’s for the knowledge mostly. 

I: And are you happy with it or would you rather have a more mixed group of people from 

different departments. 

R: Uh… I think, no I think it’s a good way… uh, because it’s more concentrated and focused. 

Maybe I would be annoyed if… I would annoy a developer, who is more focused on his work 

and working on something completely different. Instead, we are doing more or less the same job 
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and I know… I feel are also a bit more comfortable when I’m working, because of this, ‘cause I 

know I have my space, sometimes I can talk or interrupt and I think we are different. The 

developers are always very focused [laughing]. They are nice, but it’s just they are working on 

something else [laughing]. 

I: Yeah. But is there any regular activity, like you and your team gather with another team, like 

for instance the developers? 

R: Uh, yeah. We have once every two weeks we have some… a meeting where they actually 

present us the major… like all the projects they worked on, they’re working on, so it’s the 

touching point. And uh… in general we don’t always know what they’re working on. Yeah, there 

are sometimes where there are some problems with the knowing what is going on exactly, as if 

there was a bit of a barrier between us. But I think now, with the new program that they are using 

there is a bit more of… uh, exchange of information. 

I: Yeah. 

R: It’s a bit better now. But sometimes I felt like there was a bit of a barrier… I know they’re 

working on these very hard things, but sometimes I felt like… I knew that for me it was hard 

because I don’t know the answer. It was a bit like… I don’t know, but it was not as important so 

they maybe didn’t take that much of attention to it. I can understand that they’re working on 

much harder things, but still I have to answer the customers, but maybe I needed a kind of fast 

answer and I didn’t get it, but I think now it’s getting better. 

I: Do you think it would be easier if they were sitting next to you? 

R: Uh, not really… I don’t know. Actually they are not sitting that far from us. It’s just that 

sometimes… I don’t know. Because it’s a different… We have a different mindset. 

I: Yeah. 
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R: Sometimes we need to find the way to really interact and coordinate. But overall it’s going 

well. It’s just that sometimes you have these perceptions, but I think now it’s getting better 

actually. 

I: Regarding that work-people that you interact the most with… 

R: Of course, the team of communication, the communication team and marketing, because we 

spend much more time together, we share much more, and uh… Yeah, we meet also, for 

example, the developers and the guys for the other departments at lunch, and we also interact… 

yeah, but on daily basis more with my team. 

I: To whom do you report or who is reporting to you? 

R: I do report to my boss and, uh, I mean for the rest we share a lot of knowledge. No one is 

reporting to me because the hierarchy is different, it’s very flat. I mean, we are working on the 

same thing. So, it’s only to my boss. 

I: So even though someone might have like the final say for the deadlines, according to what 

you’ve said, there’s not like a… like a… a strict way or working… 

R: No, we are progressing… I think, for example, if we have a deadline or something to check 

we are progressing together like checking tasks that have to be done and we cooperate in that 

direction. 

I: Yeah. And if there’s something that you think that the team might be going through a wrong 

way or something that you would like to change, would you openly discuss that with your 

superior, with your boss? 

R: Yeah, I would. I would say so. I think it’s important that we are comfortable while working. 

And if I don’t see the sense of the direction we are going to, I would probably say “I have this 
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feeling, what do you think about it?” Like just to make things clear. I don’t like to have 

something that I don’t feel right with. Still I don’t talk because of this. Also, the environment is a 

very, like, open. I mean, I feel like I can speak up. 

I: Ok. 

R: I’m not afraid of speaking up. 

I: So you can just take the initiative if you need it. 

R: Yeah, yeah.  

I: Ok. Uhm… yeah. Is there any mission or value statement at Debitoor that you know? 

R: Yeah, recently we actually have… Before it was a bit, kind of blurry, I could see from the 

results of the questionnaire. But now, yes, I think we have a stronger mission and everyone is 

trying to communicate and going in the same direction, that it’s like making entrepreneurs thrive 

and actually have a success in what they’re doing, so…  

I: Uhm… How would you define the values at Debitoor? I mean, which values you think 

Debitoor has? 

R: Yeah. I think internally, like teamwork is one the values, but also… I don’t know… We are 

very… As I was saying, very collaborative, so… I think we are to somehow free to do in our 

tasks, whatever in the boundaries that makes sense. We have directions and of course we have 

control on what we do, we have progress, but I think we are very free to take initiative if it’s 

something that it’s valuable, that could have value, if it goes in the direction that is supposed to. 

I: And do you… uh… I would say, do you believe in those values? Do you think that they are 

only by the top management? 
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R: Yeah. I think… I think they are kind of shared. 

I: Ok. 

R: I can see them working in the everyday? 

I: How is Debitoor different from your last workplace? 

R: Uh, actually I worked in a Danish… in another Danish company, so the kind of open and non 

hierarchical was already in place, but here I feel there is even more collaboration and… uh… 

yeah, I feel… I don’t know. 

I: Is it more casual, is it more…? 

R: Yeah, it is. 

I: More strict? 

R: No, I think, it’s more casual, more relaxed… uh, yes. 

I: Hm, uh… Going through another topic, when it comes to clothing or dress code, how is your 

daily look at work? 

R: Ah, I just feel I dress up whatever or however I want. I think it’s pretty free in a… I just feel 

inspired when I wear something. I think in general it’s very casual like uh… And not dressed up, 

like if we were in any Italian company. It’s very casual and relaxed, I think it fits the culture, that 

it’s a bit laid-back. 

I: So it’s not only for you, but for everyone? 

R: No, no. It’s for everyone. Yeah. 

I: Hm… uh, ok. I’m going to show you two pictures. 
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R: Yes. 

I: Tell me which one of this two pictures fits better with a Debitoor office, that could be a 

Debitoor office. 

R: Yes. [pointing at picture 1] I think this one more. 

I: Ok. 

R: Yes. 

I: Why? 

R: I don´t know, because it seems more like open, and there also some clusters, that I could… 

I: Also, when you pay attention to details in general, like for instance, [pointing at picture 1] here 

you see more chairs, or there are like phones. [pointing at picture 2] Here there are some funny 

stuff. 

R: Yeah. 

I: Uh… [pointing at picture 1] You also can see people with suit a tie. 

R: Oh, yeah. Actually that’s true. Now that you made me look at the details it’s true. This is way 

too formal, the way they’re dressed. [pointing at picture 2] It’s more uh… It’s more relaxed. We 

are bit more like the dashboard, like the… How is it called? Like with the post-its that we use. 

I: What about the light? I mean, which one do you think it’s more similar in terms of light or the 

use of space? 

R: Yeah… Uhm…  
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I: And when I say light, when I mean light, I don’t mean just like the lamps. Yeah, I mean the 

windows… 

R: Yeah, yeah, yeah. [pointing at picture 2] Maybe… maybe this one more. 

I: Ok, which one do you prefer? If you had to choose the next Debitoor office, which one would 

you choose? 

R: [pointing at picture 2] Yeah, I would stick to the funny one. Maybe this that it’s more open 

and with the… I don’t know, not so formal or rigid.  

I: Aha. And do you prefer like open spaces, like in these two pictures, or like the one you are 

now, or like more separated by cubicles? 

R: No, no. I prefer open spaces because I think that if there are rooms or it’s more corporate, I 

would feel more like a psychological or moral barrier. For example, when I talk to my boss, she’s 

just next to me now and it’s so easy to talk to her. Not that I wouldn’t do it, but it’s 

psychological, more like a barrier. 

I: Uhm. Now I’m going to show you three more pictures and I want you to… These three 

pictures represent places where you can meet people at work, and I want you to tell me which 

picture represents a place where you can just meet with a colleague here at Debitoor. 

R: Yeah. 

I: I mean, when you need to have a meeting with a colleague about work, and you say  “ok, 

which one would feel better to be for Debitoor spirit? Like in real. Instead of triggering yourself 

by the visuals, right now which one do you think…? 

R: Yeah. I mean, [pointing at pictures 3 and 4] these two with the sofas…. They would fit more. 

[pointing at picture 5 ] A meeting room that is a bit around… more serious. 
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I: Yeah. If it’s just for an informal chat, let’s say that you go for a coffee with a colleague and you 

still have five more minutes, uh… which one do you think? 

R: Yeah, [pointing at pictures 3 and 4] I think either these two with the sofas… Yeah, I think this 

is actually… These ones are similar. I think. Yeah, one of the two. [pointing at picture 5] I would 

never go to that meeting room. 

I: And you can see like none of these two have walls, and only this one has walls, but it’s glass 

wall, like here in Debitoor. Why do you think Debitoor has glass walls offices? Or meeting 

rooms, sorry. 

R: Yeah. Because it’s kind of…  I think it’s because it’s kind of closed. Because if you are having 

a meeting you don’t want to disturb all the others, but still visually it’s kind of open.  

I: Aha. 

R: Even if it’s closed. 

I: Aha, so no matter that the space is not that big, you don’t feel like trapped or… 

R: No. 

I: Ok. 

R: And there’s light coming in. If there was a wall, it would be darker and… This is more… 

I: And, let’s say that you need to find someone, do you think these kind of glass walls will make 

to find that person easier? 

R: Yeah.  It’s easier, you can see if it’s busy in one of the rooms. 
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I: And also, do you think… uh… that it serves for any other purpose, not only for light, or to find 

a person? But also, do you think that could add something else? Any other value? 

R: Like transparency? Transparency. 

I: Ok. 

R: Yeah. 

I: Like you think… Transparency in terms of… 

R: Yeah, but it was also to see who is in a meeting or… or not, maybe not. 

I: But, do you mean transparency like no hiding secrets? 

R: Yeah, yeah. Exactly. Yes, yes. 

I: Uhm… Like honesty and… 

R: Yeah. 

I: Ok, and now another question. Let’s say that you’re going to the kitchenette for a coffee, a tea 

or a snack and would you just get your things straightaway, and go back to your desk? Or if you 

saw someone, would you rather spend some couple of minutes to talk to that person? 

R: No, of course if I meet some, I would talk; also because I kind of know the people that are 

working on the floor. So why not. Especially if they’re working on something else and they’re 

not working with me, it’s a good chance to meet them and have a couple… have a chat, a small 

chat. 

I: Uhm… Do you think that it’s in Debitoor spirit that you can do that, or is it something that it 

comes out of you? 
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R: No, I think it’s also in Debitoor spirit, because we share many things, and we are colleagues 

of course and we are working in the same place, but we also have relationship that is out of… 

The colleagues, I mean. It’s not just information exchange. It’s more like a… We are more 

supportive to each other. But not just because of the rules only, that we… uh… 

I: Because Debitoor is in the field of accounting and invoicing and it’s normally associated with 

very strict and suit-and-tie. Do you think if Debitoor had a less flexible culture, would you be 

able to do that, to talk to your colleague for five minutes in the kitchen? 

R: Probably, I would feel a bit less relaxed. Maybe I would say hi, because it’s in my person to 

say hi, but probably I wouldn’t spend some time asking, maybe not taking two minutes more. 

I: Uhm… Well, also, when you arrive in the morning to the office, what are the visual things that 

draw your attention? There must be like a… I can see there are like a couple of thing hanging 

from the walls, and also there are flags, and also there are some desks with toys. Which kind of 

things trigger your attention? 

R: For example, when I enter, there is the logo and the mission that is like stated on the poster, 

that is very catchy because of the color, but also the flags that are on the table, and some objects 

that are on each desk. They are like kind of personalizing the desks, that you know it is this-

person’s desk, because it’s something it belongs to him. 

I: You mentioned like there are those things on the desk, I guess that some of your colleagues 

have pictures of their relatives or of friends, maybe toys, some sort of personal items. What do 

you have on yours? 

R: Uh… In mine not much. I mean, I have the flag and my notes, because I like to keep 

everything organized. I don’t have anything really personal, and I’m gonna think about it. I 

should pick something. Yeah, I have the notes mostly. 
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I: Ok, you mentioned the flag. Do you think that makes your daily… or at least makes your work 

more comfortable because it’s a bit more fun or….? 

R: Uh… No, not maybe the flag. But I like for example the drawings we have for example on the 

whiteboard. I like the drawings they made. It’s some kind of fun or the post-its that we have 

around sometimes. I think they are more fun and colorful.  

I: Yeah, instead of like a plain whiteboard or… 

R: Yeah, it would be very boring, intimidating also [laughing]. 

I: [laughing] Uh… Let’s say that tomorrow one of your colleagues places something on his desk, 

or her desk, or even on the wall that could be considered politically incorrect, and you think that 

might cause some problems, would you talk to that person or would you expect that someone 

would do it? 

R: Uh… I think it’s… this is something personal. 

I: Aha. 

R: But maybe I would tell him, I would ask him “why are you doing this” or “why are you 

putting this there”? Just asking why. 

I: Out of… Out of curiosity or out of the intention of pushing that person to reconsider? Because 

we can just say, when we talk about politically incorrect things, I mean things that could affect 

the way in that other people work. Let’s say a naked calendar. 

R: Yeah. 

I: Or… something that could be against your values. 
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R: No, first of all , I would ask him. I would like to know the reasons, and then maybe I would… 

I don’t know. I would suggest him maybe… I mean, “why should it be there. I respect that 

maybe you like these things. But still, if it could be offensive to any of us, I would ask him not 

to… I don’t know. 

I: And would you be afraid that any other colleague take the same example and [laughing] starts 

putting posters of… I don’t know… men or women in… yeah… in a non-politically correct pose 

or something? 

R: [laughing] I don’t think something that crazy could happen in this kind of environment, but 

uh… No, I wouldn’t be that afraid, I think that if some… No, I mean, it would be… It’s a bit 

weird for me thinking about such scenario to happen, and in this kind of culture. I don’t know 

[laughing]. 

I: But do you think that could affect the way you consider Debitoor like a fun place but still 

respectful? 

R: Yes.  

I: Like people… like… for instance, you said that you have a new colleague and that person 

arrives to the office and realizes that that’s not what she or he expected. 

R: Yeah. 

I: Like “we arrived to a place that it’s fun but maybe there are some things that I don’t politically, 

sexually or…” 

R: “I don’t share”, yeah. 

I: Ok. Also, you mentioned the banner that it’s hanging on one of the walls and you can read 

“helping” or “help small businesses thrive”. 
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R: Thrive, yeah. 

I: When you see this, do you feel like you are for real helping small businesses? 

R: Uh… yeah. I think… yes, I think… I think since they released the values I feel a bit more, I 

don’t know, not empowered but I feel more like I’m working concretely to help the small 

enterprises that are struggling a lot. I feel a bit more powerful. A bit, but in general. Just in 

helping, not powerful. 

I: So, you agree with that vision? 

R: Yes, I agree. Yes. 

I: Uhm… why do you think it’s blue, Maybe it could be another color. 

R: Blue? I don’t know. It’s kind of… It doesn’t really identify with the struggling or… But I 

don’t know, it’s kind of like a relaxing color. I don’t know, also powerful color? 

I: But, do you think it’s associated with… Do you think it’s because is by Debitoor? Or it could 

in another color. It could be black and white. 

R: I don’t know. Maybe it associates to the logo. To the color. 

I: Uhm… Would you feel different if instead of that they would put a regular painting? Instead of 

that banner, they would just say “I would decorate the wall with a painting”. 

R: I think it would be nice, but I think that, I mean, a painting could be in any place. It wouldn’t 

really identify with the values or… I think it’s kind of encouragement. It encourages me to what 

I’m doing. 

I: And what do you think that painting could be in order to fit with Debitoor?  
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R: Uhm… 

I: If tomorrow they ask you “please bring a painting”, so you bring a painting, which painting 

would you bring? If it had to be a painting that fit Debitoor. 

R: Yeah… I don’t know. Maybe it’s the blue that reminds me the sea. So sailors or something, 

fighting with a storm, or something with a storm, because I think that the entrepreneurs, I mean, 

they are in a kind of storm with all these taxes and things, and ideas that they to come up with, 

and restrictions. But still they are in a kind of safe boat and they are struggling towards the shore. 

[laughing] I don’t know, maybe it’s too romantic. 

I: No, I think it’s a really nice answer, because you relate what you think your work is and your 

customers are doing with the colors. It’s nice. 
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Interview 3 

Interviewer (I): We are going to start. Uh… please, tell me about yourself, your position at 

Debitoor, some sort of tasks or responsibilities you have here. 

Respondent (R): Yeah, ok. I am a full time employee at Debitoor in our marketing, 

communication and support team. I do online marketing, which contains organic traffic from 

Google, and paid traffic in Google, Facebook… Also subchannels, and general usability and 

conversion on our website. 

I: Ok. And how did your story with Debitoor begin? 

R: How it began? 

I: Yeah. 

R: Uh… I was student employee at e-conomic, which was Debitoor was a part of back in the 

days and my boss got offered a job in Debitoor and he wanted me in the team. So I started in 

Debitoor… after not very much thought, ‘cause it seems a very interesting company with an 

explosive growth rate. So it’s really interesting and I sort of knew the team a little bit, but not 

much. Yeah. 

I: So, what were your expectations before starting? 

R: Uh… Actually it seems to me that it was a quite interesting company, and I sort tried to leave 

my… my general picture of Debitoor behind, because there was sort of a culture in e-conomic 

that Debitoor was that, just that bastard son that nobody wanted. But I was like “that can’t be 

true, but that’s the only thing I hear, so…”. I tried to leave that behind and be an open… or a 

blank canvas in my beginning and I really got surprised that it wasn’t at all the bastard son 
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[laughing]. Really nice, really cool culture, also adopted from the e-cnomic company, but nice 

team, and a cool product… I have learnt some much during my time here. 

I: And did you have any training at the beginning? 

R: Uh… I_ had a little bit about the product, trying to get my head around it. Uhm… I got some 

help understanding the tasks, for instance support that I had no clue about, but in my core, I sort 

of knew what I should know and learn along the way, because… uh, that’s the best way to learn. 

That’s true. Trial, error, error. 

I: What about the internal rules? All those not real rules, but tacit behaviors. Uh… For example, 

the time when people go for example, or “this is how we roll here”, or… Because you said that 

you started before in e-conomic and then you moved to Debitoor, but did you find any difference 

in this way of behaving, in these internal rules? 

R: Yeah. Internal rules and culture and… Is that? 

I: Yeah. And did anyone explain to you those internal rules or did you learn…? 

R: I…. I don’t remember that anyone specifically told me. I think it just came along the way. 

There was a huge difference I think, for instance in the team I worked in e-conomic we talked in 

Scandinavian languages, so we spoke Danish, Swedish and Norwegian. And here at Debitoor the 

common language is English and… which I actually like. And of course, there was some cultural 

differences because the team consist of a lot nationalities and that are not quite similar to each 

other, but I think it’s just… uh… it’s a good thing. I like it. But… but I wouldn’t say that I sort of 

got told the unwritten rules. No, I didn’t. But it wasn’t a problem. 

I: Ok, nice. What sort of routines or regular activities do you experiment at work on a daily 

basis? 
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R: What sort of routines? 

I: Yeah. 

R: Can you elaborate what you… 

I: Uhm… It’s a bit more like what is a typical day at work like? 

R: For me? 

I: Yeah. 

R: Uhm…I get to work around 9, I sort of spend the first hour… so… actually the first 20 

minutes sort of trying to plan my day. What is it that I have to do today, because I sort of have a 

plan for the week, but I’m never sure what I can manage to do because there could be also stuff. 

So I spend the first time trying to plan it… Uh… there are… After, everyday I go to Google 

AdWords account, where we have our paid traffic just to monitor it, check if everything is ok, 

can we do any adjustments… That’s sort of the first hour. Then I just continue with tasks I have 

for the day, and then we have lunch at 12. Maybe I walk afterwards, which I think it’s a really 

good part of the culture we have here, that it’s ok to take a walk, to get outside. I think that’s 

extremely important to sort of clear your head and also talk on that walk, both personal stuff, get 

to know your colleagues, and also on a more professional basis if anything needs to be discussed. 

And… then the rest of the day my regular tasks. I have a lot of tasks I need to complete, for 

example in a month, but I also get a lot things coming. And I spend a long time during my weeks 

reading about different stuff in marketing, because the online marketing area it moves so quickly 

and there are so many new stuff that you can’t know about but you need to learn. 

I: Aha. 
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R: And some articles might bring me nothing, or just bring me sort of the clearer idea of online 

marketing in general, and some that give me a specific that I can do and talk to one of the editors 

and say “we should test this, could  you do that for me?” and then monitor and see how the test 

go. So, that’s my daily routine. 

I: Yes, it’s pretty mixed. Uh… I can see that teams are organized according to departments, I 

would say. For instance, there is Communications and Marketing on one side, then developers 

and then Finance, and so on. Why do you think it’s like that? 

R: What I think about that? 

I: Yes. 

R: Uhm… I would like it to be more one team. Uh… I don’t think our division of departments is 

as bad as it could be. I’ve seen much worse scenarios. Again, with e-conomic, where we before 

had silos, we had support on first floor, marketing on second and developers on third; and 

nobody would talk to each other. And that was a big, big pain. I don’t think we have that, quite in 

the same way in Debitoor, and but I can definitely say that I think that our team in Marketing and 

Communications are mostly with each other and talk mostly with each other. And the developers 

are mostly talking to each other. 

I: Maybe making clusters? 

R: Yeah, it could be better. I wouldn’t call it silos at all. And we do talk, and we do discuss things 

much better that I have seen before, and… If I had to compare… I had that job in e-conomic 

before. And before that I had a job in a German bank, investment bank and there it was extreme. 

I would not know anybody outside my department… and I wouldn’t… I knew a few, but I did 

not work together with anyone else. Uh… Some just saying… In my experience that’s the worst 

case scenario. e-conomic was a bit better, but still bad. And I think Debitoor is much better than 
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the two others experiences I had, but I would still hope that we could be more together and get to 

know each other more and sort of work closer together. 

I: Yeah. 

R: Yeah. 

I: So, is there any regular activity or, even not regular, where different teams gather all together? 

R: Yeah, yeah. We have the… every Wednesday a Debitoor Demo, where we gather all… Also 

we have offices in Berlin and in Kiev and  they would be there as well by Skype. So we discuss 

things like that, but that’s mainly discussing the developers’ side of our business and not 

discussing the marketing or communications side, but it’s sort of their territory. 

I: Yeah. 

R: Yeah. 

I: Ok. Uhm… You said before that Communications and Marketing team is more or less the 

people that you interact the most with. 

R: Yeah. 

I: Uhm… so normally to whom do you report or who is reporting to you? 

R: I report to my boss, our CMO Jeppe. Uh… There’s nobody reporting to me.  

I: Aha. 

R: Uh… I work a lot together with our editors, and all the countries. Uh… give them tasks, but 

they do not report to me. They report to their bosses. Yeah. 

I: What about deadlines? Who has the final say about your deadlines? 
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R: Uh… I actually never met a deadline. 

- Interruption - 

I: Uh… yeah. Regarding deadlines. 

R: Yeah, I actually never met a deadline as far as I remember in Debitoor. Uh… I think our 

business culture is more that… You don’t get monitored, you don’t get deadlines, we don’t really, 

in some cases we do, but we don’t really have many KPIs that we measure on. It’s sort of like a 

culture where the management think that we have sort of the best person doing the job and that 

they would do the best they can and be able to prioritize the tasks that they have. Of course, at 

some point we talk about how to prioritize in tasks. Uh… I do that with my boss and sometimes I 

do that with the editors saying “I have these tasks for you, I know you have some others” and 

then I talk to… I actually have a meeting, a weekly meeting, with the editors that we have sort of 

divided in two teams: one reporting to Pilar, one reporting to Hannah. So I have a weekly 

meeting with both, Pilar and Hannah in two different meetings, discussing “I have these tasks for 

your employees. Do they have time for it? And how can we prioritize?”. 

I: Yeah. Is it the same with initiative? Uh… if you want to take the initiative of doing 

something… uh… is there the same flexibility as you mentioned with the deadlines? 

R: Yeah. Are you talking about deadlines still or…? 

I: No, in general; like you talked about deadlines and you said that there’s not much like a strict 

rule that that says that you have to meet this deadline, because nobody is really monitoring you. 

It’s more flexible. Is it the same the flexibility for initiative? Can anyone take initiative for a 

project or something like that thing is good for the company? 

R: Yeah, most definitely that’s how I see it in our company, like everyone can take initiative… 

Uh… It’s sort of like, of course, we don’t have a flat organization, but our CMO, Jeppe, doesn’t 
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only listen to me, Hannah and Pilar are reporting to him, but he also listens to the ones that are 

reporting to Hannah and Pilar. So I would say anybody can take initiative and we can discuss it 

in an open forum.  

I: Ok. So, you said that there’s not flat hierarchy, but still like flatter than… 

R: It’s much flatter than, for instance, what I experienced in Germany, where it was… 

I: A bit more hierarchical? 

R: …not flat at all. Exactly. 

I: Ok. 

R: Yeah. 

I: Uhm… Is there any mission or value statement at Debitoor? 

R: Yeah, we have… Is it a mission? We have a mission… uh… called… we want to make small 

businesses thrive. That’s sort of what we have. Otherwise, we don’t have any written values.  

I: Yeah. 

R: I would say. I think that goes for bigger companies. That’s what you do when you have a lot 

of employees to sort of give them a guidance to which culture you have. In a little company like 

Debitoor, I think that you just adopt the culture because we are such a small team… sort of like a 

family.  

I: Yes. 

R: Yeah. 

!111



I: So… I could see that e-conomic had some values. These DARTH values that they stand for… 

Each letter stands for one specific value. Do you think Debitoor inherited some of them, or 

just… 

R: I think, definitely some of them live on Debitoor. Uh…  I really do. One of the values was 

‘have fun’. And I think we have fun in Debitoor.  

I: Aha. 

R: Uh… Of course, everybody can have fun, but it’s sort of important that doing your job isn’t 

boring, I guess. Uh… But in my opinion in general values are for companies… they are more… 

they’re just words on some paper. It’s what you do, in which culture you are bringing into the 

company both from the management, but also from the employees who are there. Do they fit or 

don’t they? Yeah. 

I: Uhm… Let’s change topic. Uh… What about dress code. How is your daily dress code at work 

and is there any specific dress code here at Debitoor? 

R: I would say that there’s no dress code at all. You can sort of wear whatever you want… Uh… 

I: Without anyone commenting on… “you should change that because I think it’s not appropriate 

this company? 

R: I haven’t heard anybody saying a comment like that. So… I haven’t tried going all crazy, 

but… I don’t think they would. I would guess that maybe it would be, maybe not frowned upon, 

but people would look at you and think “what are you doing” if I came to work wearing a full 

suit and tie. I think they would feel that it was a bit too fancy or… 

I: Corporate? 
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R: Corporate, yeah. Uh… But there’s nothing wrong wearing a white t-shirt or wearing a blue 

shirt or whatever 

I: But, in general, how would you define the dress code here at Debitoor. 

R: Defined as very relaxed and… Uh… I see a lot of people in jeans and t-shirts and it’s 

absolutely fine. Sometimes people wear shirts, so… or blazers. But I wouldn’t even say that our 

CEO Alessandro wears very… professional clothes. He sort of looks like what I expected him to 

do in his days off.  

I: Yeah, casual? 

R: Yeah, very casual. 

I: Ok. 

R: Nothing like the German bank. I must say [laughing]. 

I: I’m going to show two pictures. And I want you to tell me which picture you think it represents 

a possible Debitoor office. I mean, pay attention to details, not only the big picture, but also 

small details in each of the two pictures. 

R: Ok. 

I: Say which one you feel it could be a likely Debitoor office. 

R: I would definitely say the one marked number one [pointing at picture 1]. 

I: Aha. Why that? 
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R: Uh… there’s sort of a lot plants. It seems organic, even though I would say that the number 

one is… to me is still too corporate for Debitoor. But out of the two, there is more light and I 

think the employees here would thrive better. 

I: Aha. 

R: Number two is very dark and no windows, only a few. Uh… I wouldn’t be happy there, I must 

say. But I don’t think either of them would fit Debitoor perfectly. 

I: Yeah. Uhm… Do you prefer open spaces or closed ones? 

R: So you are referring to an open office where there are desks besides each other or sort of 

cubicles or…? 

I: Exactly, instead of cubicles, that would be closed ones.... 

R: I would definitely prefer an open office… Sometimes I think maybe a cubicle would make 

you more efficient, when you need to concentrate. In the office we have now you can book a 

meeting room and sit there and… And I think in general having an open office where you sit 

together with your co-workers makes you… You get to know them better and therefore you can 

discuss things more openly. You can be better at listening to each other. And I just think it makes 

more fun to work and I think it makes whatever comes out of our work much better. 

I: Ok, now I’m going to show three more pictures and I want you to tell me which one represents 

a meeting room here at Debitoor. 

R: In the office we have now? 

I: Uh… Regarding Debitoor as you feel Debitoor. Not regarding the office that you have now, 

but more like how you identify Debitoor. 
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R: Uh… Well, there’s a big difference in the three pictures. [pointing at picture 5] I would say 

that number 5 would be necessary. Uhm… because it’s a closed room, where you can sit and in 

our company we would definitely need that at some point… uh…. We have a lot of meetings and 

where we need to discuss things. And that would definitely need to be part of a Debitoor office. 

[pointing at pictures 3 and 4] And the number three and four… I think they would suit the 

company’s culture as well having somewhere to sit and just chat and you can sort of have a… I 

would… in like better words, I would say less professional meeting where you just need to 

discuss general ideas, that would be totally fine. But when you really need to get some word 

done I would prefer the closed meeting room. 

I: Aha. None of those… Actually these first two pictures do not have walls, they are open, only 

the last have a wall, that is a glass wall, just like here. Why do you think Debitoor’s office has 

glass wall meeting rooms. 

R: To bring in light, I guess. Otherwise it would be very dark. We have big windows, where the 

sun can shine in and get natural light, and there isn’t really much, non-natural light, in the 

meeting rooms. I think it’s openness and also that should be able to see who has meetings to get 

transparency. That’s actually one of the e-conomic values, that I also think has been brought to 

Debitoor. 

I: You mean like there’s no secrets? 

R: Yeah, exactly. 

I: Ok. 

R: Of course you can close the door and you can’t hear what has been said, but it’s also not that 

discreet. 
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I: Uhm… ok. Let’s say that you’re going to the kitchenette for a coffee, tea, snack or soda, 

whatsoever. Uh… would you go back to your desk immediately? Or if you see someone from the 

team or that you have seen around in the building, would you stop and talk for three/five 

minutes? 

R: Uhm…. It depends. Sometimes I would stop in the kitchen and just have a quick chat with my 

closest co-workers, also with someone who is not that close, but I know I would do it. But I 

wouldn’t just stop and talk to someone I don’t know forehand. But, well, sometimes I would go 

there, grab my soda or water and go back to my working space because maybe I was just in them 

middle of something and I needed something to drink or to clear my head just shortly and then 

go back and focus on it. Then I definitely wouldn’t stop to chat with anybody. 

I: But the fact that you could if you want it, stop and talk to someone for a couple of minutes, do 

you think it’s related to this flexibility that Debitoor has in its culture or is it just something that 

it could happen in any company? 

R: I think it can happen in any company. Uh… I think it’s more accepted in a company like 

Debitoor because it’s sort of more human… uh… it’s not a company where it is expected of you 

to just work you ass off and be here for ten hours than your contract says. It’s very chill but of 

course and we wouldn’t be a business if it wasn’t expected that you do your best and work hard. 

But I don’t think it is as strict.... so… and therefore it’s also… everybody does it: the CEO, the 

other bosses. And I do it, everybody would stop and talk. Maybe not in everybody, but 

everybody would be able to and some just wouldn’t prefer to do. But that’s a personal thing. 

I: Ok. Let’s move on to another topic. Uhm… When you arrive at the office every morning, what 

visual elements draw your attention? The first thing you pay attention to because it highlights or 

because you like or because… 

!116



R: When I come to the office? Uhm... Well, the first thing I see in the office we have now must 

be the big glass on tray we have for the staircase… 

I: But I mean, just when you arrive at Debitoor floor at least. 

R: Oh, yeah, ok. Well, the first thing I think of every morning is those hideous superhero 

paintings that we have on our wall that Visma sort of put up there. I really dislike them. Uhm… I 

actually would… Well, I look at the banner we have on the wall saying “make small businesses 

thrive”. I like that and I think about it and it makes me happy that what we try to do… I like that. 

But otherwise, I would say in the office we have now there isn’t really anything I like. Uhm… 

because it’s very corporate, it’s very white. Uhm… well, I like the flags. We have the Spanish 

flag, the German flag. I like that, especially the German one, ‘cause I like Germany [laughing]. 

Otherwise, there isn’t really any visual thing in our office I really like. Well, the view. We have 

an amazing view. 

I: You mean, the view to the channel? 

R: Yeah, the channel, the Black Diamond, the library, and… I enjoy that. Yeah. 

I: Uhm…Let’s say that tomorrow Debitoor decided to move to an office where the space is very 

closed, it’s not like here, it’s closed space, like cubicles maybe –as you mentioned before- and 

also where the attire was a bit more formal, maybe as you mentioned like in banking and 

investment back in Germany-, would you feel deceived about Debitoor? 

R: Deceived? Well, not at first, I would… I guess I would try to understand why we did it first. 

And if it was a good argument for it, I could understand that argument, I would accept it, but if I 

couldn’t accept the argumentation of why we were doing it then I would definitely enjoy here. I 

would give it a try, ‘cause I’m that kind of person, but… the picture that you paint I would really 

dislike that, I wouldn’t enjoy myself there. So I guess I would be looking for a new job. 
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I: I saw that some of your colleagues have pictures, toys or some sort of personal items on their 

desks. What do you have on yours? 

R: Not really much personal stuff. I have a ball, a little soft ball, a stress ball. Not that I’m 

particularly stressed, but I like having it in my hand, which I found on my desk in my e-conomic 

days at some point and I don’t know whose it was. Uhm… Other than that I don’t really have 

personal stuff there. I have my notebooks… uh… where I take my notes… Uh… That’s more or 

less it. 

I: But do you like to customize to customize your desk? Or if you had a plain desk that would be 

fine? 

R: I think I prefer a blank desk, without too much stuff. Actually I don’t know why, ‘cause I have 

never thought about bringing anything and maybe I would enjoy… but I haven’t given it much 

thought. I’ve never had many personal stuff in any of my desks in any of my workplaces. 

I: Ok. Let’s say that the following day, one of your colleagues places something that can be 

considered politically incorrect, like some kind of women calendar, or some kind of 

inappropriate picture, whatsoever and they place it on their desk.  Would you expect that 

someone would say something to that person, or would you go and talk to that person? What 

would be your reaction? 

R: Uhm… 

I: Something that could hurt your… 

R: If it… if it offended me? Knowing myself, I think I would make a joke about it first. Uh… 

sort of in the way “ha, ha, ha” [trying to being sarcastic], but under the lines “could you please 

remove that?”. And if that didn’t work, I guess I would talk to the person. I don’t really get 

offended easily, but…  Uh… I would say that the example you come, you bring with a naked girl 
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calendar, I would think that would be very inappropriate in a professional office. So, I would talk 

to the person about that. 

I: Would you be afraid that someone could take the same example and it gets contagious, that 

idea, and being repeated like that calendar or other stuff? 

R: Sorry, could you rephrase? 

I: If… If someone else could take the same example and do the same? Would you be afraid of 

that? That’s why you’re telling someone not to do that or trying to understand why they bring 

that.  

R: Yeah. 

I: So, would you be afraid that none of you, not your or even one of your colleagues mentioned 

that to that person that bring that inappropriate stuff? Would you be afraid that other people could 

take the same example and kind of jeopardize the respectful milieu that is in this office? 

R: If the respect would die? 

I: I mean, in a nutshell, if nobody says anything, would you be afraid that could spread out and 

more people start bringing whatever they want without considering others? Or without 

considering the company itself? 

R: Uhm… I wouldn’t say that I would be afraid that somebody did that and nobody said 

anything that everybody would just bring all sort of inappropriate stuff… uh… But that’s 

because I feel like I know the people who work here and I don’t think that many would bring 

inappropriate stuff. Actually, it comes to think about it. I’m not sure if I would say anything, 

because especially with people I don’t know I can be a bit conflict shy. Uh… It was something 

that I actually thought about while I worked in e-conomic and Debitoor was the same, and there 
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was someone in the Debitoor team that I felt was very inappropriate. Uh… And I talked to my 

colleagues about it, making jokes, but I never said anything to that person. I wouldn’t say that it 

was offending myself…. More offending on behalf of others, I would say. But that doesn’t mean 

that I should’ve told that person. I should have actually, now I come to think about it. 

I: Because you don’t think it could affect the culture here? 

R: I’m not sure… I don’t think I thought about it affecting the culture just… Uh… I just don’t 

like when people offend other people with their behavior. 

I: Ok. 

R: And I felt that was pretty inappropriate. 

I: Ok. Changing topic and just last question. You mentioned this banner where one can read 

“helping small businesses thrive”. When you see this, do you feel like you are in fact helping 

small businesses? 

I: I definitely do. Uhm… With a background in… uh… or having studied economics before and 

journalism, but mostly the economics, I know for fact that economy and small businesses can be 

quite hard to do and I also know that some of the accounting softwares out there can be very 

complex, so I really think that the product we have at Debitoor, which is very simple and, then of 

course when something it’s simple -for some not complex enough but that’s because we have a 

specific target group- I definitely feel in my everyday work I’m helping small businesses. 

Uhm… Because what we do in marketing is not just creating big banners saying “hey, Debitoor 

is the most awesome thing you have in the world” but our strategy is actually more content based 

and that’s why we have so many content editors writing a lot of content articles about stuff that 

small businesses not know anything about or having hard times doing. Uhm… So in that way I 

feel like we are helping small businesses and that’s actually to me personally very important. I 
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wouldn’t just sell anything I wouldn’t think it gave any value to the customers. Uh… but that’s a 

personal thing and of course for some people that doesn’t matter, but for me it does. 

I: And when you see it there, hanging on the wall, is it for you some kind of inspiration? 

R: Yeah! It is, when I walk into the office in the morning it is. I glance at it and read it and think 

about it. Uh… Uh… I wouldn’t say I think about it everyday in my work, but I do sometimes 

when… of course I think about a lot of stuff and sometime I think about my job, even though I’m 

very happy here. Could I be happier anywhere else? What am I supposed to do with the rest of 

my business career? And I think that… Well, I’m actually quite happy doing this because I really 

feel it makes difference, and if I didn’t, I think I would try to do something else where I made a 

difference, if that makes sense. 

I: Let’s say that tomorrow someone decides to change that banner and instead of that they just 

place a regular painting, because they  think it fits nicely, would you feel different about it? 

R: I don’t think the painting would give anything, not saying that the banner gives me 

everything, but… uh… I would probably ask why they remove it and put it somewhere else, 

because I like it. So it would be replacing something that actually gives value to something that 

gives visual value. And I would prefer the first. 

I: So not because of its visuality, but because of its visuality and the value lying within, right? 

R: Yeah. Definitely. 

Interview	  4 

Interviewer	  (I):	  First	  of	  all	  I	  would	  like	  to	  ask	  you	  about	  yourself.	  So,	  please	  tell	  me	  about	  

yourself,	  your	  position…	  Uhm…	  yeah. 
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Respondent	  (R):	  So	  you	  know	  me	  a	  bit. 

I:	  Yes,	  I	  know	  you	  a	  bit. 

R:	  So	  you	  know	  my	  name. 

I:	  Yes,	  I	  know	  your	  name. 

R:	  So	  I	  guess	  you	  can’t	  transcribe	  it.	  But,	  you	  know…	  My	  position	  is	  the	  CEO	  of	  the	  company,	  

of	  Debitoor. 

I:	  Aha. 

R:	  Uh…	  I’ve	  been	  part	  of	  this	  project	  from	  the	  beginning.	  So,	  we	  just	  wanted	  to	  do	  a	  better	  

product	  that	  we	  use	  too.	  So,	  that’s	  how	  it	  started. 

I:	  Ok. 

R:	  And	  I	  think	  the	  reason	  we	  tried.	  The	  decision	  was	  taken	  before	  I	  started.	  So,	  we	  tried	  to	  

sell	  the	  product	  we	  had	  outside	  of	  Denmark,	  it	  was	  very,	  very	  difNicult.	  So	  we	  came	  up	  with	  

this	  thing,	  or	  maybe	  we	  needed	  to	  do	  it	  differently. 

I:	  Ok.	  And	  how	  did	  your	  story	  with	  Debitoor	  begin? 

R:	  My	  story	  doesn’t	  begin	  with	  Debitoor.	  My	  story	  begins	  with	  e-‐conomic,	  because	  I	  used	  to	  

work	  for	  Microsoft,	  making	  systems	  for	  clients	  you	  would	  have	  to	  install.	  And	  then	  I	  came	  

across	  e-‐conomic	  at	  a	  point	  and	  I	  said	  “wow!	  That’s	  it’s	  the	  future!”.	  And	  so	  I	  really	  wanted	  

to	  work	  for	  this	  company,	  so	  I	  harassed	  the	  company	  until	  they	  hired	  me.	  It	  took	  me	  three	  

years. 

I:	  And	  did	  you	  have	  any	  training	  at	  the	  beginning?	  When	  you	  worked	  at	  Debitoor.	  When	  you	  

got	  your	  position	  as	  CEO,	  did	  you	  have	  any	  training,	  maybe	  leadership	  courses	  or	  you	  

already	  had	  this	  know-‐how? 
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R:	  So…	  so	  what	  are	  you	  asking	  me	  about	  if…	  which	  point	  of	  time?	  When	  I	  was	  hired	  by	  e-‐

conomic	  or	  I	  became	  CEO? 

I:	  When	  you	  became	  CEO	  at	  Debitoor. 

R:	  Yeah,	  so…	  I	  became	  CEO	  at	  Debitoor	  at	  a	  point	  to	  where	  we	  had	  to	  do	  a	  ton	  of	  stuff,	  so	  

there	  was	  no	  time	  for	  training	  or…	  or…	  on	  the	  contrary	  there	  was	  little	  time.	  In	  the	  

beginning	  was	  very	  harsh,	  because	  only	  I	  had	  to	  be…	  I	  was	  one	  of	  the	  few	  people	  knowing	  

what	  was	  going	  to	  happen	  and	  I	  couldn’t	  tell	  anybody,	  so	  I	  had	  to	  do	  most	  of	  the	  work	  

myself. 

I:	  Aha.	  But	  because	  of	  your	  background	  in	  e-‐conomic	  and	  also	  in	  Debitoor	  being	  part	  of	  e-‐

conomic	  you	  more	  or	  less	  knew	  the	  internal	  rules	  or… 

R:	  Well,	  not	  only	  my	  background	  in	  e-‐conomic.	  I	  used	  to	  be	  the…	  one	  of	  the	  two	  guys	  

running	  Debitoor	  as	  part	  of	  the	  e-‐conomic	  company.	  So,	  it	  was	  like	  a	  natural	  transition	  from	  

running	  part	  of	  Debitoor	  to	  running	  	  all	  of	  Debitoor	  with	  the	  intention	  of	  separating	  it	  from	  

e-‐conomic.	  That	  was…	  To	  be	  honest,	  that	  wasn’t	  my	  dream	  scenario,	  and	  I	  never	  really	  

wanted	  to	  do	  that	  [laughing],	  so	  but	  I	  found	  myself	  in	  circumstances	  where	  that	  was	  what	  it	  

was	  required.	  So,	  that’s	  what	  we	  did. 

I:	  Aha,	  nice.	  Uhm…	  what	  is	  a	  typical	  day	  at	  work	  like? 

R:	  For	  me? 

I:	  Aha. 

R:	  Oh,	  uh…	  a	  typical	  day	  at	  work	  start	  with	  a	  lot	  of	  intentions	  of	  doing	  a	  lot	  work	  that	  helps	  

different	  areas	  and	  the	  nit	  ends	  up	  always	  being	  talking	  to	  other	  people	  of	  what	  they	  should	  

do	  instead.	  Uh,	  I’m	  used	  to	  produce	  a	  lot	  of	  stuff	  but	  the	  amount	  of	  	  questions	  people	  have	  

and	  directions	  they	  need	  it’s	  always	  ending	  up	  taking	  80%	  of	  my	  day.	  I	  come	  in	  with	  work	  
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with	  a	  clean	  calendar	  and	  then	  during	  the	  day	  I	  need	  to	  do…	  help	  people	  in	  different	  areas,	  

get	  going	  with	  their	  area	  because	  otherwise	  they	  get	  stuck. 

I:	  Ok. 

R:	  And	  sometimes	  it’s	  frustrating. 

I:	  Yeah,	  I	  can	  imagine.	  Uhm…	  well,	  you	  already	  answered	  this…	  the	  kind	  of	  routines	  and	  

regular	  activities	  you	  normally	  have… 

R:	  Yeah,	  I	  mean,	  I	  come	  in	  usually	  before	  9,	  because	  I	  need	  to	  drop	  off	  the	  kids	  around	  8	  

o’clock	  and	  so	  I’m	  here	  a	  quarter	  to	  9	  and	  I	  really	  like	  that	  because	  it	  gives	  a	  bit	  of	  time	  to	  

think	  about	  what’s	  really	  important	  today.	  Uh…	  And	  then	  I	  have	  some	  things	  I	  need	  to	  get	  

done	  by	  the	  day,	  so	  for	  example	  today	  I	  have	  get	  a	  board	  report	  out	  to	  the	  board.	  And	  then…	  

I	  take	  it	  from	  there.	  So	  my	  routine	  is	  mostly	  focusing	  on	  what	  needs	  to	  be	  done	  Nirst	  and	  

then	  leaving	  some	  space	  for	  “what	  else	  can	  I	  do	  that	  it’s	  more	  long	  term	  and	  beneNicial”.	  And	  

being	  the	  CEO	  of	  a	  small	  company	  you	  Nind	  yourself	  Ninding	  a	  lot	  places	  where	  nobody	  has	  

done	  something	  that	  has	  to	  be	  done	  and	  you	  end	  up	  doing	  it.	   

I:	  Yes. 

R:	  Because	  has	  nobody	  has	  done	  it	  or	  is	  able	  to	  do	  it.	  So	  it’s	  not	  as	  fancy	  as	  you	  can	  imagine.	  

You	  know,	  you	  just	  tell	  people	  what	  to	  do.	  That’s	  not	  the	  entire	  reality.	   

I:	  So	  if	  someone	  doesn’t	  have	  the	  know-‐how	  to	  do	  that	  or	  it’s	  not	  entitled	  to	  do	  that,	  you	  just	  

take	  it	  and	  go	  ahead? 

R:	  Yeah,	  so	  I	  would	  prefer	  that…	  and	  I’m	  also…	  so,	  I’m	  used	  to	  do	  a	  lot	  stuff	  and	  do	  it	  fast	  and	  

do	  it	  well.	  So,	  with	  that	  in	  mind	  it’s	  difNicult	  to	  let	  go	  and	  let	  other	  people	  do	  stuff.	  They	  

issue,	  though,	  is	  I	  learnt	  that	  sometimes	  you	  have	  to	  do	  that,	  ‘cause	  otherwise	  you	  ain’t	  

gonna	  make	  it,	  and	  the	  problem	  is	  there	  some	  people	  that	  are	  able	  to	  do	  the	  thing	  and	  
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deliver	  even	  better	  than	  you	  expected	  and	  then	  there	  are	  some	  people	  that	  need	  help.	  So	  

you	  need	  to	  adjust	  always	  for	  trying	  to	  predict	  who’s	  gonna	  need	  help,	  so	  you	  can	  make	  

time	  to	  help,	  and	  who	  instead	  is	  gonna	  be	  able	  to	  run	  with	  it	  and	  do	  an	  amazing	  job.	  It	  can	  

be	  different	  people	  on	  different	  tasks,	  that’s	  a…	  and	  you	  are	  like	  the	  last	  line	  of	  defense	  

[laughing] 

I:	  [laughing]	  Ok.	  Hm…	  let’s	  move	  to	  another	  topic.	  I	  can	  see	  that	  teams	  here	  at	  Debitoor	  are	  

organized	  more	  or	  less	  according	  to	  departments	  –organized	  in	  terms	  of	  space-‐,	  so	  on	  one	  

side	  I	  would	  have	  Marketing	  and	  Communications,	  Finance	  and	  so	  on.	  Why	  do	  you	  think	  it’s	  

like	  that? 

R:	  So,	  uh…	  Nirst	  of	  all	  we	  are	  not	  that	  many.	  We	  are	  only	  walking	  distance	  from	  each	  other.	  In	  

reality	  that’s	  not	  true,	  ‘cause	  we	  have	  a	  big	  team	  in	  Berlin	  and	  a	  big	  team	  in	  Kiev. 

I:	  Yes. 

R:	  The	  big	  team	  in	  Berlin	  is	  mainly	  marketing,	  so	  it’s	  like	  the	  extended	  part	  of	  the	  

marketing.	  And	  the	  big	  team	  in	  Kiev	  is	  mainly	  development.	  So,	  in	  reality	  you	  need	  to	  

communicate	  cross-‐borders	  and	  cross-‐departments.	  I	  think	  still	  we	  are	  really	  fortunate	  that	  

we	  have	  two	  main	  department	  blocks:	  the	  guys	  from	  team	  of	  customers	  and	  the	  guys	  

developing	  the	  product,	  which	  the	  only	  thing	  that…	  the	  communication	  between	  the	  two	  is	  

good	  enough	  that	  we	  can	  operate	  relatively	  well.	  Uhm…	  I	  think	  we	  do	  like	  that	  we	  run	  out	  

relatively	  big	  operation	  and	  very	  few	  staff.	  I	  mean,	  we	  are	  a	  little	  multinational	  with	  30	  

people.	  I	  mean,	  we	  serve	  Nive	  major	  European	  markets	  with	  only	  30	  people.	  I	  think	  it’s	  

probably	  in	  the	  Guinness	  of…	  Records	  [laughing]. 

I:	  [laughing] 

R:	  So,	  organizing	  ourselves	  in	  a	  different	  way	  will	  require	  us	  that	  the	  development	  will	  be	  

done	  per	  country.	  And	  there’s	  a	  lot	  of	  seniors	  doing	  development	  between	  countries.	  So,	  it	  
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doesn’t	  make	  sense	  to	  split	  development	  up.	  Let’s	  say,	  these	  are	  the	  developers	  for	  

Germany,	  these	  are	  the	  developers	  for	  the	  rest	  of	  the	  world,	  while	  because	  of	  language	  

barrier	  it	  might	  make	  sense	  to	  split	  up	  on	  the	  marketing	  side.	  So	  we	  operate	  in	  a	  quite	  

difNicult	  environment	  where	  we	  need	  to	  master	  Nive	  major	  languages	  with	  very	  few	  people	  

and	  to	  deliver	  a	  product	  across	  Nive	  different	  legal	  frameworks	  in	  geographies.	  Then,	  for	  the	  

marketing	  is	  more	  geared	  towards	  per	  market,	  while	  the	  development	  is	  more	  geared	  

towards	  across.	  Therefore,	  it’s	  difNicult	  to	  divide	  it	  otherwise.	  I	  think	  that’s	  a…	  Said	  that,	  

then	  the	  main	  challenges:	  making	  sure	  that	  the	  communication	  between	  marketing	  and	  

development	  Nlows.	  And	  then	  we	  I’m	  speaking	  on	  Marketing	  in	  reality	  is	  marketing,	  service,	  

uh…	  yeah,	  you	  know,	  support,	  pre-‐sale…	  So	  it’s	  all	  in	  one.	  And	  we	  could	  have	  even…	  Initially	  

my	  idea	  was	  to	  organize	  a	  divided	  marketing	  and	  support	  but	  it’s	  much	  leaner	  for	  us	  to	  

actually	  have	  one,	  ‘cause	  basically	  you	  have	  the	  people	  with	  the	  customers,	  with	  the	  heavy	  

customer	  contact,	  versus	  the	  people	  that	  need	  to	  have	  the	  infrastructure	  and	  the	  

operations. 

I:	  But	  sticking	  to	  Copenhagen	  ofNice,	  if	  there	  were	  more	  employees,	  for	  instance,	  would	  you	  

rather	  to	  have	  mixed	  groups	  of	  developers,	  communicators	  and	  Ninance?	  Because	  here	  the	  

distance	  between	  them	  it’s	  not	  that	  much,	  they	  can	  just	  walk	  from	  desk	  to	  desk	  in	  order	  to	  

talk.	  But	  if	  it	  was	  a	  bigger	  company,	  would	  you	  rather	  to	  have	  mixed	  group	  or	  still	  separated	  

by	  clusters? 

R:	  It	  depends.	  I	  mean,	  it’s	  a	  relatively	  theoretical	  question.	  Uh…	  I	  think	  this	  works	  for	  us.	  I	  

could	  see	  another	  model	  worked	  in	  different	  circumstances.	  Regardless	  what,	  you	  will	  

always	  end	  up	  with	  a	  matrix	  of	  project-‐market	  user	  versus	  the	  other	  colleagues	  that	  try	  to	  

do	  some	  of	  the	  same	  functions,	  so	  in	  all	  knowledge	  intensive	  organizations	  –I’ve	  been	  in	  

many-‐	  there’s	  always	  a	  matrix	  organization	  between	  your	  function,	  so	  you’re	  organized	  by	  

function	  –we	  are	  doing	  the	  same	  thing-‐	  versus	  who	  is	  your	  customer,	  who	  are	  you	  serving.	  

Uh…	  And	  therefore	  we’ll	  always	  be	  a	  combination,	  at	  a	  point	  we	  might	  be	  that	  some	  of	  them	  
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will	  be	  divided	  by	  product	  line,	  because	  we	  have	  a	  product	  for	  accountant	  and	  a	  product	  for	  

end	  users,	  and	  then	  both	  the	  marketing	  and	  the	  development	  is	  divided.	  But	  it	  doesn’t	  

eliminate	  the	  need	  for	  the	  developers	  to	  talk	  to	  each	  other	  so	  the	  products	  can	  work	  

together,	  and	  the	  marketing	  people	  talk	  to	  each	  other	  so	  they	  don’t	  appear	  like	  two	  different	  

companies.	  So…	  so…	  you	  know,	  you	  can’t	  escape	  the	  evil	  of	  the	  matrix	  organization.	  It’s	  

always	  gonna	  be	  there. 

I:	  Yeah.	  Uhn… 

R:	  So,	  organized	  by	  customer	  versus	  by	  function.	  And	  you	  need	  to	  master	  both. 

I:	  Yes.	  And	  regarding	  the	  people	  that	  you	  work	  with,	  who	  are	  those	  that	  you	  interact	  the	  

most.	   

R:	  So,	  I	  interact	  a	  lot	  with…	  uh…	  what	  I	  call	  the	  extended	  leadership	  team.	  So,	  on	  the	  

marketing	  side	  there	  are	  Jeppe,	  Pilar	  and	  Hannah.	  And	  on	  the	  development	  side	  is	  the	  POs,	  

Sebastian,	  Nicolai	  and	  Allan.	  Those	  are	  the	  people	  I	  interact	  most	  with.	  But	  I	  interact	  quite	  a	  

bit	  with	  Finance,	  so	  with	  Peter	  a	  lot,	  and	  then	  on	  occasions	  directly	  with	  developers,	  a	  lot	  

with	  Mads,	  the	  designer,	  and	  occasionally	  also	  with	  the	  guys	  in	  Marketing.	  Sometimes	  it	  

might	  Jan,	  sometimes	  it	  might	  be	  Laura.	  It	  depends.	  It’s	  small	  enough	  that	  sometimes	  there	  

is	  something	  that	  is	  important	  for	  us	  to	  do	  together,	  when	  I	  can	  help	  and	  then…	  then	  I	  can	  

interact.	  So,	  it’s	  still	  a	  very	  small	  company. 

I:	  Yeah.	  Uhm…	  Regarding	  initiative,	  do	  you	  expect	  that…	  Or	  does	  initiative	  work	  in	  

Debitoor? 

R:	  Ah. 

I:	  It’s	  like,	  are	  people	  able	  to	  take	  initiative	  whenever	  they	  want	  or…? 

R:	  So,	  the	  culture	  here	  is	  that	  people	  see	  something	  that	  needs	  to	  be	  done	  and	  run	  with	  it.	   
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I:	  Yeah. 

R:	  They	  do	  it	  and	  the	  if	  they	  Nind	  out	  they	  made	  a	  mistake,	  the	  come	  back	  and	  say	  “I’m	  sorry,	  

I	  think	  I	  made	  a	  mistake”.	  It’s	  not	  ask,	  but	  do.	  And	  then	  ask	  for	  forgiveness	  in	  case	  you	  made	  

something	  wrong.	  So,	  usually	  people	  have	  a	  good	  sense	  for	  that.	  “I’m	  unsure	  about	  this,	  let	  

me	  ask”.	  Uh…	  they	  always	  get	  the	  same	  answer,	  either	  “could	  you	  ask”	  or	  you	  know	  “what	  

you	  think	  is	  this?”.	  I	  don’t	  necessarily	  have	  the	  answer	  for	  everything. 

I:	  Yeah. 

R:	  We	  try	  to	  make	  this	  a	  team	  effort,	  and	  I	  usually	  when	  people	  is	  in	  doubt	  –I	  can	  give	  my	  

opinion,	  but	  I	  can	  also	  encourage	  them	  to	  search	  for	  their	  peers’	  opinions	  or	  other	  people’s	  

opinions. 

I:	  Hm. 

R:	  So,	  that’s	  kind	  of	  the	  culture	  we	  try	  to	  install.	  Now,	  you	  are	  on	  the	  other	  end	  of	  this,	  so	  

you	  might	  either	  perceive	  it	  in	  the	  same	  way.	  So,	  that	  would	  be	  my	  question.	  Do	  you	  

perceive	  it	  like	  you	  have	  more…	  like	  “this	  is	  what	  we	  should	  do	  and	  I	  got	  some	  freedom	  

sometimes	  to	  do	  things”	  or…	  you	  know… 

I:	  As	  far	  as	  I	  see,	  it’s	  pretty	  much	  like	  you	  can	  take	  initiative	  when	  you	  think	  you	  have	  a	  good	  

idea	  and	  “go	  ahead	  with	  it”.	  And,	  as	  you	  said,	  if	  you	  do	  something	  wrong,	  there’s	  always	  

forgiveness.	   

R:	  Correct.	  I	  mean,	  nobody…	  So,	  nobody	  is	  gonna	  be	  shot,	  because	  they	  make	  a	  mistake.	  I	  

mean,	  mistakes	  happen.	  On	  the	  contrary,	  worst	  people	  that	  don’t	  do	  anything	  because	  they	  

feel	  they’re	  blocked	  or	  something.	  Obviously,	  on	  the	  other	  side,	  what	  I	  say,	  to	  make	  a	  

mistake	  is	  human,	  to	  repeat	  it	  is	  not	  good,	  to	  continue	  doing	  the	  same	  mistake…	  that’s	  you	  

know…	  uh…	  it’s	  really	  bad.	  But,	  we	  rarely	  get	  there.	  I	  mean,	  we	  are…	  We	  try	  to	  be	  open	  
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about	  “yeah,	  we	  made	  a	  mistake,	  let’s	  change	  it	  or	  have	  a	  debate	  about	  what	  is	  it	  a	  mistake	  

or	  not,	  and	  then	  agree	  that	  mistake	  is	  not	  repeated.	  	  So	  that’s	  what	  we’re	  trying	  to	  do. 

I:	  Ok,	  please	  tell	  me	  a	  bit	  more	  about	  Debitoor	  values.	  And	  do	  you	  have	  a	  mission	  

statement? 

R:	  Yeah,	  so	  we	  recently	  created	  a	  mission	  statement	  because	  we	  wanted	  to	  encapsulate	  

what	  is	  and	  why	  we	  are	  doing	  something.	  And	  I	  assume	  you	  know	  the	  mission	  statement. 

I:	  Aha. 

R:	  Uh…	  We	  haven’t	  produced	  the	  series	  of	  values.	  We	  could	  do	  that.	  We	  could	  also	  sit	  

together	  and	  say	  “guys,	  what	  do	  you	  think	  our	  values	  are?”	  and	  then	  make	  it	  explicit.	  There	  

are	  obviously	  some	  values	  and	  those	  values	  might	  change	  per	  deparment..	  So	  for	  example,	  I	  

can	  tell	  you	  a	  thing,	  that	  developers	  are	  obsessed	  with	  we	  need	  to	  do	  something	  that	  is	  

scalable,	  something	  that	  can	  produce	  results	  by	  itself.	  You	  know,	  that’s	  one	  of	  the	  values	  

they	  obsess	  a	  lot	  about.	  Uh…	  But	  obviously	  the	  thing	  is	  the	  guiding	  mission	  is	  that	  we	  want	  

to	  help	  people	  that	  start	  a	  business,	  make	  it	  easier	  for	  the,	  because	  we	  think	  that	  that’s	  a	  

super	  cool	  thing	  to	  do.	  So	  starting	  a	  business	  is	  cool,	  we	  think	  it’s	  difNicult,	  we	  see	  it’s	  

difNicult;	  we	  want	  to	  do	  our	  little	  part	  to	  make	  it	  less	  difNicult.	  And	  that’s	  kind	  of…	  and…	  and	  

that	  then	  can	  come	  across	  the	  way	  we	  do	  marketing,	  the	  way	  we	  do	  visuals,	  the	  fact	  that	  we	  

consider	  businesses	  cool	  and	  we	  treat	  them	  as	  cool	  people.	  I	  mean,	  I’ve	  been	  in	  a	  bank	  a	  

couple	  of	  times	  and	  never	  felt	  cool.	  I	  always	  felt	  like	  they	  are	  treating	  my,	  ‘cause,	  you	  know,	  

they’re	  not	  giving	  a	  good	  service.	  And	  we	  are	  trying	  not	  to	  be	  like	  that.	  We	  don’t	  want	  to	  be	  

like	  that.	  We	  wanna	  make	  you	  feel	  special,	  because	  we	  think	  you’re	  special.	  So…	  so…	  you	  

know,	  in	  the	  same	  it	  comes	  across	  because	  now	  you	  do	  a	  lot	  of	  the	  graphical	  work	  as	  well.	  

You	  know,	  we	  try	  to	  make	  it	  cool.	  It’s	  cool	  to	  start	  a	  business.	  It’s	  a	  risk,	  it’s	  a	  personal	  risk	  

you	  take	  and	  we	  know	  it’s	  a	  tough	  risk	  that	  often	  people	  do	  it	  either	  because	  they’re	  obliged	  

to,	  because	  they	  have	  no	  other	  way	  of	  earning	  money,	  or	  they	  wanna	  realize	  a	  dream.	  In	  
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both	  cases,	  we	  wish	  them	  the	  best	  of	  luck	  with	  that.	  And	  we	  also	  try	  to	  communicate	  that,	  

so	  we	  also	  need	  to	  put	  some	  passion	  in	  our	  communication,	  show	  that	  we	  care	  because	  we	  

do	  care.	  I	  can	  give	  an	  example,	  now	  that	  we	  have	  to	  communicate	  some	  bad	  news	  to	  our	  

Danish	  customers.	  It’s	  all	  in	  order	  to	  communicate	  bad	  news	  showing	  that	  we	  really	  care.	  

“We	  are	  sorry,	  we	  are	  truly	  sorry”.	  You	  know,	  when	  things	  don’t	  go	  the	  way	  they	  should	  go.	  

And	  that’s	  part	  of	  emotion	  and	  communicating	  emotions	  because	  we	  don’t	  do	  this	  just	  for	  

the	  money,	  we	  do	  this	  because	  we	  think	  it’s	  a	  nice	  piece	  of	  work	  to	  have.	   

I:	  So,	  that	  really	  differentiates	  Debitoor	  from	  other	  workplaces	  you’ve	  been	  to? 

R:	  I’m	  sure…	  Yes	  and	  no.	  I	  mean,	  I’ve	  been	  fortunate	  to	  be	  in	  workplaces	  that	  were	  very	  

mission-‐strong	  where	  people	  felt	  a	  lot	  what	  they	  were	  doing.	  Because	  I	  mean,	  I	  worked	  in	  

Navision	  and	  Navision	  always…	  Navision	  leads	  for	  IT	  partners.	  Navision	  was	  not	  to	  help	  

small	  business	  directly,	  it	  was	  to	  small	  It	  companies	  creating	  beautiful	  business	  solutions	  

for	  their	  customers.	  But	  their	  focus	  was	  that	  their	  IT	  partners…	  They	  had	  this	  love	  for	  the	  

partners	  and	  that	  was	  then…	  and	  the	  partners	  their	  love	  for	  the	  product,	  because	  of	  these	  

beautiful	  tools	  with	  they	  could	  build	  a	  business	  around.	  But	  again,	  in	  a	  place	  with	  a	  mission.	  

Then,	  I	  worked	  for	  Microsoft	  where	  the	  mission	  was	  to	  change	  the	  world.	  You	  know,	  much	  

bigger,	  it’s	  like	  “we	  can	  do	  anything”,	  “what	  do	  we	  wanna	  do	  today	  that	  makes	  the	  world	  a	  

better	  place?”.	  I	  mean,	  it’s	  that	  big.	  The	  moral	  is	  to	  realize	  your	  full	  potential,	  which	  is	  also	  

why	  they	  became	  so	  big	  and,	  you	  know,	  in	  all	  aspects	  of	  IT,	  and	  realize	  their	  potential	  

through	  IT.	  But	  again,	  it’s	  the	  same	  type	  of	  company.	  And	  then	  when	  I	  worked	  at	  e-‐conomic,	  

it	  was	  again	  this	  thing.	  For	  the	  e-‐conomic	  it	  was	  mainly	  the	  accountants,	  but	  also	  the	  end-‐

users.	  There	  was	  this	  duality,	  accountant	  and	  end-‐users	  and	  “we	  wanna	  provide	  a	  fantastic	  

collaboration	  for	  this	  company	  to	  work	  with	  accountants”.	  So	  I’ve	  been	  fortunate	  a	  lot	  to	  

always	  work	  for	  companies	  that	  had	  this	  type	  of	  approach,	  which	  is	  also	  a	  reason	  I	  wouldn’t	  

work	  for	  a	  company	  that	  doesn’t	  have	  this	  type	  of	  visionary	  mission.	  Uh…	  you	  know,	  giving	  
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meaning	  to	  why	  the	  hell	  spend	  so	  much	  time	  at	  work.	  If	  it	  doesn’t	  help	  fulNill	  some	  sort	  of	  a	  

mission. 

I:	  True. 

R:	  Let’s	  switch	  topic.	  What	  about	  the	  dress	  code	  here	  at	  Debitoor?	  What	  do	  you	  think?	  How	  

would	  you	  describe	  the	  dress	  code	  here	  at	  Debitoor? 

I:	  So..	  I	  would	  describe	  it	  as	  a	  completely	  free.	  I	  think	  the	  only	  time	  we	  had	  a	  complaining	  

about	  somebody’s	  dress	  code	  was	  people	  with	  the…	  naked	  upper	  body.	  Uh…	  Because	  some	  

people	  thought	  that	  was	  too	  much.	  The	  funny	  thing	  was	  the	  complain	  didn’t	  come	  from	  

Debitoor,	  it	  came	  from… 

I:	  Someone	  else. 

R:	  Someone	  else.	  Ok.	  But	  I	  think	  that’s	  also	  Nine.	  I	  mean,	  not	  everybody	  might	  feel	  

comfortable	  with	  people	  working	  bare-‐chested.	  So,	  you	  know,	  if	  it’s	  a	  T-‐shirt	  and	  shorts,	  I	  

think	  we	  get	  that,	  and	  that’s	  completely	  Nine.	  Nobody	  cares.	   

I:	  If	  you	  look,	  if	  you	  just	  take	  a	  glance	  at	  the	  people	  working	  now,	  how	  would	  you	  deNine	  the	  

dress	  code	  more	  or	  less? 

R:	  I	  would	  deNine	  the	  dress	  code	  between	  business	  casual	  and	  free	  time. 

I:	  So,	  pretty	  much	  like	  laissez-‐faire	  or	  relaxed. 

R:	  Extremely	  relaxed.	  I	  mean,	  I	  don’t	  think	  there	  is	  anybody	  that…	  I	  think	  the	  most	  formal	  

person	  is	  probably	  me,	  because	  I	  have	  a	  shirt.	  That’s	  a…	  And	  it’s	  because	  it’s	  not	  warm	  

enough.	  In	  the	  summer	  I	  will	  wear	  a	  T-‐shirt	  [laughing].	  So	  that’s	  kind	  of	  the…	  And	  then	  

sneakers. 

I:	  Yeah. 
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R:	  So	  I	  would	  deNine	  it	  as	  extremely	  relaxed.	  It’s	  like	  “we	  can	  work	  more	  or	  less	  in	  the	  same	  

way	  we	  usually	  dress”.	  So,	  you	  know,	  and	  then	  you	  might	  see	  if	  a	  partner	  is	  coming	  from	  

another	  cultural	  background	  so	  we	  might	  try	  to	  adjust	  towards	  them	  and	  then	  come	  up	  

with	  nice	  shoes.	  We	  are	  probably	  shy	  of	  coming	  with	  a	  suit	  and	  a	  tie	  because	  we	  don’t	  think	  

it’s	  us.	  We	  wanna	  maintain.	  We	  would	  go	  a	  bit	  further	  towards	  the	  partner,	  to	  show	  respect,	  

but	  we	  wouldn’t	  try	  to	  hide	  what	  we	  are. 

I:	  Yeah,	  no,	  no,	  no.	  DeNinitely. 

R:	  So,	  that’s	  the… 

I:	  Ok.	  I’m	  going	  to	  show	  you	  two	  pictures	  and	  I	  would	  like	  you	  to	  tell	  me	  which	  one	  you	  

think	  it	  would	  represent	  a	  Debitoor	  ofNice	  from	  these	  two. 

R:	  [Pointing	  at	  picture	  2]	  The	  one	  on	  the	  right.	  Obviously.	  [Pointing	  at	  picture	  1]	  The	  one	  on	  

the	  left	  looks	  like	  a	  bank.	  It’s	  not	  gonna	  be	  how	  we	  look. 

I:	  So,	  you	  didn’t	  even	  have	  to	  pay	  attention	  to	  the	  details. 

R:	  Yeah,	  forget	  about	  it.	  Number	  two. 

I:	  Ok.	  Uhm…	  Do	  you	  prefer	  open	  spaces	  or	  closed	  spaces? 

R:	  So…	  I	  worked	  most	  of	  my	  career	  with	  the	  smaller	  ofNices	  with	  three	  more	  people	  in	  the	  

ofNice,	  until	  I	  came	  to	  e-‐conomic.	  So,	  the	  idea	  of	  the	  full	  open	  scared	  me	  a	  bit,	  but	  I	  must	  say	  

that	  I	  prefer	  that	  at	  all	  time	  because	  it’s	  much	  easier	  to…	  just	  know	  who’s	  in	  the	  ofNice.	  

Going	  talk	  to	  people….	  It	  facilitates	  a	  lot.	  Now	  in	  the	  new	  ofNice	  we’ll	  basically	  have	  to	  big	  

areas,	  so	  it’s	  not	  one	  huge	  open	  but,	  but	  it’s	  just	  because	  we	  are	  trying	  to	  keep	  the	  acoustic	  

under	  control,	  otherwise	  we	  would	  have	  just	  fully	  open.	  That’s	  one	  reason,	  that	  the	  landlord	  

didn’t	  really	  wanna	  tear	  down	  the	  walls	  and	  we	  Nigure	  out	  that	  it	  was	  a	  good	  compromise	  

with	  a	  speciNic	  ofNice	  to	  have	  two	  big	  open	  spaces.	  Then,	  there	  are	  particular	  people	  that	  
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prefer	  to….	  for	  example,	  the	  Ninance	  department,	  to	  have	  a	  bit	  more	  quiet,	  also	  because	  they	  

work	  with	  sensitive	  information,	  so	  they	  don’t	  have	  to	  look	  above	  their	  shoulders	  all	  the	  

time,	  but	  in	  general	  you	  will	  Nind	  more	  something	  to	  this.	  Open-‐space-‐wise	  they	  are	  similar.	   

I:	  Because	  you	  think….	  Like	  this	  picture	  number	  2	  is	  more	  Debitoorish. 

R:	  It’s	  way	  more	  Debitoorish.	  It’s	  like	  essential,	  it’s	  uh…	  There’s	  a	  little	  bit	  of	  chaos,	  but	  not	  

too	  much.	  It’s	  orderly.	  But	  still	  they	  created	  plenty	  of	  spots	  to	  go	  out	  and	  do	  your	  own	  stuff,	  

plenty	  of	  spot	  to	  have	  a…	  a	  “let’s	  talk	  together”.	  I	  think	  it’s	  good. 

I:	  Cool.	  Uh…	  Now	  I’m	  going	  to	  show	  you	  three	  pictures	  where	  people	  can	  meet.	  And	  I	  would	  

like	  you	  to	  tell	  me,	  which	  one	  you	  think	  is	  more	  likely	  to	  have	  a	  meeting	  with	  a	  colleague	  at	  

Debitoor. 

R:	  I	  would	  say…	  Uh…	  Probably,	  it’s	  the	  one	  in	  the	  middle. 

I:	  Aha. 

R:	  But	  it	  could	  also	  be	  this	  one.	  Uh…	  It’s	  a	  bit	  of	  a	  theoretical	  question	  because,	  you	  know,	  

some	  of	  the	  things	  you	  can	  do	  furniture-‐wise	  depend	  on	  the	  facilities	  you	  have,	  so…	  uh…	  

knowing	  our	  ofNice	  that	  we	  have,	  knowing	  which	  place	  we	  can	  have	  those	  things,	  I	  think	  this	  

probably	  resembles	  a	  bit	  more	  [pointing	  at	  picture	  number	  3],	  but	  it’s	  gonna	  be	  an	  hybrid	  

between	  those	  two	  [pointing	  at	  picture	  number	  4]. 

I:	  Yeah.	  And	  deNinitely	  we	  discard	  number	  5. 

R:	  Yeah. 

I:	  Because	  is	  it	  too	  formal? 

R:	  Number	  5	  is	  way	  too	  formal.	  There’s	  not	  fun	  in	  it	  at	  all.	   

I:	  Yeah. 
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R:	  We’ll	  have	  a	  meeting	  room	  like	  this,	  but	  that’s	  not	  ours.	  It’s	  one	  of	  the	  ones	  that	  we	  will	  

share. 

I:	  Because…	  Why	  do	  you	  think	  here	  at	  Debitoor	  we	  have	  meetings	  with	  glass	  walls? 

R:	  I	  think…	  Again	  it’s	  this	  thing	  about	  transparency.	  We	  really	  like	  transparency.	  To	  be	  

honest,	  it’s	  practical.	  “Is	  the	  room	  available	  or	  not?”	  ‘Cause	  there’s	  a	  lot	  of	  unscheduled	  

“let’s	  get	  together”.	  So	  if	  you	  have	  to	  open	  the	  door,	  disturb	  people	  to	  know	  if	  people	  are	  in	  

there	  or	  not….	  That’s	  kind	  of	  disruptive.	  You	  can	  look	  down….	  So,	  the	  thing	  here	  is	  to	  give	  a	  

bit	  of	  privacy	  to	  people,	  but	  at	  the	  same	  time	  not	  enough	  privacy	  that	  people	  can	  see	  if	  you	  

are	  in	  there	  or	  not,	  and	  if	  you	  are	  in	  there	  they	  can	  avoid	  coming	  in	  and	  disturbing	  you.	  So,	  

that’s	  the	  main	  reason.	  We	  are…	  obviously	  we	  are	  going	  to	  try	  something	  similar,	  where	  we	  

are…	  but	  it	  depends	  on	  the	  facility	  itself.	   

I:	  You	  talked	  about	  transparency.	  So,	  one	  of	  the	  things	  for	  you	  that	  could	  be	  important	  for	  a	  

meeting	  room	  is	  that	  it	  looks	  transparent,	  no	  hiding	  secrets. 

R:	  Yeah. 

I:	  Ok. 

R:	  I	  think…	  I	  mean,	  there’s	  not…	  Because	  we	  don’t	  have	  secrets.	  Obviously	  there	  is	  some	  

information	  for	  employees	  that	  of	  course	  external	  people	  don’t	  have,	  that	  we	  prefer	  not	  to	  

tell	  everybody,	  for	  a	  number	  of	  reasons.	  But	  for	  employees	  we	  try	  to	  be	  as	  transparent	  as	  

possible. 

I:	  Do	  you	  associate	  it	  to	  some	  kind	  of	  Nlat	  hierarchy	  or…? 

R:	  Yeah,	  as	  well.	  In	  theory	  we	  have	  a	  hierarchy	  with	  three	  levels.	  Me,	  the	  people	  under	  me	  

and	  the	  people	  under	  them.	  But…	  that	  doesn’t	  mean	  much	  in	  terms	  of	  	  us	  giving	  	  us	  super	  

important	  projects	  versus	  the	  another	  person. 
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I:	  Yeah.	  It’s	  more	  in	  order	  to	  structure	  than	  to	  establish	  power	  differences. 

R:	  No…	  Yeah,	  exactly!	  It’s	  more	  a	  matter	  of	  it’s	  difNicult	  for	  me	  to	  have	  thirty	  direct	  reports.	  

That	  wouldn’t	  work.	  So	  I	  need	  capable	  people	  that	  are	  able	  to	  run	  with	  a	  team,	  that	  doesn’t	  

mean	  that	  some	  people	  in	  the	  team	  that	  have	  some	  extreme	  inNluence	  on	  what	  we	  do,	  and	  

you	  know,	  a	  lot	  of	  factual	  power	  about	  what	  is	  right	  to	  do	  and	  what	  is	  not	  right	  to	  do.	  So…	  

then	  we	  are	  very	  fortunate	  that	  in	  the	  journey	  we	  have	  had,	  we	  have…	  because	  we’re	  

separating	  sides,	  so…	  we	  had,	  you	  can	  say,	  the	  negative	  side	  of	  that,	  we	  had	  to	  say	  goodbye	  

to	  a	  lot	  of	  good	  people.	  Then	  we	  had	  the	  privilege	  to	  be	  able	  of	  choosing	  the	  ones	  that	  we	  

wanted	  to	  stay.	  And	  obviously	  they	  are	  all	  the	  best.	  So	  we	  are	  extremely	  good	  people. 

I:	  Aha. 

R:	  So	  you	  can	  see	  the	  bad	  and	  the	  good	  in	  everything.	  You	  know,	  you’ve	  been	  part	  of	  that	  

moment,	  it	  wasn’t	  a	  very	  nice	  moment	  at	  all	  but	  at	  least,	  you	  know… 

I:	  Would	  you	  deNine	  Debitoor	  as	  Nlexible?	  Do	  you	  have	  a	  Nlexible	  culture	  that	  allows	  

employees	  to,	  for	  instance,	  go	  to	  the	  kitchen	  and	  stay	  there	  for	  a	  couple	  of	  minutes	  talking	  

to	  a	  colleague? 

R:	  Yeah,	  I	  would	  say	  nobody	  cares	  what	  you	  use	  your	  time	  for,	  what	  we	  care	  about	  is	  the	  

result.	  And	  again,	  we	  tried	  to	  put	  the	  accountability	  on	  people,	  but	  also,	  you	  know,	  you	  

speciNically	  are	  not	  the	  only	  one	  responsible	  for	  your	  results.	  Everybody	  else,	  the	  closer	  to	  

you	  they	  are	  in	  terms	  of	  work	  area,	  the	  more	  responsible	  are	  for	  your	  success	  as	  well.	  So,	  

then	  time	  becomes…	  I	  mean,	  what	  I	  see	  is	  that	  people	  put	  their	  hearts	  in	  their	  work.	  It’s	  not	  

a	  matter	  of…	  We	  are	  not	  a	  tailoring	  system…	  When	  people	  come	  in	  and	  go	  we	  see	  their	  

commitment	  and	  see	  how	  much	  they	  are	  dedicated	  and	  then	  we	  know	  that	  they’re	  doing	  

everything	  they	  can. 
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I:	  Uhm…	  when	  you	  arrive	  at	  the	  ofNice	  every	  morning,	  what	  visual	  elements	  in	  the	  ofNice	  

draw	  your	  attention? 

R:	  People,	  ‘cause	  I	  see	  all.	  I	  can	  see	  who	  is	  in	  the	  ofNice	  already,	  who’s	  not.	  So,	  if	  I	  need	  to	  talk	  

to	  somebody,	  I	  immediately	  see	  where	  I	  can	  go	  and	  talk	  directly.	  If	  I	  had	  something	  in	  the	  

evening	  or	  on	  the	  way	  to	  work,	  we	  need	  to	  take	  care	  of	  that.	  So	  that’s	  the	  Nirst	  thing	  I	  notice.	  

I	  am	  a	  bit	  of	  a	  strange	  case,	  ‘cause	  I	  am	  extremely	  distracted.	  My	  wife	  tells	  me,	  you	  know,	  

she	  can	  change	  the	  way	  a	  table	  is	  at	  home	  or	  move	  the	  furniture	  around,	  and	  I	  Nirst	  notice	  

three	  hours	  after	  I’m	  in	  the	  house,	  because	  now	  I’m	  not	  thinking	  about	  something	  anymore.	  

When	  I’m	  focused	  I	  have	  tons	  of	  vision. 

I:	  Yeah. 

R:	  So,	  when	  I	  come	  in	  the	  ofNice	  the	  Nirst	  that	  attracts	  my	  attention	  is	  who	  is	  there.	  You	  know,	  

who	  I	  can	  talk	  to.	  If	  they	  moved	  some	  furniture…	  [laughing]	  Or	  if	  there	  was	  something	  very	  

estrange	  I	  would	  probably	  notice,	  but	  uh… 

I:	  Now	  it	  comes	  to	  my	  mind	  that…	  Is	  it	  maybe	  because	  the	  space	  is	  laid-‐out	  so	  you	  can	  see	  

who	  is	  in	  the	  ofNice,	  who	  is	  not? 

R:	  So,	  you’re	  asking	  me	  if	  the	  purpose	  of	  the	  way	  things	  are	  set	  out	  is	  to	  see	  who’s	  in	  the	  

ofNice,	  who’s	  not? 

I:	  Hmm…	  Mostly	  if	  you	  Nind	  any	  relationship	  with	  the	  fact	  that	  you	  can	  see	  people	  when	  you	  

arrive	  to	  the	  ofNice	  because	  it’s	  so	  obvious… 

R:	  No,	  I	  think…	  I	  mean,	  it’s	  open	  because	  we	  can	  see	  each	  other	  at	  all	  times.	  It’s	  not	  

necessary	  anything	  to	  do	  with,	  you	  know,	  when	  I	  arrive	  to	  the	  ofNice	  or	  not.	  Uhm…	  And	  also	  

it	  makes	  it	  easier	  for	  everybody	  to	  say	  “oh,	  I	  need	  to	  talk	  to	  that	  person,	  the	  person	  is	  there,	  

let	  me	  walk	  and	  talk	  to	  that	  person”,	  or	  not	  “the	  person	  is	  not	  there,	  I	  need	  to	  wait”.	  So,	  uh… 
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I:	  Uhm…	  I’m	  just	  thinking	  that,	  let’s	  say,	  tomorrow	  someone….	  Let’s	  say	  Debitoor	  moved	  to	  a	  

closed-‐space	  ofNice,	  where	  there	  are	  more	  formal	  attire	  and	  there	  is	  less	  Nlexible	  culture	  and	  

you	  have	  to	  go	  back	  to	  your	  desk	  immediately	  when	  you	  go	  for	  a	  coffee.	  Without	  bearing	  in	  

mind	  that	  you	  are	  the	  CEO… 

R:	  Is	  this	  a	  hypothetical	  question?	  [laughing] 

I:	  Yes,	  it’s	  a	  hypothetical	  question. 

R:	  Ok.	  “Would	  you	  feel	  like	  still	  working	  there?”,	  is	  that	  what	  you’re	  trying	  to… 

I:	  Yes,	  exactly.	  Would	  you	  feel	  deceived? 

R:	  Deceived? 

I:	  Yes,	  like…	  because	  you	  got	  to	  these	  project	  with	  certain	  characteristics.. 

R:	  With	  this	  culture	  and… 

I:	  Precisely.	  And	  then	  Debitoor	  culture	  changes	  radically.	  Would	  you	  feel	  like	  you	  were	  

deceived	  or	  disappointed. 

R:	  Oh,	  that’s	  a	  very	  difNicult	  question	  to	  ask.	  Obviously	  I	  wouldn’t	  like	  it,	  because,	  I	  mean,	  I‘m	  

just	  saying…	  Let’s	  say	  that	  I	  didn’t	  have	  the	  power	  to	  change	  that,	  which	  I	  do,	  but	  if	  I	  didn’t	  

have	  the	  power	  to	  change,	  and	  that	  was	  the	  situation,	  I	  would	  try	  to	  understand	  why	  this	  

change	  happens	  and	  if	  something	  better	  happens	  outweigh	  this,	  because	  this	  obviously	  is	  a	  

degradation	  of	  the	  working	  conditions.	  So,	  yeah,	  I	  obviously	  I	  would	  think	  about	  it	  what	  I	  

want	  to	  do	  about	  it. 

I:	  Yeah.	  I	  can	  see	  that	  some	  of	  the	  Debitoor	  people	  have	  items	  on	  their	  desks,	  toys,	  pictures,	  

drawings,	  whatsoever.	  What	  do	  you	  have	  on	  yours? 

!137



R:	  Uh…	  Documents,	  coffee	  cups,	  small	  notes,	  and	  two	  big	  monitors.	  And	  the	  only	  personal	  

thing	  is	  I	  have	  a	  picture	  of	  my	  daughters	  on	  my	  big	  monitors. 

I:	  Oh,	  that’s	  nice. 

R:	  And	  that’s	  it. 

I:	  For	  what	  reason	  do	  you	  have	  it? 

R:	  My	  daughters.	  Uh…	  Because	  once	  in	  a	  while,	  if	  I	  pause	  and	  I	  can	  have	  a	  look	  at	  that,	  so	  

instead	  of	  having	  a	  photo	  frame	  that	  it’s	  just	  there…	  and	  it	  doesn’t	  Nit,	  there’s	  no	  space.	  We	  

have	  these	  small	  tables.	  Now	  we	  are	  buying	  a	  bit	  bigger	  tables.	  So,	  for	  me	  is	  mostly	  

practical.	  Uh…	  Oh,	  yeah!	  I	  have	  one	  thing	  now	  that	  I	  think	  about	  it.	  One	  cup	  that	  it	  says	  

Debitoor. 

I:	  Aha. 

R:	  Because	  I	  like	  looking	  at	  our	  logo. 

I:	  That’s	  really	  interesting.	  Do	  you	  Nind	  that	  you	  have	  it	  there	  because	  of	  some	  kind	  of	  

inspiration	  or	  because	  of	  some	  kind	  of…? 

R:	  It	  just	  represents	  what	  we	  are	  trying	  to	  do.	  So	  for	  me	  it’s	  just	  a	  symbol.	  So	  I	  like	  this	  cup	  

with	  the	  brand	  on	  because	  it	  reminds	  me	  to	  the	  company	  that	  I’m	  trying	  to	  make	  a	  success	  

and…	  you	  know,	  just	  the	  visual	  of	  it…	  Yeah.	  I	  like. 

I:	  Yeah. 

R:	  But	  I	  have	  noticed	  that	  other	  people	  like	  to	  have	  the	  cup	  with	  the	  brand	  on,	  which	  just	  

shows	  the	  emotional	  attachment	  to	  the	  company,	  which	  is	  the	  idea	  of	  putting	  our	  efforts	  on	  

it. 

I:	  That’s…	  So	  you	  associate	  it… 
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R:	  Yeah. 

I:	  Let’s	  say	  that	  tomorrow,	  one	  of	  your	  colleagues	  place	  something	  on	  their	  desk	  that	  could	  

be	  considered	  	  politically	  incorrect,	  meaning… 

R:	  I	  understand. 

I:	  Ok.	  Would	  you	  expect	  that	  someone	  said	  anything	  to	  that	  person,	  or	  would	  you	  go	  and	  

talk,	  or…? 

R:	  I	  wouldn’t	  probably	  notice.	  If	  I	  noticed,	  then	  it	  depends	  on	  what	  it	  is.	  You	  know,	  if	  it’s	  

ironic	  and	  it’s	  not	  a	  big	  deal	  then	  I	  don’t	  care.	  But	  if	  it	  can	  be	  considered	  offensive	  by	  

somebody	  else	  or	  somebody	  thinks	  it’s	  offensive	  we	  probably	  talk	  about	  it	  and	  see	  if	  it’s	  

offensive.	  And	  if	  it’s	  offensive	  remove	  it. 

I:	  Yeah. 

R:	  So,	  the	  fact	  is,	  I	  mean,	  I’m	  not	  a	  politically	  correct…	  uh…	  uh…	  how	  do	  you	  call	  it?	  Fascist?	  

But	  on	  the	  other	  side	  I	  don’t	  think	  we	  need	  to	  gratuitously	  insult	  people.	  So,	  if	  somebody	  

feels	  insulted,	  then	  it’s	  better	  total	  about	  it	  and	  Nigure	  it	  out. 

I:	  Let’s	  put	  it	  in	  the	  scenario	  that	  nobody	  feels	  offended	  but	  you	  think	  it	  could	  affect	  to	  the	  

view	  that	  people,	  guests… 

R:	  …have	  of	  Debitoor? 

I:	  Yes. 

R:	  Uh…	  I	  would	  then	  ask…	  Because	  this	  is	  an	  extremely	  delicate	  matter,	  so	  probably	  it’s	  a	  

matter	  of	  opinions.	  I	  mean,	  what’s	  offensive	  today	  might	  not	  be	  offensive	  tomorrow,	  

because	  people	  understand	  it	  in	  a	  different	  way.	  	  So	  I	  would	  probably	  ask	  the	  team	  what	  

they	  think,	  and	  if	  everybody…	  Usually	  I	  Nind	  that	  in	  a	  lot	  of	  occasions	  group	  decisions,	  

especially	  about	  matters	  of	  taste	  and	  what’s	  allowed,	  what’s	  not	  allowed,	  bring	  in	  a	  good	  
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perspective	  and	  then	  you	  can	  come	  to	  a	  good	  decision…	  uh…	  if	  that	  should	  be	  allowed	  or	  

not. 

I:	  Yeah.	  And	  would	  you	  be	  afraid	  that	  this	  wave	  of	  political	  incorrectness	  would	  spread	  out	  

and	  everyone	  could	  decide	  to	  put	  whatever	  they	  want	  without	  considering	  consequences? 

R:	  Uh…	  No,	  but	  if	  happens	  then	  I	  would	  probably	  have	  to,	  you	  know,	  talk	  to	  those	  people	  

and	  say	  “guys…”.	  You	  know,	  “when	  you’ve	  done	  this	  and	  this	  and	  there	  have	  been	  these	  

consequences”.	  So… 

I:	  Uhm… 

R:	  But	  again,	  it’s	  all	  hypothetical.	  I	  haven’t…	  Haven’t	  you	  seen	  something	  really	  politically	  

incorrect? 

I:	  Not	  so	  far	  [laughing]. 

R:	  Ok	  [laughing].	  We	  try	  to	  be…	  I	  mean,	  I	  know	  a	  lot	  of	  people	  that	  might	  have	  some	  

thoughts	  or	  ideas	  based	  on	  some	  juvenile	  experience	  of	  things	  and	  one	  thing	  is	  if	  you	  really	  

mean	  it…	  sorry,	  if	  you	  mean	  it	  for	  fun,	  but	  even	  when	  you	  mean	  it	  for	  fun	  it	  might	  be	  

offensive	  for	  some	  people.	  I	  think	  we	  have	  a	  culture	  and	  a	  group	  of	  people	  that	  are	  relatively	  

forward-‐minded	  that	  could	  recognize	  when	  something	  might	  be	  offensive	  or	  not.	  And…	  

therefore,	  we’re	  well	  equipped	  to	  deal	  with	  it.	  I	  don’t	  think	  it’s	  gonna	  be	  a	  big	  problem.	  So… 

I:	  Do	  you	  think	  it	  could	  affect	  Debitoor	  culture	  as	  the	  way	  other	  employees	  perceive	  it? 

R:	  No,	  because	  it’s	  all	  about	  fairness.	  So,	  you	  know,	  I’m	  sorry,	  politically	  incorrectness	  can	  

be	  unfair,	  therefore	  it’s	  fair	  to	  talk	  about	  eliminating	  it.	  So,	  you	  know,	  the	  same	  with	  

mobbing.	  I	  don’t	  see	  any	  of	  that	  there,	  but	  if	  there	  was,	  why	  would	  anybody	  in	  a	  company	  

like	  Debitoor	  be	  against	  stopping	  mobbing?	  [laughing] 
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I:	  Yeah.	  Just	  last	  question,	  regarding	  the	  banner,	  where	  one	  can	  read	  “helping	  small	  

businesses	  thrive”,	  when	  you	  see	  this,	  do	  you	  feel	  like	  you’re	  helping	  small	  businesses? 

R:	  Uh….	  No,	  particularly	  because	  of	  the	  banner.	  It’s…	  I	  mean,	  the	  banner	  just	  say	  a	  phrase	  

that	  we	  believe	  in.	  So…	  I	  know	  we	  are	  helping	  small	  businesses	  thrive.	  Are	  we	  helping	  

everybody?	  Probably	  not.	  Are	  we	  helping	  some?	  DeNinitely.	  I	  know	  that	  a	  lot	  of	  customers	  

really	  love	  what	  we’ve	  done.	  Then,	  there	  are	  customers	  that	  are	  pissed	  at	  us,	  ‘cause	  they	  

think	  that	  they	  not	  only	  should	  get	  it,	  but	  they	  should	  get	  it	  for	  nothing.	  But,	  you	  always	  Nind	  

that…	  And	  at	  the	  end	  of	  the	  day,	  your	  business	  model	  would	  prove	  if	  you	  are	  right	  or	  not	  

and	  if	  people	  Nind	  value	  in	  what	  you’re	  doing	  or	  not.	  We	  can’t	  help	  everybody,	  but	  at	  least	  

we	  can	  try	  to	  help	  some.	  And	  for	  me,	  you	  know,	  the	  fact	  that	  we	  have	  these	  8.000	  customers	  

shows	  that…	  if	  I	  speak	  with	  somebody	  from	  other	  areas	  and	  say	  “yeah,	  we’ve	  got	  thousands	  

of	  customers”,	  “What!	  How	  did	  you	  get	  that?”.	  I	  mean,	  it’s	  a…	  Touching	  the	  life	  of	  thousands	  

of	  people.	  That’s	  an	  incredible	  thing. 

I:	  Hm…	  So,	  the	  banner	  has	  this	  blue	  background	  so	  it’s	  quite	  the	  Debitoor	  color.	  Every	  time	  

you	  see	  that	  color	  does	  it	  remind	  you	  either	  to	  the	  banner,	  to	  Debitoor,	  to	  another	  thing? 

R:	  No,	  so…	  the	  blue	  of	  the	  banner	  is	  not	  spot	  on.	  So	  unfortunately	  doesn’t	  remind	  me	  to	  

Debitoor	  blue.	  I	  like	  the	  Debitoor	  blue	  a	  lot.	  It’s	  a	  color	  that,	  you	  know,	  it’s	  a	  relatively	  

positive	  color.	  So,	  that’s	  why	  I	  said	  I	  like	  it	  in	  our	  cups…	  uh…	  You	  know,	  it’s	  just	  seen	  the	  

company	  identity	  everywhere.	  So	  it’s	  pretty	  nice.	  I	  like	  the	  graphics	  the	  guys	  do,	  I	  like,	  you	  

know,	  the	  work	  we	  do.	  It’s	  nice.	  The	  speciNic	  of	  the	  blue	  of	  the	  banner,	  I	  think,	  when	  you	  

order	  something	  on	  the	  internet,	  then	  when	  you	  get	  delivered	  it	  the	  color	  might	  differ	  from	  

you	  were	  told	  you’d	  get. 

I:	  Yeah.	  But,	  in	  a	  nutshell,	  more	  or	  less,	  it’s	  kind	  of	  the	  same	  color,	  right?	  So…	   

R:	  I	  think	  it’s…	  uh…	  It’s	  a	  bit	  off.	  To	  the	  bigger	  blue…	  It’s	  an	  attempt	  to	  get	  the	  right	  color,	  

but	  it’s	  a	  little	  bit	  off.	   
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I:	  But,	  when	  you	  see	  it	  in	  the	  morning,	  when	  you	  arrive	  or	  at	  any	  other	  time… 

R:	  Do	  I	  see	  the	  banner?	  I	  don’t	  see	  the	  banner. 

I:	  Because	  you’re	  sitting	  just	  in	  front	  of	  it,	  you	  have	  it	  on	  your	  back. 

R:	  Exactly. 

I:	  But	  when	  you	  see	  it	  when	  you	  are	  walking	  down	  the	  corridor,	  it’s	  like… 

R:	  I	  look	  at	  people,	  not	  at	  the	  banner. 

I:	  It’s	  ok.	  So,	  then	  you	  don’t	  look	  at	  the	  banner. 

R:	  Yeah. 

I:	  Uhm…	  But	  still,	  when	  you	  see	  it	  from	  time	  to	  time… 

R:	  Ok,	  when	  I	  see	  the	  banner,	  in	  the	  rare	  occasion	  I	  see	  the	  banner! 

I:	  Exactly,	  in	  the	  rare	  occasion	  you	  see	  the	  banner,	  uhm…	  does	  it	  remind	  you	  to	  the	  purpose	  

of	  why	  you	  boarded	  this	  project? 

R:	  Uh…	  Yeah,	  but… 

I:	  Or	  partially. 

R:	  But	  it’s	  a	  bit	  sure	  answer,	  in	  the	  sense,	  as	  I	  told	  you,	  I	  know	  the	  banner	  it’s	  there	  but	  I	  

know	  what	  it	  says	  and	  I	  look	  at	  it,	  so	  it’s	  not	  that	  I	  need	  a	  visual	  artifact.	  For	  me	  a	  speciNic	  

banner	  is	  not…	  I	  like	  much	  more	  when	  we	  had	  these	  cubes	  with	  the	  Debitoor	  logo	  on.	  I	  

think	  more	  of	  the	  brand	  identity	  reNlects…	  Not	  the	  actual	  words,	  ‘cause	  I	  know	  the	  words.	  

So,	  you	  don’t	  need	  to	  remind	  me	  the	  words	  for	  me	  to	  do	  what	  we’re	  supposed	  to	  do. 

I:	  So,	  then,	  why	  is	  it	  there? 
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R:	  Uh…	  I	  think	  it’s	  there	  because…	  Now	  you	  ask	  me	  personally.	  But	  it’s	  there	  because	  some	  

other	  people	  in	  the	  company	  felt	  it	  was	  really	  nice	  to	  put	  up	  there.	  To	  make	  a	  statement	  that	  

was…	  Almost	  like	  they	  felt	  they	  needed	  to	  write	  it	  on	  a	  banner	  to	  make	  sure	  everybody	  said	  

“that’s	  it,	  we	  can…”.	  You	  can,	  it’s	  there.	  Ok,	  but	  I	  didn’t	  add	  that	  personally. 

I:	  Yeah.	  And,	  just… 

R:	  And	  I’m	  Nine	  they	  did	  it.	  It’s	  great. 

I:	  Yeah.	  Uhm…	  do	  you	  think	  for	  some	  other	  people	  could	  be	  a	  source	  of	  inspiration? 

R:	  I	  think	  it’s	  good	  when	  you	  have	  visiting	  people.	  When	  you	  walk	  in	  with	  visiting	  people	  

you	  can	  point	  at	  that	  and	  say	  “hey,	  yeah,	  that’s	  our	  mission”.	  So,	  that’s	  the	  only	  occasion	  

when	  I	  found	  it	  useful.	  But	  again,	  that’s	  me. 

I:	  Ok.	  	  Uhm…	  let’s	  say	  that	  tomorrow	  the	  person	  hanged	  it,	  or	  someone	  else,	  decided	  to	  

change	  it	  for	  a	  regular	  painting	  because	  they	  think	  it	  Nits	  nicer,	  uhm…	  how	  would	  you	  feel	  

about	  it? 

R:	  I	  would	  feel	  sad	  that	  we	  removed	  the	  banner. 

I:	  Because…? 

R:	  I	  like	  it	  being	  there	  even	  if	  I	  don’t	  use	  it	  personally. 

I:	  Yeah.	  Because…? 

R:	  Uh…	  because	  knowing	  what	  it	  means	  to	  other	  people	  and	  because	  once	  in	  a	  while	  when	  

you	  come	  in	  with	  external	  people,	  people	  that	  I	  don’t	  know,	  they	  can	  read	  our	  mission	  there. 

I:	  Yeah. 

R:	  We’re	  not	  shy	  our	  mission	  is	  up	  there.	  So	  I	  like	  the	  fact	  that	  is	  spelled	  out	  but	  it	  could	  also	  

be	  that	  when	  we	  get	  a	  new	  ofNice	  we	  start	  producing	  tons	  of	  posters,	  you	  know,	  where	  we	  

!143



mix	  some	  graphics	  and	  the	  words,	  all	  over	  the	  place.	  I	  would	  mind	  having	  all	  over	  the	  place	  

because	  I	  know	  I	  don’t	  need	  to	  look	  at	  it	  all	  the	  time. 

I:	  Yeah.	  And	  uhm… 

R:	  But	  I	  like	  it	  to	  be	  there. 

I:	  So,	  if	  you	  had…	  because	  you	  before	  mentioned	  that	  you’re	  not	  very	  much	  into	  looking	  at	  

the	  visual	  stuff	  around	  the	  ofNice,	  so,	  if	  in	  the	  new	  ofNice	  people	  decide	  to	  put	  more	  stuff,	  like	  

posters	  as	  you	  mention,	  what	  would	  be	  the	  purpose?	  Apart	  from	  mere	  decoration. 

R:	  Uh…	  I	  think	  merely…	  the	  decoration	  would	  make	  the	  place	  theirs.	  So,	  whatever	  artifact	  

we	  use…	  for	  example,	  in	  the	  Berlin	  ofNice	  we	  have	  all	  these	  small	  pictures	  with	  the	  

customers	  and	  what	  they	  do.	  That’s	  fantastic.	  I	  really	  love	  that.	  So	  when	  I’m	  down	  there,	  

actually	  I	  go	  and	  try	  to	  look	  and	  read	  what	  this	  customer	  is	  doing.	  That’s	  really	  good.	  Uh…	  

So…	  And	  that’s	  also	  very	  in	  line	  with	  showing	  examples	  of	  some	  of	  the	  businesses	  we	  are	  

trying	  to	  help.	  It’s	  really,	  really	  cool. 

I:	  Ok. 

R:	  But,	  you	  know,	  it’s	  not	  only	  my	  place.	  It’s	  our	  place,	  so	  I’m	  like	  “we	  all	  need	  to	  like	  it	  and	  

contribute	  to	  it”. 
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Interview	  5 

Interviewer	  (I):	  So,	  please	  tell	  me	  about	  yourself.	  What	  is	  your	  position	  at	  Debitoor?	  What	  is	  

the	  sort	  of	  tasks	  or	  responsibilities	  you	  have	  on	  a	  daily	  basis? 

Respondent	  (R):	  Yeah,	  well…	  I’m	  a	  senior	  developer	  at	  Debitoor.	  So	  I	  work	  with…	  	  producing	  

new	  features	  on	  our	  product.	  So,	  I	  work	  close	  with	  our	  Product	  Owners.	  So,	  when	  they	  want	  

a	  new	  a	  new	  feature	  they	  tell	  me	  what	  the	  feature	  should	  do.	  And	  my	  job	  is	  basically	  to	  

implement,	  create	  that	  feature. 

I:	  Aha.	  Uhm…	  How	  did	  your	  story	  with	  Debitoor	  begin? 

R:	  Uh…	  I	  saw	  a	  job	  opening	  on	  a	  job	  site.	  And	  I	  applied	  for	  it.	  And	  I	  was	  called	  for	  an	  

interview.	  So	  that’s	  back	  in	  September. 

I:	  What	  made	  you	  apply	  or	  work	  at	  Debitoor? 

R:	  Uhm…	  I	  was	  looking	  for	  job	  in	  a	  small	  company,	  like	  a	  start-‐up	  type	  of	  company,	  so	  

already	  Debitoor	  Nit	  that	  kind	  of	  need.	  Secondly,	  the	  job	  description	  described	  how	  they	  

work	  with	  development	  here	  at	  Debitoor,	  and	  they	  work	  what	  I	  call	  “very	  progressive	  way	  

of	  developing	  software”.	  Also,	  I’ve	  been	  reading	  some	  books	  about	  what’s	  called	  the	  lean	  

start-‐up. 

I:	  Oh,	  yeah. 

R:	  Uh…	  And	  then,	  I	  think	  Debitoor	  pretty	  much	  abides	  to	  that…	  or	  very	  closely…	  uh…	  and	  I	  

think	  a	  lot	  of	  the	  way	  we	  work	  it’s	  pretty	  forward	  thinking	  also.	  So,	  so	  that’s	  made	  me	  apply	  

and	  that’s	  also	  what	  I	  put	  a	  lot	  of	  weight	  on	  when	  I	  applied.	  I	  was	  really	  excited	  about	  these	  

things. 
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I:	  Uh…	  did	  you	  have	  any	  training	  at	  the	  beginning?	  Any	  mentor? 

R:	  Uh…	  Not	  that	  much.	  No.	  I	  was	  pretty	  much	  full	  on	  from… 

I:	  Playing	  solo. 

R:	  …from	  day	  one.	  Of	  course	  the	  tasks	  I	  did	  in	  the	  beginning	  I	  did	  together	  with	  somebody,	  

so	  you	  could	  that	  in	  the	  beginning	  I	  did	  a	  lot	  of	  PO	  programming	  and	  working	  together	  with	  

one	  other	  person.	  So	  I	  wasn’t	  exactly	  on	  my	  own,	  so	  it	  was	  more	  like	  working	  together	  with	  

someone	  and	  looking	  how	  they	  solved	  all	  the	  problems	  in	  the	  beginning.	  Uh…	  and	  after	  that	  

I	  solved	  my	  new	  task	  together	  with	  someone. 

I:	  And	  what	  about	  the	  internal	  rules,	  all	  those	  tacit	  rules	  that	  nobody	  says	  aloud? 

R:	  Yeah…	  There’s	  not	  a	  lot	  written	  down,	  you	  can	  say.	  There’s	  a	  little	  bit	  for	  us	  in	  the	  

development	  of	  how	  to	  create…	  create	  new	  software.	  And	  then	  the	  rules	  we	  have…	  But	  it’s	  

mostly	  learning	  by	  doing	  and	  just	  seeing	  how	  the	  others	  work.	  I	  would	  say	  that’s	  how	  I	  

picked	  up	  the	  things. 

I:	  I	  mean,	  like…	  those…	  the	  typical	  hour	  to	  go	  for	  lunch	  or…	  like	  how	  much	  time	  I	  think	  I	  can	  

spend	  in	  the	  kitchen	  talking	  to	  my	  colleague,	  these	  kinds	  of	  things. 

R:	  Yeah. 

I:	  There	  was	  someone	  who	  guided	  you	  through	  or	  like	  you	  just	  saw	  it	  and…? 

R:	  I	  think	  it’s	  more	  just	  observing	  how	  other	  people	  act	  and	  what	  is	  considered	  acceptable	  

or	  not,	  and	  just	  picking	  that	  up	  as	  you	  go. 

I:	  Ok. 

R:	  And	  then	  Nit	  in,	  I	  would	  say	  [laughing] 

I:	  Uhm…	  what	  is	  a	  typical	  day	  at	  work	  like? 
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R:	  Uh….	  Well,	  a	  typical	  day	  is…	  uh…	  I	  come	  in	  and	  look	  if	  there	  has	  been	  any	  issues	  in	  the	  

production.	  And	  the	  new	  have	  in	  our	  development	  team…	  we	  have	  a	  stand-‐up	  meeting	  

where	  we	  talk	  about	  what	  issues	  have	  been	  in	  the	  production	  system,	  what	  new	  bugs	  are	  

there	  to	  be	  solved,	  and	  then	  people	  talk	  about	  what	  they’re	  working	  on	  lately. 

I:	  Ok. 

R:	  Uh…	  Or	  something	  else,	  some	  small	  thing	  to	  share	  with	  the	  group	  that	  everybody	  needs	  

to	  be	  aware	  of.	  And	  then,	  from	  then	  on,	  I	  normally	  start	  working	  on	  the	  current	  tasks	  that	  

I’m	  assigned	  to,	  so	  any	  new	  feature	  that	  I’m	  working	  on. 

I:	  Ok.	  Who	  are	  the	  people	  that	  you	  interact	  the	  most	  with? 

R:	  Uh…	  I	  interact	  most	  with	  my	  boss,	  Allan,	  and	  also	  with	  the	  other	  developers,	  but	  also	  a	  

lot	  with	  Sebastian,	  my	  product	  owner,	  because	  I	  need	  constantly	  asking	  about	  speciNics	  

about	  new	  features,	  about	  how	  he	  wants	  it	  to	  be. 

I:	  Yes.	  Uhm…	  Ok,	  so	  tell	  me	  about	  deadlines?	  Who	  has	  a	  Ninal	  say	  when	  it	  comes	  to	  

deadlines? 

R:	  Well,	  again	  in	  our	  team	  we	  don’t	  have	  any	  deadlines.	  Uh…	  Basically	  you	  pick	  up	  a	  task	  a	  

start	  working	  on	  it.	  Of	  course,	  you	  know	  when	  something	  is	  critical	  or	  not	  and	  if	  there’s	  a	  

problem	  in	  the	  production	  system	  you	  probably	  need	  to	  do	  something	  about	  it,	  but	  there’s	  

no	  real	  deadlines	  other	  than	  what	  you	  talk	  about	  with	  your	  product	  owner.	  So	  ,	  most	  of	  the	  

time	  is	  yourself	  who	  deNines	  how	  long	  is	  gonna	  take	  and	  you	  keep	  your	  product	  owner	  

informed	  about	  when	  this	  is	  coming. 

I:	  Aha.	  Do	  you	  discuss	  openly	  with	  your	  superior	  what	  you	  like	  or	  what	  you	  don’t	  like	  to	  do? 
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R:	  Uh...	  yeah…	  uh,	  I	  do.	  And	  as	  I	  said	  I	  also	  have	  superiors	  who	  are	  good	  at	  asking	  that	  

question,	  whether	  I’m	  ok	  what	  I’m	  working	  with	  right	  now.	  So,	  I	  feel	  there’s	  a	  good	  dialogue	  

there.	  And	  I	  feel	  it’s	  ok	  to	  say	  whether…	  when	  you’re	  not	  happy	  about	  something. 

I:	  Uhm..	  what	  about	  initiative?	  Do	  you	  expect	  that	  your	  superior	  takes	  initiative	  and	  guide	  

you	  through	  the	  process	  or	  do	  you	  just	  take	  initiative	  of	  a	  project?	  You	  said	  that	  you	  could	  

pick	  up	  a	  project,	  but	  if	  there’s	  something	  that	  you	  see	  and	  you	  would	  like	  to	  start	  doing	  it,	  

can	  you	  do	  it	  freely? 

R:	  Uh…	  yes,	  I	  can.	  And	  one	  the	  things	  I	  like	  of	  Debitoor	  is	  I	  organize	  my	  own	  day,	  of	  course	  I	  

have	  task	  at	  hand	  that	  I	  need	  to	  solve,	  but	  I	  also	  can	  see	  which	  other	  things	  need	  to	  be	  done	  

that	  I	  didn’t	  necessarily	  agree	  with	  my	  superior.	  Uh…	  and	  I	  also	  know	  that	  my	  superior	  

expects	  me	  to	  be	  independent	  and	  act.	  If	  I	  see	  a	  problem	  I	  should	  just	  solve	  it,	  I	  shouldn’t	  

discuss	  “should	  I	  do	  this	  or	  should	  I	  not	  do	  this”.	  You	  just	  do	  it.	  And	  normally	  if	  I	  ask	  my	  

superior	  a	  question,	  he	  just	  tells	  me	  “just	  do	  it”.	  So…	  [laughing] 

I:	  Uhm…	  Do	  you	  know	  if	  there’s	  any	  mission	  or	  value	  statement	  here	  at	  Debitoor? 

R:	  Uh…	  I	  know	  some	  of	  it.	  Yes.	  We	  have	  this	  “help	  small	  businesses	  thrive”. 

I:	  Aha. 

R:	  I’m	  not	  familiar	  in	  depth	  of	  it,	  because	  unfortunately	  I	  was	  sick	  the	  day	  it	  was	  presented	  

to	  everybody.	  So	  I	  haven’t	  heard	  the	  details	  of	  it.	  Uh…	  but	  I	  know	  the	  main	  phrase. 

I:	  What	  about	  values?	  I	  can	  see	  that	  there’s	  no	  explicit	  values	  but	  is	  there	  any	  value	  working	  

here	  at	  Debitoor	  that	  you	  can	  perceive? 

R:	  Uhm…	  I	  would	  say…	  uh…	  At	  least	  in	  our	  team	  we	  try	  to	  push	  this	  “it’s	  ok	  to	  fail”	  or	  “it’s	  

better	  to	  fail	  than	  not	  do	  something”.	  Because	  when	  we	  fail	  we	  learn	  and	  we	  should	  be	  more	  
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open	  or	  not	  afraid	  to	  fail,	  so…	  And	  actually	  my	  superior	  pushes	  me	  to	  be…	  to	  fail	  more	  often.	  

He	  says	  that	  I’m	  too…	  uh…	  that	  I’m	  not	  trying	  enough	  stuff.	  He’s	  not	  hearing	  failing	  enough. 

I:	  Ok. 

R:	  Uh…	  so,	  I	  would	  say	  that’s	  one	  of	  the	  things	  that	  I	  have	  felt	  being	  pushed	  at:	  “please	  

fail”	  [laughing]. 

I:	  And	  to	  what	  extend	  do	  you	  believe	  in	  helping	  small	  businesses	  thrive? 

R:	  Uh…	  I	  believe	  in	  it	  somewhat,	  so	  for	  me	  it’s	  kind	  of	  a	  new	  mission	  statement.	  Uh…	  but	  I	  

like	  the	  idea	  that	  Debitoor	  is	  more	  that	  just	  an	  invoicing	  and	  accounting	  software,	  but	  

something	  that	  really	  helps	  small	  business	  be	  better.	  But	  it	  could	  probably	  be	  better,	  from	  

my	  side,	  to	  believe	  in	  that	  mission	  statement,	  I	  think. 

I:	  Uhm…	  When	  it	  comes	  to	  clothing	  or	  dress	  code,	  how	  is	  your	  daily	  look	  at	  work? 

R:	  I	  would	  say	  very	  casual,	  I	  don’t	  feel	  there’s	  really	  any	  dress	  code,	  so	  it’s	  just	  casual.	  It’s	  

what	  I	  would	  normally	  wear	  if	  I	  wasn’t	  at	  work.	   

I:	  Is	  it	  only	  for	  you	  or	  everyone	  else? 

R:	  I	  think	  it’s	  for	  everybody.	  At	  least	  is	  what	  I	  perceive.	   

I:	  How	  did	  you	  notice	  that?	  Or	  has	  someone	  that	  you	  let	  you	  know	  that	  you	  should	  change	  

because	  you’re	  too	  casual	  or	  too	  informal?	  Or	  on	  the	  contrary,	  because	  you’re	  too	  formal? 

R:	  No,	  no.	  I	  don’t	  have	  any	  comments	  or	  heard	  anything,	  so… 

I:	  Hm…	  Ok,	  I’m	  going	  to	  show	  you	  two	  pictures	  and	  I	  would	  like	  you	  to	  tell	  me	  which	  one	  

you	  think	  would	  Nit	  better	  as	  a	  Debitoor	  ofNice. 

R:	  Ok.	  Uhm…	  I	  would	  deNinitely	  say	  this	  one	  [pointing	  at	  picture	  2]. 
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I:	  Why	  that? 

R:	  Uhm…	  Because	  it	  seems…	  [pointing	  at	  picture	  1]	  Actually	  I	  would	  say	  the	  other	  one	  that	  I	  

didn’t	  choose	  seems	  to	  be	  a	  more	  formal	  ofNice	  environment,	  just	  by	  looking	  at	  the	  clothing	  

of	  people,	  and	  also	  it	  seems	  more	  cleaner	  while	  the	  one	  I	  chose	  looks	  more	  for	  me	  like	  

people	  actually	  working	  in	  a	  start-‐up	  with	  whiteboards	  and	  lots	  of	  post-‐its,	  and…	  and	  it	  

looks	  less	  formal	  also. 

I:	  Do	  you	  prefer	  open	  spaces	  or	  close	  spaces	  for	  an	  ofNice? 

R:	  I	  would	  say	  I	  prefer	  open	  spaces.	  Uh…	  I	  think	  it’s	  good	  to	  see	  the	  others,	  what	  they’re	  

doing	  and	  whether	  you	  can	  interrupt	  them	  and	  such. 

I:	  I’ve	  also	  seen	  that	  the	  team	  here	  at	  Debitoor	  is	  organized	  according	  departments.	  So,	  on	  

one	  side	  you	  have	  development,	  Ninance,	  marketing	  and	  communications	  and	  so	  on.	  Would	  

you	  rather	  have	  mixed	  groups? 

R:	  Uh…	  I	  think	  it	  would	  be	  nice	  to	  have	  maybe	  a	  little	  bit	  more	  mixed.	  Uh…	  I	  think	  

sometimes	  in	  the	  development	  we	  would	  love	  to	  be	  even	  closer	  to	  our	  customer	  and	  know	  

what’s	  going	  on.	  So	  it	  would	  be	  sometimes	  nice	  to	  be	  more	  involved	  with	  the	  support	  team,	  

for	  example. 

I:	  And	  now	  I’m	  going	  to	  show	  three	  more	  pictures,	  they	  represent	  meeting	  rooms	  where	  

people	  can	  meet	  and	  I	  would	  like	  you	  to	  tell	  me	  which	  one	  you	  would	  choose	  for	  a	  meeting	  

with	  a	  colleague. 

R:	  Yeah.	  [pointing	  at	  picture	  3	  ]	  I	  think	  I	  would	  choose	  this	  one	  over	  here,	  where	  they’re	  

sitting	  on	  the	  couch.	  Uh…	  Because	  it	  looks	  very	  informal	  and	  it	  looks	  cozy	  and	  it	  invites	  

people	  to	  be	  more	  relaxed,	  I	  would	  say,	  when	  you’re	  talking	  to	  them. 
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I:	  What	  about	  for	  an	  informal	  meeting?	  Not	  even	  a	  meeting,	  more	  like	  a	  “we	  have	  10	  

minutes,	  let’s	  grab	  a	  coffee	  and	  sit	  down”. 

R:	  I	  would	  choose	  the	  same	  I	  think. 

I:	  What	  about	  the	  others?	  What’s	  wrong	  with	  the	  others? 

R:	  Uh…	  I	  would	  say	  the	  Nirst	  one	  over	  here	  [pointing	  at	  picture	  5]	  it’s	  very	  formal.	  Uh…	  It	  

looks	  like	  where	  I	  used	  to	  work	  when	  I	  was	  consultant	  [laughing],	  everything	  is	  nice	  things	  

and	  very	  clean.	  And	  the	  one	  in	  the	  middle,	  here,	  [pointing	  at	  picture	  4]	  is	  also	  Nine,	  it’s	  very	  

close	  to	  the	  one	  I	  chose.	  It’s	  just	  a	  little	  less	  “homie”,	  I	  would	  say,	  than	  this	  one. 

I:	  Yeah.	  If	  you	  had	  to	  choose…	  Well,	  one	  of	  these	  pictures	  certainly	  has	  -‐how	  would	  I	  say-‐	  

similarities	  with	  Debitoor	  style.	  Which	  one	  you	  think	  that	  would	  Nit	  better	  with	  Debitoor. 

R:	  Uh.	  Again	  the	  one	  I	  chose.	  Because	  I	  think	  it	  is	  like	  that	  at	  Debitoor,	  so… 

I:	  Nice.	  Yeah.	  Let’s	  say	  that	  you’re	  going	  to	  the	  kitchenette	  for	  a	  sofa,	  coffee,	  tea	  or	  

whatsoever,	  and	  you	  see	  one	  colleague.	  Would	  you	  stop	  there	  and	  talk	  to	  that	  colleague	  for	  a	  

couple	  of	  minutes	  or	  would	  you	  go	  back	  to	  your	  desk	  immediately? 

R:	  I	  think	  I	  would	  normally	  just	  say	  hi	  and…	  uh…	  depending	  on	  the	  situation	  I	  might	  talk	  to	  

them.	  I	  think	  it	  really	  depends.	  I	  think	  it’s	  more	  likely	  if	  it’s	  somebody	  from…	  like	  the	  

development	  team	  or	  something,	  then	  I	  would	  probably	  talk	  to	  them	  more	  than	  I	  would	  do	  

with	  people	  from	  support	  or	  something.	  Again,	  because	  we	  don’t	  feel	  as	  close	  to	  them. 

I:	  And	  do	  you	  think	  it’s	  because…	  the	  fact	  that	  you	  can	  stay	  there	  for,	  let’s	  say,	  one	  minute	  or	  

two	  minutes,	  is	  it	  because	  Debitoor	  allows	  you	  to	  do	  that	  or	  because	  you	  a	  lot	  of	  free	  time,	  

or…? 

R:	  Uhm…	  I	  think	  because	  it’s	  considered	  acceptable	  to	  do	  that,	  so… 
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I:	  Aha.	  If	  Debitoor	  had	  a	  less	  Nlexible	  culture,	  so	  you	  had	  to	  work,	  work,	  work;	  would	  you	  go	  

back	  to	  your	  desk	  immediately? 

R:	  Uhm… 

I:	  Or	  is	  it	  still	  in	  your	  nature? 

R:	  I	  think	  it	  would	  still	  be	  in	  my	  nature	  because	  I’m	  a	  person	  who	  considers	  “ok,	  maybe	  that	  

is	  ok,	  to	  have	  an	  informal	  talk	  with	  your	  colleagues”.	  And	  I	  consider	  that	  it’s	  just	  positive	  for	  

the	  company	  in	  any	  case. 

I:	  So,	  when	  you	  arrive	  at	  the	  ofNice	  every	  morning,	  what	  are	  those	  visual	  elements	  that	  draw	  

your	  attention?	  In	  this	  Nloor,	  in	  the	  Debitoor	  Nloor. 

I:	  I	  would	  say	  that	  we	  have…	  uh…	  We	  normally	  have	  screens	  that	  show	  how	  many	  paying	  

users	  we	  have	  right	  now	  and	  also	  screens	  that	  show	  what	  errors	  happened	  in	  the	  system.	  

That’s	  one	  of	  the	  things	  that	  draw	  my	  attention.	  But	  also	  we	  have	  this…	  what	  we	  call	  the	  

mirror,	  where	  we	  can	  see	  our	  development	  team	  in	  Kiev.	  Also	  I	  have	  to	  look	  at	  there	  and	  see	  

who’s	  come	  to	  work.	  I	  think	  that’s	  one	  of	  the	  Nirst	  things	  I	  look	  at.	  And	  also	  noting	  who’s	  

already	  there	  [laughing]	  from	  my	  team. 

I:	  Yeah.	  Uhm…	  If	  tomorrow	  Debitoor	  moved	  to	  closed-‐space	  ofNice,	  where	  everyone	  has	  to	  

have	  a	  formal	  attire,	  a	  formal	  dress	  code,	  they	  were	  less	  Nlexible	  in	  terms	  of	  spending	  time,	  

would	  you	  feel	  deceived? 

R:	  If	  I	  would	  feel	  deceived? 

I:	  Yeah. 

R:	  Uh…	  Yeah.	  I	  think	  so.	  I	  would	  totally	  feel	  disappointed	  in	  moving	  in	  that	  direction. 

I:	  Because	  you	  think	  it	  would	  be	  breaking	  Debitoor’s	  culture	  or…? 
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R:	  Yeah,	  deNinitely. 

I:	  Ok.	  I	  can	  see	  that	  some	  of	  your	  colleagues	  have	  pictures,	  personal	  items,	  toys	  on	  their	  

desk.	  What	  do	  you	  have	  on	  yours? 

R:	  I	  don’t	  really	  have	  any	  personal	  stuff.	  Uh…	  uh…	  I	  just	  have	  practical	  stuff,	  what	  I	  need	  for	  

work.	  I	  like	  to	  have	  a	  pretty	  clean	  desk	  when	  I’m	  at	  work,	  because	  else	  I	  get	  distracted	  

easily,	  so…	  as	  clean	  as	  possible	  I	  would	  say	  [laughing]. 

I:	  Uh…	  Regarding	  your	  colleagues,	  those	  that	  they	  do	  have	  something	  on	  their	  desk,	  why	  do	  

you	  think	  they	  have	  it? 

R:	  I	  would	  say	  because	  they	  want	  to	  feel	  like	  it’s	  less	  like	  an	  ofNice	  but	  more	  like	  a	  home,	  

more	  personal	  also,	  so… 

I:	  Let’s	  say	  that	  one	  of	  your	  colleagues	  tomorrow	  placed	  something,	  some	  item,	  that	  could	  

be	  considered	  politically	  incorrect,	  would	  you	  say	  something	  to	  that	  person	  or	  would	  you	  

expect	  someone	  say	  something	  to	  that	  person,	  or	  would	  you	  totally	  ignored	  it? 

R:	  Uh…	  Again,	  that	  would	  really	  depend	  on	  the	  object,	  how	  provocative	  it	  is,	  I	  would	  say.	  If	  

it’s	  really	  provocative,	  I	  would	  deNinitely	  say	  something	  straight	  way.	  Uh…	  But	  if	  it’s	  like…	  

let’s	  say,	  borderline	  I	  might	  not	  say	  something.	  And	  it	  would	  also	  depend	  on	  who	  is.	  Is	  it	  the	  

CEO	  of	  the	  company	  who	  does	  it	  or	  is	  it	  my	  colleague	  right	  next	  to	  me? 

I:	  Yeah.	  Let’s	  say	  that	  you	  are	  against	  that	  politically	  incorrect	  object,	  whatsoever,	  would	  you	  

be	  afraid	  that	  some	  other	  of	  your	  colleagues	  would	  take	  it	  as	  an	  example	  and	  start	  

spreading	  out	  this	  political	  incorrectness	  wave? 

R:	  I	  could	  be,	  yeah.	  If	  that	  thing	  annoyed	  me,	  it	  would	  probably	  annoyed	  me	  even	  more	  if	  

other	  people	  think	  it’s	  ok	  to	  express	  those	  kind	  of	  things. 
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I:	  Hm….	  Yes,	  just	  last	  question.	  On	  of	  the	  walls	  there	  is	  this	  big	  banner	  in	  blue	  that	  it	  says	  

“helping	  small	  businesses	  thrive”,	  when	  you	  see	  this	  do	  you	  feel	  you’re	  helping	  small	  

businesses?	  When	  you	  look	  at	  it. 

R:	  Uhm…	  I	  wouldn’t	  say	  that	  I	  feel	  that	  I’m	  helping	  small	  businesses	  thrive,	  but	  I	  would	  

deNinitely	  say	  that	  it	  reminds	  me	  of	  that	  this	  our	  mission	  statement	  or	  this	  is	  what	  we	  try	  to	  

do.	  And	  I	  should	  remember	  that	  in	  anything,	  that	  I’m	  making	  a	  new	  feature,	  I	  have	  to	  think	  

broader	  than	  just	  accounting	  and	  invoicing.	  But	  think	  how	  do	  I	  actually	  help	  the	  user	  here	  

who’s	  trying	  to	  start	  his	  own	  business? 

I:	  Aha.	  And	  why	  do	  you	  think	  it’s	  blue? 

R:	  I	  don’t	  know.	  Maybe	  because	  blue	  it’s	  pleasant,	  not	  a	  too	  strong	  color,	  so… 

I:	  But	  when	  you	  look	  at	  it	  and	  you	  see	  the	  colors,	  the	  typography,	  etcetera,	  even	  the	  

Debitoor	  logo,	  do	  you	  Nind	  any	  relationships	  to	  any	  other	  stuff	  in	  the	  ofNice	  or	  your	  work	  

itself? 

R:	  Uh…	  of	  course	  I	  relate	  back	  to	  the	  Debitoor	  logo	  and	  stuff	  like	  that.	  But	  I	  wouldn’t	  

consider	  it	  more	  than	  that,	  or	  think	  that	  deeply	  about	  it,	  I	  would	  say. 

I:	  But,	  for	  instance,	  the	  screens,	  the	  mirror	  you	  said,	  all	  those	  have	  a	  better	  signiNicance	  for	  

you,	  or	  a	  bigger	  signiNicance	  for	  you? 

R:	  Yeah.	  Yeah.	  I	  would	  say	  so.	  Because	  it	  gives	  me	  more	  information. 

I:	  Aha.	  Uh…	  So,	  would	  you	  feel	  different	  if	  tomorrow	  someone	  changed	  the	  banner	  and	  just	  

placed	  something	  that…	  I	  don’t	  know,	  a	  regular	  painting,	  because	  they	  think	  it	  Nits	  better? 

R:	  Uh…	  I	  think	  it	  wouldn’t	  affect	  me	  that	  much…	  uh…	  Nirst	  of	  all	  because	  it’s	  quite	  new	  that	  

we	  have	  this	  banner,	  and	  secondly	  also	  because	  I	  also…	  think	  that	  I	  need	  to	  have	  more	  

information	  about	  why	  we	  chose	  this	  mission	  statement	  and	  the	  thoughts	  behind	  it.	  And	  as	  
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I	  said	  earlier,	  I	  didn’t	  get	  that,	  because	  I	  was	  sick	  that	  day,	  so	  I’m	  kinda	  missing	  the	  

relationship	  there. 

I:	  But	  between	  the	  picture,	  the	  regular	  painting	  for	  instance,	  and	  the	  banner,	  which	  one	  

would	  you	  choose? 

R:	  I	  would	  still	  choose	  the	  banner.	  Because	  I	  still	  think	  it	  is	  a	  good	  way	  to	  have	  this	  in	  big	  in	  

your	  ofNice	  to	  remember.	   

I:	  Do	  you	  think	  it	  offers	  something	  else	  than	  just	  a	  random	  object? 

R:	  Yeah,	  I	  think	  so.	  DeNinitely. 

I:	  Uh…	  yeah.	  Only	  just	  one	  last	  thing.	  If	  you	  have	  to	  choose	  something	  for	  the	  ofNice,	  what	  

would	  you	  choose? 

R:	  Uh…	  What	  do	  you	  mean?	  Like	  a	  new	  thing	  or…? 

I:	  Something	  that…	  Tomorrow	  they	  say	  you	  have	  the	  task	  of	  choosing	  something	  for	  the	  

new	  ofNice	  that	  you’re	  going	  to	  have	  in	  Forum,	  it	  has	  to	  be	  –I	  don’t	  know-‐	  a	  toy,	  it	  has	  to	  be	  

whatever	  you	  want	  to	  be,	  so	  what	  would	  choose?	  It	  doesn’t	  have	  to	  be	  on	  your	  desk. 

R:	  No,	  no,	  no.	  Yeah.	  [laughing]	  I	  don’t	  know…	  uh…	  I	  was	  hoping	  that	  for	  the	  new	  ofNice	  there	  

was	  also	  a	  coffee	  machine	  [laughing].	  But	  that’s	  more	  practical,	  I	  think,	  than	  anything.	  Uh…

uh…	  I	  would	  say,	  maybe,	  something	  like	  a	  foosball	  table,	  or	  something	  that	  could	  bring	  

people	  a	  little	  bit	  more	  together	  to	  do	  something	  else	  than	  just	  work	  and	  so	  break	  out	  the	  

work	  a	  little	  bit	  and	  have	  some	  fun,	  you	  call	  it.	  I	  would	  say	  something	  that	  could	  bring	  

people	  more	  together	  somehow. 

I:	  Do	  you	  think	  that	  Nits	  Debitoor	  style? 

R:	  Yes,	  I	  do. 
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I:	  Because?	  Is	  there	  some	  kind	  of	  collaboration	  environment	  or…? 

R:	  Uh…	  Yes,	  I	  think	  there	  is	  and	  I	  think	  that	  it	  is	  a	  thing	  that	  is	  important,	  that	  is	  even	  more.	  

If	  you	  have	  something	  like	  that,	  then	  you	  can	  be	  together	  and	  do	  something	  that	  is	  not	  work	  

or	  also	  be	  better	  at	  being	  together	  when	  you’re	  doing	  work	  and	  working	  with	  your	  

colleagues. 

I:	  Ok,	  that’s	  nice.	  So	  that	  was	  all.	  Thank	  you	  very	  much. 

R:	  Thank	  you. 
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Interview 6 

Interviewer (I): Please tell me about yourself, your position at Debitoor. 

Respondent (R): My profession is in consultancy accounting and my position is CFO in 

Debitoor. 

I: Nice. What kind of responsibilities do you have? 

R: I have to take care of the accounting and everything what is around accounting. For sure I 

have to lead the accounting department, I have the overall for the reporting, for the controlling, 

for financial stuff, for investments, and for everything else. 

I: Ok. How did you story with Debitoor begin? 

R: Well, I was been here since Debitoor began, so… First I was in a position as a consultant, so I 

was able to build something for the German speaking countries, also, because of my knowledge 

for some other markets too, so it was quite interesting to grow up with Debitoor. 

I: Ok. So, when Debitoor started did you have any training at the beginning? 

R: No. 

I: Ok, what about someone who that explained how Debitoor ruled? Like internal rules, uh…. 

No… it’s more or less how people behave in Debitoor in contrast to how people behave in e-

conomic, for instance. 

R: [laughing] Well, like in that time in e-conomic we didn’t have any rules, everyone was free 

and there was… We didn’t have any levels, so we worked with every knowledge that we had for 

everything. So, that was a quite free time to bring your ideas, and any ideas into Debitoor. If this 
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after worked out or not that’s another question, but it was very funny and very… very open, 

modern, to bring something to a product. 

I: Would you describe as flexible or…? 

R: Absolutely flexible. Absolutely flexible and innovative. 

I: Hm… So, what is a typical day at work like? 

R: Well, it was by the… when we started… it was not me, but when the other started, to have this 

idea. It was primary the idea to make accounting easy-going and easy for someone who has no 

knowledge at all. Me as a person, for me everything is easy because I am by profession 

accountant consultant, so it was always easy. To calm down, to see how people without any 

knowledge think about such an accounting product, that was quite interesting and that’s why I 

even could knowledge inside. So if someone said “ok, this is too difficult, let’s us try in another 

way and…” uh… but according to the rules. 

I: Ok, hm… So, what sort of routines or regular activities do you experiment at work on a daily 

basis? 

R: Now? 

I: Yeah. 

R: Well, in accounting you have, or in administration at all you have a lot of routines. There’s not 

that much, well, exciting stuff. Uh… As a CFO, for sure, I have in the group exciting stuff when 

I deal with our board or something like that, when I report, when I budget something, then, for 

sure, becomes interesting, but we have, for sure, by nature very much routine work. 

I: And what about non-related work stuff? Uh… Routines like… I don’t know, some companies 

have like Friday bars, some others have like some casual Fridays. 
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R: For sure, we do have, we have a lot this, but out of the office meeting. That means not 

physical out of the office, but out of the work and… Because we are such a… We don’t have this 

fixed hierarchy it is very easy to go to someone and talk and just have a cup of coffee, or even a 

Friday bar, to meet up outside somewhere, to meet up with the families. This was always part of 

the culture. 

I: Hm, that’s nice. Who are the people that you interact the most with? Who are those that you 

talk the most with? 

R: For sure professional-wise is the CEO and also the department leaders because they have to 

report me something or give me advices or information, whatever. But, nevertheless, I also prefer 

to talk to everyone. 

I: Yeah. Uhm… what about those that report to you? Do you have anyone reporting to you? 

R: Yes, I have two employees that have to report to me. Well, we have a good relationship and I 

hope that I’m not that strict chief or… [laughing] But they’re colleagues, so that’s what I also try 

to do. 

I: Aha. 

R: We have a very good relationship, more like friendship than just only colleagues. 

I: Yeah, nice. What about deadlines? Who has the final say when it comes to deadlines? 

R: Well, it’s… Also in the accounting it’s not that difficult because we have tax-wise deadlines, 

we have deadlines for the board, or something like that, so this is natural given. It’s not like I 

have to say “ok, now we stop it here or there”. 

I: Yeah. Ok. Uhm… Do you expect that superior, in your case the CEO, I guess, takes the 

initiative or does allow to take the initiative? 
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R: He… We are all open, so he allows it to everyone and even expect them to take the initiative, 

he even force it that everyone grows up with their work. It’s not like that you got your employ 

and you do small stuff, or what you were employed for. It’s always expected that you look left 

and right. This is… Even he does it more than he has to normally. He could sit in the back and 

wait and just order, no? He wouldn’t do it. So, this is the company culture. 

I: Uhm… yeah. Speaking of culture, is there any mission or value statement that…? 

R: No, not really. Uh… You could… For sure, someone could complain “ok, we don’t have too 

much Friday bar, or we don’t have too much company days or whatever”. But I think all in all 

we are quite lucky with that possibility that we have. 

I: But I mean more like mission. Some of your colleagues mentioned that they have this mission 

called “helping small business thrive”. 

R: Yeah. 

I: So, how much are you aware of that? 

R: Well, we are normally… Because we don’t have a relationship with the customers or direct 

contact, we are little bit outside of this. 

I: You mean Finance department? 

R: Yeah. All of us, so… If there are questions, of course, I would answer them, sometimes the 

support pass me some questions, and I’m glad when I can answer them, but we don’t have direct 

contact. 

I: Yes. But what I mean is more… Do you believe in that statement that says Debitoor is helping 

small businesses thrive? 
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R: For sure. For sure. And it does, because I know this product and I was in the beginning of this 

company, as a consultant, with direct contact to all the customers. And even before with the e-

conomic customers too, so I… from inside I was directly in contact to the customers and this is 

something we’re not forced, but we don’t have that much possibilities in the accounting. 

I: And uh… How Debitoor is different from your last workplace? 

R: [laughing] Completely. The last time I worked… Well, not the last time [laughing] because I 

have a different, even an international experience. I’m a German so in Germany the work 

conditions are completely another and not comparable with the Danish culture. So… everything 

was more straight, it was more fight, more struggle. Just for nothing instead of getting 

concentrated on your work and the company itself. 

I: It’s funny because most of the employees at Debitoor are not Danes, but you still say that 

Debitoor is still someway somehow Danish. 

R: Yes, it is. This not a question of nationality of employees, I talk about the culture, and the 

culture… This is Scandinavian culture, which… In Germany for example we are still decades far 

away [laughing]. 

I: Ok. Let’s switch topic. What about dress code at Debitoor? Is there any or some kind of dress 

code like fixed clothing? 

R: No, there’s no fixed clothing and there’s no dress code, and even this is also Scandinavian 

kind of culture. And we have one even funny experience in the former building. There was one 

of our developers who normally went in open shoes, even in the winter, and in house he mostly 

go bare feet. And in the canteen he was told “ok, this is not longer allowed, so you have to wear 

shoes when you come up for lunch”. So, we don’t have any dress codes and I’m glad about that. 
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I: So, how would you define the way your colleagues are dressed? Like formal, casual, relaxed, 

suit and tie…? 

R: I think everyone dress as they want to or they feel to. Even, you can see me that I’m not in a 

suit and in Germany I would be in suit since I was apprentice. So, it’s completely about the 

culture and I like it, I like it very much. 

I: Ok, I’m going to show you two pictures of an office. 

R: Ok. 

I: And please tell me which one of these two you think it represents more a likely Debitoor 

office. Here we have the first one, that is an open space with a lot of desks and folders, people in 

suits. And here we have this one, which is also open space, with funny stuff all over. 

R: Well, both of them it’s something that we did have in Debitoor. Before in Wildersgade it was 

like now or the new one. It was a little bit like, well, separated with different stuff. But the last 

one it was a very open one, also not very fulfilled, then it’s… uh… makes sense and I like it. 

Before I could never imagine to work in an open office but now I’m a really fan of it. So, if you 

see the pictures, [pointing at picture 1] this one is more lightened, and I like this light more than 

the darker departments. For sure not everyone has the possibility. 

I: But among these two, which one you think it represents Debitoor better? 

R: I think the open culture one [pointing at picture 1].  

I: Ok, picture number 1. Uhm… because there is a lot of light and open space? 

R: Yes. 
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I: Ok. And uhm… yeah, now I’m going to show you three more pictures and these could be 

possible spaces or rooms for a meeting room. So, we have picture 3, picture 4 and picture 5. 

Which one you think it’s more debitoorish. 

R: [laughing] Well, culture-wise it’s picture 3. That would be culture-wise Debitoor, but because 

of the office, how it’s built it is also picture 5. Well, picture 4 and 5. 

I: Yes. 

R: We will try to make it a little bit between 3 and picture 4 here, but we don’t have that much 

possibility to do so. 

I: Yeah. 

R: That’s the only thing. Otherwise picture 3 would be the Debitoor culture, it would show the 

Debitoor culture, because we are colored, we are different, we are… uh… we like to be different 

and even force it for everyone to be. 

I: Ok. Which one would you choose for a meeting with one of your colleagues and which one 

would you choose for an informal coffee or an informal beer? 

R: For an informal coffee for sure picture 3. For our meetings picture 4 or picture 5. Because 

picture 5 shows just the meeting room and when we talk accounting-wise we need to monitor, we 

need nothing else and it’s quite dry when we talk about this nonsense [laughing]. 

I: Yeah, that’s true. Uhm… Regarding meetings at Debitoor. Normally you have these meeting 

rooms with glass walls, Why do you think it’s like that? 

R: It’s quite open. We don’t have any secrets. 
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I: Yeah. Let’s say that you go to the kitchenette for a soda, coffee, whatsoever, you just see one of 

your colleagues. Would you stop and talk for five minutes, a couple of minutes? 

R: For sure. 

I: Or would you go back to your desk? 

R: No. Never ever. 

I: Why that? 

R: Also a formal culture or the culture we have in the company is that you never pass a 

colleague, even for a coffee or whatever, or even when you crosses his desk, then you say hi or 

whatever. So, that’s normal in Debitoor. 

I: So, not only acknowledge your colleague but also because the company itself allows you to 

spend some time…? 

R: Absolutely.  Absolutely. 

I: Ok. And if Debitoor had a less flexible culture, like more strict, would you still go back to your 

desk or, personally, is it still in your nature to talk? 

R: I would quit. 

I: Ok. Because you wouldn’t believe in it? 

R: No, when you become a bigger company, then you have more restrictions. This is just 

necessary, but… uh… I wouldn’t work for such a company. That’s all. 

I: Aha. 

R: It’s a personal stuff. So I would quit. 
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I: Ok. Uh… when you arrive at the office every morning, or to the former office at least, what 

are those visual elements that draw your attention? 

R: You mean in the office or in the street or…? 

I: In the office. 

R: Well, there are some stuff, if there is something new, or if you meet colleagues on the way 

who tell you something. 

I: But any visual thing? I don’t know, something that you always… when you walk down the 

corridor in order to go to your desk, you always pay attention to or that draws your attention? 

R: Well, in the former office there was our monitors, and for sure, when you go in you look at 

them monitor, you look at the screen and see if there’s something new. Before, in Wildersgade, 

we had this screen where had our news, new customers, another customers, or new employees or 

whatever. There was all over the day news running up, it was more interesting than the adwords 

that we had in… or webpages, so this I know after a time. So sometimes it’s quite boring. 

I: Yeah. 

R: And you know, by itself it’s the direct way to the elevator, so there’s nothing else to see or to 

do out of maybe colleagues. 

I: Yeah. Ok. I mean some of your colleagues have some sort of stuff on their desks. What do you 

have on yours? 

R: [laughing] A lot of papers, a lot organization stuff and two printed pictures of one my 

daughters. 

I: That’s nice. Does it make it more fun? Does it make it more personal? 
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R: No, uh… This is by luck I got these pictures. Because of that I took them but my formal desk 

wasn’t big enough to have all my family on the desk, that wouldn’t be possible. Maybe now I 

can do it because now I have a lot of more space [laughing]. 

I: Uh… ok. Let’s say that tomorrow maybe one of your colleagues placed something on his desk 

or on the walls that could be considered politically incorrect… but not politically incorrect, but 

way too much politically incorrect, would  you say something to that person…? 

R: Yes. 

I: Why that? 

R: If it’s against the norms, against the culture, against the company… Then he can do 

everything private. I don’t care what people do privately, but not in the company. 

I: Yeah. 

R: So… I don’t know. If someone would like Nazism or whatever and he thinks about to hang 

out such a Nazi symbol, then I would throw it out. This is not acceptable. This is far away from 

everything. If someone has his own… uh… taste, or feeling for art, or whatever, he uses it, for 

sure it’s fine if it doesn’t disturb to anyone else. I’m fine with that. Or they privately hang it, I 

don’t care. This is fine. They are all my colleagues, I don’t decide between black and white, 

brown or yellow, so… This is even in the political way. I don’t care what they are. And I like to 

discus or to talk to someone who has an opinion and different opinion to me. So, it’s more 

interesting. As long as it’s not nothing that is forbidden or extremely against the normal norms. 

And everything is fine. 

I: Yeah. Would you be afraid that this culture of putting whatever you want on your desk without 

considering the consequences spread out? 
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R: No, no. Not at all. Because people who are extremist…. They wouldn’t fit in our culture and 

they would go out earlier or later. So it won’t happen. 

I: Ok. 

R: We are… All of us… You talked before that we are an international company, we are colored, 

we are all colored, we have all our backgrounds, we have all our different opinions, but we sit 

together because of our ideas of how we work and what we work. So, there’s no space for 

someone who is an extremist, and no way. It doesn’t matter if it’s religious, political or social. 

Whatever. There’s no space for them. They would go out by themselves or they would be kicked 

out. 

I: Ok. Uhm… Just last question. Well, at least in the former office and I guess in this one too, 

there was big, blue banner saying “helping small businesses thrive”. When you see this, do you 

really feel like you’re helping small businesses? Is it some kind of source of inspiration? 

R: Yes. I have experience with entrepreneurs for more than thirty years, so I know what their 

problems are, and the fact that we developed such a software, such a product makes me very 

proud and I know how much we really help the customers. This is something very satisfying, 

even when I don’t have anymore of this direct contact to the customers. But I know I work for 

this product that really helps entrepreneurs to start up or even to build up their businesses, 

however they do. 

I: So, when you see this banner you just think “ok, at least I’m doing something”… 

R: I don’t need even the banner. I just see in the face of the colleagues. That is. 

I: Aha. And why do you think it’s blue? 

R: [laughing] Well, Debitoor is blue [laughing]. 
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I: So, there is some kind of association, right? 

R: Yeah. Absolutely, absolutely. 

I: Just to finish. Would you feel different if all of a sudden someone decided to take it off and 

instead of that they put a regular painting because they think it fits better with the decoration? 

R: No, no. That wouldn’t happen, because this is the motivation we gave to ourselves. 

I: Yeah. 

R: So, it’s something that we developed and carried by ourselves all the day, so it’s not an art or 

an announcement or an advertisement. This is something of what we are, and we did it together. 

So, there’s no reason to hang a rose or whatever, or a picture. 
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