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Executive Summary 
This	thesis	examines	why	restaurants	integrate	urban	farms	and	whether	this	signifies	a	natural	extension	of	

the	New	Nordic	Cuisine	towards	embracing	a	sustainability	agenda.		

Urban	 farming	 is	 a	 phenomenon	 that	 has	 regained	 its	 interest	 in	 cities.	 In	 Copenhagen	 especially,	 it	 is	

embracing	a	sustainability	agenda.	The	three	studied	organizations	noma,	relæ	and	AMASS	have	all	chosen	to	

integrate	an	urban	farm	into	their	respective	restaurants.		

The	analysis	demonstrates,	that	the	three	studied	organizations	are	all	motivated	to	integrate	an	urban	farm	

in	 order	 to	 emphasize	 locality,	 seasonality	 and	 quality.	 In	 the	 case	 of	noma,	 quality	 produce	 is	 of	 utmost	

importance,	which	initially	was	expected		as	the	reason	for	noma	2.0	to	integrate	an	urban	farm.	However,	

noma	 2.0	 will	 continue	 to	 make	 use	 of	 their	 supplier	 network	 to	 the	 same	 extent	 as	 with	 noma	 1.0.		

In	 the	case	of	 relæ,	 the	urban	 farm	aims	at	being	a	 tool	 for	developing	a	new	food	system,	which	centers	

around	a	more	sustainable	relationship	between	farmer	and	chef	and	is	advocating	for	organic	practices.	A	

significant	amount	of	produce	for	the	restaurants	is	produced	at	the	farm,	in	contrast	to	the	other	studied	

organizations.	AMASS	 takes	a	sustainable	approach	 towards	 integrating	an	urban	garden,	by	 incorporating	

sustainable	 practices	 throughout	 the	 organization,	 with	 a	 special	 focus	 on	 recycling	 and	minimizing	 food	

waste,	as	the	goal		

Furthermore,	it	is	argued	that	in	the	initial	phase	of	opening	relæ	and	AMASS,	respectively,	they	were	affected	

by	mimetic	and	normative	 isomorphisms	 in	order	 to	obtain	 legitimacy.	Whereas	noma,	 it	 is	discussed	that	

noma	2.0	has	been	a	‘slow-mover’	in	terms	of	integrating	an	urban	farm	into	the	organization	compared	to	

the	other	studied	organizations.	Therefore,	it	is	argued	that	noma	2.0	has	been	pressured	by	isomorphisms	in	

the	culinary	organizational	field,	being	the	reason	for	the	integration	of	an	urban	farm.		

All	of	the	studied	organizations	make	use	of	narratives	and	storytelling	on	social	media.	However,	a	discussion	

of	The	Uniqueness	Paradox	(Martin	et	al.,	1983)	showed	that	the	studied	organizations	end	up	having	the	same	

unique	stories,	that	are	in	fact	not	unique.	Hence,	the	organizations	obtain	an	optimal	form	of	distinctiveness,	

which	implies	that	they	are	different	and	similar	at	the	same	time.		

The	thesis	further	argues		that	the	integration	of	urban	farms	into	restaurants	indicates	a	natural	extension	of	

the	NNC.	In	conclusion,	the	urban	farms	are	used	as	a	tool	for	innovation	and	differentiation	from	other	actors	

of	the	culinary	organizational	field.	

		 	



WHAT’S GROWING ON? 

	4 

Table of Content 
	

1.	INTRODUCTION	..................................................................................................................................................	6	

1.1	Purpose	and	Relevance	...............................................................................................................................	8	

1.2	Research	Question	......................................................................................................................................	9	

1.3	Field	of	Research	.......................................................................................................................................	10	

1.4	Delimitation	...............................................................................................................................................	13	

2.	LITERATURE	REVIEW	........................................................................................................................................	15	

2.1	Sustainability	..............................................................................................................................................	15	

2.2	Food	Culture	in	Denmark	..........................................................................................................................	19	

3.	THEORETICAL	FRAMEWORK	............................................................................................................................	21	

3.1	Institutional	Theory	...................................................................................................................................	21	

3.2	Narratives	and	Storytelling	in	Organizations	............................................................................................	27	

3.3	The	Creative	Industries	..............................................................................................................................	30	

4.	METHODOLOGY	...............................................................................................................................................	35	

4.1	Research	Design	and	Philosophy	..............................................................................................................	35	

4.2	Research	Approach	....................................................................................................................................	38	

4.3	Research	Strategy	......................................................................................................................................	39	

4.4	Data	Collection	Strategy	............................................................................................................................	40	

4.5	Data	Analysis	..............................................................................................................................................	47	

4.6	Visual	Display	.............................................................................................................................................	49	

4.7	Validity	and	Reliability	...............................................................................................................................	51	

5.	DATA	PRESENTATION	......................................................................................................................................	52	

5.1	noma	..........................................................................................................................................................	52	

5.2	relæ	&	Farm	of	Ideas	.................................................................................................................................	62	

5.3	AMASS	........................................................................................................................................................	68	

6.	ANALYSIS	..........................................................................................................................................................	78	

6.1	The	Phenomenon	of	Urban	Farming	........................................................................................................	78	

6.2	Culinary	Organizational	Field	....................................................................................................................	78	

6.3	Creativity	&	Motivation	.............................................................................................................................	79	

6.4	Stories	and	Narratives	...............................................................................................................................	93	



WHAT’S GROWING ON? 

	5 

6.5	Legitimacy	and	Institutional	Change	.......................................................................................................	100	

7.	DISCUSSION	...................................................................................................................................................	110	

7.1	The	Uniqueness	Paradox	.........................................................................................................................	110	

7.2	Obtaining	Legitimacy	or	Improving	Performance	...................................................................................	113	

8.	Conclusion	.................................................................................................................................................	115	

								Reference	List	…………………………………………………………………………………………………………………………………….	118	

								Appendix	……………………………………………………………………………………………………………………………………………	127	

								Appendix	1	-	The	New	Nordic	Cuisine	Manifesto	……………………………………………………………………………….	127	

								Appendix	2	-	Interview	Guide	&	Coded	Transcript	David	Zilber,	noma	……………………………………………….	128	

								Appendix	3	-	Interview	Guide	&	Coded	Transcript	Karen	Hertz,	Farm	of	Ideas	.………………………………….	140	

								Appendix	4	-	Interview	Guide	&	Coded	Transcript	Matt	Orlando,	AMASS	……...………………………………….	158	

								Appendix	5	-	Visual	Display	Coding	……...…………………………………………………………………………………………….	170	

								Appendix	6	-	Instagram	Posts	……...…………………………………………………………………………………………………….	176	

	

Table of figures 
Figure	1	-	Visual	Display	Interview	......................................................................................................................	49	

Figure	2	-	Visual	Display	Instagram	Posts	............................................................................................................	50	

Figure	3	-	Accreditation	journey	noma	...............................................................................................................	52	

Figure	4	-	The	three	seasons	of	noma	2.0	...........................................................................................................	55	

Figure	5	-	Accreditation	journey	relæ	.................................................................................................................	63	

Figure	6	-	Accreditation	Journey	AMASS	.............................................................................................................	70	

	

	  



WHAT’S GROWING ON? 

	6 

1. Introduction 
Urban	farming	is	a	phenomenon	that	has	gained	its	interest	in	today’s	society,	embracing	the	sustainability	

agenda,	as	the	tendency	of	going	‘back	to	the	roots’	and	reconnecting	with	nature	is	at	its	highest.	Purpose	

and	scale	may	vary,	but	the	presence	of	urban	farming	and	gardening	initiatives	have	increased	in	cities,	such	

as	Copenhagen,	with	rooftop	gardens,	balcony	gardens,	city	gardens,	guerilla	gardens,	community	gardens,	

allotment	gardens	and	so	forth	(Realdania	By,	2014).	Urban	farming	is	not	a	new	phenomenon	but	is	likely	to	

have	 existed	 since	 the	 beginning	 of	 cities	 and	 farming	 10,000	 years	 ago	 (Phillpott,	 2010).	 However,	 the	

importance	and	significance	that	have	been	given	to	urban	farming	has	shifted	over	time	(Realdania	By,	2014).	

During	the	period	of	the	industrial	revolution,	farming	in	the	countryside	was	optimized	with	new	machinery	

and	 new	 production	methods,	 requiring	 less	 labor	 compared	 to	 earlier,	 hence	 a	 surplus	 of	workers	were	

looking	 for	employment	elsewhere.	Simultaneously,	manufacturing	and	production	 factories	popped	up	 in	

cities	as	a	result	of	the	migration	from	rural	to	urban	areas.	With	the	added	benefit	of	often	favorable	locations	

close	to	the	seaside,	railroads	et	cetera,	it	gave	them	the	possibilities	to	supply	goods	to	further	distances	than	

they	used	to.	Additionally,	as	a	result	of	the	optimization,	society	moved	away	from	self-sufficient	households	

and	became	more	dependent	on	others	 in	 terms	of	employment	and	supply	of	goods.	This	will	be	 further	

analyzed	in	section	6.1	–	The	phenomenon	of	urban	farming.	

Historically,	allotment	gardens	and	vegetable	gardens	were	attached	to	food	security	in	Denmark.	Allotment	

gardens	were	especially	established	near	industrial	cities	during	the	industrial	revolution	where	there	was	a	

need	 for	 accessibility	 of	 healthy	 produce	 and	 fresh	 air	 in	 between	 fatiguing	 work	 (kolonihave.dk,	 n.d.).	

Gardening	as	a	social	movement	began	during	the	1st	World	War	and	arose	again	during	the	2nd	World	War	

(Realdania	By,	2014),	where	food	was	in	short	supply	and	liberty	gardens	and	victory	gardens,	respectively,	

appeared.	These	gardens	became	a	tool	for	households	to	ensure	food	security	and	gave	the	people	engaged	

in	urban	gardening	a	sense	of	community	where	they	could	contribute	with	something	meaningful	in	the	war.	

Eventually,	 the	people	engaged	 in	urban	gardening	found	that	gardening	also	had	positive	effects	on	their	

mental	and	physical	health,	especially	during	the	difficult	times	of	war.	However,	the	interest	for	gardening	

decreased	tremendously	after	each	of	the	wars	ended,	as	the	economy	was	in	recovery	and	therefore	there	

was	a	reliable	supply	of	products	needed	in	households.	Therefore,	there	is	a	clear	tendency	that	gardening	

has	been	more	significant	during	times	of	recession	than	during	times	of	economic	prosperity,	also	in	Denmark	

(Clasen,	2017).	During	the	1960’s	and	the	1970’s,	urban	gardening	arose	yet	again	in	the	form	of	guerilla-	and	

community	gardens	(Howard,	2014).	Due	to	the	financial	crisis,	a	lot	of	space	in	cities	were	abandoned	by	the	

owners.	The	deserted	space	in	cities	was	being	taken	over	by	community	and	allotment	gardens	with	the	sole	

purpose	of	making	the	space	and	community	beautiful	and	green	(Gray,	2009).	Community	gardening	has	its	
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roots	in	the	1970’s	and	has	the	purpose	of	bringing	people	together	through	gardening	and	therefore	grow	as	

communities,	often	taking	place	in	underprivileged	areas	of	cities	(Howard,	2014).	This	characteristic	is	rooted	

in	the	co-operative	element	that	has	always	existed	in	early	agricultural	systems	with	shared	activities	during	

seasonal	processes	when	farming.		

Nowadays	the	interest	in	urban	farming	in	Denmark	does	not	lie	in	fighting	food	insecurity,	as	it	can	be	argued	

in	other	parts	of	the	world	where	urbanization	 is	at	an	extensive	 level.	However,	the	 intriguing	part	of	the	

phenomenon	is	the	fact	that	 it	 is	rather	about	the	challenge	of	a	more	sustainable	lifestyle,	with	the	many	

aspects	this	entails:	the	extensive	food	waste	and	how	to	deal	with	it,	the	increased	demand	of	organic	food	

consumption	and	customers	that	want	to	know	where	their	food	comes	from	and	how	it	has	been	treated.	

Ways	of	 solving	 this	 challenge	are	numerous,	but	 it	 starts	with	 reconnecting	with	nature,	being	 conscious	

about	 one's	 food	 choices	 and	 knowing	where	one's	 produce	 comes	 from.	 Small-scale	 benefits	 of	 creating	

biodiversity	and	climate	adaptation	are	added,	as	well	as	the	establishment	of	social	communities	and	health	

improvements.	

The	tendency	of	going	‘back	to	the	roots’	and	reconnecting	with	nature	has	inspired	the	culinary	industry	in	

Copenhagen,	where	actors	 from	the	restaurant	scene	are	engaging	 in	urban	farming	 initiatives.	What	may	

especially	 characterize	 the	 culinary	 scene	 in	 Copenhagen	 is	 the	 community	 of	 a	 new	 generation	 of	 chefs	

trained	in	the	restaurant	noma.	They	have	all	been	a	part	of	shaping	the	culinary	sphere	of	the	New	Nordic	

Cuisine	 (will	 from	 now	 on	 be	 referred	 to	 as	NNC),	 a	 culinary	movement	 taking	 place	 in	 the	 Scandinavian	

countries	to	reinforce	the	focus	on	and	shaping	an	identity	to	the	northern	food	landscape	(Byrkjeflot	et.	al,	

2013).	 The	movement	of	 the	NNC	 and	 its	 role	 for	 the	whole	 culinary	 industry	will	 be	 further	described	 in	

section	1.3.1.	The	NNC.	Restaurant	noma,	 that	 is	considered	one	of	 the	biggest	 flagships	of	 the	NNC,	 is	“a	

concrete	representation	of	what	the	new	label	[NNC]	and	movement	were	about”	(Byrkjeflot	et.	al,	2013,	p.	

46).	Many	of	 the	chefs	passing	 through	noma	over	 the	years	have	 left	noma	 to	start	 their	own	respective	

restaurants.	With	a	fundamental	inspiration	in	the	NNC,	it	is	interesting	how	some	of	these	chefs	will	take	their	

restaurants	to	the	another	level	by	incorporating	urban	farming	initiatives.				

As	 the	NNC	 movement	 addressed	 all	 corners	 of	 the	 culinary	 industry,	 food	 producers	 were	 offered	 the	

opportunity	 to	 collaborate	with	 the	 restaurants	 emphasizing	 locality	 and	 seasonality	 (see	 1.3.1	 The	NNC).	

Nowadays,	 the	 studied	 organizations	 have	 the	 possibility	 to	 choose	 from	 the	 best	 suppliers,	 as	 well	 as	

passionate	foragers	and	collectors.	Many	of	the	restaurant’s	suppliers	are	identical,	attesting	the	reliability	the	

restaurants	can	expect.		
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Knowing	that	the	restaurants	have	great	suppliers	at	hand,	one	might	wonder	why	restaurants	regard	it	as	

necessary	 to	 integrate	 their	 own	 farms.	 This	 has	 increased	 our	 interest	 in	 understanding	 what	 the	

phenomenon	urban	farming	encompasses,	which	will	be	explained	further	in	the	following	sections.		

1.1 Purpose and Relevance 

With	Copenhagen	having	been	the	scene	of	a	gastronomic	adventure	and	massive	branding	campaign	during	

the	last	+10	years,	many	eyes	and	stomachs	followed	closely	what	followed	the	at	that	time	all	exotic-sounding	

term	“NNC”.	The	movement	to	strengthen	the	gastronomic	profile	of	the	Nordic	region	became	a	mission	that	

many	Scandinavian	chefs	joined.	During	that	time,	Copenhagen	has	been	in	the	center	of	the	movement	and	

a	community	has	emerged	behind	different	restaurants,	which	take	their	origin	in	the	core	of	the	NNC	 -	 in	

using	local	produce,	in	concert	with	the	seasons	and	produce	of	high	quality	(New	Nordic	Food	Manifesto,	see	

appendix	1).	In	Copenhagen,	which	will	frame	the	empirical	setting	of	this	thesis,	we	found	different	examples	

for	a	new	trend	-	urban	farming	and	gardening.	All	kinds	of	people	gather	in	allotment	gardens	or	urban	city	

gardens	(“byhaver”	in	Danish)	to	get	their	hands	into	the	ground.	Moreover,	organic	food	boxes	from	local	

farms	trend	amongst	the	city’s	population	and	also	the	restaurant	scene	seems	to	be	influenced	by	the	new	

phenomenon.		

Taking	a	point	of	departure	in	our	own	interest	in	how	to	grow	vegetables	for	own	use	within	the	limits	of	a	

city,	as	well	as	the	wish	to	live	a	more	wasteless	and	sustainable	life	with	a	minimal	impact	on	our	surroundings,	

we	noticed	that	restaurants	in	Copenhagen	are	aiming	at	similar	goals.	Moreover,	our	academic	background	

complemented	this	field	with	a	particular	focus	on	Service	Management	and	Management	of	Creative	Business	

Processes	was	a	welcomed	overlap	of	which	we	could	make	full	use.	Regarding	the	above-mentioned	field	of	

interest,	many	questions	appeared,	for	instance:	

Why do restaurants wish to grow their own produce?  

In which scale can they operate farms?  

Is the reason for producing own produce the lack of a supplier network? Which role do 

sustainability and food waste play in an industry where the creative process nearly comes 

along with the waste of many prototypes? As the chosen case restaurants are very active 

on social media, which role does storytelling play in this context? 

It	was	possible	to	identify	sustainability	early	on	as	an	underlying	theme	for	this	thesis.	Further,	the	movement	

of	the	NNC	and	the	stirs	it	created,	was	our	point	of	departure	to	understand	the	research	object.	We	intend	

to	 contribute	 to	 the	 field	 of	 research	 by	 shedding	 light	 on	 a	 particular	 phenomenon	 in	 the	 Copenhagen	

restaurant	scene,	namely	the	integration	of	urban	farms	into	restaurants	and	how	the	restaurants	are	using	
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the	farms.	Eventually,	we	hope	to	be	able	to	set	a	direction	of	which	role	this	phenomenon	could	play	for	the	

future	of	the	restaurant	scene.		

From	previous	research	and	knowledge,	we	realized	that	urban	gardens	had	many	different	functions	during	

the	past	decades.	By	 looking	at	 the	current	state,	we	hope	to	be	able	 to	contribute	 to	a	new	discourse	 in	

academia,	where	we	expect	urban	farming	to	be	a	field	with	further	studies	to	come.		

We	 are	 aware	 that	 the	 nature	 of	 the	 industry	 is	 very	 dynamic	 and	 characterized	 by	 fast-changing	 trends.	

Therefore,	this	thesis	is	an	exploratory	study	which	gives	the	reader	the	possibility	to	understand	why	chosen	

restaurants	 in	Copenhagen	 integrate	urban	 farms.	The	design	of	our	study	will	 further	be	explained	 in	 the	

section	4.1.3	-	Case	Study.		

1.2 Research Question 

All	 our	 considerations	 center	 around	 the	 culinary	 industry	 in	 Copenhagen	 and	 the	 phenomenon	of	 urban	

farms.	 However,	 we	 found	 no	 academic	 research	 revolving	 around	 urban	 farms	 connected	 to	 high-end	

restaurants.	This	thesis	will,	therefore,	attempt	to	answer	the	following	question:	

Why do high-end restaurants integrate urban farms and how does this signify a natural 

extension of the NNC towards embracing a sustainability agenda? 

This	will	be	done	by	studying	the	actors	involved	in	above-mentioned	undertakings,	though	with	the	limitation	

of	a	case	study	with	three	units	of	analysis.	We	have	further	formulated	several	sub-questions	and	aspects	we	

consider	 to	 be	 essential	 in	 order	 to	 answer	 our	 research	 question.	 These	 sub	 questions	 will,	 therefore,	

resonate	 throughout	 our	 investigations.	 We	 will	 take	 departure	 from	 the	 current	 state	 of	 the	 NNC	 to	

understand	which	impact	the	three	examined	cases	may	have	on	the	industry.		

- How does the integration of an urban farm influence the creative craft and the 

motivation of the organizational actors?	

- How do the studied organizations use narratives and stories to express themselves on 

the social media platform Instagram?	

- How do isomorphic mechanisms pressure restaurants towards homogenization in 

order to obtain legitimacy?	

Thereby,	we	want	 to	 gain	 a	 deeper	 understanding	of	what	 the	phenomenon	of	 urban	 farming	within	 the	

restaurant	industry	actually	encompasses.	
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1.3 Field of Research 

In	the	following,	the	empirical	setting	of	this	study	will	be	presented.	First,	we	will	start	with	a	presentation	of	

the	movement	of	 the	NNC	 and	explain,	why	 it	 is	 the	 starting	point	 for	our	 case	 study.	Thereafter,	we	will	

present	the	three	units	of	analysis	that	we	chose	for	the	case	study.	It	may	be	striking	that	borders	between	

the	following	sections	about	the	NNC	movement	and	restaurant	noma	from	time	to	time	might	be	blurry.	The	

reason	for	this	is	their	interwovenness	and	the	complex	involvement	of	noma	as	the	flagship	of	the	movement	

in	the	early	2000’s,	which	will	be	explained	in	the	following.		

1.3.1 The New Nordic Cuisine 

When	the	Danish	chef	Claus	Meyer	in	the	early	2000s	got	the	opportunity	to	create	a	restaurant	in	an	18th-

century	warehouse,	located	at	the	central	harbor	of	Copenhagen	as	a	part	of	the	North	Atlantic	House,	the	

vision	for	the	kitchen	was	set:	it	should	cover	the	edible	variety	of	the	North.	This	mission	shall	now	also	be	

the	unifying	factor	of	the	chosen	case.	Outside	the	restaurant,	many	years	of	work	towards	the	creation	of	a	

culinary	identity	of	the	North	and	its	worldwide	recognition	resulted	in	a	movement,	supported	not	only	by	

actors	 of	 the	 culinary	 industry	 but	 by	 politicians,	 scientists,	 and	 civil	 servants.	 This	 movement	 gave	 the	

European	North	a	culinary	identity	-	as	well	as	a	brand,	which	today	is	internationally	renowned.	

One	of	the	forerunners	was	the	restaurant	noma	which	Claus	Meyer	was,	together	with	chef	René	Redzepi,	

planning	to	start	in	the	old	warehouse	with	harbor	view.	noma	is	a	pioneer	and	advocate	for	the	Manifesto	

for	the	NNC,	which	twelve	Nordic	chefs	published	in	2004	during	the	NNC	Symposium	(Byrkjeflot	et	al.,	2013).	

The	Manifesto	for	the	NNC	can	be	found	in	Appendix	01.	

A	year	after	the	manifesto	was	signed	by	chefs,	politicians	agreed	on	their	support	for	the	New	Nordic	Food	

movement,	making	them	an	important	player.	Petruzzelli	&	Savino	(2014)	therefore	emphasize	the	“relevance	

of	this	culinary	movement	for	the	Danish	food	industry	[,	which]	can	also	be	witnessed	at	the	policy	level”	(p.	

229).	The	Nordic	ministers	of	fisheries,	agriculture,	forestry	and	food	supported	the	 idea	of	the	NNC	being	

based	on	sustainable	and	ethical	food	production.	

Not	only	did	noma	change	the	experience	of	fine	dining	in	Copenhagen,	it	was	also	the	perfect	breeding	ground	

for	talents	from	all	over	the	world.	Young	chefs	were	striving	to	learn	at	noma	and	eventually,	they	left	to	open	

new	 restaurants.	 While	 the	 restaurants	 of	 these	 alumni	 show	 a	 broad	 variety	 of	 cuisines	 globally,	 the	

restaurant	scene	in	Copenhagen	seems	to	have	incorporated	the	core	of	the	NNC	-	seasonality,	locality,	and	

quality.	In	2017,	some	even	speak	about	the	“noma	aura”	that	lies	over	the	city	(Dahlager,	2017).	
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Fairly	new	to	the	 image	of	Copenhagen's	restaurants	 is	the	fact	that	also	actors	from	the	culinary	 industry	

engage	in	urban	farming	initiatives.	In	the	following	section,	the	three	cases	that	will	be	used	in	this	study	will	

be	presented.		

1.3.2 Units of Analysis 

This	section	will	present	our	three	selected	cases.	We	found	the	three	of	them	very	suitable	for	a	case	study	

because	 they	 operate	 in	 the	 high-end	 of	 the	 Copenhagen	 restaurant	 industry.	 This	 selection	 criterion	 is	

supported	 by	 the	 results	 of	 evaluative	 restaurant	 rankings	 and	 awards	 (see	 Christiansen	 &	 Strandgaard	

Pedersen,	 2011).	 Even	 though	 there	 are	 “many	 forms	 of	 evaluative	 systems	 in	 cuisine”	 (Christiansen	 &	

Strandgaard	Pedersen,	2011,	p.	4),	we	decided	to	focus	on	two	of	them,	which	we	will	present	in	the	following.	

All	of	 the	 three	 restaurants	have	had	an	encounter	with	 the	World’s	Best	Restaurants	 list,	 though	 to	very	

different	extent.	One	restaurant	has	led	the	list	for	several	years,	another	restaurant	has	made	its	entry	in	the	

lower	end	of	the	top	50	and	the	third	restaurant	was	ranked	as	number	66	once	and	has	never	again	appeared	

on	the	list	afterward.	Another	evaluative	ranking	system	in	the	culinary	industry,	the	Michelin	star	reward	was	

used	as	an	indicator,	with	one	restaurant	having	been	rewarded	with	two	Michelin	stars,	another	restaurant	

being	rewarded	with	one	Michelin	star	and	the	third	restaurant	never	having	been	rewarded	with	a	Michelin	

star	 before.	 Interestingly,	 the	 approaches	of	 the	 restaurants	 towards	being	 ranked	on	 lists,	 as	well	 as	 the	

efforts	of	earning	Michelin	stars	are	very	different,	which	the	results	of	our	findings	in	the	following	will	clarify.	

The	selection	of	our	cases,	therefore,	demonstrates	a	wide	range	of	how	high-end	restaurants	are	represented	

on	different	levels	regarding	the	established	evaluative	practices.		

Another	selection	criterion	was	that	the	chef’s	work	reflects	the	NNC.	The	chefs	behind	our	chosen	cases	all	

have	worked	at	restaurant	noma,	though	at	different	stages	of	the	restaurant’s	development.	All	of	them	are	

still	working	with	the	core	of	the	NNC,	however,	their	cuisine	differs	significantly.	The	fact	that	they	break	new	

ground	by	integrating	their	own	urban	farms	to	the	restaurants	unites	them.		

1.3.2.1 noma 

In	2003,	culinary	entrepreneur	Claus	Meyer	was	offered	the	opportunity	to	start	a	restaurant	as	part	of	the	

North	Atlantic	House	in	Copenhagen’s	Strandgade	with	the	declared	goal	of	reflecting	“Nordicity”,	the	North	

Atlantic	Cuisine.	Meyer	asked	René	Redzepi	to	become	chef	and	partner	and	noma	become	one	of	the	most	

important	parts	of	the	NNC	movement	(Christensen	&	Strandgaard	Pedersen,	2011).	While	the	culinary	scene	

of	Copenhagen	in	the	beginning	laughed	at	noma’s	gastronomic	concept,	it	was	placed	on	top	of	the	World’s	

Best	Restaurants	list	four	times	-	in	2010,	2011,	2012	and	2014.	Since	2008	noma	can	also	call	two	Michelin	

stars	 its	own.	Noma	attempted	to	create	a	new	type	of	kitchen	 (Nordic	Food,	 in	Danish	a	portmanteau	of	
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“nordisk	mad	-	noma”)	“and	the	restaurant	is	known	worldwide	for	its	reinvention	and	interpretation	of	Nordic	

cuisine	(...)	with	a	rendition	of	Nordic	gourmet	gastronomy	with	a	blend	of	‘past’	and	‘future.’”	(Petruzzelli	&	

Savino,	2014,	p.	229).	

In	2015,	Redzepi	announced	the	closing	of	the	‘infant’	noma	and	the	reopening	of	a	version	2.0	of	the	noma	

we	know	today.	The	new	noma	will	have	an	urban	farm	on	top	of	the	restaurant.	Why?	Because	“[i]t	makes	

sense	to	have	your	own	farm,	as	a	restaurant	of	this	caliber”	Redzepi	explains	(Gordiner,	2015).	

1.3.2.2 relæ + Farm of Ideas  

The	restaurant	relæ	is	located	at	Jægersborggade,	Copenhagen,	in	a	street	earlier	associated	with	crime	and	

gangs,	but	which	has	grown	into	one	of	the	most	creative	and	quality-focused	streets	in	Copenhagen	(AOK,	

2010).	The	restaurant	was	founded	in	August	2010	by	Christian	Puglisi,	former	sous	chef	at	noma,	who	also	

have	the	restaurants	Manfreds,	Bæst,	Mirabelle	and	the	newly	opened	RUDO.	The	restaurant	Manfreds	was	

opened	simultaneously	with	relæ,	it	is	a	restaurant	that	focuses	on	vegetables,	unadulterated	wine	and	serving	

the	locals	quality	food.	Bæst	is	a	restaurant	that	puts	equal	emphasis	on	meat	and	organic	produces,	serving	

pizzas	and	traditional	Italian	antipasti,	such	as	their	homemade	mozzarella.	Mirabelle	is	a	bakery,	but	also	an	

eatery	focusing	on	fresh	pasta	that	provides	the	other	restaurants	with	bread	and	is	provided	with	mozzarella	

and	 meat	 from	 Bæst.	 Lastly,	 is	 RUDO,	 which	 is	 a	 cooperation	 with	 the	 Italian	 supermarket	 Eataly.	 This	

restaurant	 focuses	 on	 Italian	 specialties	 and	 is	 provided	with	 classics	 from	 Bæst	 and	Mirabelle.	 relæ	 and	

Manfreds	both	have	 the	Gold	Organic	Certificate,	 implying	 that	all	 ingredients	are	90-100%	organic,	and	a	

manifesto	for	their	way	of	cooking,	emphasizing	that	“simplicity	and	quality	comes	first,	great	details	are	just	

beneath”	 (Relæ,	 2017).	 The	 food	 served	 at	 relæ	 is	 described	 as:	 “...unfussy,	 flavorful	 dishes	 (...)	 with	 an	

innovative	use	of	vegetables”	(ViaMichelin,	2017).	Since	2012	and	onwards	relæ	has	been	rewarded	with	a	

Michelin	star	and	in	2015/2016	as	The	Sustainable	Restaurant	Award	winner	by	The	World’s	50	Best.	In	June	

2016	Jonathan	Tam	took	over	the	position	as	head	chef	at	relæ	from	Christian	Puglisi,	who	now	has	a	more	

general	role	focusing	on	the	whole	of	his	restaurants.	Following	this	decision,	Christian	Puglisi	 initiated	the	

project	‘Farm	of	Ideas’	in	Abbetved,	Lejre,	in	collaboration	with	the	farmer	Lasse	Linding.	An	organic	farm	with	

12	hectares	with	 the	purpose	of	providing	vegetables	and	dairy	products,	as	well	as	 serving	as	a	place	 for	

experimenting	with	new	and	different	greens	for	relæ	and	the	other	restaurants	(Relæ,	2016).					

1.3.2.3 AMASS 

The	 restaurant	 AMASS	 is	 situated	 in	 Copenhagen,	 Denmark,	 on	 Refshaleøen.	 It	 was	 opened	 in	 2013	 by	

Matthew	Orlando	(will	in	the	following	be	referred	to	as	Matt	Orlando),	the	first	to	be	named	head	chef	at	

noma	after	René	Redzepi,	who	is	both	the	owner	and	head	chef	of	the	restaurant.	It	is	a	high-end	restaurant	

that	serves	simple	dishes,	described	as	modern	danish	in	ViaMichelin	(ViaMichelin,	2017).	The	setting	in	the	
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restaurant	is	contemporary	urban	with	an	industrial	feel	such	as	concrete	walls	painted	with	graffiti	and	hip	

hop	music	playing.	 In	connection	to	the	restaurant,	there	 is	an	800	m2	garden,	 including	a	greenhouse	for	

producing	different	greens	and	vegetables	for	the	constantly	changing	menu.					

1.4 Delimitation 

In	 the	 following,	 we	 will	 explain	 delimitations	 that	 underlie	 our	 thesis	 and	 the	motivations	 behind	 these	

decisions.	Another	delimiting	 factor	 to	our	 research	we	would	 like	 to	point	out	 is	 that	our	data	 collection	

regarding	 the	 organizations	 focuses	 to	 a	 large	 extent	 on	 secondary	 data.	 This	 will,	 however,	 further	 be	

explained	in	section	4.	Methodology.	

1.4.1 Focus on Restaurants in Copenhagen 

First,	we	decided	to	delimitate	our	field	of	research	on	the	geographic	area	of	Copenhagen.	Copenhagen	offers	

an	exciting	culinary	scene,	which	has	been	changing	enormously	during	the	 last	decade.	With	the	spillover	

effects	the	movement	of	the	NNC	has	brought	with	it,	many	tourists	have	been	traveling	to	Copenhagen	as	it	

slowly	found	its	way	to	being	predestined	as	Denmark's	food	capital.	Also,	the	dense	city	population	provides	

a	big	audience	for	the	many	food-related	endeavors	and	trends.	

Even	though	other	examples	within	Denmark,	Europe	or	the	rest	of	the	world	would	easily	have	been	found,	

focusing	on	Copenhagen	gives	us	the	possibility	to	add	the	limitation	of	city	borders	and	the	constant	shortage	

of	 space	 that	 comes	with	 it	 to	 the	 research.	 Furthermore,	 focusing	 on	 one	 geographic	 area	 gives	 us	 the	

possibility	to	investigate	the	motivation	of	the	actors	more	in	detail,	as	it	is	easier	to	understand	what	holds	

the	 industry	 together.	 Also,	 by	 investigating	 in	 depth	 rather	 than	 on	 a	 broad	 level,	 we	 can	 highlight	

developments	of	the	past	which	can	similarly	be	applied	to	the	case	and	offer	a	basis	for	comparison	between	

the	three	units	of	analysis.	As	mentioned	before,	urban	farming	is	not	a	phenomenon	limited	to	the	city	of	

Copenhagen.	 Therefore,	 with	 the	 comparison	 of	 different	 units	 of	 analysis,	 the	 thesis	 may	 also	 outline	

prospects	for	other	restaurants	and	cities.		

1.4.2 Focus on High-end Restaurants 

Second,	our	focus	 lies	on	three	Copenhagen	restaurants,	which	we	place	 in	the	high-end	of	the	restaurant	

scene.	While	many	terms	can	be	used	for	these	types	of	restaurants	(for	instance	fine	dining	or	haute	cuisine),	

we	decided	to	stick	to	high-end	restaurants,	as	it,	in	our	opinion,	focuses	on	describing	the	high	standard	of	

the	restaurants.	Dining	at	these	restaurants	is	not	cheap	and	the	prices	for	dining	menus	at	the	restaurants	

vary	from	DKK	895,-	at	relæ	and	AMASS	to	DKK	2000,-	at	noma.	Already	the	pricing	indicates	that	the	chosen	



WHAT’S GROWING ON? 

	14 

restaurants	represent	different	levels	of	high-end,	which	we	also	could	learn	from	the	restaurant's	connection	

towards	rating	systems.	

Another	important	factor	for	the	characterization	of	these	restaurants	was	established	evaluative	practices	in	

the	 industry.	Hence,	we	 chose	 to	 focus	 on	 the	World’s	 Best	 Restaurants	 List,	 organized	 and	 published	 by	

William	Reed	Business	Media	and	the	Michelin	Guide,	published	by	French	tire	manufacturer	Michelin,	which	

rewards	restaurants	with	one	to	three	stars,	categorizing	the	restaurants,	the	cuisine	in	the	worthiness	of	a	

visit	as	a	whole.	The	 three	selected	restaurants	have	all	been	ranked	on	 the	World’s	Best	Restaurants	 list.	

However,	 the	 places	 on	 the	 list	 are	 differing	 very	 much.	 The	 situation	 is	 the	 same	 when	 looking	 at	 the	

distribution	of	Michelin	stars	amongst	the	restaurants,	which	will	also	be	touched	upon	more	in	detail	in	our	

data	presentation.	 	
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2. Literature Review 
The	goal	of	 this	research	 is	 to	examine	why	restaurants	 integrate	urban	farms	and	whether	this	signifies	a	

natural	extension	of	the	New	Nordic	Cuisine	towards	embracing	a	sustainability	agenda.	This	understanding	

will	be	reached	by	gaining	an	insight	into	the	different	case	organizations.	In	the	following,	the	subordinate	

theme	 of	 sustainability	 will	 be	 reviewed.	 In	 addition	 to	 this	 chapter,	 four	 theoretical	 frameworks	 will	 be	

presented	in	chapter	3	-	Theoretical	Framework.	These	concepts	will	form	the	theoretical	foundation	to	our	

data	analysis.	

2.1 Sustainability  

The	former	special	advisor	to	the	UN	Secretary-General	Ban-Ki	Moon	and	professor	Jeffrey	D.	Sachs	states:	

“Achieving	 sustainable	 development	 on	 our	 crowded,	 unequal,	 degraded	 planet	 is	 the	 most	 important	

challenge	facing	our	generation”	(Sachs,	2015,	p.	16).	However,	to	do	that,	one	must	understand	the	complex	

phenomenon	of	sustainability	as	it	presents	itself	in	the	21st	century.		

Sustainability	is	composed	by	the	two	words	‘sustain’	and	‘ability’;	therefore,	the	immediate	response	to	its	

meaning	would	be	 the	ability	 to	sustain	something.	This	 interpretation	 is	 somewhat	correct;	however,	 the	

concept	 of	 sustainability	 is	 multidimensional	 and	 comes	 in	 many	 forms	 and	 definitions.	 The	 concept	 of	

‘sustainability’	 originates	 back	 to	 the	 Brundtland	 Report	 of	 1987	 ‘Our	 Common	 Future’	 from	 the	 World	

Commission	 on	 Environment	 and	 Development,	 which	 had	 the	 vision	 of	 gathering	 forces	 to	 enable	 a	

sustainable	development	for	a	common	future.	In	the	foreword	of	the	report,	the	chairman	of	the	Brundtland	

Commision,	Gro	Harlem	Brundtland,	explains:	“What	is	needed	now	is	a	new	era	of	economic	growth	-	growth	

that	is	forceful	and	at	the	same	time	socially	and	environmentally	sustainable”	(‘Our	Common	Future’,	1987,	

p.	14).	In	this	report,	the	concept	of	sustainable	development	is	defined	as:	“Humanity	has	the	ability	to	make	

development	sustainable	-	to	ensure	that	it	meets	the	needs	of	the	present	without	compromising	the	ability	

of	future	generations	to	meet	their	own	needs”	(‘Our	Common	Future’,	1987,	p.	24).	One	can	argue	that	this	

definition	 comes	 in	 two	 parts	 that	 are	 rather	 vague	 (1)	 ‘the	 needs	 of	 the	 present’	 and	 (2)	 ‘without	

compromising	the	ability	of	future	generations	to	meet	their	own	needs’.	First	of	all,	questions	arise	in	terms	

of	what	is	meant	with	‘needs’	and	to	which	extent	‘the	needs	of	the	present’	should	be	met.	Human	needs	

can	 be	 defined	 differently	 depending	 on	 where	 one	 is	 situated	 and	 which	measurements	 are	 taken	 into	

account,	i.e.	basic	human	needs	–	how	are	they	characterized	and	are	they	different	from	nation	to	nation?	

Secondly,	‘compromising	the	ability	of	future	generations’	is	a	difficult	statement	to	accomplish,	as	to	what	

extent	it	can	be	compromised	and	which	ability	should	future	generations	be	given	in	terms	of	meeting	their	

needs,	and	what	those	needs	entail.	As	Albert	F.	Appleton	from	the	Institute	for	Urban	Systems	(CIUS),	City	
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University	of	New	York	argues:	“...every	day	the	future	would	appear	to	be	fatally	compromised	through	the	

inexorable	extinction	of	species	and	the	impoverishment	of	the	earth's	biodiversity”	(2006).	Lastly,	the	paradox	

arises	whether	global	sustainability	will	at	some	point	in	the	future	equal	global	equality.	This	critique	both	

depicts	 the	 complexity	 and	 the	 implications	 of	 defining	 sustainability	 that	 encompasses	 all	 the	 different	

aspects.	Since	the	publishing	of	this	report	sustainability	has	become	a	commonly	used	word	in	our	vocabulary,	

allowing	many	 interpretations	depending	on	the	sender.	Therefore,	 it	 is	also	argued	 in	 the	report	 that	 the	

variation	in	interpretations	must	share	certain	elements	that	originate	from	a	common	definition	in	order	to	

accomplish	a	sustainable	development	for	all.		

Sustainable	development	is	both	a	way	of	understanding	the	world	that	we	live	in	today,	but	it	can	also	be	

used	to	solve	the	problems	that	the	world	is	faced	by	(Sachs,	2015).	It	encompasses	the	ability	to	show	how	

to	reconstruct	the	relation	between	the	economy	and	the	earth	for	the	better	(Appleton,	2006).	Further,	it	

accepts	that	economic	growth	has	legitimacy	in	terms	of	meeting	human	needs	and	suggests	a	midway	for	

the	 two	 to	 coexist.	 However,	 sustainability	 and	 sustainable	 development	 must	 be	 looked	 at	 as	 a	

multidimensional	concept.	To	start	off,	sustainable	development	can	be	looked	upon	through	three	different	

lenses,	 also	 known	 as	 the	 triple	 bottom	 line;	 the	 environment,	 the	 society	 and	 the	 economy.	 In	 order	 to	

achieve	sustainable	development	one	must	therefore	take	into	consideration	the	environmental	protection,	

societal	 inclusion	and	economic	development	 (Sachs,	2015).	 Each	of	 these	dimensions	 represent	different	

systems,	but	they	are	all	somehow	interconnected	and	can	have	an	impact	on	a	sustainable	development.	One	

could	 argue	 that	 a	 fourth	 dimension	 should	 be	 good	 governance,	 understood	 as	 both	 governments	 and	

multinational	 companies,	 taking	 globalization	 into	 consideration	 and	 the	 enormous	 responsibility	 of	 and	

impact	on	a	sustainable	development	they	have.			

Jeffrey	D.	Sachs	argues	that	sustainable	development	has	a	normative	perspective	on	the	world	in	the	sense	

that	 it	 suggests	 a	 direction	 of	 a	 valuable	 and	 preferable	 behaviour	 for	 consumers,	 nations	 and	 people	 in	

general,	a	type	of	‘ought	to’-behaviour	(Sachs,	2015).	Furthermore,	sustainability	can	also	be	thought	of	with	

an	 ethical	 approach.	 It	 can	 be	 argued	 that	 there	 is	 no	 economic	 incentive	 to	 do	 something	 for	 future	

generations	other	than	the	incentive	of	it	being	the	right	thing	to	do.	The	concept	of	sustainable	development	

should	be	thought	of	with	a	normative	approach	and	with	a	holistic	view	on	how	the	world	should	look	like,	

meaning	that	one	should	think	of	the	importance	of	the	whole	and	the	interdependence	of	the	different	parts	

into	 consideration.	 This	 ‘ought	 to’-behaviour	 can	 be	 exemplified	 by	 the	 Sustainable	 Development	 Goals	

developed	by	the	United	Nations,	which	recommend	and	guides	for	achievable	goals	that	everyone	can	strive	

for.	From	the	definition	of	sustainable	development	in	the	Brundtland	Report	to	the	Millennium	Development	

Goals	(year	2000-2015)	and	the	sustainable	Development	Goals	(year	2016-2030),	there	has	been	a	shift	in	

focus	 from	 particularly	 considering	 intergenerational	 needs	 to	 embracing	 a	 holistic	 approach	 of	 the	
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interconnectedness	 between	 the	 three	 dimensions	 of	 environment,	 society	 and	 economy.	 The	

intergenerational	needs	are	still	part	of	the	goals,	but	in	order	to	succeed,	the	interconnectedness	between	

all	the	parts	must	be	taking	into	consideration.				

In	order	to	gain	a	 further	understanding	of	sustainability,	 the	following	section	will	offer	an	explanation	of	

sustainability	in	terms	of	branding,	the	culinary	industry,	farming	and	consumers.		

2.1.1 Sustainability in branding  

In	terms	of	a	company’s	view	upon	sustainability,	some	may	argue	that	it	is	not	about	philanthropy,	instead	

sustainability	is	“...about	how	companies	can	find	ways	to	turn	environmental	and	social	challenges	(…)	into	

business	 opportunities”	 (Savitz,	 2013).	 Hence,	 make	 use	 of	 the	 possibilities	 that	 the	 increasing	 attention	

towards	sustainability	has	accumulated	and	turn	it	 into	business	opportunities.	Growing	challenges	such	as	

the	the	forces	of	globalization,	uncertainty	in	markets,	 instability	of	resource	security,	and	a	vastly	growing	

middle	class,	in	particular	developing	countries,	are	some	of	the	trends	that	incentivise	companies	to	engage	

in	sustainability	and	the	so	called	eco-business	(Dauvergne;	Lister,	2013).	However,	one	may	wonder	whether	

companies	engage	in	moving	towards	a	sustainable	development	because	it	is	highly	valued	for	consumers	or	

because	they	actually	see	an	opportunity,	which	is	economically	beneficial	for	the	company	With	the	current	

capitalistic	 market	 system,	 engaging	 in	 and	 encouraging	 a	 sustainable	 development-focused	 behavior	 for	

companies	may	seem	problematic	as	the	extra	efforts	for	moving	towards	a	sustainable	development	seem	

to	be	unprofitable	(Lehner;	Halliday,	2014,	p.	14).	Dauvergne	and	Lister	argue	that:	“What	we	call	the	‘eco-

business’	-	is	taking	over	the	idea	of	sustainability	and	turning	it	into	a	tool	of	business	control	and	growth	that	

projects	an	image	of	corporate	social	responsibility	-	is	proving	to	be	a	powerful	strategy	for	companies	in	a	

rapidly	globalizing	 	economy	marked	by	 financial	 turmoil	 and	a	need	 for	 continual	 strategic	 repositioning”	

(2013).	So	in	fact,	it	can	be	argued	that	sustainability	as	a	tool	of	business	control	enhance	companies’	power	

and	influence	on	nations,	states	and	societies	by	introducing	a	sustainability	agenda.	This	can	be	seen	as	a	shift	

in	the	power	balance:	“...from	states	as	the	central	rule	makers	and	enforcers	of	environmental	goals	toward	

big-brand	 retailers	 and	 manufacturers	 acting	 to	 use	 ‘sustainability’	 to	 protect	 their	 private	 interests”	

(Dauvergne;	Lister,	2013,	p.	2).	Therefore,	another	question	arises,	whether	politicians	should	interfere	with	

the	market	and	facilitate	incentives	for	companies	that	encourage	them	to	take	a	sustainable	development-

approach	to	their	business.	In	order	to	inspire	and	encourage	the	Danish	retail	industry,	the	Danish	Ministry	

of	Environment	and	Food	with	financial	support	from	the	Nordic	Council	of	Ministers,	has	launched	a	project	

called	‘Green	Nordic	Retail’.	This	project	aims	to	be	a	facilitator	of	information	on	sustainability,	as	well	as:	

“...to	get	support	from	the	retail	sector	to	increase	the	influence	of	consumers’	environmental	behaviour	and	

knowledge”	((Miljø-	og	fødevareministeriet,	2017).	This	initiative	also	provides	proposals	for	Nordic	authorities	



WHAT’S GROWING ON? 

	18 

to	follow	in	order	to	enhance	the	retail	industry’s	focus	on	sustainability.	Whether	the	project	has	an	effect	on	

the	retail	industry	is	questionable,	as	the	project	only	suggests	proposals	and	tries	to	inspire	the	retail	industry	

with	case	descriptions	on	sustainable	approaches.			

When	arguing	that	sustainability	has	a	normative	approach	to	its	viewpoint	of	the	world,	it	implies	that	people	

act	 in	 a	 sustainable	 manner.	 Using	 sustainability	 in	 branding	 and	 advertising	 will	 therefore	 trigger	 many	

different	emotions,	because	it	implies	that	people	‘ought	to’	behave	in	a	certain	way	for	the	sake	of	future	

generations,	hence	an	ethical	motivation.	Furthermore,	 it	 is	argued	that:	“it’s	human	emotion	that’s	at	the	

heart	 of	what	motivates	 us”	 (Hawksworth,	 2014).	 The	word	 sustainability	 has	 been	 given	many	 positively	

weighted	attributes	 that	 amongst	others	 indicates	 sustainability	 as	 an	environmental	 goodness	 (Appleton,	

2006).	Therefore,	one	could	argue	that	every	time	sustainability	is	mentioned	or	used	in	relation	to	a	product	

or	a	service	it	will	connect	the	branding	of	sustainability	and	the	consumer	with	a	positive	and	‘ethical-correct	

behavior’	 associations.	 At	 the	 same	 time,	 as	 sustainability	 does	 not	 have	 an	 actual	 label	 nor	 a	 definitive,	

concrete	definition,	it	makes	the	use	of	sustainability	a	lot	easier	for	companies	in	branding	and	advertising,	

leaving	some	consumers	in	a	state	of	confusion.			

However,	there	is	a	great	amount	of	other	labels	that	suggests	a	behavior	towards	a	sustainable	development,	

i.e.	 in	a	European/Danish	context:	EU’s	økologimærke,	Fairtrade,	Rainforest	Alliance,	Global	Organic	Textile	

Standard,	Nordisk	 Miljømærkning	MSC,	 Statskontrolleret	 økologimærke,	 nøglehulsmærket,	 amongst	 many	

more.	Third	party	labeling	is	a	method	that	is	used	to	inform	consumers	about	the	initiatives	companies	take.	

The	 labels	 were	 introduced	 to	 increase	 the	 transparency	 between	 the	 life-cycle	 of	 the	 product	 and	 the	

consumer	 (Boutrup	 Nielsen,	 2016).	 Nonetheless,	 the	 labels	 have	 received	 some	 critique	 in	 terms	 of	 how	

interested	 companies	 are	 in	 fulfilling	 the	 standards	 required	 by	 third	 party	 labels	 and	 to	 which	 extent	

‘greenwashing’,	the	act	of	claiming	to	be	more	‘green’	than	what	is	actually	is	the	case,	is	taking	place.			

2.1.2 Sustainability for the consumers 

Every	time	consumers	are	out	shopping	they	are	met	with	a	vast	amount	of	different	labels	on	the	products	

that	have	the	purpose	of	informing	the	consumer	about	which	choices	the	company	has	taken	during	the	life-

cycle	of	the	product.	These	choices	could	revolve	around	where	the	product	is	produced,	production	methods,	

whether	 the	 product	 is	 organic,	 asthma	 and	 allergy	 friendly,	 fair	 trade,	 protecting	 animal	welfare,	 free	 of	

lactose,	vegan	friendly	and	the	list	goes	on.	The	power	of	different	labels	vary	and	can	easily	trick	and	confuse	

consumers	because	most	of	the	labels	are	not	certified	by	the	government,	but	only	checked	by	governments.	

In	a	Danish	context,	there	exist	more	than	50	different	food	labels;	however,	in	2014	it	was	measured	that	

only	one	fourth	of	the	labels	have	a	50%	level	of	brand	awareness	(Krigslund,	2014).	Therefore	food	labels	can	

often	be	misleading	for	consumers,	as	the	brand	awareness	is	very	low	and	because	consumers	confuse	brands	
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with	 qualities	 that	 they	 might	 not	 offer.	 One	 example	 could	 be	 the	 Danish	 organic	 food	 label	

(økologimærket),which	consumers	might	 regard	as	exceptionally	healthy,	even	 though	 this	 is	not	 the	case	

(Ritzau	 Fokus	 in	 Berlingske	 Business,	 2016).	 The	 organic	 label	 is	merely	 a	 tool	 to	 show	which	 production	

methods	the	product	has	undergone.	Their	conclusion	on	the	subject	was	that	only	few	of	the	labels	are	worth	

to	get	a	fully	understanding	of,	the	others	will	only	confuse	the	consumers	(Ibid.,	2016).		

When	arguing	 that	 food	 labels	 can	be	 rather	 tricky	 to	 fully	 understand,	 how	do	 consumers	 then	perceive	

sustainability	and	to	which	degree	is	it	a	decisive	parameter	when	shopping?	As	mentioned	earlier,	the	concept	

of	 sustainability	 and	what	 entails	 can	 be	 rather	 ambiguous.	 Nonetheless,	 statistics	 show	 that	 one	 in	 four	

consider	sustainability	when	consuming	a	product	(Landbrug	&	Fødevarer,	2016).		

2.2 Food Culture in Denmark  

Food	can	be	seen	as	a	continuous	narrative	about	seasons,	methods	of	production,	technological	development	

and	social	conditions	in	society	(Nielsen;	Schmedes,	2008).	Throughout	the	last	century,	the	food	culture	in	

Denmark	has	been	affected	by	all	of	the	above.	The	standard	of	living	has	increased,	but	also	optimization	of	

production	methods	 and	women	 joining	 the	 workforce	 has	 reflected	 in	 the	 development	 of	 Dane’s	 food	

choices.	Globalization	has	entailed	different	waves	of	international	food	influencing	Danish	food	habits,	such	

as	 the	 American	 Cuisine	 and	 Italian	 Cuisine	 in	 the	 80’s,	 French	 Cuisine	 and	 Asian	 Cuisine	 in	 the	 90’s.	

Furthermore,	seasonality	became	the	center	of	focus	with	the	emergence	of	the	Slow	Food	Movement	and	

the	Nouvelle	Cuisine;	a	lighter	and	more	delicate	version	of	the	traditional	French	Cuisine.	In	the	beginning	of	

21st	century,	the	NNC	movement	evolved	in	the	Nordic	countries,	 like	the	Nouvelle	Cuisine	and	Slow	Food	

with	seasonality,	quality	and	locality	at	its	core.	These	waves	of	influence	have	questioned	the	industrialised	

and	globalised	food	culture	where	the	consumer	has	every	ingredients	at	hand,	no	matter	the	time	of	the	year	

(Leer,	 2017).	 This	 has	 brought	 about	 the	 movement	 of	 farm-to-table,	 which	 focuses	 on	 having	 closer	

connection	between	the	supplier	and	the	consumer,	in	order	to	provide	the	right	quality	within	the	season	

and	from	the	local	area.	Nowadays,	the	movement	of	farm-to-table	has	moved	towards	‘going	back	to	the	

roots’	 focussing	 on	 creating	 a	 “sense	 of	 identity	 and	 place”	 (Echavarria,	 2016)	 with	 flavor	 at	 its	 core.	

Furthermore,	chefs	are	focusing	on	vegetables	as	the	main	ingredient,	as	opposed	to	meat,	as	well	as	“fresh,	

organic,	 locally	 foraged	 ingredients”	 (Echavarria,	2016)	which	can	be	argued	 to	have	been	affected	by	 the	

sustainability	agenda	.					

Despite	the	movement	of	the	NNC,	very	18%	of	the		Danes	follow	the	mantra	of	cooking	with	the	seasons,	

whereas	66	%	of	the	Danes	says	that	their	cooking	does	not	reflect	the	seasons	(Leer,	2017).	In	terms	of	locality	

and	quality,	research	shows	that	two	out	of	five	people	in	Denmark	have	grown	herbs	or	vegetables	in	pots,	

in	the	window	frame	or	on	terraces	within	the	last	year.	Furthermore,	when	Danes	use	home-grown	produce	
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in	 their	 cooking,	 contentment	 increases	 in	 terms	 of	 quality,	 taste	 and	 in	 terms	 of	 the	 meal	 as	 a	 whole	

(Madindeks,	2016).	 	
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3. Theoretical Framework 
The	following	section	presents	four	theoretical	concepts,	that	were	identified	as	key	to	analysing	our	field	of	

investigation.	The	following	chapter	is	structured	into	three	main	sections:	institutional	theory,	narratives	and	

storytelling	in	organizations,	and	the	creative	industries.	

3.1 Institutional Theory 

The	purpose	of	institutional	theory	is	to	understand	the	organization	of	authority	and	the	distribution	of	power	

in	 societies,	 as	 well	 as	 understanding	 ‘individuals	 as	 social	 creatures’	 (Pedersen,	 2008).	 The	 reason	 for	

elaborating	on	institutional	theory	was	the	great	significance	institutions	had	gained	and	therefore,	the	impact	

they	have	reached	in	societies.	A	significance	that	has	often	been	overseen	but	which	has	been	addressed	

through	institutional	theory.	Institutional	theory	started	out	in	the	period	after	World-War	II,	as	a	response	to	

the	discontentment	of	the	two	theoretical	approaches:	behaviorism	and	rational	choice	theory.	These	two	

approaches	are	based	on	individualistic	assumptions	and	do	not	take	the	impact	and	influence	of	institutions	

into	consideration	when	understanding	certain	behaviours	(Peters,	2011).	What	many	have	critiqued	is	the	

fact	that	the	assumptions	were	either	based	on	that	human	beings	act	according	to	their	‘socio	psychological	

characteristics’	 or	 that	 human	 beings	 make	 individual,	 rational	 decisions,	 compromising	 the	 influence	 of	

institutions	on	their	behaviours	(Peters,	2011).		

A	 definition	 of	 an	 institution	 is	 a	 greatly	 debated	 subject	 and	 reaches	 from	 Thorstein	 Veblen’s	 definition:	

“...settled	habits	of	thought	common	to	the	generality	of	man”	to	the	definition	of	Douglass	C.	North:	“...the	

rules	of	the	game	in	society	or	…	the	humanly	devised	constraints	that	shape	human	interaction”	(Nielsen,	

2005).	However,	the	concept	of	an	institution	encompasses	a	great	amount	of	complexity,	which	the	following	

definition	by	Bob	 Jessop	 suggests:	 “Social	practices	 that	 are	 regularly	 and	 continuously	 repeated,	 that	 are	

linked	to	defined	roles	and	social	relations,	that	are	sanctioned	and	maintained	by	the	social	norms,	and	have	

a	major	significance	 in	 the	social	structure”	 (Jessop,	2001).	This	 is	also	 indicated	 in	 the	definition	made	by	

March	and	Olsen:	“An	institution	is	a	relatively	enduring	collection	of	rules	and	organized	practices,	embedded	

in	structures	of	meaning	and	resources	that	are	relatively	invariant	in	the	face	of	turnover	of	individuals	and	

relatively	 resilient	 to	 the	 idiosyncratic	 preferences	 and	 expectations	 of	 individuals	 and	 changing	 external	

circumstances”	(Peters,	2011).	The	two	definitions	by	Veblen	and	North	are	short	and	specific;	however,	rather	

general	 in	 terms	 of	 the	 definition	 by	 Jessop,	 who	 has	 a	 more	 narrow,	 comprehensive	 definition	 of	 an	

institution.	What	 characterizes	 the	definitions	 is	 that	 each	of	 the	 three	 scholars	have	a	 specific	 approach.	

Veblen	uses	a	‘mode	of	thought’-approach	to	define	the	role	an	institution	has	in	a	society.	North	takes	the	

approach	of	fundamental	ground	rules	as	institutions,	meaning	that	institutions	function	as	the	given	structure	
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for	 human	 beings	 when	 motivating	 for	 human	 exchange	 (North,	 1990).	 This	 makes	 the	 concept	 rather	

intangible,	as	the	ground	rules	are	created	through	the	interaction	of	human	beings.	The	definition	of	Jessop	

takes	the	approach	of	institutions	as	social	practices	that	are	supported	by	roles,	social	relations	and	norms	in	

a	 society,	 when	 defining	 an	 institution.	 Lastly,	 the	 definition	 by	March	 and	 Olsen	 (2011)	 emphasizes	 the	

structure	of	rules	and	organized	practices,	as	well	as	the	structure	of	behaviour,	which	is	well	entrenched	in	

both	 the	 characteristic	of	 their	 identity	 and	belonging.	 Furthermore,	 they	argue	 that	 institutions	have	 the	

capability	to	both	empower	and	constrain	actors	in	society,	depending	on	which	type	of	institution	is	enforced	

(March	and	Olsen,	2011).	

In	 relation	 to	 the	 latter,	 institutions	can	be	categorized	 into	 two	different	groups;	 formal	and	 informal.	As	

indicated	above,	institutions	imply	some	sort	of	structure.	A	formal	institution	has	a	formal	structure	and	an	

example	for	this	could	be	a	political,	economic	entity	or	a	legislative	entity.	On	the	other	hand,	an	informal	

institution,	which	is	informally	structured,	includes	networks,	social	relations	or	shared	norms,	which	is	also	

emphasized	by	Jessop	earlier	(Nielsen,	2005).		

However,	 it	 is	 important	to	distinguish	between	an	institution	and	an	organization.	This	distinction	is	made	

very	clear	by	Douglass	C.	North,	who	acknowledges	that	both	institutions	and	organizations	provide	a	structure	

for	human	interaction,	but	the	distinction	lies	within	the	format	of	the	game;	between	the	ground	rules	and	

and	the	players.	The	institutions	provide	the	fundamental	ground	rules	and	the	organizations	are	the	players	

in	 the	 game.	 They	 both	 affect	 each	 other,	 the	 ground	 rules	 provided	 by	 the	 institutions	 on	 how	 the	

organization	will	take	form,	and	the	organization	on	how	the	ground	rules	will	evolve	throughout	the	game	

(North,	1990).	Therefore,	organizations	play	a	vital	role	as	agents	for	institutional	change,	as	the	interaction	

between	organizations	and	institutions	enables	a	change	of	the	ground	rules.	On	the	other	hand,	Jessop	argues	

that	institutions,	as	a	constellation	of	different	social	practices	supported	by	roles,	social	relations	and	norms,	

can	be	found	across	all	organizations	in	different	shapes	or	alike,	depending	on	the	social	practices	that	exist	

in	each	organization	(Nielsen,	2005).		

3.1.1 New Institutionalism  

In	exploration	of	new	institutionalism,	the	word	‘new’	suggests	that	there	has	been	an	‘old	institutionalism’	

and	 the	 ‘new	 institutionalism’	 comes	with	 revised	 and	 developed	 understandings	 of	 behaviors.	 One	 clear	

distinguishment	between	the	‘old’	and	the	‘new’	is	the	acknowledgement	of	behaviour	and	rational	choice	

practices,	 argued	by	March	 and	Olsen	 as	 cited	 in	 Peters’	 ‘Institutional	 Theory	 in	 Political	 Science’	 (Peters,	

2011).	Several	of	the	characteristics	of	these	two	theoretical	approaches	are	similar	with	the	approach	of	the	

new	 institutionalism,	 that	 is,	 the	new	 institutionalists	 tend	 to	make	use	of	 ideas	 from	 the	methodological	

individualism	-	hence,	the	understanding	of	the	relationship	between	the	society	and	the	individual	(Peters,	
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2011).	Furthermore,	to	paraphrase	March	and	Olsen,	they	argue	that	most	contemporary	theories	consider	

the	constellation	of	‘rules,	routines,	norms,	and	identities’,	which	are	used	to	characterize	institutional	change,	

will	differ	over	time	as	a	response	to	past	experience	(2011).	These	characteristics	or	structures	are	therefore	

argued	to	be	the	center	of	the	analysis	for	new	institutionalism	and	can	be	explained	as	the	drivers	of	change	

and	 the	 tools	 for	 stability.	 They	 embody	 social	 practices,	 which	 is	 a	 vital	 part	 of	 Jessop’s	 definition	 of	

institutions.	To	further	elaborate,	the	social	practices	affect	the	behaviour	of	individuals	and	therefore,	the	

social	practices	represents	the	impact	of	institutions	on	individuals.	The	social	practices	can	affect	individuals	

in	two	directions,	optimization	or	rule-following,	which	also	exemplify	the	difference	between	economic	and	

sociological	 institutionalism,	 argued	 by	 Klaus	 Nielsen	 (2005).	 The	 optimization	 behaviour	 understands	 the	

decision-making	process	of	individuals,	as	during	the	process	the	individual	will	consider	every	aspect	of	the	

situation	 and	 with	 their	 personal	 preferences	 in	mind,	make	 a	 decision	 where	 the	 consequences	 of	 that	

decision	will	form	the	best	outcome	for	the	individual.	On	the	other	hand,	the	rule-following	behaviour	will	

take	social	norms,	 formal	and	 informal	rules	et	cetera	 into	consideration	when	taking	a	decision.	 It	can	be	

argued	 that	 the	 behaviour	 of	 individuals	 leans	 towards	 a	 more	 rule-following	 behavior,	 rather	 than	 an	

optimization	behavior.		

Lastly,	new	institutionalism	make	use	of	related	theories	such	as	anthropology,	phenomenology	and	ethnology	

(Powell	&	DiMaggio	1991).	New	institutionalism	sees	institutions	as	actors	being	embedded	in	institutions	and	

therefore,	institutions	are	not	external	structures	or	systems	of	which	actors	can	choose	to	adapt	to	(Nielsen,	

2005).	 Central	 elements	 to	 the	 understanding	 of	 institutions	 are	 the	 formation	 of	 opinions,	 symbols	 and	

culture,	 as	 the	 cognitive	 assimilation	 in	 terms	 of	 phenomena	 create,	 develop	 and	 maintain	 institutions	

(Nielsen,	2005).	Social	phenomena	can	be	defined	as	“observed	actions,	events,	or	situations	that	are	created	

by	society	as	opposed	to	occurring	naturally”	(Palmer,	2016).	In	phenomenology,	as	examined	by	Berger	and	

Luckmann,	emphasis	 is	put	on	 the	 fact	 that	 institutions	originates	 in	 the	classifications	of	phenomena	and	

when	phenomena	are	re-classified	 it	will	change	institutions	(Berger;	Luckmann,	1966,	p.	72).	Thus,	Berger	

and	 Luckmann	 focus	 on	 developing	 the	 significance	 of	 social	 interaction	 in	 the	 formation	 of	 institutions.	

Therefore,	when	past	experience	is	replaced	by	experience	that	does	not	fit	into	already	existing	institutions,	

new	institutions	will	emerge	and	it	will	reflect	an	institutional	change.	Hence,	institutional	change	is	mainly	

motivated	by	new	experiences.	Institutions	can	be	seen	from	a	micro	and	a	macro	level	and	the	social	process	

of	developing	micro-	and	macro	phenomenons	is	the	essence	of	new	institutionalism.	However,	organizations	

can	be	analyzed	in	terms	of	their	formal	and	informal	structures,	as	mentioned	earlier	by	March	and	Olsen	

(Meyer;	Rowan,	1977).		
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3.1.1.1 Isomorphisms according to Powell & DiMaggio  

Walter	W.	Powell	and	Paul	J.	DiMaggio	represent	the	new	institutionalism	and	they	have	elaborated	on	the	

sociological	approach	of	organizational		theory	in	terms	of	new	institutionalism.	In	their	paper:	“The	Iron	Cage	

Revisited:	 Institutional	 Isomorphism	 and	 Collective	 Rationality	 in	 Organizational	 Fields”,	 they	 explore	 the	

development	of	organizations	and	how	it	signifies	a	turn	towards	homogenisation	(Powell	&	DiMaggio,	1983).	

The	iron	cage	was	originally	described	by	Max	Weber	in	the	beginning	of	the	20th	century,	explaining	how	

individuals	and	organizations	take	on	social	pressures	from	themselves	or	others	in	order	to	have	a	certain	

behaviour,	supposedly	beneficial	for	themselves	(Ibid.,	1983).	Weber	further	argues	how	the	significance	of	

instrumental	rational	actions	have	increased	in	society,	which	has	trapped	humanity	in	iron	cages	(Ibid.,	1983).	

Powell	&	DiMaggio	agree	with	Weber	 that	organizations	are	becoming	 increasingly	homogenous	and	 that	

bureaucratization	continues	as	the	common	organizational	structure.	However,	as	opposed	to	Weber,	Powell	

&	DiMaggio	argue	that:	“...structural	change	in	organizations	seems	less	and	less	driven	by	competition	or	by	

the	need	for	efficiency.	Instead,	we	will	contend,	bureaucratization	and	other	forms	of	organizational	change	

occur	as	the	result	of	processes	that	make	organizations	more	similar	without	necessarily	making	them	more	

efficient”	(1983,	p.	147).	

When	 an	 organization	 goes	 through	 a	 process	 of	 change,	 it	 tends	 to	 become	 more	 homogeneous	 than	

different	from	other	organizations	because	the	organizational		field	becomes	more	established	and	structured.	

By	organizational	field,	it	is	meant:	“...	those	organizations	that,	in	the	aggregate,	constitute	a	recognized	area	

of	 institutional	 life:	 key	 suppliers,	 resource	 and	 product	 consumers,	 regulatory	 agencies,	 and	 other	

organizations	that	produce	similar	services	or	products”	(Ibid.,	p.	148).	The	process	of	homogenization	can	be	

described	through	isomorphisms,	defined	as	“a	constraining	process	that	forces	one	unit	in	a	population	to	

resemble	other	units	that	face	the	same	set	of	environmental	condition”	(Powell	&	DiMaggio,	1983,	p.	149).	

Powell	&	DiMaggio	argue	that	there	are	three	isomorphic	processes	through	which	change	occurs:	

Coercive	isomorphism	describes	the	pressure	that	stems	from	political	 influence,	meaning	such	as	force	or	

persuasion	that	is	exerted	on	organizations	by	other	organizations	upon	which	they	are	dependent.	The	effects	

can	be	either	direct	and	explicit,	such	as	legal	or	technical	requirements	for	the	organization.	

Mimetic	 isomorphism	can	arise	through	uncertainty,	which	 invites	organizational	members	to	 follow	other	

organizational	members	or	other	institutions.	This	is	also	referred	to	as	‘modeling’	(Powell	&	DiMaggio,	1983,	

p.	 151).	 This	 uncertainty	 often	 underlies	 when	 organizational	 goals	 are	 too	 ambitious.	 The	 modeled	

organization	may	be	unaware	of	the	modeling	or	may	have	no	desire	to	be	copied.	Models	are	further	diffused	

unintentionally	or	explicitly	and	even	innovation	can	be	accounted	for	by	organizational	modeling.	
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Normative	isomorphism	is	a	process	reacting	to	professionalization,	interpreted	as	“the	collective	struggle	of	

members	of	an	occupation	to	define	the	conditions	and	methods	of	their	work,	to	control	"the	production	of	

producers"”	(Ibid.,	p.	152)	The	reason	of	the	normative	isomorphism	is	that	organizations	are	rewarded	for	

their	similarity	to	others,	in	terms	of	transactions	are	easier,	they	are	acknowledged	as	legitimate,	as	well	as	

reputable.	Powell	&	DiMaggio	(1983)	state	further	that	similarity	may	not	coincide	with	efficiency	and	that	

status	 competition	 can	be	 seen	 as	 a	much	more	 important	 focus	 for	 organizations	 affected	by	 normative	

isomorphism.		

3.1.1.2 Overcoming Isomorphic Pressure 

This	section	will	seek	answers	towards	how	to	overcome	isomorphic	pressure,	as	the	following		

3.1.1.2.1 Shielding Idiosyncrasy from Isomorphic Pressure 

Alvarez,	et	al.	(2005)	argue	that	there	is	a	way	of	shielding	idiosyncrasy	of	one’s	company	from	isomorphic	

pressures,	namely	“by	collaboration	with	a	trusted	partner”	(p.	883).	On	the	example	of	film	directors,	the	

authors	explain	that	“the	actions	that	directors	undertake	in	building	their	optimal	distinctiveness	have	to	do	

with	 the	establishment	and	operation	of	mechanisms	that	bind	art	and	business	 together”	 (Alvarez,	et	al.,	

2005,	 p.	 884).	 Therefore,	 in	 order	 for	 the	 creative	 person	 or	 organization	 to	 stay	 distinctive	 from	 the	

mainstream	 and	 thereby	 prevent	 isomorphic	 pressure,	 they	 need	 a	 person	 shielding	 her	 from	 the	

establishment,	which	penalizes	deviant	actors	that	aggravates	the	access	to	resources	and	opportunities.	By	

combining	forces	from	art	and	business,	exclusivity	of	differentiation	can	be	reconciled	an	inclusivity	can	be	

ensured,	which	attracts	audience.	(Alvarez,	et	al.,	2005).		

3.1.1.2.2 Legitimacy 

Legitimacy	 can	 be	 used	 as	 a	measurement	 to	 justify	 an	 organization's	 decisions	 towards	 its	 stakeholders.	

Suchman	 defines	 legitimacy	 as	 ”a	 generalized	 perception	 or	 assumption	 that	 the	 actions	 of	 an	 entity	 are	

desirable,	 proper	 or	 appropriate	 within	 some	 socially	 constructed	 systems	 of	 norms,	 values,	 beliefs	 and	

definitions”	(1995,	p.	574).	Furthermore,	Suchman	elaborates:	“Legitimacy	is	a	perception	or	assumption	in	

that	 it	 represents	 a	 reaction	of	 observers	 to	 the	organization	 as	 they	 see	 it;	 thus,	 legitimacy	 is	 possessed	

objectively,	 yet	 created	 subjectively	 (1995,	p.	574).	As	 legitimacy	 is	 “socially	 constructed”,	meaning	 that	 it	

“reflects	a	congruence	between	the	behaviors	of	the	legitimated	entity	and	the	shared	(or	assumedly	shared)	

beliefs	 of	 some	 social	 group”	 (Suchman,	 1995,	 p.	 574),	 it	 is	 dependent	 on	 a	 collective	 audience,	 yet	

independent	of	particular	observers.	Organizations	seek	legitimacy	because	it	affects	“how	people	act	toward	

organizations”	 and	 “how	 they	 understand”	 organizations	 (Ibid.,	 p.	 575).	 Therefore,	 the	 perception	 of	

legitimate	organizations	is	characterized	as	being	“more	worthy	(...)	more	meaningful,	more	predictable,	and	

more	 trustworthy”	 (Ibid.,	p.	576).	 From	an	 institutional	perspective,	 legitimacy	 is	 characterized	as	a	 set	of	
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constitutive	 beliefs	 opposed	 to	 an	 operational	 resource	 from	 an	 strategic-legitimacy	 perspective.	 In	 this	

regard,	Suchman	further	elaborates:	“Cultural	definitions	determine	how	the	organization	is	built,	how	it	 is	

run,	 and,	 simultaneously,	 how	 it	 is	 understood	 and	 evaluated.	 Within	 this	 tradition,	 legitimacy	 and	

institutionalization	 are	 virtually	 synonymous”	 (Ibid.,	 p.	 576).	 There	 are	 three	 primary	 forms	 of	 legitimacy,	

depending	on	different	behavioral	dynamics,	according	to	Suchman:	

1. Pragmatic	legitimacy,	which	is,	in	contrast	to	the	two	following	types,	based	on	the	audience's	self-interest	

2. Moral	legitimacy,	which	is	based	on	normative	approval	of	the	society	

3. Cognitive	 legitimacy,	which	 is	based	on	comprehensibility,	meaning	that	are	accepted	in	the	form	they	

come	or	taken	for	granted	

These	types	of	legitimacy	and	their	subtypes	are	interrelated	and	co-exist.	However,	legitimacy	in	itself	is	no	

guarantee	for	controlling	the	audiences.	There	are	activities	managers	can	undertake,	through	the	means	of	

communication,	 to	 let	 an	 audience’s	 perception	 of	 organizational	 activities	 be	 “desirable,	 proper,	 and	

appropriate	 within	 any	 given	 cultural	 context”	 (Ibid.	 p.	 586).	 Therefore,	 managing	 legitimacy	 is	 greatly	

dependent	on	communication	between	the	organization	and	its	numerous	stakeholders,	both	internally	and	

externally.	In	the	following	section,	it	will	be	explained	the	challenges	of	how	organizations	gain,	maintain	and	

repair	legitimacy,	which	will	be	further	elaborated	on	in	the	analysis.		

3.1.1.2.2.1 Gaining Legitimacy  

When	an	organization	wants	to	gain	 legitimacy,	 it	 is	a	proactive	process,	as	organizations	are	aware	of	the	

purpose	and	the	need	for	legitimacy	among	its	stakeholders.	Gaining	legitimacy	can	be	categorized	into	three	

different	strategies,	as	specified	by	Suchman	(1995,	p.	587):	

1. efforts	to	conform	to	the	dictates	of	pre-existing	audiences	within	the	organization's	current	environment,	

2. efforts	to	select	among	multiple	environments	in	pursuit	of	an	audience	that	will	support	current	practices,	

and	

3. efforts	to	manipulate	environmental	structure	by	creating	new	audiences	and	new	legitimating	beliefs.		

3.1.1.2.2.2 Maintaining Legitimacy 

Maintaining	 legitimacy	 is	 rather	 difficult,	 as	 an	 organization’s	 legitimacy	 can	 be	 easily	 threatened	 by	 the	

internal	and	external	environment	if	not	managed.	Such	threats	could	be	“inconsistency,	miscues,	imitation	

failures	 and	 innovations	 threatens	 the	 legitimacy	 of	 even	 the	most	 secure	 organization,	 especially	 if	 such	

misfortunes	either	arrive	in	rapid	succession	or	are	left	unaddressed	for	a	significant	period	of	time”	(Ibid.,	p.	

594).	Therefore,	organizations	can	either	“perceive	future	changes”,	hence	foresee	possible	challenges	that	

could	occur,	or	“protecting	past	accomplishments”,	reinforce	previous	gained	legitimacy	(Ibid.,	p.	596).		
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3.1.1.2.2.3 Repairing Legitimacy  

Lastly,	in	order	for	organizations	to	repair	their	legitimacy	they	have	to	have	a	reactive	approach,	as	opposed	

to	gaining	legitimacy	and	having	a	proactive	approach.	Repairing	legitimacy	is	needed	in	situations	where	an	

organization's	 legitimacy	is	under	attack	from	an	unanticipated	crisis.	Therefore,	Jeffrey	Pfeffer	argues	that	

“beyond	 offering	 denials,	 excuses,	 justifications,	 and	 explanations,	 organizations	 also	 may	 facilitate	 re-

legitimation	through	strategic	restructuring”	(Suchman,	1995,	p.	598).				

3.2 Narratives and Storytelling in Organizations 

Organizational	narratives	serve	 the	purpose	of	 sharing	knowledge	and	communication	 in	organizations.	By	

understanding	 how	 these	 narratives	 are	 constructed	 and	 reproduced,	 the	 narrative’s	 content	 can	 be	

interpreted	(Czarniawska,	2004).	 In	her	work,	Czarniawska	 (1997,	 forthcoming)	 researches	the	practices	of	

organizations	to	understand	how	they	are	produced	instead	of	understanding	organizations	as	fixed	entities,	

with	an	ideal	process,	which	can	differ	immensely	from	the	reality	in	the	organization.		

3.2.1 Narratives 

Narratives	and	discourses	support	this	approach,	by	challenging	scientific,	stiff	models	of	organizational	display	

and	moreover,	providing	a	supplement	of	better	understanding	of	the	organizations.	Discourses,	understood	

through	Foucault's	definition	of	narratives	being	a	part	of	elements	of	discourse,	can	be	understood	as	a	broad	

approach,	 where	 other	 scholars	 suggest	 a	 more	 narrow	 approach.	 Czarniawska	 describes	 the	 findings	 of	

Burton	 Clark	 (1972)	 as	 the	 first	 encounter	 with	 narratives	 playing	 a	 symbolic	 role	 of	 the	 foundation	 and	

extraordinary	leaders	of	three	US	colleges.	Social	constructionists	state,	that	narrating	“is	used	by	members	

of	a	culture	to	socially	construct	their	realities”	(Hatch	&	Cunliffe,	2006,	p.	198).	

Organizational	stories	found	their	way	into	organizational	research	and	were	often	used	as	a	managerial	tool	

to	present	the	unique	story	about	an	organization,	though	with	the	same	pattern.		

However,	Michael	O.	Jones	(1996)	argues,	that	collecting	and	analyzing	the	content	of	stories	is	not	enough:	

“taking	a	narrative	approach	to	culture	demands	more	than	just	collecting	and	analyzing	the	content	of	stories	

-	it	involves	the	process	of	storytelling”	(Jones,	1996,	as	cited	in	Hatch	&	Cunliffe,	2006,	p.	197).	It	involves	the	

teller	 of	 the	 story,	with	 everything	 it	 takes	 to	 communicate,	 as	well	 as	 the	 listener,	who	 responds	 to	 the	

message	and	much	of	it	depends	“on	their	experiences,	feelings,	and	concerns	in	present	circumstances	(the	

situated	context	that	makes	this	narrating	a	‘situated	event’)”	(Jones,	1996,	as	cited	in	Hatch	&	Cunliffe,	2006,	

p.	197).	Therefore,	the	next	paragraph	will	focus	on	how	stories	in	organizations	are	told.	
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3.2.2 Storytelling 

Boje	(1991)	describes	two	aspects	of	storytelling:	how	stories	are	produced	and	how	stories	are	used.	In	order	

to	 make	 sense	 of	 the	 stories,	 Boje	 (2001)	 developed	 a	 classificational	 system	 of	 pattern	 finding,	 pattern	

elaboration	and	pattern	fitting.	Hereby,	the	story	is	a	frame,	which	emerges	spontaneously	and	can	be	tested,	

developed	and	refined.	Further,	the	frame	allows	the	storyteller	to	adapt	and	integrate	new	events,	which	can	

form	a	new	dimension	to	the	narrative.	(Czarniawska,	2015).	Sensemaking	cannot	explain	how	different	events	

are	combined	in	a	collective	narrative,	but	Czarniawska	(2004)	argues	that	sensemaking	should	be	seen	as	a	

“retrospective	 process”,	 which	 requires	 time.	 Due	 to	 the	 inevitable	 conflict	 between	 “the	 prospective	

orientation	 of	 life	 with	 the	 retrospective	 orientation	 of	 narrative”	 (Ryan,	 1993,	 p.	 138),	 it	 is	 hard	 to	

demonstrate.	 Boje	 (1991)	 reports	 similar	 observations	 when	 he	 defines	 a	 storytelling	 organization	 as	 a	

“collective	storytelling	sys-tem	in	which	the	performance	of	stories	is	a	key	part	of	members’	sensemaking	and	

a	means	to	allow	them	to	supplement	 individual	memories	with	 institutional	memory”	(p.	106).	 In	 ‘Talking	

about	machines.	An	 ethnography	of	 a	modern	 job.’,	Orr	 (1966)	 analyses	 the	 stories	 told	while	 technicians	

perform	reparations	on	copy	machines.	He	states	that	the	stories	told	at	work	in	his	observations	were	not	

organizational	stories,	also	described	as	stories	about	work,	but	they	were	organizing	stories,	they	were	the	

work.	The	conversations	of	the	technicians	about	the	machines	show	“their	understanding	of	the	world	of	

service,	[...]	the	talk	creates	that	world	and	even	creates	the	identities	of	the	technicians	themselves”	(Orr,	

1996,	p.	161).	 The	goal	of	 the	work	 is	neither	 talk	nor	 identity,	but	 to	 carry	out	a	 task	which	 satisfies	 the	

customer.	 In	 contrast	 to	 Boje	 and	Orr,	Gabriel	 (1995,	 2000)	 focuses	 in	 his	 research	 on	 the	 organizational	

stories,	the	stories	that	are	reporting	about	events	in	the	past,	which	are	well-suited	for	sharing	them	with	a	

general	audience.		

To	distinguish	between	narrative	 and	 story,	Czarniawska	 (2015)	 suggests	 to	 follow	Hayden	White's	 (1987)	

approach	that	 first	 the	emplotment	of	narratives	make	a	story	and	thereby	differentiate	between	the	two	

terms.		

Following,	a	narrative	is	a	set	of	chronological	events	or	actions,	while	a	story	is	organised	or	emplotted	-	which	

means,	that	a	logical	connection	was	added.		

Communication	scholar	Ellen	O’Connor	shows	in	her	study	“Plotting	the	Organization”	(2000),	that	three	types	

of	narratives	are	used	within	the	studied	organization:	

● Personal	narratives	including	the	life	history,	dreams	and	visions	of	the	founder	

● Generic	narratives	that	create	the	company,	for	example,	business	plans	and	strategy	

● Situational	narratives	or	histories	of	critical	events	that	explain	why	things	are	done	in	certain	ways	within	

the	organization	
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While	Gabriel	did	not	believe	in	the	future	of	storytelling	as	a	part	of	organizational	studies,	Czarniawska	(2004)	

mentions	the	benefits	of	storytelling	for	organizations:	

1. Stories	play	an	important	role	in	the	drama	between	power	and	resistance	in	organizations.	

2. Stories	give	access	to	the	emotional	life	within	organizations,	for	instance	through	revealing	nostalgia.	

3. Stories	highlight	the	religious	aspect	of	organizing,	often	represented	by	a	heroic	leader.	Further,	stories	

often	tell	the	beyond-normal,	to	give	the	audience	the	impression	of	extraordinarily.	(Gabriel,	2000).	

Over	the	years,	many	practices	have	evolved	addressing	how	stories	can	be	read.	

Besides	 rhetorical	analysis	 (Höpfl,	1995;	Feldman	&	Skölberg,	2002),	 structural	analysis	 (based	on	Greimas	

method	for	discourse	semiotics,	1971,	forthcoming)	and	deconstruction	(Harari,	1979;	Derrida,	1983),	Gabriel	

(1995)	 suggest	 another	way	 of	 reading	 stories,	 namely	 as	 a	 construction	 of	 subjectivity	 or	 one’s	 personal	

identity.		

Czarniawska	differentiates	between	two	different	kinds	of	personal	histories:	career	stories	and	stories	about	

the	organizational	identity.	While	career	stories	are	mostly	interpreted	within	Foucault´s	definition	of	discourse	

and	 focus	 on	 how	 identity	 is	 constructed	 within	 the	 disciplinary	 structures	 and	 operate	 by	 the	 connection	 of	

knowledge	and	power.	Whereas	organizational	identity	stories	do	not	only	include	official	historic	documents,	but	

every	form	of	collective	storytelling	that	are	creating	the	organizational	subject.	 (Czarniawska	1997).	Since	the	

early	2000s,	narrative	approaches	to	the	field	of	identity	seem	to	play	an	increasingly	important	role	and	many	

scholars	 have	 studied	 the	 subject	 of	 Corporate	 Identities,	which	will	 be	 further	 explained	 in	 the	 following	

section.	

To	 sum	up,	 the	narrative	approach	gives	 researches	 the	possibility	 to	create	an	analysis	of	 the	 story	 type,	

however,	 as	 Czarniawska	 emphasizes,	 the	 narrative	 approach	 should	 not	 be	 understood	 as	 a	 “method”	

(Czarniawska,	 2015,	p.	 99)	 to	 verify	 the	 accuracy	of	 events.	 In	 the	 following,	 organizational	 stories	will	 be	

examined	with	regard	to	the	uniqueness	of	organizations.	

3.2.2.1 “The Uniqueness Paradox in Organizational Stories”  

“The	Uniqueness	Paradox	in	Organizational	Stories”	is	a	paper	written	by	Joanne	Martin,	Martha	S.	Feldman,	

Mary	Jo	Hatch	and	Sim	B.	Sitkin.	The	paper	discusses	the	paradox	of	an	organization's	claim	for	uniqueness	

when	they	really	are	not	quite	that	unique.	The	authors	define	a	claim	to	uniqueness	as	when	an	institution	is	

like	no	other	institution	(Martin	et	al.,	1983).	Therefore,	in	order	for	organizations	to	differentiate	themselves	

from	other	organizations,	they	tend	to	carry	a	claim	of	uniqueness	which	can	be	found	in	the	organizational	

culture	or	in	the	stories	they	tell	to	both	their	internal	and	external	environment.	Martin	et	al.	(1983)	further	
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emphasize	that	organizational	culture	is	a	mean	for	the	“generation	of	commitment,	cognitive	sense	making,	

and	boundary	creation”	(p.	438),	compatible	with	a	claim	for	uniqueness.						

However,	even	though	the	stories	claim	to	be	unique,	the	examined	stories	share	“a	remarkable	similarity	in	

content	and	structure”	(Martin	et	al.,	1983,	p.	439)	with	other	organizational	stories	that	have	been	examined,	

signifying	that	the	stories	are	in	fact	not	that	unique.	Furthermore,	Martin	et	al.	(1983)	argue	that	the	“cultural	

manifestations	share	common	elements	and	express	common	concerns”	(p.	439),	which	are	not	only	shared	

by	organizations	within	 the	same	 industry,	but	also	by	organizations	 from	significantly	different	 industries.	

Stories	which	are	sharing	the	same	characteristics	and	are	expressed	through	similar	cultural	manifestations,	

signify	that	they	are	not	quite	as	unique	as	they	claim	to	be,	hence,	a	paradox	arises.	

In	the	paper,	Martin	et	al.	focus	on	single	cultural	manifestations.	They	have	selected	stories	because	they	

encompass	 and	mirror	 changes	 in	 organizations	 (1983).	 Furthermore,	 they	 emphasize	 the	 content	 of	 the	

stories,	rather	than	the	execution	of	storytelling	nor	in	which	situations	storytelling	is	being	used	in.	Inspired	

by	Selznick	(1957),	Martin	et	al.	(1983)	define	an	organizational	story	by	its	focus	“on	a	single,	unified	sequence	

of	events,	apparently	drawn	from	the	institution's	history”	(p.	439).	Referring	to	Burton	R.	Clark	(1970),	Martin	

et	al.	(1983)	highlight	that	the	heroes	of	these	stories	are	the	“organizational	members”	(p.	439).	

3.3 The Creative Industries 

The	 creative	 industries	 can	 best	 be	 understood	 by	 certain	 characteristics	 differentiating	 them	 from	 other	

industries.	With	 innovation	and	creativity	being	the	key	factors	to	success	 in	the	industry,	managers	“must	

navigate	tensions	that	arise	from	opposing	imperatives”	(Lampel	et	al.,	2000,	p.	263)	to	ensure	a	future	of	the	

creative	 ventures.	 These	 imperatives	 result	 from	 certain	 characteristics	 of	 the	 industry,	 such	 as	 high	

uncertainty	regarding	the	product	acceptance	of	the	market	which	can	be	explained	due	to	the	symbolic	value	

of	creative	goods.	Creative	goods	are,	according	to	Hirsch	(1972,	pp.	641-642)	“‘nonmaterial’	goods	directed	

at	a	public	of	consumers	 for	whom	they	generally	serve	as	an	esthetic	or	expressive,	 rather	 than	a	clearly	

utilitarian	function”.	Caves	(2000,	p.	3)	further	states	that	“[a]	creative	product	is	an	“experience	good”	[…],	

but	the	buyer’s	satisfaction	will	be	a	subjective	reaction.	The	producer’s	 intimate	knowledge	of	the	good’s	

production	process	still	leaves	him	in	the	dark	about	whether	customers	will	like	it:	nobody	knows”.	

This	describes	both	the	uncertainty	of	how	a	new	product	will	be	experienced	on	the	market,	as	well	as	 it	

explains	what	separates	the	creative	mindset	from	other	industries.	Creative	workers	need	to	be	passionate	

about	the	product	they	are	creating,	as	well	as	caring	about	the	creative	work	will	satisfy	their	motivation	to	a	

much	higher	degree	than	solemnly	measuring	the	work	by	the	income.	This	is	what	Caves	(2000)	describes	as	

the	art	for	art’s	sake	property.	
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3.3.1 The Culinary Field as a part of the Creative Industries 

“The	 notion	 of	 field	 connotes	 the	 existence	 of	 a	 community	 of	 organizations	 that	 partakes	 of	 a	 common	

meaning	system	and	whose	participants	 interact	more	frequently	and	fatefully	with	one	another	than	with	

actors	outside	of	the	field”	(Scott,	1994,	pp.	207-208).	The	following	section	seeks	to	position	the	culinary	field	

within	the	frame	of	the	creative	industries.		

In	her	research,	Svejenova	et	al.	(2007,	forthcoming),	place	the	culinary	field	within	the	creative	industries	due	

to	the	role	chefs	play	in	the	industry.	Nowadays,	chefs	are	engaged	in	creativity,	and	often	take	the	role	of	

brave	and	curious	explorers,	with	an	innovative	mindset	which	enables	them	to	create	ever-changing	menus	

for	their	restaurants.		

They	are	front	runners	for	food	movements,	some	even	dedicated	to	contributing	to	some	of	the	industry’s	

biggest	challenges,	and	participators	or	initiators	of	international	conferences,	food	festivals	and	more.		

As	in	other	fields	of	the	industry,	restaurants	are	serving	experience	products	directly	to	the	customer.	This	is	

where	haute	cuisine	chefs	let	their	magic	work,	in	form	of	meals	that	are	“experiences	enjoyed	not	so	much	

for	their	functional	value	as	nourishment	but,	rather,	for	their	aesthetic,	emotional,	and	intellectual	worth”	

(Svejenova	et	al.,	2015,	p.	3).	The	meal	at	a	haute	cuisine	restaurant	thus	becomes	a	service	with	symbolic	

value,	which	itself	is	“an	outcome	of	engaging	in	creativity	throughout	all	stages	and	aspects	of	the	culinary	

process	and	experience”	(Svejenova	et	al.,	2015,	p.	3).	

This	research	is	based	on	three	cases	from	the	culinary	field	of	Copenhagen:	the	restaurants	noma,	relæ	and	

AMASS.	The	reasons	for	our	focus	is,	that	all	of	the	three	organizations	are	representatives	of	the	high-end	

restaurants	 in	 Copenhagen.	 Furthermore,	 all	 restaurants	 reflect	 to	 some	 extent	 work	 with	 the	 NNC.	 As	

explained	before,	the	culinary	field	is	a	part	of	the	creative	industries,	facing	similar	challenges,	which	we	will	

describe	in	the	following	section.		

3.3.2 Industry Challenges 

As	every	other	creative	worker,	chefs	accept	wages	below	“their	opportunity	cost	in	humdrum	employment”	

(Caves,	2000,	p.	74)	for	the	freedom	of	creating	the	art	they	want.	As	many	chefs	also	are	entrepreneurs,	“they	

can	 [increase]	 the	economic	 rewards	 from	 their	work,	while	enhancing	 their	professional	 gain	 in	 terms	of	

authenticity	and	freedom	of	expression”	(Svejenova	et	al.,	2015,	p.	5).	While	the	reasons	and	forms	of	the	

entrepreneurial	 adventure	 can	 vary,	 it	 gives	 the	 entrepreneur	 legitimacy	 for	 business	 transactions.	

Gastronomic	entrepreneurs	also	gain	legitimacy	from	the	combination	of	passion,	profits	and	social	gain	(Vives	

and	Svejenova,	2011).	
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As	products	in	the	creative	industries	are	facing	rapid	obsolescence	(Hirsch	1972),	products	require	constant	

experimentation	 regarding	 the	 creation	 of	 new	 products,	 as	 novelty	 is	 a	 crucial	 factor	 for	 the	 customer's	

enjoyment	of	the	experience.	Furthermore,	the	creative	 industries	often	make	use	of	recombining	familiar	

elements	to	help	the	customer	understand	what	they	are	dealing	with	(Hirsch	1972,	Lampel	et	al.	2006).	

Moreover,	businesses	in	the	creative	industries	are	often	dealing	with	many	competitors.	Therefore,	constant	

innovation	is	needed	to	stay	competitive,	especially	in	high	pace	industries	like	the	creative	industries.		

As	mentioned	earlier,	managers	must	deal	with	certain	tensions	in	the	creative	industries.	Lampel	et	al.	(2000)	

have	identified	the	following	five	opposing	imperatives:		

3.3.2.1 Artistic Values Versus Mass Entertainment 

While	the	ambition	of	most	artists	is	to	create	a	piece	of	art	for	the	sole	purpose	of	creating	art	for	art’s	sake,	

the	 artistic	 freedom	 is	 in	 reality	 often	 overshadowed	 by	 the	 set	 direction	 of	 fund	 givers	 or	 employing	

organizations	 and	 the	 economic	 consequences	 of	 the	 artist's	 decisions.	

This	difficulty	is	Lampel	et	al.’s	(2000)	first	paradox,	highlighting	the	importance	of	knowing	and	understanding	

which	of	the	imperatives	is	or	should	be	the	driving	force	in	the	decision-making	process	(Lampel	et	al.	2000).	

In	the	culinary	field,	…	

…	this	paradox	can	be	found	in	all	four	types	of	market	segments:	Haute	cuisine,	Gastronomy	for	All,	Subject	

Food	and	Delivery	Concept	(as	defined	in	Hansson,	2015).	Artistic	creativity	and	freedom	must,	in	most	cases,	

underlie	market	 economics.	 In	 the	 special	 case	of	 the	high-end	 restaurants,	 this	 is	 often	 a	minor	 issue	 as	

renown	chefs	partner	up	with	financial	investors,	giving	them	a	certain	scope	of	financial	flexibility	regarding	

creative	decisions.	

3.3.2.2 Product Differentiation Versus Market Innovation 

As	the	market	for	creative	goods	is	determined	by	uncertainty,	product	differentiation	needs	to	be	in	balance	

with	what	 consumers	 recognize	 (Lampel	 et	 al.	 2000).	 This	 leads	 to	 a	 high	 level	 of	 product	 innovation	 by	

recombination	of	the	existing	material,	though	in	different	shapes.	While	consumers	expect	novel	products,	

this	 demand	 puts	 creative	 workers	 on	 one	 hand	 under	 pressure	 of	 reinventing	 products	 all	 the	 time	 to	

differentiate	themselves	from	competitors.	On	the	other	hand,	completely	novel	products	can	be	created	that	

“may	expand	or	fundamentally	change	the	market”	(Lampel	et	al.	2000).	

In	the	culinary	field,	…	

…	chefs	face	constant	pressure	of	coming	up	with	new	ideas	and	with	new	inspiring	creations	for	their	guests.	

In	a	 field	with	so	many	competitors	as	within	the	restaurant	scene,	 it	 is	crucial	 to	distinguish	oneself	 from	
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others.	 In	 most	 cases,	 restaurants	 will	 therefore	 combine	 the	 familiar,	 related	 to	 the	 restaurant,	 with	

innovative	ideas.	Sometimes,	products	may	on	the	other	hand	be	so	novel,	that	a	new	market	will	emerge.	

3.3.2.3 Demand Analysis Versus Market Construction 

As	described	with	Caves	words	before,	“nobody	knows”	is	an	underlying	principle	of	the	market	for	creative	

goods.	 Therefore,	 managers	 should	 have	 insight	 to	 the	 existing	 demands	 of	 the	 market,	 as	 well	 as	 the	

organization's	market	 position.	 At	 the	 same	 time,	 the	 challenge	of	 this	 imperative	 lies	within	 the	need	of	

imagining	how	to	extend	or	 transform	the	market	 in	a	 future,	where	obsolescence	 is	a	 risk	 the	 industry	 is	

always	facing.			

In	the	culinary	field,	…	

…	restaurateurs	must	ask	themselves	who	is	setting	the	agenda	concerning	the	development	of	a	restaurant	

–	the	guests	or	the	chefs?	What	is	the	formula	to	success	-	the	creation	of	novel	experiences	that	will	set	the	

standards	 for	 new	markets?	Or	 should	 restaurateurs	 rely	 on	 proven	 concepts,	 eventually	 adjusted	 to	 the	

customers’	needs	and	desires?		

3.3.2.4	Vertical	Integration	Versus	Flexible	Specialization	
This	imperative	explains	that	managers	must	be	able	to	see	the	advantages	of	in-house	production	and	the	

need	to	maintain	creative	vitality	through	flexible	specialization.	While	the	integration	of	business	units	can	

be	a	huge	advantage,	but	must,	in	particular,	be	balanced	with	efforts	of	specialization,	which	itself	could	lead	

the	organization	to	a	more	streamlined	production	process.	

In	the	culinary	field,	…	

...	this	imperative	should	force	restaurant	managers	to	do	a	precise	analysis	of	business	units	to	understand	

what	adds	value	to	the	restaurant.	This	imperative	will	be	put	into	spotlight	in	our	analysis,	when	this	paper	

seeks	to	analyze	the	motivation	behind	the	integrating	of	urban	farms	into	restaurants.	

3.3.2.5 Individual Inspiration Versus Creative Systems 

Finding	 the	 right	management	 style	 is	 the	 last	 of	 Lampel	 et	 al.’s	 five	 opposing	 imperatives.	 „Old	 school“	

management,	or	extrinsic	motivation	needs	to	be	balanced	with	intrinsic	motivation.	Managers	must	be	able	

to	build	creative	systems	to	support	and	market	creative	products,	but	at	the	same	time	the	system	must	not	

suppress	 individual	 inspiration.	Nowadays,	 examples	 of	 both	within	 and	 outside	 of	 the	 creative	 industries	

show,	that	“organizations	try	to	combine	the	best	of	both”	(Lampel	et	al.,	2000,	p.	268).	

In	the	culinary	field,	…	
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...	as	in	other	fields	of	the	creative	industries,	workers	face	long	working	hours	and	low	wages.	Therefore,	one	

could	argue	that	intrinsic	motivation	is	the	driving	force	of	the	employees	and	the	managers	should	emphasize	

the	development	of	“structures,	processes,	and	cultures	that	produce	successful	cultural	products”	(Lampel	

et	al.,	2000,	p.	267)	instead	of	focusing	on	individuals.	

Even	 though	 the	 creative	 industries	 are	 very	 dynamic	 and	 have	 to	 deal	 with	 high	 levels	 of	 ambiguity,	

organizations	 within	 the	 creative	 industries	 have	 learned	 to	 juggle	 between	 the	 explained	 opposing	

imperatives	and	the	business	models	they	crave.		

By	balancing	the	opposing	imperatives,	organizations	are	equipped	to	invent	new	products	by	measures	of	

recombination	and	innovation.		

Based	on	our	findings,	we	will	show	in	our	analysis,	how	the	above	mentioned	imperatives	that	are	relevant	

for	our	cases,	are	dealt	with	in	our	studied	cases.	
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4. Methodology 
As	stated	in	the	beginning	of	this	paper,	the	goal	of	this	thesis	is	to	examine	why	restaurants	integrate	urban	

farms	 and	 whether	 this	 signifies	 a	 natural	 extension	 of	 the	 New	 Nordic	 Cuisine	 towards	 embracing	 a	

sustainability	agenda.	Even	though	urban	farming	is	a	contemporary	phenomenon	that	can	be	seen	in	different	

scales	 around	 the	 whole	 world,	 it	 is	 an	 understudied	 field	 in	 academia.	 Therefore,	 certain	 implications	

regarding	our	study	had	to	be	considered.		

This	chapter	is	dedicated	to	explaining	our	research	strategy	and	the	approach	to	the	data	collection	process.	

Furthermore,	it	will	provide	the	reader	with	examples	of	our	interview	questions	and	explain	our	data	analysis	

process.	

4.1 Research Design and Philosophy 

The	development	of	our	research	design	originates	from	our	research	question,	the	type	of	research	we	are	

conducting	and	the	data	collection	process.	In	our	research,	we	will	put	emphasis	on	the	conclusions	we	can	

draw	 from	 our	 part	 of	 research	 to	 the	 rest	 of	 the	 industry.	 Further,	 we	 hope	 to	 shed	 a	 light	 on	 the	

circumstances	that	caused	the	rise	of	urban	farms	in	cities,	to	understand	how	this	has	influenced	the	use	of	

urban	farms	in	the	culinary	industry.		

4.1.1 Research Question 

Our	research	question	is	as	follows:		

Why do high-end restaurants integrate urban farms and how does this signify a natural 

extension of the NNC towards embracing a sustainability agenda? 

Our	 research	 question	 suggests	 a	 qualitative	 research	 project	 should	 be	 undertaken.	 Conducting	 an	

exploratory	research,	we	are	confident	that	this	design	of	the	research	process	will	help	us	to	understand	and	

explain	the	phenomenon	of	urban	farming.	Moreover,	this	type	of	research	will	allow	us	to	gain	knowledge	

about	the	studied	organizations	and	uncover	underlying	opinions	and	motivations,	which	has	been	an	essential	

factor	 to	understanding	the	restaurants	engagement	with	urban	farming.	By	 focusing	on	a	small	 scale	and	

qualitative	data	collection	methods	like	individual	interviews	and	on-site	observation,	we	could	gain	a	deeper	

level	of	knowledge	about	the	chosen	cases	to	ensure	the	understanding	of	the	phenomenon	of	urban	farming.	
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Furthermore,	 the	 following	 sub-questions	 have	 been	 posed	 which	 we	 consider	 necessary	 to	 answer	 our	

research	question:	

- How does the integration of an urban farm influence the creative craft and the 

motivation of the organizational actors?	

- How do the studied organizations use narratives and stories to express themselves on 

the social media platform Instagram?	

- How do isomorphic mechanisms pressure restaurants towards homogenization in 

order to obtain legitimacy?	

The	words	why	and	how	introduce	a	qualitative	question.	By	using	these	words	in	our	research	question	and	

the	sub	questions,	we	display	an	open	and	emerging	design	(Creswell,	2009).	Furthermore,	the	words	do…	

integrate	indicate	a	qualitative	research	of	something	new	that	is	added	to	something	established,	of	which	

we	seek	to	obtain	a	specific	perspective	on	our	problem	area.	This	can	be	ensured	through	the	use	of	data	

from	secondary	literature,	informing	interviews,	and	on-site	observation,	which	provide	us	with	an	in-depth	

understanding	of	the	informants’	perception.	

4.1.2 Clarification of Urban Farming as a Phenomenon 

When	you	look	‘urban’	and	‘farming’	up	in	an	English	dictionary,	you	find	that	‘urban’	means	relating	to	cities	

or	 designating	 a	 city	 and	 that	 farming	 means	 the	 activity	 of	 growing	 crops	 and	 raising	 livestock	 (Oxford	

dictionary,	2017).	However,	when	studying	the	concept	of	urban	farming	other	similar	concepts	appear,	such	

as	 urban	 agriculture	 and	 urban	 gardening.	 The	 lines	 between	 the	 concepts	 are	 rather	 blurred	 and	 easily	

replaced	by	one	another	due	to	the	lack	of	separability.	

When	considering	 ‘urban’	one	must	distinguish	between	the	 limits	of	a	rural	and	an	urban	area.	The	scale	

varies	 greatly	 depending	 on	 whether	 one	 is	 situated	 in	 a	 city	 such	 as:	 Tokyo,	 New	 York	 City,	 London	 or	

Copenhagen.	 Therefore,	 different	 definitions	must	 be	 applied	 depending	 on	 the	 circumstances	 (UN	 stats,	

2017).	 In	Denmark,	an	urban	area	 is	considered	 for:	 “Localities	with	200	 inhabitants	or	more”,	whereas	 in	

United	 Kingdom	 an	 urban	 area	 is	 considered	 for:	 “Settlements	 with	 10,000	 inhabitants	 or	 more”	 (World	

Urbanization	Prospects	2014).	Therefore,	the	lines	between	urban	and	rural	can	easily	be	blurred	when	looking	

at	Denmark	in	terms	of	the	definition	by	the	UN,	compared	to	United	Kingdom	for	instance.	In	the	following	

section,	a	clarification	of	urban	in	regards	to	gardening,	farming	and	agriculture	will	be	made.				

When	 looking	 gardening	 up	 in	 the	 dictionary	 it	 means	 “the	 activity	 of	 tending	 and	 cultivating	 a	 garden,	

especially	 as	 a	 pastime	 and	 in	 this	 case	 in	 an	 urban	 context”	 (Oxford	 dictionary,	 2017).	 In	 comparison,	

agriculture	means	“the	science	or	practice	of	farming,	including	cultivation	of	the	soil	for	the	growing	of	crops	

and	the	rearing	of	animals	to	provide	food,	wool,	and	other	products”	(Oxford	dictionary,	2017).	Professionals	
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within	the	field	have	agreed	that	the	distinction	between	the	terms	urban	agriculture	and	urban	gardening	is	

whether	 or	 not	 commerce	 is	 involved	 (RUAF	 foundation,	 2014).	 They	 agree	 that	 in	 urban	 agriculture,	

commerce	is	a	central	part	of	the	business	and	the	purpose	of	growing	the	produce	close	to	the	consumer	is	

to	sell	it	locally.	The	following	definition	comprises	those	different	aspects:	“Urban	agriculture	can	be	defined	

as	the	growing	of	plants	and	the	raising	of	animals	for	food	and	other	uses	within	and	around	cities	and	towns	

(…)	Urban	agriculture	 is	 located	within	or	on	 the	 fringe	of	 a	 city	and	comprises	of	 a	 variety	of	production	

systems,	 ranging	 from	 subsistence	 production	 and	 processing	 at	 household	 level	 to	 fully	 commercialized	

agriculture”	(RUAF	foundation,	2014).		

On	the	other	hand,	urban	gardening	relates	to	community	gardens,	therapeutic	gardens,	container	gardens	

and	allotment	gardens.	The	central	purpose	of	these	gardens	is	to	produce	vegetables,	flowers,	herbs	etc.	for	

either	one’s	own	usage	or	for	sharing	purposes,	but	to	a	large	extent	the	social	part	is	at	its	central.	Therefore,	

one	must	assume	that	urban	agriculture	 is	 in	a	more	professional	sphere,	where	urban	gardening	 is	 in	the	

leisure	and	social	sphere.		

In	conclusion,	it	can	be	argued	that	urban	farming	is	the	umbrella	that	embodies	the	two	branches	of	urban	

agriculture	 and	 urban	 gardening.	 Therefore,	 in	 order	 to	 reach	 consensus	 throughout	 this	 project,	we	will	

henceforth	refer	to	urban	farming,	when	considering	noma	and	relæ	(Farm	of	Ideas),	as	that	is	the	term	they	

use	themselves.	Additionally,	as	AMASS	uses	the	term	urban	garden,	we	decided	to	adopt	the	term	for	this	

case	to	not	confuse	the	reader.				

4.1.3 Case Study 

The	study	is	conceptualized	as	a	descriptive	case	study	with	three	units	of	analysis	-	the	restaurants	noma,	

relæ	and	AMASS	in	Copenhagen.	As	mentioned	before,	our	cases	were	selected	based	on	three	main	criteria.	

Firstly,	the	cases	are	operating	in	the	geographic	area	of	Copenhagen.	Secondly,	they	are	located	on	the	high-

end	of	the	Copenhagen	restaurant	scene.	And	thirdly,	their	work	reflects	the	principles	of	the	NNC	(locality,	

seasonality	and	quality).	To	read	more	about	the	selection	criteria	and	delimitation	factors	find	section	1.3	or	

respectively	section	1.4.	

We	chose	to	use	a	case	study,	as	it	“focuses	on	understanding	the	dynamics	present	within	single	settings”	

(Eisenhardt,	1989,	p.	534).	It	must	be	said,	that	case	study	approaches	have	both	strong	and	weak	aspects.	

Flyvbjerg	(2006)	discusses	five	misunderstandings	about	case-study	research,	pointing	out	that	the	strongest	

weakness	of	case-study	research	is	the	lack	of	generalization	that	one	single	case	offers.	Therefore,	single-case	

studies	 cannot	 contribute	 to	 scientific	 development	 as	 they	 can’t	 contribute	 with	 theoretical	 knowledge,	

which	 is	more	 valuable	 than	 practical	 knowledge	 (Flyvbjerg,	 2006).	 Furthermore,	 a	 case	 study	 contains	 in	
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general	a	bias	towards	verification	(Ibid.,	2006)	and	is	often	difficult	to	summarize,	as	each	case-study	is	very	

specific.	 However,	 case-studies	 are	 useful	 for	 generating	 hypotheses	 (Ibid.,	 2006).	 According	 to	 Flyvbjerg	

(2006),	our	case	can	further	be	viewed	upon	as	a	paradigmatic	case,	as	paradigmatic	cases	are	often	organized	

around	studying	a	special	cultural	paradigm,	that	“highlight	more	general	characteristics	of	the	societies	 in	

question”	(Flyvbjerg,	2006,	208).	By	studying	the	phenomenon	of	urban	farming	in	restaurants,	we	look	at	a	

relatively	unexplored	field.	It	is	worth	mentioning,	that	there	do	not	exist	standards	for	pragmatic	cases,	which	

is	why	they	center	the	gathering	of	knowledge.	Therefore,	we	cannot	predict	the	theory	that	comes	about	our	

case.	However,	paradigmatic	cases	are	suitable	for	developing	metaphors	and	to	create	a	prototype	of	the	

studied	cultural	paradigm.	

Knowing	of	the	advantages	and	disadvantages	of	multiple-case	studies,	we	aim	at	providing	findings,	which	

are	described	in	the	following	section,	that	will	present	sound	evidence	(Herriott	&	Firestone,	1983,	as	cited	

in	Yin,	2014)	and	with	 three	conclusions,	 strengthening	our	analysis.	The	cases	were	chosen	based	on	 the	

delimitation	 described	 in	 section	 1.4	 Delimitation.	 Further,	 an	 explanation	 of	 why	 exactly	 these	 three	

restaurants	became	our	units	of	analysis	can	be	found	in	1.4.3	-	Units	of	analysis.	The	underlying	criterion	for	

the	choice	of	 three	analysis	units	was	 that	 the	cases	 replicate	 the	same	phenomenon	and	promise	similar	

results	 (Yin,	 2014)	 in	 the	 researched	 topic.	 However,	 the	 logic	 behind	 the	 replication	 process	 (Yin,	 2014)	

allowed	us	to	focus	on	each	individual	case,	collect	the	necessary	data	and	end	with	the	conclusions	for	the	

case.		

To	 avoid	 bias,	 contrary	 evidence	 was	 constantly	 taken	 into	 consideration	 throughout	 the	 data	 collection	

process	(Yin,	2014),	even	though	we	had	a	preconceived	position.	In	the	analysis,	the	findings	from	the	data	

presentation	will	be	analyzed	with	the	help	of	theoretical	concepts	and	it	will	be	elaborated,	how	some	of	the	

data	turned	out	to	be	surprising	evidence.	Following,	research	approach	will	be	presented.		

4.2 Research Approach  

We	started	this	project	by	taking	an	inductive	approach,	designed	as	a	case	study	with	multiple	cases.	Knowing	

that	a	case	study	is	not	used	to	create	generalizations	on	a	topic,	we	are	aware	of	only	using	this	case	study	

on	the	three	examined	cases	as	an	example	(Flyvbjerg	2006).	We	chose	the	cases,	as	they	could	provided	us	

with	rich	details	about	the	phenomenon	of	urban	farming	and	why	they	integrate	it	into	the	restaurants.	By	

using	three	cases	as	units	of	analysis	(Yin,	2014),	we	tried	to	counteract	a	lock-down	of	one	single	case.	Fitting	

with	our	inductive	approach,	we	wanted	to	go	into	detail	with	a	specific	case,	which	eventually	could	be	used	

to	create	hypothesis’	for	further	research	(Flyvbjerg,	2006).	Our	approach	has	been	to	focus	on	three	cases	

within	the	culinary	field	of	Copenhagen	to	create	a	detailed	account	of	why	restaurants	integrate	urban	farms.	

Therefore,	we	have	been	looking	at	three	cases,	that	match	the	described	selection	criteria,	but	each	gave	
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insights	into	a	very	special	organization,	with	a	different	set	of	values	and	beliefs.	As	Siggelkow	(2007)	explains,	

can	case	studies	be	powerful	example.	By	looking	at	a	current	phenomenon	that	pops	up	around	the	whole	

world,	we	believe	that	studies	in	this	area	of	academia	will	help	to	contribute	to	a	growing	understanding	of	

what	 could	 be	 a	 new	 trend	within	 in	 the	 culinary	 industry.	 Knowing	 of	 the	 criticism	 regarding	 the	 lack	 of	

generalization	of	single	case	studies,	we	rather	focused	on	the	specialness	of	our	cases	(Siggelkow,	2007)	and	

the	 insights	we	got	 from	studying	 them	 in	order	 to	conclude	with	a	prospect	which	“allow[s]	one	 to	draw	

interferences”	(Siggelkow,	2007,	p.	21)	they	can	have	on	other	actors	in	the	industry.	

4.3 Research Strategy 

With	a	genuine	personal	interest	in	what’s	cooking	in	Copenhagen,	as	well	as	a	focus	on	sustainable	lifestyles,	

we	were	browsing	the	media	over	the	last	years.	After	participating	in	an	European	Summer	School,	the	Urban	

Challenge	Program	on	Urban	Gardening	in	the	sases	of	Copenhagen	and	Rome,	our	interest	in	urban	farms	

and	their	various	fields	of	application	grew.	We	further	on	concentrated	on	why	restaurants	suddenly	jumped	

on	the	train	and	upgraded	their	restaurants	with	own	farms	and/or	gardens.			

It	was	very	beneficial	in	the	data	collection	process,	that	urban	farms	in	cities	and	sustainability	in	general	are	

trending	all	over	the	world.	Also,	the	three	studied	cases	were	subject	of	a	variety	of	media	coverage	in	both	

Denmark,	Europe	and	the	rest	of	the	world,	which	provided	us	with	a	broad	amount	of	existing	documentary	

for	our	research.	

In	order	to	answer	our	research	question	and	understand	why	restaurants	integrate	urban	farms	and	whether	

this	signifies	a	natural	extension	of	the	New	Nordic	Cuisine	towards	embracing	a	sustainability	agenda,	we	

looked	 at	 different	 literature	 that	 explained	 sustainability	 in	 the	 context	 of	 urban	 farming,	 organizational	

identity	and	storytelling.	This	theory	is,	as	previously	mentioned,	used	as	a	tool	for	understanding	the	context	

of	 the	 conducted	 interviews,	 and	 to	 encapsulate	 the	 essence	 of	 which	 purpose	 urban	 farms	 provide	 to	

restaurants.	The	theory	and	its	application	is	explained	more	in	depth	in	the	literature	review	in	the	previous	

chapter.	By	introducing	the	theory	in	the	analysis,	we	aim	to	contextualize	the	knowledge	gained	from	our	

data	collection,	and	point	out	how	the	theory	in	conjunction	with	the	data	can	answer	our	research	question.	
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4.4 Data Collection Strategy 

Following	a	social	constructivist	perspective,	we	emphasize	the	assumption	that	reality	is	socially	constructed	

(Berger	&	Luckmann,	1966).	Therefore,	we	seek	to	understand	the	identified	phenomenon	of	urban	farming	

in	order	to	“analyse	the	process	in	which	this	occurs”	(Berger	&	Luckmann,	1966).	

In	our	data	collection,	we	relied	on	multiple	sources	to	ideally	gather	a	comprehensive	view	of	the	studied	

phenomenon.	We	found	that	using	documentary	research	as	one	method	was	a	good	starting	point	to	gain	an	

overview	about	what	has	already	been	said	about	the	restaurant’s	endeavors,	and	how	the	story	has	been	

told	and	by	whom.	Later,	qualitative	interviews	were	conducted	as	another	method	to	gather	data	directly	

from	 involved	 persons	 at	 the	 restaurants.	 While	 visiting	 the	 restaurants	 and	 farms	 and	 conducting	 the	

interviews,	on-site	observations	were	collected.	Before	initiating	the	interviews,	literature	about	qualitative	

interviews	was	studied	to	ensure	that	the	interview	questions	were	aligned	with	the	chosen	interview	strategy.	

This	approach	helped	to	obtain	useful	data	and	avoid	mistakes,	as	the	chosen	 interview	form	is	known	for	

potential	errors	and	misunderstandings	if	the	questions	are	not	asked	and	formed	in	a	way	that	obtains	the	

desired	outcome.	 (Gubrium	&	Holstein,	2001).	The	 initial	documentary	 research	helped	 to	 find	an	area	of	

study,	 as	 well	 as	 it	 equipped	 us	 with	 knowledge	 about	 the	 case	 organizations.	 When	 meeting	 with	 the	

interviewees,	we	were	able	to	build	on	our	existing	knowledge	and	use	the	interview	to	get	a	detailed	insight	

into	the	organizational	processes	and	the	underlying	motivation	in	order	to	answer	the	research	question.		

In	the	following,	the	chosen	data	collection	methods	will	be	elaborated.	

4.4.1 Documentary Research - Archival Data 

Living	in	a	digitalized	world	became	an	advantage	in	the	first	part	of	our	data	collection	process.	A	variety	of	

articles,	 interviews,	and	podcasts	about	the	endeavors	of	the	empirical	field	was	found	in	online	databases	

and	through	search	engines.	Knowing	of	 the	possibility	of	 inaccuracy	when	relying	on	third-party	material,	

sourced	were	carefully	 selected,	 the	existing	 literature	was	validated	and	 the	evidence	was	augmented	 to	

ensure	the	reliability	of	our	results.	Furthermore,	we	tried	to	counteract	biased	selectivity,	by	studying	a	wide	

amount	 of	 literature	 concerning	 the	 culinary	 organizational	 field.	 To	 avoid	 being	 misled	 and	 follow	 an	

unaudited	opinion,	the	coverage	of	different	sources	of	certain	events	and	the	validation	of	these	were	sought	

to	establish	our	own	understanding	of	which	perspectives	and	positions	 the	authors	 took.	Also,	 Infomedia	

provided	a	great	deal	of	news	articles	from	the	biggest	Danish	newspapers	to	allow	us	to	trace	articles	tracing	

back	to	the	early	2000’s	to	understand	the	history	of	the	restaurants,	the	NNC	and	the	phenomenon	of	urban	

farming	in	Copenhagen.			
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Infomedia,	as	well	as	online	databases	such	as	JSTOR,	Cambridge	Journals	Online,	Routledge,	Business	Source	

Complete,	Emerald	Insight	and	others,	were	the	basis	for	finding	academic	material	about	the	phenomenon	

of	urban	farming.	We	searched	the	databases	for	the	following	keywords	in	both	English	and	Danish:	urban	

farming,	 urban	 farming	 in	 denmark,	 urban	 farming	 in	 copenhagen,	 urban	 gardening,	 urban	 gardening	 in	

denmark,	byhaver,	urban	gardening	in	copenhagen,	køkkenhave	i	byen,	urban	agriculture,	landbrug	i	byen.	

Furthermore,	 the	 published	 websites	 of	 the	 restaurants,	 as	 well	 as	 books	 written	 by	 the	 headchefs	 and	

founders;	Christian	Puglisi	and	René	Redzepi,	were	very	insightful	to	understand	their	respective	missions	and	

the	organization	as	such.		

Furthermore,	the	head	chefs	of	all	three	restaurants	are	very	active	on	the	social	media	platform	Instagram.	

Therefore,	we	followed	their	personal	profiles	and	the	profiles	of	the	restaurants	for	the	past	twelve	months	

and	 gained	 valuable	 information	 directly	 from	 the	 informants,	 both	 in	 the	 form	 of	 published	 posts	 and	

Instagram	stories.	The	Instagram	stories	are	available	for	the	follower	for	a	period	of	24	hours	before	they	

disappear	again.	The	profiles	that	have	been	followed	are:	

noma relæ / Farm of 
Ideas 

AMASS Others 

Restaurant	noma	@nomacph	 Restaurant	relæ	
@restrelae	

Restaurant	AMASS	
@amassrestaurant	

Birkemosegaard		
@birkemosegaard	

René	Redzepi	@reneredzepi	 Restaurant	manfreds	
@manfredscph	

Amass	Green	Kids	Program	
@amassgreenkids	

Kiselgaarden	
@kiselgaarden	

Head	chef	@benncooks	 Restaurant	Mirabelle	
@mirabelle_cph	

Matt	Orlando	@amassmo	 Chef	Dan	Barber	
@chefdanbarber	

Fermentation	&	R&D	sous	
chef	@david_zilber	

Restaurant	Rudo	
@rudo_cph	

Chef	@pigeonchef	 	

R&	chef	@mette_soborg	 Restaurant	Bæst	
@baestcph	

Sommelier		@bobratlann	 	

Chef	@seiousmouthfuls		 Farm	of	Ideas	
@farmofideas	

	 	

Project	Manager	@annikadlh	 Christian	Puglisi	
@chrifrapug	

	 		

	Front	House	staff	
@katherinebont	

Head	chef	relæ	
@jtam1342	
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#nomacph	

#nomamexico	

#farmofideas	 #amass		 	

Following	these	profiles	on	Instagram	gave	us	rich	details	about	their	respective	workdays	at	the	restaurants.	

By	 gaining	 personal	 and	 organizational	 insights	 from	 different	 organizational	members,	 we	 could	 identify	

patterns	within	the	collected	narratives	shared	on	Instagram.	These	will	be	further	analyzed	in	section	6.4	–	

Stories	and	narratives.	

In	addition,	we	conducted	interviews,	which	will	be	explained	in	depth	in	the	following	paragraph.	

4.4.2 Interviews 

In	 order	 to	 generate	 empirical	 data,	 we	 chose	 to	 conduct	 interviews	 because	 of	 their	 special	 form	 of	

conversations	 that	 generates	 “empirical	 data	 of	 the	 social	 world”	 (Gubrium	 &	 Holstein,	 2001,	 p.	 112).	

Interviews	were	used	to	validate	our	findings	from	the	documentary	research	and	to	elicit	information	about	

the	studied	subjects	that	we	could	not	find	answers	to	in	our	previous	documentary	research.	We	were	able	

to	 interview	 one	 informant	 from	 each	 case.	 For	 noma,	 we	 interviewed	 the	 sous	 chef	 of	 fermentation	 &	

research	David	Zilber.	For	relæ,	we	interviewed	the	project	manager	of	Farm	of	Ideas	Karen	Hertz.	For	AMASS	

we	interviewed	the	head	chef	and	founder	Matt	Orlando.	It	should	be	noted	that	Matt	Orlando	was	the	only	

founder	and	thereby	initiator	that	we	have	been	able	to	interview.	Karen	Hertz	and	David	Zilber	on	the	other	

hand,	 function	 as	 employees	 in	 the	 studied	 organizations.	 Therefore,	 in	 order	 to	 supplement	 the	 data,	

statements	were	 found	 in	 secondary	 sources	 from	René	 Redzepi	 for	 restaurant	noma	 and	 from	Christian	

Puglisi	for	restaurant	relæ.	The	purpose	was	to	learn	about	the	purpose	and	the	actual	use	of	the	farm,	as	well	

as	the	motivation	and	involvement	behind	their	respective	undertakings.	To	sum	up,	the	interviews	served	as	

a	possibility	to	gain	knowledge	about	the	studied	cases.	

As	the	interviews	were	based	on	a	direct	source,	we	could	rely	on	the	fact,	that	the	information	we	got	from	

the	informant	was	unfiltered	and	valid.	However,	Cohen	(2010)	points	out	the	risk	that	the	information	“may	

entail	subjective	bias	on	the	part	of	either	the	participant	or	the	researcher”	(p.2).	To	prevent	this,	we	worked	

on	a	set	of	questions,	which	were	posed	to	all	the	interviewees,	in	order	to	avoid	a	subjective	bias	to	any	of	

the	cases.	Further,	we	did	not	know	the	interviewees	beforehand	and	the	information	about	the	thesis	that	

was	given	to	the	interviewees,	was	identical.	We	started	by	writing	an	informative	email	to	the	restaurant's	

official	email-addresses.	Therein,	we	explained	the	purpose	of	our	research	and	asked	for	an	interview	with	

the	founder	of	the	respective	restaurant.	More	information	about	the	interviewee	we	got	for	every	restaurant	

will	be	followed	in	the	next	sections.	
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4.4.2.1 Interviewing Approach 

We	followed	an	active	interviewing	approach.	As	interviews	are	a	form	of	conversation,	they	emerge	in	the	

situation,	as	a	result	of	the	talk	between	interviewer	and	interviewee.	Thereby,	they	can	according	to	(Hubrium	

&	Golstein,	2001)	be	defined	as	interactional	products.	In	some	cases,	we	experienced	it	as	valuable	to	become	

“constructors	of	 knowledge”	 (Hubrium	&	Golstein,	2001,	p.	113)	 in	 collaboration	with	 the	 interviewee.	By	

using	an	active	interviewing	approach	(Hubrium	&	Golstein,	2001,	p.	112),	we	wanted	to	create	a	space	where	

the	 interviewees	would	 reflect	 on	 the	 previous	 actions	 leading	 up	 to	 the	 integration	 of	 urban	 farms,	 the	

current	 use	 of	 the	 farms,	 as	well	 as	 the	 relation	 between	 the	 chefs	 and	 their	 respective	 farms.	 The	 ideal	

outcome	of	this	was	to	create	the	opportunity	to	understand	who	initiated	the	process	and	why	the	urban	

farms	developed	into	what	they	are	today,	which	is	crucial	for	the	understanding	of	the	role	the	farms	play	for	

each	of	 the	 restaurants.	 The	 information	 from	 the	 interviewee	 in	 the	 studied	organizations	proofed	 to	be	

valuable	for	the	thesis,	as	we	could	use	more	tailored	questions	than	what	was	provided	in	secondary	material.	

Furthermore,	the	interviews	allowed	us	to	gain	insights	into	the	reported	daily	structures	of	the	restaurants	

and	farms,	as	well	as	how	organizational	processes	take	place.	

By	 taking	 a	 more	 active	 role	 as	 interviewers,	 we	 joined	 the	 interviewee	 in	 constructing	 meaning	 in	 the	

interview	 (Hubrium	&	 Golstein,	 2001).	 Holstein	 &	 Gobrium	 (2001)	 state	 that	 interview	 conversations	 are	

“framed	as	a	potential	source	of	bias,	error,	misunderstanding	or	misdirection”	(p.	112),	therefore,	we	chose	

to	 interview	the	 interviewees	 in	their	mother	tongue.	Further,	we	asked	the	 interviewees	to	 let	us	know	if	

questions	were	unclear	to	prevent	misunderstandings.	Hereby,	it	was	helpful	that	we	were	two	interviewers	

participating	 in	all	 the	 interviews,	 in	contrast	to	only	being	one	person	conducting	the	 interview.	After	the	

interview,	we	collected	our	perspectives	on	the	answers	of	the	interviewee	and	discussed	them	critically.		

4.4.2.2 Semi-structured Interviews 

While	co-constructing	meaning	through	dialogue,	we	used	semi-structured	interviews	with	combined	open	

and	closed	questions.	This	helped	to	lower	the	risk	of	bias	and	misunderstanding,	as	we	did	not	have	to	follow	

a	strict	set	of	questions,	but	could	ask	the	interviewee	directly,	for	 instance	in	case	of	unclear	or	unknown	

formularities.	Also,	this	model	allowed	us	to	pose	subsequent	questions	were	more	into	depth	information	

was	 needed.	 The	 interviews	 were	 therefore	 based	 on	 an	 interview	 guide	 with	 preformulated	 questions	

directed	 at	 overall	 categories,	 which	 we	 wanted	 to	 address	 during	 the	 interview.	 The	 categories	 will	 be	

explained	in	the	following	section,	4.4.2.3	Interview	guide.	However,	it	does	not	mean	that	the	interviewer	

cannot	 deviate	 from	 the	 questions	 (Brinkmann	 &	 Tanggaard,	 2010).	 This	 interview	 form	 suited	 the	 data	

collection	well,	as	it	enabled	us	to	follow	up	on	different	paths	that	the	interviews	took,	or	to	follow	up	on	

specific	phrases	that	the	 interviewee	used.	Furthermore,	 it	 is	argued	that	semi-structured	interviews	make	
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cross	case	comparison	easier	(Justesen	&	Mik-Meyer,	2012).	Therefore,	we	worked	with	different	categories	

that	could	be	applied	to	the	questions.	Within	the	categories,	some	of	the	questions	were	posed	to	all	three	

interviewees.	Other	questions	were	tailored	at	the	specific	case.	Further,	the	categories	were	a	helpful	source	

in	the	coding	process	and	made	it	possible	to	easily	find	common	topics	for	comparison	of	the	three	studied	

cases.	

The	interview	settings,	were	organized	by	different	interviewing	roles.	One	person	was	the	main	interviewer	

and	 the	 other	 person	was	 in	 control	 of	 recording	 the	 interview,	 as	 well	 as	 taking	 notes.	While	 the	main	

interviewer	would	focus	mainly	on	the	prepared	questions	from	our	interview	guide	and	that	all	categories	

were	subject	of	the	interview.	The	second	person	would	have	the	possibility	to	follow	up	on	questions	during	

the	 interview	or	 ask	 additional	 questions	 at	 the	 end	 of	 the	 interview,	 based	 on	 the	 answers	 given	 to	 the	

previous	questions.	

The	interviewees	were	asked	for	acceptance	before	recording	the	interviews.	These	recordings	provided	the	

basis	for	the	transcription	later	on.	As	the	interviewees	agreed	to	this,	we	started	recording	at	this	point.	Then,	

the	 interviewees	 were	 asked	 if	 they	 would	 like	 to	 remain	 anonymous	 in	 our	 study,	 which	 none	 of	 the	

interviewees	wished.	Therefore,	we	have	chosen	to	use	their	full	names	as	well	as	job	titles	throughout	the	

thesis.	In	the	beginning	of	the	interview,	the	interviewees	were	asked	to	introduce	themselves	and	their	work	

tasks.	The	interviews	were	finished	with	thanking	the	interviewees	for	their	time	and	an	agreement	of	sending	

the	 transcribed	material	 to	 them.	 Thereby,	 the	 interviewees	 could	 read	 their	 statements	 and	 come	with	

additional	 comments,	 if	 needed.	 One	 interviewee	 returned	 with	 a	 comment	 after	 we	 had	 send	 her	 the	

transcript	of	the	interview.	However,	it	was	a	further	explanation	of	a	question	we	had	posed,	which	did	not	

display	any	interference	with	the	written	transcript	or	her	statements.	

Regarding	the	interview	partners	had	our	data	collection	shown,	that	René	Redzepi,	Christian	Puglisi	and	Matt	

Orlando	play	a	major	role	in	setting	the	vision	for	their	respective	restaurants.	However,	it	was	only	possible	

to	get	an	interview	with	Matt	Orlando	from	restaurant	AMASS.	Therefore,	we	tried	to	compensate	the	lack	of	

direct	information	with	secondary	sources	in	the	form	of	articles.	By	collecting	secondary	data	from	various	

sources,	we	were	aiming	at	obtaining	a	certain	amount	of	knowledge	about	 the	case	organizations	before	

conducting	the	interviews.	A	lot	of	data	had	been	collected	and	organized	in	order	to	not	loose	overview	of	

the	collected	material.	 Furthermore,	 the	secondary	 sources	helped	 to	 retain	more	objectivity,	as	 the	 facts	

from	the	data	could	be	counter	checked	and	thereby,	helped	to	gain	more	accuracy	in	our	assumptions.	In	

addition,	the	various	sources	for	data	collection	allowed	us	to	combine	“results	from	the	various	methods	that	

touch	upon	the	person,	product,	and	process	thus	will	lead	more	quickly	to	new	facts	and	conceptualizations	

than	will	taking	only	one	of	the	perspectives”	(Cohen,	2010).	
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4.4.2.3 Interview Guide 

As	previously	mentioned,	we	used	an	 interview	guide	 to	 conduct	 the	 interviews.	 The	 interview	guide	was	

divided	into	different	themes,	and	the	preliminary	questions	were	kept	broad	to	fit	these	themes.	The	themes	

are	as	follows:	Introduction	&	Tasks,	About	the	farm,	Sustainability,	Suppliers,	Creativity,	Network,	NNC.	The	

interviewee	was	then	given	the	opportunity	to	go	into	depth	with	what	the	interviewee	associated	with	the	

given	question.	By	doing	so,	 the	risk	of	 framing	the	 interview	was	 lowered.	By	posing	questions	about	 the	

development	of	new	products	and	how	the	farm	will	influence	the	further	development,	we	tried	to	get	the	

interviewee	to	reflect	on	the	“underlying	mental	operations	associated	with	creativity”	(Cohen,	2010,	p.	6).	

Additionally,	we	tried	to	prevent	bias	in	our	role	as	researchers,	by	asking	equally	into	the	creative	processes	

amongst	the	interviewees,	but	with	enough	room	for	them	to	be	specific	about	the	case	without	looking	for	a	

preferred	outcome.	As	 stated	before,	 the	 same	 themes	 from	the	 interview	guide	were	used	 for	 the	 three	

interviews,	with	adjustments	 in	order	 to	 fit	 the	 interviewees	 field	of	action.	This	 resulted	 in	more	detailed	

questions	about	the	creative	processes	 in	the	 interviews	with	noma	and	AMASS,	as	our	 interviewees	were	

chefs	at	the	restaurants.	However,	interviewing	the	project	manager	at	Farm	of	Ideas	gave	us	the	possibility,	

to	learn	more	about	the	organizational	processes	of	the	urban	farm.	Because	of	the	different	fields	of	expertise	

of	the	interviewees,	we	were	able	to	compare	different	perspectives	on	the	different	themes.	Furthermore,	

through	our	documentary	research,	we	were	informed	about	different	personal	motives	by	the	restaurants’	

founders.	Therefore,	we	tailored	the	interview	guides	to	the	specific	cases	to	provide	a	wide	range	of	questions	

aiming	at	understanding	the	visions	and	motivations	of	the	actors.	As	a	result	of	this,	our	interview	guides	vary	

slightly	according	to	the	above-mentioned	differentiations.	

As	 stated	 earlier,	 our	 interviews	 were	 semi-structured.	 Therefore,	 the	 following	 interview	 guide	 was	 not	

followed	completely	as	stated,	as	we	made	room	for	relevant	follow	up	questions,	which	can	be	found	in	the	

transcriptions	[APPENDIX	NO.	X].	

4.4.2.3.1 Interview Guide - David Zilber, noma 

The	interview	was	conducted	with	sous	chef	of	fermentation	&	research,	David	Zilber,	on	March	21th,	2017.	

The	interview	had	a	duration	of	approximately	50	minutes.	

After	contacting	restaurant	noma,	we	were	put	in	contact	with	the	project	manager	for	noma	2.0,	Aurora	Lea.	

She	 looked	 into	potential	 interview	partners	and	 tried	 to	arrange	an	 interview	with	René	Redzepi,	 for	 the	

interviews	we	were	going	to	conduct.	Unfortunately	he	could	not	find	time	for	an	interview.	Instead,	Aurora	

Lea	suggested	David	Zilber	as	an	interview	partner	due	to	his	insight	into	the	creative	processes,	as	well	as	his	

knowledge	about	the	integration	of	the	urban	farm	into	noma	2.0.	Finally,	the	interview	with	David	Zilber	took	
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place	at	the	staff	room	at	the	now	closed	restaurant	noma.	The	interview	guide	and	coded	transcript	can	be	

found	in	appendix	2.	The	interview	will	further	on	be	referred	to	as	I1.	

4.4.2.3.2 Interview Guide - Karen Hertz, Farm of Ideas 

On	March	14th,	2017,	we	conducted	an	interview	with	Karen	Hertz,	who	is	the	project	manager	at	the	Farm	

of	Ideas.	The	interview	had	a	duration	of	approximately	90	minutes,	 including	further	on-site	observations,	

which	will	be	elaborated	on	in	section	4.4.3	on-site	observation.	

Karen	Hertz	was	the	first	person	responding	to	our	interview	request.	She	suggested,	that	we	could	come	and	

visit	the	farm	and	that	she,	due	to	her	involvement	into	the	project	for	the	past	year,	could	be	interviewed.	

Therefore,	the	interview	took	place	at	the	farm	in	Abbetved,	which	is	a	part	of	Lejre	Kommune.	The	interview	

was	conducted	in	Danish.	The	interview	guide,	which	can	be	found	in	appendix	3,	was	translated	into	English	

by	the	authors	to	allow	comparisons	between	the	three	interviews.	The	interview	guide	in	both	Danish	and	

English,	as	well	as	the	coded	transcript	can	be	found	in	appendix	3.	The	interview	will	further	on	be	referred	

to	as	I2.	

4.4.2.3.3 Interview Guide - Matt Orlando, AMASS 

The	 interview	 was	 conducted	 on	 April	 20th,	 2017	 at	 restaurant	AMASS	 with	 head	 chef	 and	 owner	Matt	

Orlando.	The	interview	had	a	duration	of	approximately	60	minutes.	

After	an	initial	mail	correspondence	with	AMASS’	managing	director	Louise	Walter	Hansen,	she	arranged	an	

interview	with	Matt	Orlando	and	offered	us	to	visit	the	garden	afterwards.	She	asked	us	to	send	a	draft	of	our	

interview	guide	to	Matt	Orlando	in	preparation	for	the	actual	interview.	The	interview	took	place	during	the	

morning	at	the	restaurant.	After	the	interview,	we	also	had	the	opportunity	to	talk	to	AMASS’	gardener,	which	

we	will	elaborate	on	in	the	following	section,	4.4.3	on-site	observation.	

The	interview	guide	and	coded	transcript	can	be	found	in	appendix	4.	The	interview	will	further	on	be	referred	

to	as	I3.	

4.4.3 On-site Observation 

While	conducting	the	interviews,	on-site	observations	were	conducted.	On-site	observations	allowed	us,	to	

observe	“the	daily	work	of	a	domain	expert”	(Awad	&	Ghaziri,	2007,	p.	182),	namely	the	respective	farm	or	

restaurant.	 The	 observations	 were	 made	 before,	 while	 and	 after	 the	 scheduled	 interview	 and	 were	 an	

opportunity	to	observe	what	happened	around	us.	When	possible,	we	tried	to	gain	knowledge	about	the	study	

of	observation,	for	instance	at	restaurant	AMASS,	where	we	visited	the	garden	after	our	interview.	Here	we	

could	observe	the	gardener	and	a	volunteer	in	his	daily	work.	We	could	pose	many	questions	to	the	gardener	
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about	 the	organizing	of	 the	garden	and	 the	 interplay	with	 the	chefs.	However,	we	were	 focused	on	being	

subtle	listeners	to	understand	the	other	person's	perspective	in	practice.		

At	Farm	of	Ideas,	we	went	for	a	walk	around	the	premises	with	Karen	Hertz,	who	showed	us	the	whole	farm,	

including	the	construction	sites	for	the	future	gastrobility	school,	the	cows,	the	polytunnel	and	the	fields.	At	

restaurant	noma,	the	on-site	observation	is	limited	to	the	observations	of	what	happened	at	the	staff	room	

before,	while	and	after	we	were	conducting	the	interview	there.	To	get	a	sense	for	the	surroundings	of	noma	

2.0,	we	visited	the	new	location	of	the	restaurant.		

4.5 Data Analysis 

All	interviews	were	recorded	and	afterwards	transcribed.	In	preparation	for	the	data	analysis,	the	collected	

material	from	three	audio	recorded	interviews	(the	complete	transcripts	can	be	found	in	appendix	2,3,	and	4)	

have	first	been	transcribed	and	afterwards	been	coded.	In	the	following,	the	coding	cycles	are	elaborated	on.	

4.5.1 Coding 

The	interview	transcripts	were	coded	in	order	to	create	the	“’critical	link”	between	data	collection	and	their	

explanation	of	meaning”	(Charmaz,	2001,	cited	in	Miles	et	al.,	2013,	p.	71).	By	using	self-constructed	codes,	

we	were	able	to	analyze	our	data	from	the	conducted	interviews.	Through	the	codings,	we	were	able	to	cluster	

different	 categories	 of	 answers.	 Ultimately,	 these	 clusters	 helped	 to	 draw	 conclusions	 on	 behalf	 of	 our	

research	question	(Miles	et	al.,	2013).	Furthermore,	we	have	separately	coded	the	social	media	posts	used	for	

our	analysis,	which	also	will	be	explained	in	the	next	section.	

4.5.1.1 First-cycle Coding 

By	 categorizing	 the	 data	 into	 self-constructed	 codes,	 the	 goal	 of	 the	 first-cycle	 coding	was	 to	 reduce	 the	

findings	into	labels	of	one	word	to	a	short	phrase.	This	procedure	allowed	us	to	analyze	the	data	and	detect	

patterns	later	on	(Miles	et	al.,	2013).	

4.5.1.1.1 First-cycle Coding Interviews 

In	order	to	do	so,	the	fundamental	concepts	of	descriptive-	and	in	vivo-	coding	were	used	(Miles	et	al.,	2013).	

During	the	whole	coding	process	of	 the	 interviews,	 the	different	coding	methods	helped	to	categorize	 the	

purpose,	 usage	 and	 thoughts	 about	 the	 urban	 farms.	 Further,	 different	 phrases	 were	 highlighted	 and	

motivation	explained.	The	interviewees	perspectives	on	sustainability	and	creativity	as	well	as	emotions	and	

values	were	labelled.	Besides	of	the	data	collected	from	interviews,	social	media	posts	were	also	occasionally	

used	for	this	coding	process.	This	was	the	case,	 in	order	to	collect	statements	from	the	owners	expressing	
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their	opinions,	values	or	beliefs	that	were	regarded	as	equally	valuable	to	our	data	collection,	as	secondary	

sources.		

4.5.1.1.2 First-cycle Coding Social Media Posts 

The	same	principles	were	applied	to	the	coding	process	of	the	social	media	analysis.	The	first	step	in	coding	

the	Instagram	posts	was	to	take	a	screenshot,	which	shows	the	posted	picture,	the	accompanying	text,	tags	

of	other	people,	places	or	hashtags,	as	well	as	the	number	of	likes	obtained	at	the	date	we	have	retrieved	the	

post.	To	simplify	the	process,	the	screenshots	were	renamed,	showing	an	essence	of	the	description.	Thereby,	

we	assigned	the	data	descriptive	labels	to	summarize	the	basic	topic	of	the	message	which	later	on	was	useful	

for	the	process	of	second-cycle	coding.	

4.5.1.2 Second-cycle Coding 

After	 applying	 the	 above-mentioned	methods	 to	 the	 literal	material	 conducted	 in	 our	 interviews,	 pattern	

coding	was	used	to	group	the	categorizations	made	in	the	first-cycle	coding.	Pattern	coding	helped	to	explain	

the	first	cycle	codes,	condense	a	larger	amount	of	data	and	divide	them	into	overall	themes	which	later	on	

were	used	in	the	discussion	of	the	results	(Miles	et	al.,	2013,	p.	86).	

4.5.1.2.1 Second-cycle Coding Interviews  

To	pattern	the	first	cycle	of	data,	the	data	was	divided	into	similar	categories.	The	following	categories	were	

used:	

- Creativity	and	Innovation	
- Food	culture		
- Financial	background	
- Goals	
- Leadership	
- Motivation	
- NNC	

- Process	
- Relationship	Farmer-Chef	
- Suppliers	
- Sustainability	
- Tasks	/	Responsibility	
- Urban	Farming	

After	we	had	organized	the	interview	codes	into	categories,	the	categories	were	used	for	the	visual	display	of	

the	data,	which	will	be	explained	in	the	following	section.	

4.5.1.2.2 Second-cycle Coding Social Media Posts  

To	work	with	the	labels	we	have	assigned	to	the	collected	data	from	Instagram,	we	chose	to	design	the	second-

cycle	coding	for	the	collected	data	from	Instagram	slightly	different.	By	creating	new	patterns,	we	grouped	

these	data	in	separate	categories.	The	used	categories	are:	
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Personal narratives	

-	Inspiration	

		-	Inspiration	found	in	the	team	

		-	Inspired	staff	

		-	Knowledge	sharing	

		-	Non-organizational	members	gaining	inspiration		

				from	the	restaurants	

		-	Promotion	of	events	within	the	network	and		

				their	influence	

Situational narratives	

	-	Introduction	of	Collaborators	and			

			Suppliers	

	-	Insight	into	the	Restaurants	Processes	

	-	Updates	from	the	farms	

For	 the	 analysis	 of	 the	 above-mentioned	 data,	we	 used	 the	 two	 categories	 introduced	 by	 Ellen	O’Connor	

(2000):	 personal	 narratives	 and	 situational	 narratives.	 As	we	 lacked	 access	 to	 internal	 documents	 such	 as	

business	plans	and	strategy	reports,	we	have	not	included	the	third	proposed	category,	generic	narratives,	for	

this	analysis.	A	further	observational	study	where	access	to	internal	organizational	documents	is	given	would	

have	helped	us	to	include	this	category	into	our	analysis.	This	would	have	been	valuable,	as	stories	play	an	

important	role	in	the	“drama	between	power	and	resistance	in	organizations”	(Czarniawska,	2004,	p.	87).	In	

order	to	organize	the	above-mentioned	categories,	a	visual	display	has	been	created,	which	will	be	explained	

in	the	following	section.	

4.6 Visual Display 

4.6.1 Visual Display Interviews  

To	condense	the	gathered	data,	a	visual	display	has	been	created	with	the	online	tool	Mindmeister	after	the	

interviews	have	been	conducted	and	thematized.	An	example	hereof,	is	shown	in	figure	1,	which	gives	an	idea	

of	the	visual	display:		

	

Figure	1	-	Visual	Display	Interview	
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There	 was	 constantly	 added	 new	 content	 to	 the	 visual	 display,	 as	 soon	 as	 another	 interview	 had	 been	

conducted,	transcribed	and	coded.	The	format	that	was	chosen	for	the	visual	display	allowed	us	to	collect	the	

citations	in	a	map,	which	could	be	altered	according	to	our	needs.	For	example,	in	Figure	1,	the	map	shows	

the	category	Motivation.	The	first	category	under	Motivation	in	the	above-mentioned	figure	is	for	 instance	

Farm	of	 Ideas.	 By	 zooming	 in	 -	 or	 in	order	words	unfolding	 further	 categories	under	Farm	of	 Ideas,	more	

detailed	findings	can	be	found.	This	display	gave	an	overview	of	the	findings	from	our	data	collection	in	order	

to	see	 interrelations	and	to	 immerse	 into	certain	categories.	After	 finalizing	the	data	collection	and	coding	

process,	 there	 had	 been	 gathered	 an	 about	 equal	 amount	 of	 data	 in	 each	 of	 the	 categories:	 Financial	

Background,	Goals,	Leadership,	Motivation,	NNC,	Process,	Suppliers,	and	Tasks/Responsibility.	However,	we	

had	gathered	more	data	for	the	categories	Urban	Farming	and	Relationship	Farmer-Chef	in	the	studied	cases	

of	AMASS	and	relæ	compared	to	noma.	This	is	due	to	the	fact,	that	noma	at	the	time	of	the	research	was	in	

the	transition	phase	between	noma	1.0	and	2.0,	meaning	that	the	statements	we	got	from	noma	showed	the	

hopes	and	plans	about	the	design	of	noma	2.0,	which	will	include	an	urban	farm,	however,	the	farm	is	not	yet	

in	use.	On	the	other	side,	our	collected	data	from	noma	and	AMASS	in	the	categories:	Creativity	and	Innovation	

exceeds	the	data	collected	from	relæ.	The	differences	in	the	outcome	can	be	explained	with	the	different	work	

tasks	of	 the	 interviewees.	 Karen	Hertz,	 project	manager	 at	Farm	of	 Ideas	 could	only	provide	us	with	 little	

insights	about	the	chef’s	creative	processes,	while	the	two	chefs	from	the	other	studied	cases	could	contribute	

from	 their	 own	 thoughts.	 Therefore,	 this	 lack	 of	 insight	 was	 supplemented	 with	 documentary	 data	 from	

Christian	Puglisi	himself	from	secondary	sources.	

The	visual	display	of	the	interview	data	can	be	found	in	appendix	5.	

4.6.2 Visual Display Instagram Posts 

After	we	had	collected	and	coded	all	data	from	Instagram,	a	simple	directory	structure	was	used	to	make	the	

data	easily	accessible	for	the	data	analysis.	The	structure	is	shown	in	figure	2:		

	

Figure	2	-	Visual	Display	Instagram	Posts	
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To	simplify	the	visual	display	for	the	reader,	a	catalogue	has	been	created	to	display	all	the	posts	arranged	into	

the	according	categories.	The	visual	display	of	our	data	collection	from	Instagram	can	be	found	in	appendix	6.	

4.7 Validity and Reliability  

To	ensure	a	valid	and	reliable	study,	we	have	attempted	to	provide	a	balanced	presentation	of	the	different	

perspectives,	 positions	 and	 beliefs,	which	 have	 been	 offered	 by	 our	 informants.	 This	means,	 that	 the	 key	

statements	 to	 answering	 our	 research	 question	 should	 come	directly	 from	 the	 interviewees.	 Thereby,	we	

prioritized	our	own	collected	data	in	the	data	presentation.	However,	as	stated	before,	the	collected	data	has	

been	aligned	with	other	data	from	secondary	material,	to	ensure	that	we	have	a	good	impression	about	the	

studied	field.		

The	informants	have	been	carefully	chosen	to	ensure	the	credibility	of	their	statements.	After	the	interviews	

had	 been	 transcribed,	 they	 were	 sent	 to	 the	 interviewees	 to	 give	 them	 the	 possibility	 to	 reread	 their	

statements.	This	led	to	a	confirmation	of	the	written	transcripts,	which	were	then	used	in	section	5	–	Data	

presentation.	Further,	the	methodology	section	is	offering	a	gradual	explanation	of	the	research	process	with	

the	aim	of	establishing	a	high	level	of	transparency	to	strengthen	the	reliability	of	this	thesis.		
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5. Data Presentation 
The	following	section	will	present	the	findings	of	our	data	collection.	It	will	be	organized	in	three	paragraphs,	

each	paragraph	presenting	the	findings	regarding	one	unit	of	analysis.	The	categories	represent	the	ones	used	

in	the	second	cycle	of	our	coding	process,	which	is	described	in	section	4.5.1	Coding	and	visualized	in	appendix	

5.	

5.1 noma 

Like	no	other	restaurant	in	Scandinavia	has	noma	influenced	the	Scandinavian	culinary	industry	and	its	extent	

of	worldwide	 awareness.	 Since	 its	 opening	 in	November	 2003,	 the	 goal	 of	 the	 restaurant	was	 to	 “absorb	

gastronomic	inspiration	and	meet	possible	suppliers	of	raw	materials	and	décor	for	what	was,	as	far	as	we	

know,	the	first	restaurant	with	a	modern,	North	Atlantic	menu”	(Skyum-Nielsen,	2010,	p.	11).	In	reality,	Lars	

Williams,	former	head	of	R&D	at	noma	explains:	“To	think	that	you	could	make	a	compelling	restaurant	with	

the	 local	 ingredients	 that	 we	 have	 here	 [in	 the	 Nordic	 region]	 was	 a	 joke.	 (...)	 [I]f	 you	 were	 a	 high-end	

restaurant	you	had	to	have	French	pigeons;	you	had	to	have	foie	gras;	you	had	to	have	caviar”	(Williams,	2017).	

In	 defiance	 of	 the	 skepticism	 that	 the	 noma-staff	 had	 to	 face	 from	 other	 actors	 of	 the	 culinary	 scene	 in	

Copenhagen,	 the	 restaurant	 soon	 found	 recognition	 by	 different	 recognized	 evaluation	 practices	 after	 its	

opening.	Over	the	years,	it	climbed	steadily	on	the	World’s	50	Best	List,	as	figure	3	shows:	

	

Figure	3	-	Accreditation	journey	noma	

Furthermore,	shortly	after	its	opening,	noma	received	its	first	Michelin	star	in	2005.	In	2007	(Ritzau,	2013),	

the	team	around	René	Redzepi	earned	 its	second	Michelin	star,	which	 it	held	until	 the	award	ceremony	 in	

February	2017,	where	noma	no	longer	was	listed	in	the	Michelin	Guide	due	to	its	closing	in	early	2017.	noma	

never	received	a	third	star,	leaving	its	managing	director	clueless	which	of	the	fixed	criteria	were	not	met	by	

noma	 (Christensen	&	Strandgaard	Pedersen,	2011).	Even	 though	 the	goal	of	 the	 restaurant	never	was	 the	

collection	of	Michelin	stars	(Abend,	2017),	the	third	Michelin	star	for	noma	was	widely	discussed	(Christensen	

&	Strandgaard	Pedersen,	2011;	Haar,	2015;	Haar	&	Adrian,	2015).	Peter	Kreiner,	noma’s	managing	director	

explains	that	noma	never	tried	to	develop	the	restaurant	 into	a	direction	that	one	could	assume	fits	more	
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according	 to	 what	 the	 Michelin	 Guidebook	 might	 have	 a	 set	 of	 criteria	 for	 (Christensen	 &	 Strandgaard	

Pedersen,	2011).	

5.1.1 René Redzepi 

Not	only	the	restaurant,	but	also	head	chef	and	cofounder	René	Redzepi	gained	a	great	amount	of	publicity	

through	the	many	years	of	success.	Coming	from	humble	conditions,	the	childhood	of	the	son	of	a	Macedonian	

immigrant	 and	Danish	mother	was	 characterized	by	 sensory	 impressions.	While	 the	 food	 in	Denmark	was	

determined	by	frozen	ready-made	meals,	the	summers	that	the	family	spend	in	former	Yugoslavia	were	all	

about	 fresh	 home-grown	 food.	 (Durrant,	 2010).	 After	 dropping	 out	 of	 school	 after	 ninth	 grade,	 Redzepi	

followed	a	friend	into	cooking	school.	Suddenly,	his	life	was	all	about	the	culinary	world.	Redzepi	was	guesting	

as	an	intern	at	different	restaurants	such	as	at	Pierre-André,	Copenhagen;	Jardin	des	Sens,	Montpellier;	and	

ElBulli,	Roses,	Spain	in	1999	(Rose,	2010),	got	an	offer	to	stay	and	work	there	during	1999	leading	up	to	the	

year,	in	which	ElBulli	became	the	World’s	Best	Restaurant.	He	returned	to	Copenhagen,	to	Kong	Hans	Kælder,	

which	creates	fine	classical	French	Cuisine,	and	went	on	a	four	months’	trip	to	The	French	Laundry	in	California	

in	2001	(Rose,	2010),	before	he	in	2002	returned	as	deputy	chef	to	Kong	Hans	Kælder	in	Copenhagen	(Frank,	

2010).	When	Claus	Meyer	 invited	him	to	open	his	own	restaurant	 in	Strandgade	93,	 the	24-year	old	René	

Redzepi	“had	turned	down	other	head	chef	jobs”,	as	he	“didn't	want	to	take	over	someone	else's	cuisine.	[He]	

wanted	to	start	from	scratch"	(Durrant,	2010).	

5.1.2 How did noma become noma? 

Even	though	noma	earned	its	first	Michelin	star	in	the	first	year	of	operation,	René	Redzepi	describes	that	he	

felt	like	cheating	the	guests:	“We	weren't	touching	anything	new.	It	was	Scandinavian	French	–	I	was	cooking	

things	I	knew,	I	just	replaced	products.	I	was	borrowing	someone	else's	brain"	(Durrant,	2010).	So	the	team	

set	out	to	find	an	original	approach	to	the	concept	they	were	imposed	to.	The	key	was	taking	a	step	away	from	

cooking	already	existing	recipes	with	local	ingredients	to	“rethinking	traditional	methods	of	preservation”	and	

“to	shape	new	dishes	and	flavors”	(Redzepi,	2015).	Instead	of	searching	for	inspiration	from	books	and	other	

recipes,	René	Redzepi	visited	historians	to	understand	what	people	in	the	Nordic	countries	had	been	eating	

during	the	past	centuries	(Tackeff,	2010).	

After	an	ongoing	discussion	about	the	ownership	structure	between	Claus	Meyer	and	René	Redzepi,	Meyer,	

who	was	the	main	shareholder	of	noma,	was	selling	parts	of	his	shares	to	the	American	 investment	group	

Overture	in	2013.	Since	2013,	they	now	own	the	majority	of	45%.	Other	shareholders	are	René	Redzepi	(25%),	

Claus	Meyer	(20%)	and	Kristian	Byrge	(10%)	(Frank,	2013).	After	the	closing	of	noma	 in	early	2017,	several	
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media	 reported	 further	changes	 to	 the	ownership	 structure	of	 the	new	noma,	 as	dishwasher	Alieu	Sonko,	

service	director	Lau	Richter	and	restaurant	manager	James	Spreadbury	were	announced	as	partners	at	noma	

with	each	a	share	of	10%	(Frank,	2017).	

René	Redzepi,	who	when	asked	about	the	future	of	restaurants	often	talks	about	his	perfect	utopia	where	

restaurants	get	subsidies	by	the	state,	explains	 that	 the	dining	experience	at	noma	 is	all	about	 the	guests.	

Furthermore,	he	wants	his	guests	to	have	a	good	time	together	while	enjoying	food	that	does	not	only	taste	

good	but	is	also	promoting	health	(Teuner,	2017).	When	René	Redzepi	retired	from	the	position	as	head	chef	

in	2010,	it	allowed	him	to	focus	on	"the	process	of	shaping	the	team,	of	watching	an	apprentice	become	a	

master,	the	process	of	cuisine	slowly	developing,	the	process	of	a	dish”	(Durrant,	2010).	

The	concept	of	noma	is	even	today,	fourteen	years	later,	in	the	center	of	what	the	new	noma	will	transform	

into.	Reasons	for	the	transformation	were	the	consequences	of	the	NNC,	which	the	team	is	facing	every	day.	

Over	the	years,	René	Redzepi	describes	how	he	has	been	struggling	with	the	definition	of	what	locally	implies		

and	how	the	borders	of	what	has	been	referred	to	as	the	Nordic	region	are	set.	Further,	he	was	questioning	

what	should	determine	the	borders	-	vegetation	or	politics	(Redzepi,	2015;	Redzepi,	2017;	Goulding,	2017;	

Haar	&	Adrian,	2015)?	René	Redzepi	also	enjoys	the	tremendous	success	that	he,	his	team	and	farmers	have	

witnessed	over	the	past	twelve	years.	Striving	together	for	quality,	René	Redzepi	genuinely	believes	that	“what	

we’re	seeing	in	our	little	city	and	our	region	are	merely	the	baby	steps	of	many	more	great	things	to	come”	

(Redzepi,	2015).	

Throughout	 the	 existence	 of	 noma,	 the	 recurring	mantra	 has	 been:	 time	 and	place.	 In	 the	Nordic	 region,	

restaurateurs	are	facing	a	lack	of	products	due	to	the	cold	climate,	which	makes	it	impossible	to	grow	certain	

products.	But	René	Redzepi	explains	that	when	using	one’s	“intuition	and	see[ing]	the	possibilities”	(Durrant	

2010),	it	is	possible	to	create	what	noma	was	all	about:	Nordic	food.	

	

“We have spent the last twelve years trying to figure out what it means  

to be a chef in the Nordic region, and now we are ready  

to start that restaurant we have been practicing for.”  

(René Redzepi, Lucky Peach, 2015) 
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5.1.2.1 noma 2.0 

To	meet	the	requirements	of	the	new	noma	era,	René	Redzepi	announced	in	2015,	that	the	noma	as	the	world	

knew	it	would	close	in	2017,	to	reopen	again	at	a	new	location	in	the	end	of	2017.	The	design	of	the	restaurant	

will	shift	dramatically,	as	David	Zilber	explains:	“The	layout	of	the	restaurant	will	be	all	on	one	floor	which	is	

amazing.	Being	in	one	space	will	allow	everyone	in	the	restaurant	to	have	more	fluid	communication,	to	be	

able	to	see	that	the	test	kitchen	will	be	cooking	up	and	what	I'm	cooking	up,	my	lab	will	just	be	like	a	glass	

door.	So,	it's	pretty	easy	to	just	be	inspired	by	walking	by”	(I1,	06:45).	Noma	2.0	will	create	a	better	layout	for	

the	already	existing	functionalities	like	the	test	kitchen,	experimenting	lab,	aging	room,	etc.	and	the	only	new	

building	block	that	will	be	added	is	the	farm	and	the	greenhouses	(I1).	As	the	statement	indicates,	the	reasons	

for	the	change	were	to	better	organize	the	restaurant	for	a	menu	with	shifting	seasons,	which	is	illustrated	in	

figure	4:	

	

Figure	4	-	The	three	seasons	of	noma	2.0	

During	the	cold	months,	from	January	until	April,	when	the	soil	is	too	hard	to	grow	anything,	noma	will	focus	

its	menu	on	the	sea,	where	most	fish	are	at	their	pinnacle	and	the	ocean	provides	an	 incredible	variety	of	

seafood.	“A	meal	based	around	such	rich	proteins	will	be	shorter,	enhanced	with	our	well-stocked	larder,	those	

hardy	plants	that	survive	the	frost,	and	our	own	greenhouse”	(Redzepi,	2015),	explains	René	Redzepi.	
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During	the	green	season,	from	May	until	September,	the	restaurant	will	turn	100%	vegetarian	and	focus	on	

the	diverse	bearings	from	the	plant	kingdom.	Here,	the	“community	of	farmers	and	foragers	will	be	central”	

(Redzepi,	2015),	and	the	urban	farm	on	top	of	the	restaurant	will	help	noma	to	“grow	a	significant	amount	of	

our	own	produce”	(Redzepi,	2015).	

The	last	season	follows	the	shift	to	autumn,	were	mushrooms,	nuts,	and	berries	are	ready	to	harvest.	From	

September	until	December,	wildlife	animals	(game	birds	and	animals)	will	be	added	to	the	menu,	making	it	

the	only	meat-based	season	during	the	year.	

Thereby,	 René	 Redzepi	 plans	 “to	 eschew	 the	 ‘predictable	 progression’"	 of	 a	 tasting	 menu	 in	 favor	 of	 a	

"reverent	 adherence	 to	 seasonality”	 (Shah,	 2015),	 which	 Zilber	 describes	 as	 an	 “extreme	 form	 of	

understanding	seasonality	(…)	doubling	down	on	that,	saying	that	we’re	only	going	to	cook	inside	the	season	

of	our	region”	(I1).	

	

“And that’s the flow of the year. A true reflection of the landscape at that moment,  

the unique flavor of that point in time. Three distinct seasons,  

with a myriad of microseasons within each of them.  

(René Redzepi, Lucky Peach, 2015) 

 

5.1.3 Urban Farm + Motivation for the Farm 

Nomas	urban	farm	will	be	600	m2	big	(Fejerskov,	2015)	and	placed	on	the	roof	of	the	new	building.	Additionally,	

there	will	be	greenhouse	space	race	planters	for	smaller	plants	(I1).	Even	though	René	Redzepi	in	2015	stated,	

that	“it	makes	sense	to	have	your	own	farm	at	a	restaurant	in	this	caliber”	(Shah,	2015),	there	is	“no	chance	

that	we	can	be	self-sufficient”	(I1,	10:02),	says	David	Zilber,	while	highlighting	that	the	farm	rather	can	be	seen	

as	the	next	logical	step	in	the	development	of	noma.	While	foraging	and	harvesting	in	nature	is	a	daily	task	for	

the	noma	staff,	René	Redzepi	wants	to	change	the	way	the	chefs,	that	are	coming	from	all	over	the	world,	

think	about	food	and	its	preparation	(Tackeff,	2010).	With	the	new	aspirations,	the	location	of	the	new	noma	

became	more	and	more	important.	While	searching	especially	on	Amager,	Copenhagen,	it	was	never	really	

taken	into	consideration	to	move	noma	out	of	the	city	(I1).	But	with	Strandgade	no	longer	being	the	“broken	

down	warehouse	in	the	back	lot”	(I1,	14:44),	but	more	a	part	of	a	revitalized	neighborhood	(I1),	and	becoming	

much	better	connected	into	the	city,	René	Redzepi	was	looking	for	a	quieter	place,	preferably	connected	to	a	
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green	area.	So,	with	the	countryside	being	too	far	away	from	the	city,	the	new	move	offers	noma	“to	feed	into	

our	philosophies,	our	mantra,	and	our	outlook	on	the	food”,	describes	David	Zilber	(I1,	15:18).	

5.1.3.1 Tasks & Responsibility 

The	distinction	between	the	chefs	and	the	farmers,	however,	makes	somewhat	of	a	difference	to	David	Zilber	

when	asked	who	will	take	over	the	responsibility	of	the	farm:	“DZ:	A	farmer.	No,	I'm	no	farmer.	We	will	need	

a	farmer.	We	will”	(I1,	25:50).	

The	question	arises	how	noma	will	use	the	farm,	when	they	won’t	be	able	to	produce	a	significant	amount	

themselves,	despite	what	René	Redzepi	claimed	in	2015.	Zilber	states	clearly	that	being	self-sufficient	“is	not	

the	goal.	When	our	ordering	sous-chef	was	asked	(…):	‘What	would	be	the	most	beneficial	thing	for	noma	to	

grow	on	site?’	He	said:	‘Parsley.’”	(I1,	10:16).	

David	Zilber	explains	that	“Renés	vision	for	the	farm	is	to	grow	things	that	other	people	can't”	(I1,	10:34).	With	

up	 to	 500	 guests	 per	 week	 and	 thousands	 of	 plates	 to	 leave	 the	 kitchen,	 Zilber	 narrows	 down	 the	most	

important	 factors	 in	nomas	halls:	“there’s	a	strive	 for	quality.	And	consistency.	 (…)	The	pressure	to	be	the	

world’s	best	restaurant	is	always	there	and	so	you	do	need	to	select	for	quality”	(I1,	08:50).	To	meet	these	

criteria,	 René	 Redzepi	 explains	 that	 by	 having	 “the	 freedom	 to	 experiment	 with	 varieties”	 (Abend,	 2017)	

themselves,	noma	will	be	able	 to	use	a	unique	opportunity	 to	 try	 to	grow	old	varieties	 that	would	not	be	

efficient	or	too	costly	for	some	of	their	farmers	to	grow	due	to	uncertainty	or	small	quantities.	While	it	was	

possible	to	“ask	a	farmer	to	plant	you	know	three	fields	of	white	asparagus	which	we	want	to	run	from	June	

through	to	July.	But	(...)	to	be	able	to	experiment	with	it	ourselves	has	never	really	been	there”,	says	Zilber	(I1,	

13:25).	He	is	emphasizing	that	this	is	a	way	of	reinventing	their	products	by	using	varieties	that	have	never	

been	there,	while	not	having	to	compromise	with	the	quality	of	the	products	they	get	from	their	farmers.	It	

will	 further	also	be	able	 for	 the	noma	 staff	 to	 “share	what	you	 learn	with	 the	people	who	do	grow	 food”	

(Abend,	2017),	says	René	Redzepi.	Zilber	further	states,	that	he	has	“also	heard	René	[Redzepi]	say	(...)	 it's	

foolish	and	maybe	a	bit	arrogant	to	think	that	we	could	do	some	of	the	things	that	our	farmers	do,	better	than	

they	could”	(I1,	20:44).	Therefore,	“[t]he	new	Noma,	in	other	words,	won’t	be	growing	carrots	and	onions,	it’ll	

be	trying	to	recapture	and	 in	some	cases	 introduce	biodiversity	 into	the	region”	 (Abend,	2017),	 taking	the	

possibilities	of	growing	a	variety	of	produce	that	can	grow	within	in	the	season	in	the	region	to	a	next	level.	

Noma	also	employs	a	forager,	“who	goes	out	with	a	car	with	six	of	our	interns	every	day	to	collect	all	these	

wild	greens”	(I1,	18:55).	Even	though	the	forager	has	no	experience	within	cooking,	“which	maybe	isn't	the	

best,	but	at	the	same	time	it's	necessary”	(I1,18:55)	to	execute	the	tasks	that	need	to	be	done	for	every	section	

to	work.	
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5.1.3.2 Relationship Farmer-Chef 

The	 new	 farm	 though	 will	 create	 an	 even	 deeper	 relationship	 between	 noma’s	 chefs	 and	 the	 farming	

experience.	Whereas	the	interns	previously	would	only	help	the	forager,	the	farm	“will	be,	(...)	very	much	a	

hands-on	experience		-	in	the	fields,	harvesting”	(I1,	25:50)	states	Zilber.	This	is	a	two-fold	street	for	noma,	as	

the	restaurant	simply	needs	the	hands	to	support	the	forager,	but	also	the	intern’s	profit	from	the	experience,	

says	Zilber:	“in	that	respect,	we're	a	teaching	restaurant	that	fosters	education”	(I1,	25:50).	

5.1.3.3 Suppliers 

When	asked	about	the	relation	noma	has	to	its	suppliers,	Zilber	says:	“It's	pretty	amazing.	They	are	a	part	of	

our	family.	You	know	it's	not	uncommon	to	have	one	of	our	farmers	roll	up,	drop	off	a	bag	of	asparagus	in	the	

middle	of	lunch	service	and	then	at	some	wander	around	the	kitchen	and	saying	hi	to	all	the	cooks”	(I1,	18:44).	

The	farmers	“deal	primarily	with	our	order	and	sous	chef,	our	‘kitchen	manager’	is	his	formal	title”	(I1,	19:40).	

He	is	“the	interface	between	the	kitchen	and	what	we	need	–	the	qualities,	the	quantities	and	the	farmers”	

(I1,	19:40)	states	Zilber.	His	job	includes	regular	visits	to	the	farm	to	inspect	how	everything	is	growing.	While	

dropping	off	their	produce,	they	are	always	welcome	to	“pop	in	and	then	be	served	a	plate	of	food”	(I1,	20:29),	

maybe	even	with	what	they	have	provided	the	cooks	with	the	same	day.	It	is	important	for	noma	to	“cultivate	

these	relationships.	Just	by	giving	feedback	and	respect	to	the	farmers,	they	found	these	people	striving	to	do	

better”	(Tackeff,	2010).	René	Redzepi	emphasizes:	“If	these	people	were	not	on	the	team,	we	wouldn’t	have	

a	restaurant”	(Tackeff,	2010).	

And	what	characterizes	all	of	nomas	suppliers,	foragers,	and	hobby	collectors,	is	that	they	are	passionate	about	

their	job	–	Zilber	states	“they	have	to	be.	Because	if	they	send	us	bad	stuff	we	send	it	back.	(Laughs).	We	don't	

want	this,	sell	to	someone	else.	Yeah,	they	are	required	to	give	us	their	best	as	well”	(I1,	25:17).	

Lars	Williams,	previous	sous	chef	for	R&D	at	noma,	explains	that	the	relationship	to	their	farmers	will	remain	

the	same:	“[t]he	new	Noma	will	continue	its	relationships	with	its	current	producers	and	suppliers,	but	the	site	

will	 offer	 some	 fresh	opportunities:	 the	 restaurant	will	 produce	more	 compost,	which	will	 be	 shared	with	

farmers,	and	Noma	chefs	will	 learn	to	work	the	land	and	to	further	understand	the	relationship	between	it	

and	what	ends	up	on	the	plate”	(Williams,	2017).	

5.1.3.4 Creativity 

With	Zilber	being	the	sous	chef	for	fermentation	and	R&D,	our	interview	gave	us	an	interesting	insight	into	the	

creative	 process	 at	 noma	 and	 how	 this	 will	 be	 influenced	 by	 adding	 a	 farm	 to	 the	 restaurant.		

To	start	with,	Zilber	notes	that	even	though	noma,	in	his	view,	“is	probably	one	of	the	most	creative	restaurants	

on	earth”	(I1,	05:11),	there	is	a	majority	of	chefs	that	are	not	“actually	putting	creativity	to	work	on	a	daily	
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basis”	(I1,	05:11).	The	reason	for	this	is	not	a	lack	of	ability	to	create,	its	more	due	to	the	“rigid	framework”	

(I1,	05:51)	of	the	restaurant	with	the	need	for	chefs	to	do	“the	job	over	and	over	again”	(I1,	05:51).	The	people	

working	with	creativity	in	terms	of	testing	and	developing	new	dishes	on	a	daily	basis	are	“test	kitchen	and	the	

R&D	department”	(I1,	05:11).	Though	Zilber	concedes,	that	chefs	at	noma	are	“actually	given	a	lot	of	creativity	

as	 a	 cook	 in	 the	 kitchen	 to	be	 able	 to	 (...)	 structure	 your	day	 your	own,	 however	 you	 see	 fit”	 (I1,	 05:51).	

Also,	 the	 foragers	 and	 farmers	 show	 a	 certain	 degree	 of	 creativity	 when	 for	 example	 bringing	 “a	 weird	

seaweed”	(I1,	24:14)	or	other	things	 into	the	test	kitchen,	and	the	team	in	the	test	kitchen	will	“be	like	oh	

wow,	this	is	available,	we	could	do	this”	(I1,	24:14).	Zilber	emphasizes	further,	that	“there	is	no	hard	and	fast	

rules	to	how	this	restaurant	operates	creatively”	(I1,	24:14).	

While	this	describes	one	potential	way	of	how	a	new	dish	can	find	its	way	to	the	menu,	most	of	the	times,	the	

team	of	the	test	kitchen	experiments	and	comes	up	with	a	new	dish	that	will	end	up	being	served	to	René	

Redzepi	who	has	the	last	word	in	respect	of	“if	it	fits	at	that	moment	in	time	with	our	vision	for	the	menu	and	

so	on”	(I1,	01:48).	While	the	outcome	is	mainly	unpredictable,	Zilber	believes	that	“the	more	you	try,	the	more	

you	present	to	the	test	kitchen,	the	more	likely	we	are	to	have,	(...)	a	bit	of	success”	(I1,	04:10).	Zilber	enjoys	

the	organic	form	of	the	creative	process,	and	states,	“it’s	really	just	investigate	and	see	if	you	strike	gold	in	

phases”	(I1,	03:31),	because	“luck	is	exposure”	(I1,	08:03).	

However,	the	new	noma	offers	an	opportunity	of	specializing	in	order	to	“offer	something	three	times	a	year	

that	is	distinct	and	unique	(…)	when	you	allow	yourself	to	focus	on	something”	(Redzepi	2017).	In	terms	of	the	

creative	process,	Zilber	explains	that	his	days	at	work	are	determined	by	“long	term	goals	and	(...)	bodies	of	

research	that	you	might	want	to	investigate	to	see	if	anything	fruitful	comes	out	of	it”	(I1,	01:48).	Zilber	further	

elaborates	that	noma,	just	like	before	hitting	number	one	on	the	World’s	50	Best	Restaurants	list,	was	“a	more	

capriciously	creative	restaurant.	I	think	(...)	entire	dishes	or	menus	could	change	on	like	a	moment's	notice”	

(I1,	22:35).	In	that	regard,	Zilber	thinks	that	noma	became	“a	little	bit	more	rigid”	(I1,	22:35)	due	to	the	success	

and	the	stability	it	requires.	

But	the	prospect	of	their	own	farm	already	awakens	interest	at	David	Zilber:	“So	it's	exciting	to	start	messing	

around	with	seeds	and	see	what	will	come	of	it.	To	be	able	to	watch	these	things	grow	that	we	didn't	have	

access	to,	to	see	if	the	seedling	of	this	plant	is	better	than	what	it	tastes	like	at	week	two	versus	(...)	the	stem	

after	it's	gone	to	seed”	(I1,	13:45).	To	sum	up,	Zilber	believes	that	the	farm	will	bring	“another	dimensionality	

of	experimentation	within	the	food	and	it's	going	to	be	a	big	part	of	(...)	how	we	consider	cooking”	(I1,	13:45).	

However,	he	new	noma	comes	with	a	“mega-risk”	(Abend,	2017),	René	Redzepi	says.	The	approximate	cost	of	

the	new	noma	lies	at	DKK	75	million,	DKK	37,5	mio.	for	the	ground	which	was	bought	by	an	investor,	and		DKK	
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37,5	mio.	for	the	renovation	of	the	old	munition	bunker.	Interiors	add	up	to	that	sum.	(Teuner,	2017)	“It’ll	take	

us	30	years	just	to	pay	it	back”	says	Redzepi	(Teuner,	2017,	pp.	110).	

Further,	he	is	worryied	“about	whether	the	new	Noma	will	be	different	enough	from	the	old	to	satisfy	the	

novelty	seekers,	about	whether	it	will	be	good	enough	to	satisfy	the	critics”	(Abend,	2017).	“Who	knows	if	we	

can	be	as	good	as	we	were?”	(Abend,	2017),	René	Redzepi	asks.	Luckily,	the	constant	impulse	of	his	chefs	like	

Zilber,	who	 thinks	 it	 is	 “fun	 to	play	 around	with”	 (I1,	 25:17)	with	new	 ingredients,	 leads	 to	 “constant	 fast	

experimentation	that	leads	to	legitimate	successes”	(I1,	25,17)	because	of	how	open	chefs	can	design	their	

days	at	work	and	trust	on	their	own	instincts.	

5.1.4 Sustainability 

As	described	earlier,	in	terms	of	produce	it	is	valid	that	“[q]uality	comes	first	and	foremost”	(I1,	21:43).	Due	to	

consistency,	“[a]vailability	has	been	an	issue	in	the	past.	(I1,	21:43).	So	at	noma,	the	quality	of	the	products	is	

of	uttermost	importance	in	terms	of	ordering.	But	it	also	holds	many	challenges,	especially	because	the	menu	

should	be	persistent	throughout	the	year.	Guests	have	high	expectations	because	of	what	they	see	on	the	

internet		(I1).	So	even	if	for	example.	“cabbages	from	the	farm	x	started	dwindling	in	quality	(...)	by	late	October	

then	we	have	to	find	a	new	farm	to	replace	those	cabbages	by	you	know,	to	pick	up	slots”,	explains	Zilber	(I1,	

21:57).	

So	questions	about	sustainability	center	more	around	availability	and	locality,	always	with	the	most	important	

principles	of	noma	-	quality	and	consistency	in	time	and	place	-	in	mind.	When	noma	started,	the	approach	

was	very	dogmatic,	René	Redzepi	explains	in	Abend,	2017.	He	agreed	on	working	with	the	Nordic	Cuisine	for	

ten	years.	Questions	on	the	way	in	terms	of	sustainability	were	for	instane	in	the	first	five	years:	Where	should	

products	like	onions	be	ordered	from?	A	supplier	in	Northern	Norway,	whose	products	would	have	to	travel	

2000	km?	Or	from	a	supplier	in	Hamburg,	Germany,	which	would	not	be	considered	being	a	part	of	the	Nordic	

region	according	to	the	NNC,	but	with	a	travel	distance	of	sole	250	km	(see	Adrian	&	Haar,	2015)?	“All	these	

dilemmas	and	questions	about	what	was	 the	right	 thing	 to	do	were	occupying	my	head	within	 the	 last	12	

years.	And	I	came	to	the	conclusion,	that	we	have	worked	wrong	with	the	seasons”1	(Adrian	&	Haar,	2015),	

René	Redzepi	concludes	the	reasons	for	the	shift	towards	a	new	menu	based	on	three	seasons.	

5.1.5 Network in the industry 

Not	only	the	developments	from	noma	proof,	that	“there’s	something	going	on	in	our	region	that	has	been	

going	on	for	a	while,	but	it’s	been	manifesting	itself	in	these	years	where	you	could	say	that	our	region	has	

																																																													
1	Own	translation	from	Danish.	Originally:	Alle	disse	dilemmaer	og	spørgsmål	om,	hvad	der	var	det	rigtige	at	gøre,	har	kørt	rundt	 i	
hovedet	på	mig	de	seneste	12	år.	Og	jeg	er	kommet	frem	til,	at	vi	har	arbejdet	forkert	med	sæsonerne«,	siger	René	Redzepi.	
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come	to	enjoy	a	sort	of	mainstream	acceptance	from	the	foodie	crowd	around	the	world”	(Redzepi	2017).	And	

this	“energy	or	a	feeling	that	you	could	say	is	a	Noma	feeling,	or	a	Scandinavian	energy	or	feeling,	and	we	want	

to	 build	 on	 that”	 (Redzepi	 2017).	 It	 is	 striking	 that	 the	 feeling	 of	 goodwill	 and	 successful	 collaboration	 is	

omnipresent	when	the	ambitious	Copenhagen’s	chefs	are	asked	about	each	other.	Redzepi	believes	that	the	

reason	 of	 this	 lies	 in	 the	 fact,	 that	 the	 “Copenhagen	 dining	 scene	 is	more	 confident”	 (Redzepi,	 2017),	 as	

everyone	is	enjoying	a	bigger	mainstream	success	because	“Copenhagen	has	been	accepted	on	the	culinary	

map”	(Goulding,	2017).	“I	think	it’s	something	that	belongs	to	the	region	as	a	whole	where	we	all	contribute,	

and	the	sum	of	all	of	us	makes	it	very	powerful”	(Redzepi	2017),	he	rounds	up.	And	remarks	on	a	personal	

note:	“’[t]hat’s	something	I’m	really	proud	of,’	René	Redzepi	says,	‘That	we	created	a	community.’”	(Abend,	

2017).	René	Redzepi	thinks	that	“as	long	as	people	keep	exploring	and	find	joy	in	what	they	do,	and	we	don’t	

start	feeling	entitled	and	working	against	each	other,	then	I	think	it’s	just	gonna	keep	going,	but	you	have	to	

keep	pushing	it	and	keep	exploring	and	initiating	conversations	and	ideas”	(Goulding,	2017).	So	far,	everyone	

is	acting	in	concert,	and	René	Redzepi	hopes,	that	it	will	stay	like	this	for	the	next	years,	as	the	biggest	threat	

to	“fuck	this	up	for	us	is	if	we	fuck	ourselves	up	by	working	against	each	other	as	opposed	to	with	each	other”	

(Goulding,	2017).	

The	last	aspect	of	the	collaboration	between	different	actors	in	the	industry	is	about	the	effects	noma	and	the	

other	 actors	 can	 have	 on	 the	 further	 development	 of	 the	 culinary	 industry.	 According	 to	 Zilber,	 Redzepis	

“vision	with	the	[new]	place	is	a	testament	to	that	push.	(...)	it's	built	to	break	something	down	when	people	

say	that	it's	running	as	smooth	as	it	never	has”	(I1,	16:59).	By	continuously	pushing,	Zilber	is	sure	that	the	new	

noma	will	again	give	inspiration	to	others	because	it	“almost	forces	other	people	to	look	within	themselves	

and	say:	Why	do	I	cook	the	way	I	do?	These	people	are	cooking	so	dramatically	different	to	me“	(I1,	17:53).	

Just	as	the	new	place	brought	the	established,	well-proven	restaurant	and	with	it	the	way	it	has	been	organized	

into	 movement,	 they	 hope	 to	 “shake	 things	 up”	 (correct	 reference	 missing).	 And	 this,	 Zilber	 believes,	 is	

“regardless	of	whether	we	were	the	best,	(…)	we	definitely	have	the	clout	to	change	the	ways	of	cooking	and	

I	think	that	the	move	still	does	that”	(I1,	18:07).	

Moreover,	Redzepi	is	also	the	initiator	of	MAD,	a	“nonprofit	organization	that	brings	together	a	global	cooking	

community	with	a	social	conscience,	a	sense	of	curiosity,	and	an	appetite	for	change”	(MAD,	2017).	It	started	

as	a	two-day	symposium	in	2011	and	has	since	gathered	300	chefs,	restaurateurs,	waiters	and	writers	to	the	

biannual	event	in	Copenhagen	to	discuss	the	future	of	food.	MAD	takes	on	challenges	the	industry	is	facing	

and	finds	creative	solutions	to	set	into	practice	in	restaurants,	canteens,	and	communities.	Collecting	many	

important	players	 from	 the	 international	 cooking	 community,	 it	 is	 a	unique	opportunity	 for	 the	players	 to	

connect	 and	 network.	 Furthermore,	 nomas	 alumni	 chefs	 like	 Christian	 Puglisi	 are	 well-seen	 guests	 and	

speakers	at	the	symposium.	
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5.2 relæ & Farm of Ideas 

In	the	following	section	the	case	of	relæ	and	Farm	of	Ideas	will	be	elaborated	further	on,	examining	the	data	

that	has	been	collected,	as	well	as	the	interview	that	has	been	conducted.			

5.2.1 Christian Puglisi 

Christian	 Puglisi	 is	 the	 mind	 behind	 relæ	 and	 Farm	 of	 Ideas,	 as	 well	 as	 the	 restaurants	Manfreds,	 Bæst,	

Mirabelle,	RUDO	and	several	other	projects.	He	has	Italian	and	Norwegian	roots	and	spend	his	early	childhood	

in	Italy	before	coming	to	Denmark	at	the	age	of	seven.	During	primary	school	and	high-school	in	Denmark	he	

was	not	very	goal-oriented	and	spent	his	time	with	the	wrong	people	(Fejerskov,	2015).	Realizing	the	lack	of	

interest	and	purpose	of	going	to	school,	he	dropped	out	of	upper	secondary	school	(Skarum,	2015).	With	the	

need	of	a	 job	and	piccolo	position	available	at	Hotel	Phønix	 in	Copenhagen,	the	 interest	for	the	restaurant	

business	came.	Christian	Puglisi	started	at	the	culinary	cooking	school	in	Copenhagen	and	went	to	Paris	at	the	

age	of	seventeen	in	order	to	learn	the	craft	of	French	Cuisine.	After	graduating	in	2004,	he	went	back	to	France	

and	worked	at	the	Michelin	starred	restaurant	Taillevent,	which	in	2006	connected	him	to	another	position	at	

the	Michelin	starred	restaurant	elBulli	in	Spain.	The	employment	at	elBulli	connected	Christian	Puglisi	to	René	

Redzepi	who	was	in	need	of	a	sous	chef	for	his	restaurant,	noma.	Therefore,	in	2007,	he	started	a	two	year	

long	 journey	 in	Copenhagen	as	a	 sous	chef	at	noma.	 In	2009	Christian	Puglisi	wanted	 to	go	on	a	different	

journey	where	he	was	not	only	taking	care	of	the	organizational	part	of	the	restaurant,	but	also	of	the	creative	

part.		

5.2.2 How did relæ become relæ? 

The	shift	 resulted	 in	 the	opening	of	 relæ	 and	Manfreds	&	Vin	 (today	called	Manfreds)	 in	 Jægersborggade,	

Copenhagen,	in	collaboration	with	Kim	Rossen,	the	former	assisting	restaurant	manager	at	noma.	The	main	

purpose	of	starting	his	own	restaurant	was	to	provide	high-quality	food	at	affordable	prices,	which	is	also	the	

reason	why	relæ	is	located	at	the	fairly	inexpensive	location	at	that	time,	Jærgersborggade.	Christian	Puglisi	

describes	relæ	as	the	“angry	teenager”	(Skarum,	2015)	that	wants	to	separate	from	its	parents,	hence	separate	

relæ	from	noma	 .	This	separation	was	an	attempt	to	end	the	comparison	and	constant	association	with	his	

former	employment	at	noma	that	has	evidently	followed	him	in	media	when	starting	new	projects.	He	wanted	

to	be	independent	and	differentiate	relæ	from	noma	and	the	NNC.	The	restaurant	design	was,	and	still	is,	cut	

to	the	bone	with	only	the	most	necessary	things	in	place.	The	cutlery	is	in	small	drawers	at	each	table,	the	

guests	have	to	pour	their	own	water	and	there	are	no	tablecloths.	The	emphasis	should	be	put	on	the	food	

and	quality,	and	delivering	high	quality	food	at	affordable	prices,	opposed	to	noma.	After	a	couple	of	years	

relæ	was	 refurbished	with	 higher	 quality	 furniture,	 instead	of	 the	 second-hand	 furniture	 they	used	 in	 the	



WHAT’S GROWING ON? 

	63 

beginning,	as	well	as	refining	other	aspects	of	the	restaurant.	In	2012,	relæ	was	rewarded	with	its	first	Michelin	

star,	which	it	still	holds	today.	In	2013,	relæ	obtained	the	Gold	Organic	Certificate,	signifying	that	90-100%	of	

all	 produce	 is	 organic.	 At	 that	 point,	 relæ	was	 the	 only	 organic	 certified	Michelin	 restaurant	 in	 the	world	

(Noone,	2015).	In	2015	and	2016,	relæ	was	rewarded	as	the	Most	Sustainable	Restaurant	in	the	world	by	The	

World’s	50	Best	Restaurants.	As	well	as	rewarded	as	the	39th	Best	Restaurant	in	the	world	in	2017,	also	by	

The	World’s	50	Best	(theworlds50best,	2017),	as	figure	5	shows:	

	

Figure	5	-	Accreditation	journey	relæ	

	

In	the	following	paragraph,	Christian	Puglisi’s	relationship	with	the	NNC	will	be	further	examined	in	order	to	

get	an	understanding	of	how	it	affected	Christian	Puglisi	and	relæ.	

5.2.2.1 NNC 

In	the	beginning	of	relæ,	Christian	Puglisi	wanted	to	distance	himself	and	his	restaurants	from	the	NNC.	This	

was	 mainly	 to	 differentiate	 relæ	 from	 noma	 and	 for	 Christian	 Puglisi	 to	 explore	 and	 unfold	 his	 creative	

ambitions.	These	ambitions	are	very	much	rooted	in	his	Italian	and	Norwegian	background,	and	the	fact	that	

he	has	been	living	abroad	for	many	years	has	provided	him	with	a	lot	of	inspiration.	In	the	relation	to	the	latter,	

scholar	 Jonathan	Leer	emphasizes	 the	 fact	 that	Christian	Puglisi	 is	a	product	of	globalization,	which	comes	

through	in	the	cuisine	at	restaurant	relæ	(Leer,	2016).	In	an	interview	in	the	magazine	Ud&Se,	he	explains	that	

the	idea	of	being	geographically	limited	in	terms	of	produce	makes	sense	for	the	concept	of	noma,	however,	

not	for	him	(Skyum-Nielsen,	2016).	Like	many	of	the	former	employees	at	noma	who	have	left	in	order	to	start	

their	own	restaurant,	Christian	Puglisi	states	the	importance	of	not	being	a	“copycat”	(Skyum-Nielsen,	2016),	

as	many	others	became,	instead	he	wanted	to	find	his	own	gastronomic	path.	This	rather	critical	approach	to	

the	NNC	helped	 forming	 relæ,	where	 local	produce	 is	combined	with	 Italian,	French	and	Asian	 ingredients	

(Leer,	2016).		

However,	as	Karen	Hertz,	the	project	manager	of	Puglisi’s	Farm	of	Ideas,	explains	the	philosophy	behind	noma	

and	 the	 NNC	 awoke	 the	 chefs	 consciousness	 about	 the	 possibility	 and	 the	 value	 of	 the	 nordic	 region’s	

ingredients	(I2,	54:17).	As	well	as	how	ingredients	in	other	regions	could	be	further	explored.	Evidently,	many	

noma	 alums	have	 started	 their	own	 restaurants	around	 the	world,	but	as	Karen	explains	 it,	put	 their	own	
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identity	and	understanding	of	quality	into	it	combined	with	the	experience	from	noma.	Lastly,	she	emphasizes	

the	importance	of	the	idea	of	producing	and	obtaining	organic	produce	locally,	not	because	of	the	dogmatic	

aspect	of	it,	but	because	of	its	quality	and	difference	in	taste	(I2,	51:25).					

Despite	Christian	Puglisi’s	accomplishments,	the	comparison	and	the	association	is	often	seen	in	both	Danish	

and	International	media.	However,	because	of	noma’s	gastronomic	status	in	the	world,	it	has	brought	a	lot	of	

focus	to	the	region	and	to	relæ.	Also,	it	attracts	many	visitors	who	are	interested	in	going	to	Copenhagen	for	

the	ultimate	gastronomic	experience	(Brennan,	2016).		

5.2.3 Urban Farm + Motivation and Purpose 

In	2015	the	initial	plans	about	making	a	farm	lab	and	a	creative	space	for	farmers	and	chefs	to	meet	and	unfold,	

were	made.	The	farm	Jørgenssæde	in	Abbetved	consisting	of	15	hectares	land,	Lejre,	became	the	project	Farm	

of	Ideas	 in	collaboration	with	RealDania,	Økologisk	Landsforening,	Lejre	Kommune,	Christian	Puglisi	and	his	

partners	and	the	farmer	Lasse	Linding.	In	spring	2016,	the	financing	from	RealDania	came	in	place	with	300,000	

DKK,	which	was	the	actual	beginning	of	the	project	in	order	to	make	a	preliminary	study	of	the	area	(RealDania,	

2016).	The	initial	idea	for	the	farm	was	to	produce	and	provide	the	restaurants	with	organic	vegetables,	dairy	

products	and	meat	in	a	place	not	far	from	Copenhagen.	

Farm	of	Ideas	is	located	40	minutes	away	from	Copenhagen	in	the	municipality	of	Lejre,	that	is	differentiating	

itself	 from	other	municipalities	by	putting	great	emphasis	on	an	green,	organic	and	creative	profile	 (Bech,	

2016).	This	is	also	the	reason	why	Lejre	municipality	is	collaborating	with	Christian	Puglisi	in	the	project.	The	

farm	is	undergoing	a	process	of	converting	from	conventional	to	organic	agriculture	and	will	hold	the	organic	

certificate	from	the	beginning	of	2018	(greatchefsseries,	2017).		

At	 this	 point	 in	 time,	 Farm	 of	 Ideas	 is	 producing	 vegetables,	 as	 well	 as	 their	 cows	 provide	 milk	 for	 the	

restaurants.	Especially	the	cows	are	a	valued	project	for	both	Lasse	Linding	and	Christian	Puglisi,	who	explains	

that:	“They	represent	the	whole	raison	d’etre	of	the	farm:	to	cultivate	sustainability	and	innovation	in	the	food	

system”	(Spiegel,	2016).	At	Farm	of	Ideas	they	have	around	10	jersey	cows	which	are	being	used	for	producing	

milk	at	the	moment,	but	by	the	age	of	10-12	years,	the	restaurants	will	also	use	their	meat.	Christian	Puglisi	is	

experimenting	with	the	raw	milk	at	his	restaurant	BÆST	for	making	mozzarella,	amongst	other	things,	instead	

of	 importing	 it.	This	production	 is	pushing	boundaries	 in	 terms	of	 legislation	and	 laws,	as	 it	 is	a	very	small	

production	and	the	fact	that	they	want	to	make	use	of	raw	milk	(Munchies,	2016).		

The	farm	is	also	experimenting	with	vegetables	and	greens	that	would	not	necessarily	reach	the	kitchen.	They	

are	 cultivating	 90	 different	 species	 of	 vegetables	 and	 350	 different	 sorts,	 meaning	 that	 when	 they	 are	

cultivating	courgette	there	are	10	different	sorts	of	courgettes	(I2,	12:41).	However,	it	is	not	an	attempt	to	
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become	self-sustainable	in	terms	of	vegetables	et	cetera,	however	they	claim	the	following	“We	want	to	be	

part	of	a	process.	We	want	to	learn	and	improve.	To	contribute	to	the	sheer	amazingness	that	we	can	get	from	

our	 agriculture	 and	 surroundings”	 (chrifrapug,2017).	 The	 ultimate	 goal	 for	 Farm	 of	 Ideas	 is	 to	 create	 a	

knowledge	sharing	center	for	exploring	and	developing	future	sustainable	food	systems.	Farm	of	 Ideas	will	

become	a	“melting	pot	for	innovation,	gastronomy,	and	organic	agriculture”	(Clasper,	2016).	A	place	where	

farmers,	chefs	and	people	that	take	an	interest	in	food	in	general,	from	all	over	the	world,	will	meet	in	order	

to	learn	from	each	other	and	share	knowledge	and	practices.	The	personal	objective	for	Christian	Puglisi	to	

start	Farm	of	Ideas	was	“to	understand,	that	I'm	not	just	a	chef.	I'm	actually	many	things.	Because	I	enjoy	to	

deal	with	many	things.	And	not	only	with	the	cooking	of	it.	But	also	to	influence	things	in	a	bigger	picture	like	

this	 is	 (Farm	of	 Ideas)”	 (Munchies,	 2016).	 Furthermore,	 it	 is	 a	 platform	 for	him	 to	 go	 into	depth	with	 the	

produce	and	raw	materials	in	order	to	become	better.	Christian	Puglisi	puts	it:	“I	just	want	to	go	deeper	into	

what	I	love	doing”	(Brennan,	2016)	

5.2.3.1 Tasks and Responsibility 

At	Farm	of	Ideas,	Christian	Puglisi	is	collaborating	with	the	farmer	Lasse	Linding,	who	takes	care	of	the	daily	

work	at	the	farm	with	cultivating	vegetables	and	milking	the	cows	amongst	other	things.	Together	they	have	

founded	the	company	Abbetved	Økologi	in	order	to	manage	the	operation	of	the	farm	and	to	separate	it	from	

the	restaurants.	Besides	Lasse,	there	are	a	couple	of	part	time	farm	workers	who	assist	Lasse,	especially	with	

milking	cows,	as	it	has	to	be	done	consistently	every	day	at	scheduled	times	(I2,	21:50).	Christian	Puglisi	has	

also	hired	Karen	Hertz	as	the	project	manager	for	developing	Farm	of	Ideas.	She	has	an	education	as	a	skilled	

farmer	 and	 has	 a	 master's	 degree	 in	 environmental	 planning.	 Furthermore,	 one	 of	 Karen	 Hertz	 key	

competencies	 is	 to	work	with	 bridging	 the	 relationship	 between	 the	 countryside	 and	 the	 city.	 Apart	 from	

developing	 the	 project,	 Karen	 Hertz’	 job	 also	 consists	 of	 administrative	 assignments	 such	 as	 fundraising,	

getting	approvals	from	different	governmental	authorities	i.e.	the	Danish	Veterinary	and	Food	Administration.	

The	possibility	of	having	both	Lasse	Linding	and	Karen	Hertz	employed,	Karen	explains,	has	enabled	them	to	

share	assignments	according	to	motivation	and	expertise.	This	is	especially	due	to	the	fact	that	Christian	Puglisi	

is	able	to	finance	both	positions	because	of	the	successful	restaurants	in	Copenhagen	(I2,	29:00).	Apart	from	

two	full	time	employees,	assisting	farmworkers	and	chefs	and	interns	from	the	restaurants,	Farm	of	Ideas	is	

also	very	reliant	on	voluntary	workers	during	busy	periods,	such	as	spring,	summer	and	fall.	Every	Tuesday	of	

the	week,	 the	employees	 at	 the	 farm	have	 a	meeting,	 including	 the	 volunteers,	with	Christian	Puglisi	 and	

sometimes	the	partners.	Afterwards	everyone	gathers,	depending	on	the	season,	helping	with	different	tasks.	

One	example	from	Tuesday,	May	16th	shows	the	cooperation	where	everyone	helped	spread	out	compost	

onto	the	field	and	where	the	all	finished	eating	pizza	at	Bæst	(chrifrapug,	2017).			
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5.2.3.2 Development of new Food systems 

The	purpose	of	Farm	of	Ideas	is	to	become	a	place	that	can	realize	and	improve	a	better	connection	between	

the	countryside	and	 the	city.	This	also	 involves	developing	agricultural	practices	and	new	sustainable	 food	

systems.	The	ultimate	goal	for	Farm	of	Ideas	is	“[t]o	make	the	farmer	the	chef,	and	the	chef	the	farmer”2	(I2,	

05:45)	 in	 order	 to	 increase	 the	 exchange	 of	 knowledge	 between	 the	 two	 industries	 and	 to	 get	 an	

understanding	of	the	different	perspectives	in	terms	of	work	conditions	and	quality	perceptions	the	different	

parties	have.	In	terms	of	new	sustainable	food	systems,	there	has	been	a	development	in	Denmark	throughout	

the	last	decades	that	makes	it	possible	for	micro	productions	to	become	profitable	(I2,	07:06).	With	a	project	

like	Farm	of	Ideas,	Hertz	states	that	new	sales	channels	arise	connecting	chefs	and	farmers	(I2,	37:37).		

5.2.3.3 Relationship Farmer-Chef 

The	main	idea	is,	and	it	is	already	taking	place,	for	the	chefs	to	come	to	Farm	of	Ideas	to	get	an	idea	of	the	

lifecycle	of	the	produce	and	raw	material.	It	is	the	conviction	of	Christian	Puglisi	that	it	is	creating	a	stronger	

integration	between	the	chefs	and	the	produce	when	chefs,	as	well	as	interns,	are	coming	out	to	the	farm	to	

help	(I2,	12:41).	Furthermore,	the	chefs	are	part	of	the	process	planning	which	vegetables	and	greens	Lasse	

and	his	helpers	should	plant.	This	enables	Christian	Puglisi	to	get	different	produce.	Karen	Hertz	explains	that	

it	 is	not	only	a	revolution	in	agriculture,	but	also	in	the	restaurant	business,	hence	the	importance	of	chefs	

coming	out	to	the	farm	to	understand	that	perspective	of	the	products’	lifecycle	(I2,	37:01).			

5.2.3.4 Creativity  

Christian	Puglisi	explains	his	relationship	to	creativity,	as:	“To	me,	working	creatively	equals	solving	problems”	

(Kinfolk,	2017).	Working	very	close	with	Lasse	and	Farm	of	Ideas	gives	the	chefs	another	perspective	of	what	

it	means	to	work	with	seasons	in	the	field	and	not	only	in	the	kitchen.	Familiarising	“with	the	things	that	we’re	

eating	is	an	enriching	experience	and	a	way	for	us	to	move	forward”	(Kinfolk,	2017).	Ideally	the	chef	gets	a	

more	personal	relationship	to	the	produce	that	ensures	a	different	kind	of	respect	of	the	produce,	as	well	as	

a	 deeper	 insight	 into	 seasons	 and	how	 the	weather	 affects	 the	 produce	 (I2,	 52:00).	 	 Furthermore,	 Puglisi	

elaborates	on	the	value	of	working	with,	what	he	describes	as	sustainable	ingredients:	“you	place	a	far	higher	

value	on	the	things	that	you	have	in	your	hands	because	you’re	aware	of	exactly	how	much	effort	and	care	

went	 into	producing	 it”	 (Kinfolk,	2017)	 )	This	creates	a	different	kind	and	 level	of	creativity	 that	ultimately	

affects	the	cooking	at	relæ	and	the	other	restaurants,	opposed	to	just	working	with	a	wholesaler	who	tells	

about	which	produce	is	in	season.		

																																																													
2“At	gøre	landmanden	til	kok	og	kokken	til	landmand”	(I2,	05:45)		



WHAT’S GROWING ON? 

	67 

5.2.3.5 Suppliers 

As	mentioned	earlier,	the	goal	of	Farm	of	Ideas	is	not	to	be	self-sustainable.	It	is	rather	to	find	new	and	better	

practices	in	agriculture	and	to	develop	new	sustainable	food	systems.	Therefore,	Farm	of	Ideas	has	chosen	not	

to	 cultivate	 i.e.	 potatoes	 and	 carrots,	 both	 as	 an	 economical	 decision,	 but	 also	 because	 of	 quality.	 The	

restaurants	behind	Christian	Puglisi	already	have	small,	local	well	established	suppliers	of	potatoes,	who	have	

the	suitable	soil	and	the	right	machinery	in	order	to	produce	the	best	possible	potatoes	at	a	fair	price	(Skyum,	

2016).	 In	 this	 context,	 local	 is	 defined	 as	 within	 the	 borders	 of	 Denmark	 (Sustainability	 report,	 2016).	

Furthermore,	 it	 is	 also	 a	 question	 about	 supply	 and	 demand,	 and	whether	 the	 restaurant	 demands	more	

vegetables	than	what	has	been	planned	and	produced.	Therefore,	besides	the	produce	from	Farm	of	Ideas,	

the	 restaurants	make	use	 of	 several	 smaller	 suppliers	 that	 are	 local	 and	organic,	 such	 as:	 Birkemosegård,	

Kiselgården,	Ventegodtgård,	Møn	Økologisk,	Beyond	Coffee	et	cetera	when	it	comes	to	vegetables	and	fruits.	

Karen	Hertz	 explains	 that	 the	 next	 level	would	 be	 to	 set	 up	 “satellites”	 (I2,	 24:10)	where	 the	 soil	 fits	 the	

produce	and	then	cooperate	with	small	niche	 farms	that	has	 the	right	machinery	but	needs	a	better	sales	

channel.		

5.2.4 Sustainability  

Christian	Puglisi	has	described	the	birth	of	his	son	in	2011	as	a	turning	point	in	his	life.	He	became	aware	of	

the	responsibility	he	has	in	terms	of	feeding	his	child	and	the	underlying	decisions	and	impacts	it	has	when	he	

is	cooking	(Fejerskov,	2016).	Therefore,	he	realized	the	necessity	of	interlinking	quality	and	sustainability	to	all	

aspects	of	his	restaurants.	Christian	Puglisi	explains:	“I’m	a	father	who	serves	food	to	my	kids,	and	I’m	also	a	

chef	who	serves	food	professionally,	so	I	think	it	is	my	responsibility	–	as	it	is	for	everyone	else	who	works	in	

this	industry	–	to	communicate	that	there	are	things	we	take	a	bit	for	granted”	(Brennan,	2016).	A	perspective	

that	he	had	not	been	considering	while	working	at	elBulli	nor	noma	(Noone,	2015).	The	two	restaurants	relæ	

and	Manfreds	are	both	certified	with	the	Gold	Organic	Certificate	implying	that	90-100%	of	all	produce	being	

used	is	organic.	Following	the	initiative	of	becoming	organic	certified	and	winning	the	Sustainable	Restaurant	

Award,	 relæ	 and	 Manfreds	 started	 making	 a	 sustainability	 report.	 The	 report	 is	 explaining	 the	 different	

initiatives	that	the	restaurants	are	taking	in	terms	of	sourcing,	environment	and	society.			

Christian	Puglisi	explains:	“To	me	it’s	obvious.	We	need	to	merge	sustainability	and	gastronomy	(...)	merging	

is	 the	next	major	 contribution	 from	 the	 cooking	 scene	 in	Denmark	and	 the	other	 Scandinavian	 countries”	

(Fogh,	2015).	The	dimension	of	sustainability	that	Christian	Puglisi	is	advocating	is	also	something	he	has	an	

ambition	 to	 achieve	 at	Farm	of	 Ideas.	 In	 addition	 to	 the	 knowledge	 sharing	 center,	 the	 idea	 is	 to	make	 a	

‘gastrobilityschool’,	where	both	the	cooking	and	consumption	aspect	forms	a	synthesis	with	sustainability	(I2,	

05:45).	When	working	with	 ingredients	 in	a	sustainable	matter,it	 is	 important	to	have	a	holistic	approach	-	
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every	process	the	ingredients	have	been	through	is	equally	important,	not	just	the	end	product	(Kinfolk,	2017).	

The	reason	why	Christian	Puglisi	is	pushing	the	sustainable	agenda,	as	well	as	the	farming	agenda,	is	because:	

“We’re	at	a	point	where	we’ve	completely	alienated	ourselves	from	the	things	that	we	eat.	We’re	clueless	

about	where	our	food	comes	from”	(Kinfolk,	2017).		

5.2.5 Network in the industry  

Throughout	his	career	so	far,	network	has	been	inevitable	and	enabled	Christian	Puglisi	to	work	at	some	of	the	

most	renowned	restaurants	in	the	world.	When	he	took	the	decision	of	quitting	his	job	at	noma	and	opening	

his	 own	 restaurant,	 René	Redzepi	was	 very	 supportive	 and	encouraging	of	 his	 project,	 introducing	him	 to	

journalists	etc.,	which	partly	ensured	 relæ	 a	good	start	 (Skarum,	2015).	Furthermore,	Christian	Puglisi	was	

introduced	to	his	financial	partner	Ulrik	Mikkelsen	by	Peter	Kreiner,	the	CEO	of	noma,	which	made	the	opening	

of	relæ	a	reality	(Fejerskov,	2016).		

Additionally,	there	is	an	ongoing	collaboration	between	many	different	actors	 in	the	culinary	 industry.	One	

example	 is	 the	actual	network	MAD	symposium	that	has	been	created	by	René	Redzepi	and	his	managing	

partner	Peter	Kreiner,	where	MAD	refers	to	Danish	understanding	of	the	word	(food).	The	purpose	of	MAD	

symposium	is	to	gather	a	global	cooking	community	that	encompasses:	“...chefs	and	entrepreneurs,	farmers	

and	scholars,	students	and	the	general	public”	(MADfeed,	2017).	Christian	Puglisi	is	a	supporter	of	the	network	

and	 has	 several	 times	 been	 involved	 in	 its	 projects	 and	 been	 giving	 talks	 for	 its	 gatherings.	 Furthermore,	

Christian	Puglisi	has	also	cooperated	with	the	pioneering	American	chef	Dan	Barber,	who	he	also	has	been	

compared	to	several	 times	 (Clasper,	2016).	Dan	Barber	 is	a	very	renowned	chef	 in	NYC	and	he	has	a	 farm	

attached	to	his	Michelin	restaurant	Blue	Hill	in	New	York	City	and	he	is	really	pushing	boundaries	in	terms	of	

educating	guests	about	produce	(Spiegel,	2016).	In	spring	2017,	Dan	Barber’s	initiative	WastED,	a	community	

of	different	actors	working	“together	to	reconceive	‘waste’	that	occurs	at	every	link	in	the	food	chain”	(wastED,	

2017),	cooperated	with	Selfridges	in	London	about	a	pop-up	restaurant,	where	Christian	Puglisi	among	many	

other	chefs	fight	for	the	same	cause,	was	invited	to	cook.							

5.3 AMASS 

In	the	following	section	the	case	of	AMASS	will	be	elaborated	further	on,	examining	the	data	that	has	been	

collected,	as	well	as	the	interview	that	has	been	conducted.		
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5.3.1 Matt Orlando  

Matthew	Orlando	is	the	head	chef	and	owner	of	AMASS	that	opened	in	July	2013	at	Refshaleøen,	Copenhagen,	

in	an	old	warehouse	formerly	used	by	B&W	shipyard.	He	is	originally	from	California,	USA,	where	he	grew	up	

with	his	brother	and	was	raised	by	“hippie	parents”	(Schou,	2013)	where	social	gatherings	were	part	of	their	

everyday	life.	Matt	Orlando	has	worked	in	the	restaurant	industry	since	the	age	of	sixteen	and	he	quickly	grew	

fond	of	high-end	cuisine.	The	interest	and	the	aspiration	for	the	best	led	to	employments	in	New	York	City	

where	he	worked	for	the	three-star	Michelin	restaurant	Le	Bernardin,	as	well	as	London	where	he	cooked	for	

the	two-star	Michelin	restaurant	Le	Manoir	aux	Quat’Saisons	and	the	three-star	Michelin	restaurant	The	Fat	

Duck.	The	employment	at	the	latter	led	to	a	meeting	with	René	Redzepi,	who	at	that	point	was	the	head	chef	

and	owner	of	the	one-star	Michelin	restaurant	noma.	René	Redzepi	offered	Matt	Orlando	a	position	as	sous	

chef	at	noma	which	he	agreed	to	take.	In	2007,	Matt	Orlando	was	offered	a	position	as	executive	sous	chef	at	

the	three-star	Michelin	restaurant	Per	Se	 in	NYC,	owned	by	the	renowned	chef	Thomas	Keller.	However,	in	

2010	he	was	offered	the	position	as	head	chef	at	noma,	which	he	was	the	first	chef	to	be	offered	and	which	

meant	that	René	Redzepi	stepped	down	from	that	position	to	focus	on	other	aspects	of	noma	(Kentorp,	2013).	

Working	at	noma	awoke	his	interest	and	love	for	Copenhagen	and	Denmark.,	as	well	as	it	introduced	him	to	

his	Danish	wife	Julie.		

5.3.2 How did AMASS become AMASS? 

In	2013,	Matt	Orlando	started	restaurant	AMASS	not	very	far	from	the	first	location	of	noma	in	Strandgade.	A	

lot	of	attention	was	put	on	Matt	Orlando’s	new	project,	as	well	as	a	lot	of	pressure.	He	came	from	a	position	

as	head	chef	at	a	two-star	Michelin	restaurant	that	had	been	rewarded	as	the	World’s	Best	Restaurant	three	

years	in	a	row,	while	Matt	Orlando	was	in	charge	of	the	kitchen.	Therefore	many	investors	were	interested	in	

supporting	his	new	project,	one	of	them	being	his	former	boss,	Thomas	Keller.	However,	Matt	Orlando	had	

already	found	his	investors	at	that	point	(Schou,	2013).	The	location	of	the	restaurant	is	“an	old	warehouse	

space	in	an	area	that	is	being	developed	into	a	community	of	artists,	architects,	and	other	creative	types”	(Ulla,	

2013).	According	to	the	Oxford	Dictionary,	“amass”	means	to	gather	together	or	to	accumulate,	which	is	the	

exact	thing	Matt	Orlando	wishes	to	do	with	the	restaurant.	Therefore,	in	the	restaurant	there	will	be	set	up	a	

communal	table	with	the	purpose	of	gathering	and	socialize	people	that	do	not	necessarily	know	each	other,	

in	 the	 spirit	 of	 his	 parents.	 In	 the	 startup	 phase	 of	AMASS,	Matt	 Orlando	 stated	 that	 there	will	 be	 some	

common	characteristics	with	noma	in	terms	of	the	quality	and	level	of	the	food,	however,	without	dogmatic	

restrictions	and	the	main	focus	of	the	restaurant	is	to	make	guests	feeling	relaxed	in	laid-back	surroundings	

(Schou,	2013).	The	restaurant	has	been	described	as	a	“wolf	disguised	as	a	sheep”	(Kramer,	2013),	hence	a	

very	ambitious	restaurant	in	relaxed	surroundings	(Kramer,	2013).	As	well	as	“one	of	the	most	groundbreaking	
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avant-garde	 restaurants	 in	 Copenhagen”	 (Fogh,	 2015).	 AMASS	 was	 ranked	 as	 #66	 on	 the	 World’s	 Best	

Restaurants	list	in	2015,	about	a	year	after	its	opening.	It	has	never	received	a	Michelin	star,	but	since	2016,	

they	bear	the	90-100%	Gold	Certificate	for	organic	produce,	as	the	following	figure	6	shows:	

	

Figure	6	-	Accreditation	Journey	AMASS	

5.3.2.1 Purpose of the Restaurant  

The	purpose	of	the	restaurant	is	“about	challenging	people's	perception	of	a	fine-dining	restaurant"	(I3,	21:01).	

As	mentioned	earlier,	the	restaurant	setting	is	very	relaxed	with	an	urban	contemporary	feel	and	graffiti	decor	

on	the	more	than	6	metres	high	concrete	walls.	The	challenge	in	perception	expresses	itself	in	the	very	high	

level	of	cooking	and	“what	eating	in	an	upscale	restaurant	is”	(I3,	22:12)	that	Matt	Orlando’s	team	practices	

in	combination	with	the	low	key	atmosphere	(I3,	22:12).	A	team	where	several	of	the	members	also	have	a	

past	at	noma	and	Per	Se,	which	enables	the	team’s	creative	spirit	to	follow	Matt	Orlando’s	vision	(Ulla,	2013).		

Matt	Orlando	explains	that	the	first	six	months	of	running	AMASS	were	like	a	hurricane	and	that	he	doesn't	

“feel	that	AMASS	was	created	with	the	mindset	that	we	are	in	now"	(I3,	05:43).	It	was	not	until	their	first	winter	

break	where	Matt	Orlando	had	the	possibility	to	take	a	step	back	in	order	to	see	what	they	had	created	and	

simply	“break	the	restaurant	down	and	examine	every	aspect	of	it”	(I3,	05:53).	At	that	point	he	realized	the	

enormous	amount	of	trash	the	restaurant	produced	and	he	came	to	the	conclusion	of	making	“a	commitment	

right	now	to	work	in	a	different	way	and	try	to	explore	what	is	this	way"	in	order	to	minimize	the	waste	(I3,	

10:20).	Matt	Orlando	elaborates	further	on	the	subject	of	waste	and	where	the	idea	came	from:	“I	think	this	

came	from	working	in	high-end	kitchens	that	did	not	take	the	impact	of	the	amount	of	waste	that	was	being	

produced	into	consideration.	The	only	thing	that	mattered	was	the	end	product”	(Bloom,	2016).	Matt	Orlando	

follows	an	approach	with	the	food	he	cooks	that	 it	 is	not	 just	about	the	end	product,	but	about	the	whole	

process	 it	has	been	through.	Thereby,	 the	 impact	 it	has	and	which	 impact	 the	by-product	will	have	-	Matt	

Orlando	uses	the	term	“other	product”	 instead	of	“by-product”	 in	terms	of	waste	(Bloom,	2016)	-	moves	to	the	

center	in	order	to	change	people’s	perception	of	what	is	possibly	left	from	a	process	of	refinement	(I3,	13:10).	

Therefore,	an	obsession	with	avoiding	waste	began	and	is	now	the	fundamental	pillar	of	how	the	restaurant	

works.		

This	leads	to	what	has	become	the	goal	of	the	restaurant,	namely	to:	“set	it	up	as	a	model	for	the	industry	in	

the	future,	like	how	we	are	going	to	have	to	work”	(I3,	13:20).	AMASS	 is	taking	a	proactive	role	in	order	to	
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show	 and	 inspire	 fellow	 restaurants	 in	 the	 industry	 how	 to	 work	 differently	 in	 day-to-day	 aspects	 of	 the	

restaurant	processes.	An	inspiration	Matt	Orlando	hopes	will	spread	to	other	industries	and	“hopefully	we	can	

bring	a	lot	of	people	on	board	and	hopefully	we	can	start	a	movement,	if	you	will"	(I3,	14:00).	He	enjoys	the	

challenge	and	being	out	of	his	 comfort	 zone,	because	 “that	means	 that	 you	are	pushing	 it	 a	 little	bit	 and	

challenging	yourself	and	challenging	the	industry	and	this"	(I3,	12:56).	Nowadays,	the	restaurant	does	not	only	

look	at	minimizing	waste,	composting	and	develop	new	practices	for	recycling,	but	also	other	activities,	such	

as	The	Green	Kids	program	focusing	on	farm-to-table	and	teaching	about	sustainable	food	practices.				

5.3.2.2 New Nordic Cuisine 

In	the	beginning	of	AMASS,	the	restaurant	was	unavoidably	influenced	by	the	NNC,	as	it	has	been	a	big	part	of	

Matt	Orlando’s	life.	However,	AMASS	was	not	going	to	be	a	Nordic	restaurant,	neither	would	he	pursue	to	put	

a	label	on	the	restaurant	nor	be	restricted	by	a	dogma	(Ulla,	2013).	Matt	Orlando	further	elaborates:	“I	don’t	

consider	my	restaurant	a	Nordic	restaurant.	Absolutely	not.	We	use	lots	of	things	that	don’t	come	from	this	

part	of	the	world	in	our	food.	But	our	restaurant	is	continuously	being	portrayed	as	such"	(Fogh,	2015).	Being	

a	noma	alumn,	it	is	hard	to	get	rid	of	the	comparison	with	noma,	even	at	times	where	it	is	no	longer	the	NNC	

that	 is	 being	 discussed,	 but	 the	 “post-Nordic”	 style	 or	movement.	 “It’s	 the	whole	 ‘New’	Nordic	 term	 that	

everyone	is	a	bit	tired	of	hearing.	‘New’	is	a	term	that	the	media	has	labeled	it	and	it	has	become	more	of	a	

marketing	tool	than	an	actual	practice“	(Park,	2015).	Instead,	Matt	Orlando	argues	that	“the	chefs	that	are	

really	part	of	this	mindset	are	the	ones	that	are	not	afraid	to	step	outside	of	the	boundaries	that	have	been	

circumscribed	by	the	media”	(Park,	2015).		

Nonetheless,	 the	NNC	has	had	an	enormous	effect	on	 the	gastronomic	 landscape	 in	 the	nordic	 countries,	

which	Matt	Orlando	 argues	will	 continue	 in	 the	 future,	 as	 the	 “Nordic	 Cuisine	 keeps	 evolving,	 how	other	

cuisines	 don’t	 evolve"	 (I3,	 18:20).	 The	 development	 and	 reinvention	 takes	 place	 through	 different	 outlets	

rooted	in	sustainability	and	this	way	of	thinking,	which	could	be	the	next	evolution	of	the	nordic	cuisine	(I3,	

18:40).			

5.3.2. Urban Farm + Motivation for the Form  

Connected	to	the	restaurant,	AMASS	has	800	m2	of	garden	in	front	of	the	restaurant,	facing	the	water.	This	garden	

is	used	for	raised	beds	and	a	polytunnel3	for	growing	leafy	vegetables,	herbs	and	edible	flowers	that	the	restaurant	

uses	for	the	menus.	However,	the	garden	is	not	only	being	used	for	its	ingredients,	but	it	is	also	“the	inspiration	

for	dishes	to	come,	making	each	day	a	work	in	progress”	(AMASS	-	Garden,	2017).	In	the	beginning	of	AMASS,	

																																																													
3	A	polytunnel	 is	a	substitute	to	a	greenhouse.	The	tunnel	 is	made	of	plastic	and	used	to	enclose	a	field	to	extend	regular	farming	
seasons,	as	higher	temperatures	in	the	polytunnel	can	be	achieved	through	passive	solar	heating.	
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the	garden	had	a	few	raised	beds	with	a	more	symbolic	purpose	than	for	an	actual	practical	use.	Matt	Orlando	

explains:	"I	almost	feel	a	bit	guilty,	in	the	way	the	garden	was	conceived	in	the	beginning,	because	it	was	really	

about	(...)	having	a	place	for	the	guests	to	walk	around	and	they	can	see	the	food	and	what	they	are	eating"	

(I3,	23:04).	However,	this	has	changed	and	the	garden	now	“represents	the	soul	of	the	restaurant”	(AMASS,	

2017).	In	terms	of	minimizing	waste,	the	garden	is	the	tool	for	composting	a	large	amount	of	the	food	waste	

coming	from	the	kitchen.	Furthermore,	the	garden	is	the	learning	environment	for	The	Green	Kids	program.	

However,	there	is	also	a	personal	objective	behind	growing	your	own	vegetables	and	greens	and	handling	the	

challenge	of	how	it	influences	the	day-to-day	menu	according	to	which	greens	are	in	season	(I3,	24:33).		

For	the	garden,	Matt	Orlando	hired	a	gardener,	who	has	previous	experience	with	the	aquaponics	system	they	

have	in	the	polytunnel,	as	well	as	the	vertical	growing	installation	they	are	experimenting	with.	He	takes	care	

of	the	garden,	as	well	as	harvesting	in	collaboration	with	the	chefs	and	volunteers	that	come	and	help	in	the	garden.	

It	took	a	lot	of	research	when	planning	for	which	vegetables	would	make	sense	to	grow	in	the	garden,	taking	

the	weather	 conditions	 into	 consideration,	 as	 the	garden	 is	 located	 facing	 the	 sea	with	a	 lot	of	wind.	The	

gardener	and	Matt	Orlando	are	focusing	on	growing	greens	that	grow	fairly	quickly,	such	as	flowers	and	leaves	

that	do	not	travel	very	well	and	have	a	total	of	80	different	sorts	(I3,	19:09).	Every	day	Matt	Orlando	or	some	

of	the	chefs	are	in	the	garden	to	follow	the	lifecycle	of	the	vegetables	and	greens,	and	to	figure	out,	when	the	

peak-point	of	 taste	and	deliciousness	 is	 (I3,	35:54).	But	also	the	gardener	comes	 into	the	kitchen	when	he	

notices	that	a	vegetable	or	green	is	ready	to	be	harvested	and	then	Matt	Orlando	will	incorporate	it	into	the	

menu	(I3,	24:33).	Therefore,	the	garden	has	a	lot	of	influence	on	the	menu	and	is	challenging	the	kitchen,	as	

the	menus	change	often.		

5.3.2.1 Creativity 

The	chef’s	ability	to	be	creative	in	the	kitchen	is	especially	required	with	menus	following	the	seasons	from	both	

the	garden	and	the	fields.	Matt	Orlando	states	that	the	produce	that	comes	into	the	kitchen	gives	the	inspiration	

for	the	dishes	(I3,	24:33).	If	there	is	for	instance	a	radish,	that	peaks	three	weeks	of	the	time	it	is	in	season,	hence	

the	period	when	the	radish	is	“the	best	it	could	possibly	be”	(I3,	28:36),	then	this	is	the	most	inspiring	trigger	for	a	

new	dish.	No	matter	 “what	 size	 they	are.	Because	 you	are	a	 chef,	 you	 should	be	able	 to	make	 it	work	and	do	

something	with	it”	(I3,	28:36).	Of	course,	this	can	also	be	a	challenge	(I3,	28:36).	Though	he	admits,	that	because	of	

the	“very	small	scale”	(I3,	4:44)	of	operating	within	AMASS,	the	scale	is	also	“manageable”	(I3,	4:44)	and	then	you	

can	use	the	restaurant	“like	a	testing	ground	(...)		and	then	we	see	if	it	works	here	and	then	lets	look	out”	(I3,	4:44)	

to	the	other	projects.	Also,	Orlando	states	that	“creatively,	it	is	much	more	challenging”	(I3,	28:36)	to	follow	the	

seasons.	
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Besides	 the	 above-mentioned	 inspirations	 for	 creativity,	 Matt	 Orlando	 mentions	 external	 projects	 like	 a	 soup	

kitchen	and	a	collaboration	with	the	Danish	Food	Bank,	which	they	get	involved	in	as	a	big	source	of	inspiration	for	

the	chef’s	creativity.	Because	“all	 those	different	 things	ultimately	affect	how	you	cook"	 (I3,	03:25).	And	these	

projects	affect	on	the	other	side	how	the	chefs	cook	at	AMASS	and	which	limitations	they	have	to	follow.	

5.3.2.2 Suppliers 

The	introducing	words	to	AMASS’	suppliers	who	have	their	own	page	on	AMASS’	website,	are	as	follows:	“A	

restaurant	is	never	the	work	of	one	person:	It	is	the	work	of	numerous	people	and	always	will	be.	Together,	

they	amass	their	ideas,	thoughts,	skills	and	trades	to	work	toward	a	common	goal"	(AMASS,	2017).	Following,	

they	name	all	of	their	suppliers,	as	well	as	collaboration	partners,	thanking	them	for	their	hard	work.		

In	the	following,	we	will	present	our	findings	that	will	further	describe	the	relationship	between	AMASS	and	

its	suppliers.		

Matt	Orlando	states	that	the	relationship	with	the	farmers	is	very	close	and	flexible	regarding	the	needs	of	

both	parts.	He	explains	 that	 they	are	 for	example	collaborating	with	one	farm,	Toftegaard,	and	upon	their	

particular	desire,	they	commit	to	a	purchase	of	a	certain	amount	of	produce	a	year,	which	is	needed	for	the	

supplier	to	be	“financially	secure”	(I3).	

“[E]very	single	one	of	our	farmers	delivers	to	the	backdoor”	(I3),	he	says.	This	means	that	they	always	are	able	

to	exchange	a	few	words.	This	exchange	seems	to	be	crucial	to	AMASS’	practices,	as	the	restaurant	gives	the	

suppliers	a	great	range	of	freedom.	Matt	Orlando	certainly	does	not	want	to	tell	“the	farmers	what	to	grow.	

They	know	what	grows	the	best,	they	know	when	that	product	tastes	the	most	delicious	and	I	don’t	ever	want	

to	tell	them	that	I	only	want	radishes	that	are	3	centimeters	long"	(I3),	he	states.	Acting,	on	the	contrary,	would	

be	stepping	out	of	his	competence	zone	as	a	chef	because	the	farmers	are	experts	when	it	comes	to	their	

products.	Matt	Orlando	definitely	does	not	want	to	“change	their	farming	just	for	a	high-end	restaurant"	(I3).	

Moreover,	 he	 acknowledges	 that	 AMASS	 could	 “never	 grow	 a	 carrot	 or	 a	 beetroot	 as	 good	 as	 like	

Birkemosegård	or	Kiselgård”	(I3).		

Also,	he	uses	the	farmers	as	a	source	of	information	to	achieve	his	goal	of	having	the	best	products	available,	

for	instance	when	he	was	in	need	of	a	supplier	for	eggplants,	he	asked	one	of	his	suppliers	if	he	knew	of	an	

eggplant	producer.	All	of	the	sudden,	the	supplier	returned	with	a	contact	of	a	farm	which	employs	mentally	

handicapped	people.	This	collaboration	is	a	unique	example	of,	how	a	collaboration	with	a	micro	producer	can	

occur	(I3).	Working	with	micro	producers	offers	a	wonderful	opportunity	for	Matt	Orlando,	to	order	produce	

that	has	proven	its	value	regarding	taste	and	quality.	Then,	he	says	he	could	“instantly	call	three	of	my	chef	

friends	and	say	‘hey,	this	farm	is	producing	amazing	cucumbers,	let's	get	together	and	all	buy	cucumbers	from	
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[the	farmer]’”	(I3).	Through	their	demand,	a	hobby	farmer	can	actually	“increase	[the]	production	and	make	

money”	(I3).	

Further,	AMASS	can	also	influence	the	suppliers	in	what	they	grow,	as	the	collaboration	“goes	both	ways”	(I3),	

states	Matt	Orlando.	A	reason	for	this	may	be	that	the	mindset	of	the	people	they	work	with	is	similar	to	their	

own,	as	they	share	the	same	values.	For	instance	that	their	produce	has	to	be	organic,	which	Matt	Orlando	

describes	as	almost	becoming	“a	mental	thing	where	you	know	we	are	working	 in	this	mindset	where	 it	 is	

important	where	the	vegetables	are	grown”	(I3)	and	how	they	have	been	treated.	The	same	counts	for	the	

animals	that	they	use	and	how	they	are	processed.	The	respect	for	the	produce	is	also	reflected	in	how	AMASS’	

staff	treats	the	produce,	and	there	is	no	difference	between	for	example	a	carrot	and	a	piece	of	meat	because	

the	 staff	 knows	 “how	 these	 people	 [the	 suppliers]	 have	 worked"	 (I3).	 The	 open	 relationship	 and	 good	

communication	with	 the	suppliers	make	Matt	Orlando	 just	want	 to	work	with	people	 that	share	 the	same	

mindset	(I3).	In	these	relationships,	a	lot	of	trust	is	needed	from	each	partner.	Matt	Orlando	describes	that	

when	the	word	got	around	that	he	would	take	“anything”,	farmers	started	to	offer	produce	that	they	could	

not	sell	elsewhere.	Then,	Matt	Orlando	says	the	following	happened:	“I	would	taste	them	and	I	would	be	like	

‘wait,	 I	 don’t	 want	 these,	 they	 don’t	 taste	 like	 anything’.	 So,	 it	 took	 a	 year	 for	 them	 [the	 suppliers]	 to	

understand	what	we	were	trying	to	do	and	for	us	to	develop	this	kind	of	trust"	(I3).	Nowadays,	the	feedback	

he	gets	from	his	suppliers	to	this	approach	of	collaborating	excites	him	too,	stating	that	he	“can’t	believe	[he	

has]	ever	worked	in	a	different	way"	(I3).	Suddenly,	he	sees	a	lot	of	experimental	crops	that	the	farmers	get,	

plant	and	get	a	small	yield	of.	Then	they	know,	that	AMASS	will	be	a	glad	buyer,	if	quality	and	taste	convince	

them.	Matt	Orlando	stresses	that	in	these	cases,	“we	are	the	only	restaurant	in	Denmark	that	has	this	bean	

on	the	menu	and	it	tastes	amazing"	(I3).	He	believes	that	the	reason	for	the	suppliers’	motivation	is	that	these	

“very	focused,	somewhat	eccentric	people	that	are	so	passionate	about	growing	vegetables,	these	people	are	

not	the	people	that	make	a	lot	of	money.	They	are	people	that	are	very	passionate	about	what	they	do"	(I3,	

47:24)	-	just	like	the	people	working	for	Matt	Orlando	at	AMASS.		

5.3.3 Sustainability 

With	AMASS,	Matt	Orlando	is	trying	to	set	the	restaurant	up	“as	a	model	for	the	industry	in	the	future”	(I3,	

12:26)	of	how	restaurants	and	chefs	should	work.	The	motivation	for	this	is	to	change	the	industry,	which	Matt	

Orlando	describes	as	a	“very	materialistic	(…)	wasteful	industry"	(I3,	12:26).	By	making	an	example	and	being	

proactive,	he	hopes	to	“bring	a	lot	of	people	on	board	and	hopefully	we	can	start	a	movement”	(I3,	12:26)	to	

change	how	the	industry	acts,	for	example	regarding	food	waste.	He	further	states,	that	“there	is	way	more	

consciousness	now	within	 the	restaurant	 industry”	 (I3,	12:26),	 regarding	 the	 impact	 their	work	has	on	 the	

environment.	He	strongly	feels	that	“Scandinavia	is	pushing	the	sustainability	agenda	harder	than	anybody	else	
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within	the	restaurant	industry”	(I3,	15:30),	which	is	why	he	hopes,	that	this	agenda	will	influence	the	mindset	and	

general	approach	to	cooking	food	many	others.	

AMASS	has	from	the	start	tried	to	find	its	way	to	become	the	restaurant	with	the	values	that	it	has	today.	Without	

any	consultancy	company,	they	found	out	themselves,	what	kind	of	restaurant	they	want	to	be	-	and	they	still	are	

(I3,	11:14).	What	has	been	the	biggest	guidance	on	the	way,	was	acting	consciously	and	focusing	on	not	only	on	

“what	we	are	cooking,	 like	ingredients,	but	how	we	are	treating	the	ingredients"	(I3,	16:27),	says	Matt	Orlando.	

While	the	world	becoming	more	conscious	in	general	in	terms	of	waste	and	impact	on	the	environment,	AMASS	

has	focused	extensively	on	the	reduction	of	food	waste.	AMASS	has	“reduced	the	amount	of	trash	going	directly	to	

the	landfills	by	75%”	(I3,	08:50)	since	its	opening.	Also,	left-over	water	is	being	reused,	for	example	for	cleaning	or	

in	the	garden.	By	doing	so,	the	water	usage	could	be	reduced	by	5.200	liters	a	year	(AMASS	-	Philosophy,	2017).	

The	key	to	this	is	an	extensive	recycling	system	(I3)	and	minimizing	food	waste	by	not	seeing	any	product	“as	a	by-

product,	 only	 another	 product”	 (Bloom,	 2016).	 That	 means	 for	 instance.,	 that	 coffee	 grounds	 are	 re-used	 for	

crackers,	herb	stems	are	being	hydrated	and	used	for	seasoning	or	vegetable	crisps	(AMASS	-	Philosophy,	2017).	All	

other	organic	waste,	as	well	as	brown	cardboard,	“becomes	compost	to	be	used	for	our	garden	or	greenhouse	or	

to	 feed	 our	worm	 farm"	 (AMASS	 -	 Philosophy,	 2017).	Moreover,	 the	 compost	 is	 also	 used	 for	 the	 closed-loop	

aquaponic	farming	system	in	the	greenhouse	(AMASS	-	Philosophy,	2017).	Also,	the	chefs	decided	not	to	“cook	in	

plastic	vacuum	shield	bags	anymore.	And	 just	by	doing	 that	 (...)	almost	a	half	 to	 three-quarters	amount	of	 soft	

plastic,	went	away"	(I3,	11:56).	Instead,	the	need	lead	to	invention	when	thinking	of	ways	to	prepare	food	without	

ingredients	or	gear	otherwise	portrayed	as	essential	to	the	restaurant	industry.		

According	to	the	Gold	Organic	Certification,	that	AMASS	has	earned,	90%	to	100%	of	the	food	and	beverages	at	

AMASS	are	organic	and	free	of	pesticides	(AMASS	-	Philosophy,	2017).	When	working	with	this	mindset,	Matt	

Orlando	explains	that	it	is	important	to	him,	to	understand	where	the	vegetables	are	grown,	that	pesticides	have	

not	been	used	and	that	the	animals	have	been	raised	and	treated	in	an	ethically	respectful	way	(I3,	25:44).	This	can	

be	assured	by	working	with	 like-minded	suppliers.	Another	decisive	 factor	 for	choosing	organic	produce	before	

conventional	 produce	 is	 the	 taste.	When	 “it	 is	 grown	 slowly,	 which	 allows	 the	 vegetables	 to	 actually	 develop	

nutrients,	which	is	much	more	fulfilling	for	your	body	from	a	nutritional	standpoint"	(I3,	25:44).	On	the	other	hand,	

he	remarks	that	an	organic	label	is	no	guarantee	for	better	quality,	as	you	“cannot	always	assume	that	organic	is	

taste	delicious	every	time"	(I3,	25:44).	

Another	aspect	of	the	sustainable	restaurant	is	to	work	with	the	seasons.	At	AMASS,	"[t]he	menu	changes	all	the	

time	and	 it	doesn't	 really	change	without	me	being	 there"	 (I3,	01:20),	 states	Matt	Orlando.	As	“ingredients	are	

changing	day-to-day	almost”	 (I3,	01:20),	 the	menu	 follows	consequently.	This	also	has	a	positive	 impact	on	 the	

chef’s	creativity,	as	it	is	“much	more	challenging”	(I3,	28:36)	to	cook	“in	tune	with	the	seasons”	(I3,	28:36)	to	show	

the	indicative	terroir	AMASS	belongs	to	(I3,	28:36).	As	the	restaurant	operates	on	new	grounds,	Matt	Orlando	has	
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never	worked	like	that	before.	But	he	states	that	he	believes	“it	is	the	ultimate	kind	of	cooking	with	the	season"	(I3,	

28:36).		

The	last	aspect	of	AMASS’	sustainable	approach	is	knowledge	sharing.	To	do	this,	AMASS	has	started	an	educational	

program	for	school	kids	in	Copenhagen,	letting	them	“plant	and	tend	their	own	vegetables	along	the	way	learning	

about	the	carbon	cycle,	composting	and	how	we	use	food	waste”	(AMASS	-	Philosophy,	2017).	The	program	ends	

with	a	session	with	the	chefs	in	the	kitchen,	preparing	and	eating	the	food	that	they	have	grown	throughout	the	

program.	Matt	Orlando	also	explains	that	the	Green	Kids	program,	as	well	as	other	programs	like	taking	over	a	soup	

kitchen	at	a	homeless	shelter,	are	outlets	which	for	him	are	worth	focusing	his	energy	on	(I3,	51:30),	 instead	of	

other	less	productive	practices,	which	will	be	explained	in	the	following	part.		

5.3.4 External Communication 

A	phenomenon	Matt	Orlando	has	been	wondering	about	through	the	last	years	is	that	“it	is	really	weird	to	me	that	

chefs	are	celebrities	in	some	sense”	(I3,	47:24),	he	says.	At	the	same	time,	he	views	it	as	he	and	other	chefs	can	use	

exactly	this	status	to	raise	their	voice	“to	do	something	positive"	(I3,	47:24)	and	use	the	given	opportunity	to	“push	

the	agendas	they	are	concerned	about	and	show	others	what	and	how	they	are	doing	it.	“And	hopefully	influence	

people.	In	the	end,	positively"	(I3,	47:24).	

As	mentioned	before,	we	would	like	to	further	elaborate	which	practices	AMASS	has	decided	to	not	spend	energy	

on,	meaning	any	efforts	to	be	listed	on	any	of	the	evaluative	lists	or	other	evaluative	practices	described	earlier	in	

this	paper.	Matt	Orlando	states	that	after	the	first	year,	where	they	got	ranked	as	number	66	on	the	World’s	50	

Best	Restaurants	list,	he	“cho[o]se	not	to	play	that	game”	(I3,	51:30)	anymore.	Explaining	what	it	means	for	the	

restaurant	 to	 improve	 the	chances	of	being	named	on	 the	 list,	 for	example	 inviting	 journalists,	 ensuring	a	

certain	amount	of	voters	eat	at	your	restaurant	to	reappear	on	the	list	the	following	year,	(I3,	51:30),	which	

“involves	more	or	less	indirectly	bribing	people”	(I3,	51:30),	made	him	feel	like	“a	piece	of	my	soul	was	burning,	

because	it	was	like,	it	doesn’t	mean	anything"	(I3,	51:30).	So	instead	of	wasting	his	energy	on	“worrying	about	

stuff	like	that”	(I3,	51:30),	he	enjoys	the	freedom	of	for	instance.	creating	menus	that	can	be	experimental,	

because	he	does	not	have	to	be	“afraid	to	try	new	stuff,	because	what	if	you	mess	up	and	not	be	on	the	list	

next	year"	(I3,	51:30).	Rather,	Matt	Orlando	states	that	he	uses	this	energy	“on	other	things	that	are	way	more	

positive"	(I3,	51:30).	What	is	more	important	in	terms	of	recognition,	is	the	feedback	AMASS	gets	from	the	

industry,	where	Matt	Orlando	says:	“I	think	we	are	very	very	highly	respected	within	the	industry"	(I3,	51:30).	

Being	appraised	“by	our	peers”	is	what	counts	more	than	any	list,	comments	Orlando	(I3,	51:30).		

Since	its	opening,	AMASS	has	gained	great	media	attention	from	all	over	the	world.	Leading	a	restaurant,	Matt	

Orlando	 says	 the	 PR	 aspect	 of	 the	 business	 in	 regards	 to	 social	media	 is	 so	 important	 for	 the	 restaurant.	

“Because	people	want	information,	real	time"	(I3,	42:36).	Especially	because	they	“have	so	many	agendas	and	
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stuff	we	[the	staff	behind	AMASS]	are	pushing”	(I3,	42:36)	to	 influence	others,	“it	 is	so	 important	how	you	

communicate	what	you	are	doing.	Because	people	just	will	not	know"	(I3,	42:36).	A	part	of	the	communication	

strategy	is	therefore,	to	make	the	audience	conscious	of	giving	information.	Furthermore,	responding	to	the	

many	incoming	questions	is	taken	very	seriously	(I3,	42:36).	Therefore,	Matt	Orlando	concludes,	that	it	“is	so	

important	that	you	just	have	to	hire	someone	to	manage	it"	(I3,	42:36).	

5.3.5 Network in the Industry  

As	described	earlier,	Matt	Orlando	has	worked	in	several	Michelin-starred	restaurants	in	the	UK	and	USA	before	

working	at	noma.	One	thing	that	especially	characterizes	the	culinary	industry	and	its	community	in	Copenhagen	

is,	according	to	Matt	Orlando,	that	“there	are	no	egos	in	this	city,	like	everyone	is	so	willing	to	share	information”	

(I3,	44:28),	which	makes	the	“sense	of	community	in	Copenhagen	among	restaurants	[is]	amazing"	(I3,	44:28).	He	

further	 explains,	 that	 the	network	means	 everything	 in	 the	 culinary	 industry	 and	within	 the	 last	 5-7	 years,	 the	

restaurant	 industry	 in	Copenhagen	went	from	“I	have	something	cool	-	 it’s	mine,	 I’m	not	sharing	how	I	did	 it	or	

where	 I	 got	 it	 from"	 (I3,	 47:27)	 to:	 “That	 [behavior	 of	 keeping	 information	 for	 oneself]	 doesn’t	 exist	 anymore,	

through	social	media	and	stuff	people	are	sharing	information"	(I3,	47:27).	

This	is	also	one	of	the	essential	reasons	for	his	decision	of	moving	back	to	Denmark	in	order	to	open	restaurant	

AMASS	there.	It	also	helps	Matt	Orlando	to	push	his	agendas,	as	the	collaboration	with	other	like-minded	chefs	like	

Christian	Puglisi	or	Samuel	Notter	and	Victor	Wogman,	all	previous	noma-chefs,	or	previous	colleagues	from	the	

UK,	helps	to	raise	awareness.	In	2016	for	example,	they	“came	to	cook	(...)	to	promote	animal	welfare”	(I3,	44:28).	

He	highlights,	“that	people	are	willing	to,	if	we	are	doing	something,	willing	to	come	and	cook	and	support	what	we	

are	 doing,	 that	 is	 like,	 that	 would	 never	 happen	 in	 New	 York"	 (I3,	 44:28).	 But	 also	Matt	 Orlando's	 efforts	 are	

acknowledged	by	many	 fellow	chefs,	 leading	 to	 invitations	 from	all	over	 the	world.	To	name	one	of	 the	 recent	

collaborations,	Matt	Orlando	was	invited	to	cook	at	Dan	Barber's	wastED	at	Selfridges	in	London.	In	form	of	a	pop-

up	restaurant,	Matt	Orlando	was,	amongst	selected	other	chefs	from	all	over	the	world	invited	to	cook	one	evening	

with	a	focus	on	food	waste.	

On	another	level,	the	network	has	also	been	an	important	help	for	Matt	Orlando	since	the	beginning	of	AMASS.	

Back	in	2013	Matt	Orlando	describes	that	René	Redzepi	has	been	“the	biggest	support”	(Schou,	2013),	and	that	he	

only	wants	the	best	for	AMASS.		

With	the	possibility	of	sharing	information	amongst	each	other,	Matt	Orlando	is	also	convinced	that	they	are	able	

“to	create	livelihoods	for	farms.	And,	I	mean,	economically	there	is	a	big	impact	when	chefs	collaborate	on	things	

because	you	create	industries”.	(I3,	44:28).	Which	as	a	closed	loop	helps	the	whole	community.	
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6. Analysis 

 
6.1 The Phenomenon of Urban Farming  

Urban	farming	has	become	a	phenomenon	that	has	gained	its	interest	in	today’s	society.	One	can	argue	that	

the	gained	interest	and	the	development	of	the	phenomenon	is	due	to	the	increased	around	the	world	(UN,	

2016).	 Furthermore,	 the	 interest	of	going	 ‘back	 to	 the	 roots’	has	 initiated	an	 impulse	 for	bringing	 farming	

closer	to	the	city	 in	order	for	people	to	follow	the	 lifecycle	of	the	produce	that	we	consume.	Moreover,	 it	

allows	 one	 to	 better	 understand	what	 is	 in	 season	 and	what	 can	 be	 grown	 in	 the	 climate	 that	 Denmark	

provides.	 In	 relation	 to	 the	 theory	 of	 Berger	 and	 Luckmann,	 the	 phenomenon	 urban	 farming	 can	 be	

characterized	 as	 a	 re-classification	 of	 the	 term	 farming,	 as	 it	 has	 been	 created	 by	 society	 and	 developed	

through	social	interaction	(Berger;	Luckmann,	1966).	The	re-classification	has	resulted	in	a	new	phenomenon	

of	urban	farming,	which	especially	chefs	have	started	to	embrace.	The	movement	of	‘going	back	to	the	roots’	

in	coherence	with	an	 increased	focus	on	quality,	 locality	and	seasonal	produce	has	evoked	the	 interest	for	

chefs	to	give	their	guests	a	sense	of	identity,	time	and	place.	This	is	not	only	exemplified	by	the	served	dishes	

at	the	restaurants,	but	also	through	storytelling	by	the	employees,	the	owners	and	founders,	and	retold	by	

media.	 Furthermore,	 at	 the	 restaurants	 AMASS	 and	 eventually	 noma	 2.04,	 guests	 can	 get	 a	 hands-on	

experience	by	taking	a	walk	in	their	respective	gardens	to	give	them	a	sense	of	the	earth-to-table	approach	

they	take.		

6.2 Culinary Organizational Field  

By	 elaborating	 on	 the	 definition	 of	 institutions	 by	 Bob	 Jessop	 (2001)	 presented	 in	 section	 3	 –	 Theoretical	

framework,	noma,	relæ	and	AMASS	are	all	organizations	that	are	made	up	of	a	constellation	of	institutions	

that	are	represented	by	“different	social	practices	supported	by	roles,	social	relations	and	norms”	within	the	

organizations	(Ibid.,	2001).	The	three	restaurants	are	constructed	by	formal	structures5	such	as	“departments,	

positions	and	programs	in	the	organizations”	(Meyer;	Rowan,	1977,	p.	342).	In	the	case	of	noma,	we	learned	

that	there	are	different	departments	characterized	by	tasks,	such	as	the	department	of	fermentation,	research	

and	development	and	pastry	among	several	others.	Following	the	different	departments,	there	are	different	

positions	ranging	from	head-chef	to	sous-chef	to	interns.	The	formal	structures	are	linked	by	explicit	goals	that	

have	 the	 purpose	 of	 guiding	 the	 direction	 “of	 how,	 and	 to	what	 end,	 activities	 are	 to	 be	 fitted	 together”	

																																																													
4	As	mentioned	earlier,	noma	will	reopen	in	the	end	of	2017	with	an	urban	farm.		
5	“Structure"	refers	to	both	the	relationships	within	the	system	(formal	plus	informal	patterns	in	organization)	and	the	set	of	needs	
and	modes	of	satisfaction	which	characterize	the	given	type	of	empirical	system”	(Selznick,	1948).		
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(Meyer;	 Rowan,	 1977,	 p.	 342)	 in	 order	 to	 have	 an	 aligned	 organization.	 On	 the	 other	 hand,	 the	 three	

restaurants	 are	 also	 constructed	by	 informal	 structures	 that	 include	networks,	 social	 relations	 and	 shared	

norms	 (Nielsen,	2005)	which	 is	 an	 intangible	part	of	 the	organization	 that	 is	 under	 constant	development	

(Selznick,	1948).	Noma,	relæ	and	AMASS	are	interrelated	in	terms	of	network,	as	both	Christian	Puglisi	and	

Matt	Orlando	have	worked	with	René	Redzepi	at	noma.	When	Christian	Puglisi	and	Matt	Orlando	opened	their	

own	restaurants,	respectively,	people	who	were	a	part	of	nomas	network	followed	(Haar,	2015).	The	latter	is	

an	 example	 of	 the	 external	 network	 amongst	 the	 restaurants	 which	 exists	 even	 if	 actors	 are	 leaving	 the	

organization.	 However,	 there	 is	 also	 an	 established	 internal	 network	 between	 the	 employees	 within	 the	

restaurants.	This	can	be	characterized	as	a	network,	but	it	is	also	unfolded	in	social	relations	and	norms	that	

are	developed	through	working	together.	This	will	be	further	elaborated	in	the	analysis	of	the	isomorphisms.	

The	 organizational	 field	 of	 the	 restaurant	 scene	 in	 Copenhagen	 is	 well-established	 and	 “constitute[s]	 a	

recognized	area	of	institutional	life:	key	suppliers,	resource	and	product	consumers,	regulatory	agencies,	and	

other	organizations	that	produce	similar	services	or	products”	(Powell	&	DiMaggio,	1983,	p.	148).	However,	

as	Powell	&	DiMaggio	argue,	when	an	organization	goes	through	a	process	of	change,	it	tends	to	become	more	

homogeneous	 than	different	 from	other	organizations	because	 the	organizational	 field	 is	well-established.	

However,	 one	 can	 argue	 that	 with	 the	 emergence	 of	 the	 pioneering	 restaurant	 noma,	 a	 change	 of	 the	

organizational	 field,	 the	 restaurant	 scene,	 began.	 As	 Ole	 Troelsø,	 a	 renowned	 food	 critic	 from	 Danish	

newspaper	Børsen,	puts	it:	“noma	has	revolutionized	the	way	of	running	a	‘high-end’	restaurant	and	taught	

the	world	that	a	relaxed	atmosphere	can	coexist	with	a	world	class	cuisine”6	(Troelsø,	p.	121).	

6.3 Creativity & Motivation 

This	chapter	will	address	which	affects	 the	 integration	of	an	urban	farm	 into	restaurants	has	on	the	chef's	

creative	craft	and	the	motivation	of	the	organizational	actors.	

The	first	section	will	examine	the	challenges	that	restaurants,	as	a	part	of	the	culinary	industry,	are	facing.	We	

will	present	how	our	studied	cases	are	dealing	with	these	challenges	and	highlight,	which	influence	the	urban	

farm	has	on	this.	

The	second	section	describes	the	need	for	balancing	the	Demand	Analysis	and	Market	Construction	(Lampel	

et	al.,	2000)	and	discusses	two	examples	from	the	examined	cases.	

																																																													
6	Own	translation	from	Danish.	Originally:	"Noma	har	ganske	enkelt	revolutioneret	den	måde,	man	driver	'fin	restaurant'	på,	og	lært	
verden,	at	man	godt	kan	være	afslappet	og	i	verdensklasse	på	samme	tid”	-	Ole	Troelsø,	p.	121		
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The	 third	 section	 will	 focus	 on	 the	 creative	 process	 and	 integrate	 reviewed	 theories	 from	 Hirsch	 (1972),	

Petruzzelli	&	Savino	 (2014)	and	Lampel	et	al.	 (2006)	 to	describe	how	the	urban	 farm	changes	 the	creative	

process,	if	possible	in	contrast	to	how	the	restaurant's	creative	process	looked	like	previously.	

The	 fourth	 section	 is	 devoted	 to	 one	 of	 Lampel	 et	 al.’s	 Balancing	 Acts	 and	 an	 analysis	 of	what	motivates	

creative	people.	This	will	be	examined	with	the	data	from	our	data	collection.	

6.3.1 Challenges of the Industry 

As	stated	in	the	review	of	theoretical	concepts	in	section	3	–	Theoretical	framework,	the	creative	industries	

are	 facing	high	unpredictability	 regarding	 the	customer’s	acceptance	of	a	product	 (Lampel	et	al.,	 2000).	A	

particular	challenge	hereby	 lies	 in	the	nature	of	creative	products,	as	they,	according	to	Hirsch	(1972),	are	

“‘nonmaterial’	 goods	 directed	 at	 a	 public	 of	 consumers	 for	 whom	 they	 generally	 serve	 as	 an	 esthetic	 or	

expressive,	rather	than	a	clearly	utilitarian	function”	(pp.	641-642).	Caves	(2000)	further	adds	the	notion,	that	

“[a]	creative	product	is	an	‘experience	good’”	(p.3).	

Also,	the	combination	of	familiar	and	novel	elements	is	of	importance,	as	customers	seek	novelty	in	creative	

products.	However,	 they	need	 familiarity	 to	understand	 them	(Lampel	et	al.,	2000).	High	competition	also	

forces	 actors	 in	 the	 creative	 industry	 to	 innovate	 at	 a	 high	 level,	 to	 be	 able	 to	 be	 on	 the	 pulse	 of	 time.	

Therefore,	this	section	concentrates	on	the	challenges	managers	of	organizations	within	the	creative	industry	

are	facing	due	to	the	industry	specifics.	

Lampel	 et	 al.	 (2000)	 present	 five	 opposing	 imperatives,	which	 describe	 tensions	managers	 in	 the	 creative	

industries	 face	 due	 to	 above-mentioned	 challenges	 that	 characterize	 the	 industry.	 These	 opposing	

imperatives,	further	on	also	referred	to	as	the	five	Balancing	Acts,	are	described	in	section	3.3.2	–	Industry	

challenges.	To	sum	up,	finding	the	right	balance	for	each	imperative	is	key	to	shaping	organizational	balance	

in	the	individual	organization.	

6.3.2 Make or Buy? 

With	the	fourth	imperative,	Lampel	et	al.	(2000)	describe	the	necessity	of	balancing	Vertical	Integration	Versus	

Flexible	Specialization.	As	“organizations	often	look	for	gains	by	trying	to	exert	greater	control	over	both	the	

creation	and	the	delivery	of	their	products”	(Lampel	et	al.,	2000,	p.	267),	careful	weighing	of	the	organization’s	

needs	 is	 required.	 Integrating	 more	 elements	 of	 the	 value	 chain	 into	 an	 organization	 can	 bear	 many	

advantages,	 for	 instance	 by	 scaling	 up,	 and	 disadvantages,	 for	 instance	 losing	 focus	 and	 difficulties	 in	

communication.	 To	 do	 so,	 specialization	 is	 needed.	 As	 we	 could	 understand	 from	 the	 studied	 cases,	 all	

restaurants	have	integrated	the	urban	farm	as	a	new	specialized	unit	into	the	organization.	This	is	aligned	with	

the	 data	 we	 have	 collected,	 where	 all	 informants	 told	 us	 that	 it	 is	 a	 farmer	 or	 gardener	 who	 has	 the	
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responsibility	for	the	respective	farms	(I1,	25:50;	 I2,	00:25;	 I3,	24:33).	Chefs	will	have	assisting	roles	at	the	

farms,	such	as	harvesting	and	whenever	bigger	tasks	are	ahead,	but	they	will	not	have	the	responsibility	for	

the	farm	(I1,	25:50;	I2,	12:01;	I3,	25:25).	

In	that	regard,	creativity	can	increase	 in	the	company,	as	 it	allows	the	chefs	to	concentrate	on	their	actual	

roles	in	the	kitchen.	However,	the	farms	as	new	organizational	units	allow	the	chefs	to	enjoy	a	new	area	for	

experimentation	and	inspiration.		

The	creative	process	as	well	as	its	challenges	will	be	presented	in	the	following.		

6.3.3 Creating Experience Products 

A	reason	causing	the	high	unpredictability	of	creative	products	is	the	symbolic	value	of	creative	goods	(Hirsch,	

1972;	Lampel	et	al.,	2000).	Consuming	creative	products	is	an	experience	that	the	consumers	will	form	their	

own	opinion	about,	hence	the	actual	satisfaction	the	consumer	experiences	is	a	subjective	one.		

6.3.3.1 AMASS 

In	our	data	collection,	we	learned	that	for	restaurant	AMASS,	the	garden	was	in	the	beginning	about	“having	

a	place	for	the	guests	to	walk	around	and	[where]	they	[could]	see	the	food	and	what	they	are	eating”	(I3,	

23:04.)	So	 the	dining	experience	at	AMASS	was	at	 the	same	time	connected	 to	a	sensual	experience,	 that	

guests	would	be	invited	to	by	the	staff.	Dining	in	high-end	restaurants	itself	is	an	experience,	which	Svejenova	

et	al.	(2015)	describe	as	“an	outcome	of	engaging	in	creativity	throughout	all	stages	and	aspects	of	the	culinary	

process	and	experience”	(p.	3).	One	can	argue	that	by	enhancing	the	actual	experience	of	tasting	the	dishes	

and	beverages	with	other	sensual	experiences,	namely	seeing,	touching	and	smelling	the	plants	in	the	garden,	

guests	will	be	offered	an	even	stronger	experience.	This	experience	is	something	that	many	people	in	cities	

nowadays	 seek,	 which	 is	 also	 exemplified	 by	 the	 increased	 interest	 in	 allotment	 gardens,	 city	 or	 kitchen	

gardens,	that	we	have	elaborated	more	thoroughly	on	in	section	1.	Introduction.	

Another	aspect	is	the	knowledge	exchange	that	occurs	when	guests	visit	the	garden.	If	accompanied	by	staff	

members,	the	discourse	would,	presumably,	lead	to	an	exchange	about	the	plants	and	how	they	are	used	in	

the	kitchen.	This	is	also	a	big	part	of	the	social	media	strategy,	which	we	will	explain	in	particular	in	section	6.4	

–	Stories	and	narratives.	

6.3.3.2 noma 

In	our	interview	with	David	Zilber,	sous	chef	of	fermentation	and	R&D	at	restaurant	noma,	we	have	learned	

that	the	plans	for	noma	2.0	promise	a	similar	experience	to	the	sensual	experience	which	AMASS’	guests	can	

be	a	part	of.	The	construction	of	noma	2.0	is	well	under	its	way,	with	plans	of	integrating	an	urban	farm	and	a	
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greenhouse	on	the	top	of	the	restaurant	building,	as	well	as	race	planters	along	the	way	to	the	entrance	of	

the	restaurant	(I1).	Guests	will,	if	they	like	it	or	not,	get	confronted	with	the	plants	due	to	the	setup	of	the	new	

space.	The	same	applies	to	the	employees,	which	we	will	further	elaborate	in	section	6.3.6	-	Motivation.		

Another	 factor	 that	has	been	an	established	 tradition	at	 restaurant	noma	1.0	since	 the	beginning,	aims	at	

enriching	the	sensual	experience	for	the	guests	by	giving	a	presentation	of	the	ingredients	the	guests	will	be	

served	during	their	meals.	An	example	hereof	could	be	the	presentation	by	one	of	the	chefs	at	noma	1.0	of	

the	seafood	and	shellfish	to	their	guests	before	dinner:		

At	nomas	pop	up	in	Mexico	in	Spring	2017,	guests	

were	welcomed	by	a	 selection	of	 vegetables	and	

fruit	 used	 for	 their	 meal	 at	 the	 entrance	 of	 the	

restaurant:	https://www.instagram.com/p/BStct_-

jWqV/?taken-by=reneredzepinoma	 and	 some	 of	

the	meat	served	during	the	meal	was	presented	by	

chefs	at	the	table.	

	

	

6.3.3.3 Farm of Ideas 

As	Farm	of	Ideas	is	not	directly	attached	to	one	of	Christian	Puglisis’	restaurants	in	Copenhagen,	guests	cannot	

experience	the	farm	when	visiting	the	restaurants	like	in	the	two	other	studied	cases.	However,	the	purpose	

of	Farm	of	Ideas	is	not	only	the	production	site,	but	also	the	creation	of	a	gastrobility	school,	completely	based	

on	facilitating	knowledge	exchange.	Christian	Puglisi	and	several	of	his	employees	are	letting	their	followers	

take	virtually	part	in	the	activities	at	Farm	of	Ideas	when	reporting	actively	from	the	happenings	at	the	farm	

on	social	media,	such	as	Instagram.	On	his	Instagram	profile,	they	show	for	instance	the	work	that	has	to	be	

done	on	that	specific	day	or	the	growing	and	packaging	process:			
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Another	aspect	of	the	farm	is	the	influence	it	has	on	the	employees,	which	will	be	thematized	in	the	section	

6.3.6	-	Motivation.	

To	sum-up,	the	urban	farms	can	serve	as	another	component	to	the	dining	experience,	when	being	integrated	

into	the	guests	visits	at	the	restaurants	or	through	the	means	of	storytelling	on	social	media.	One	can	argue	

that	this	enhances	the	non-utilitarian	function	of	the	experience,	as	it	may	have	a	strong	sensory	effect	on	the	

customer.	Thereby,	the	producers	can	integrate	further	familiar	or	novel	notions	to	the	product,	all	depending	

on	 the	 customer.	 This	 aspect,	which	 is	 thematized	 in	 Lampel	 et	 al.	 (2000)	 second	Balancing	 Act:	Product	

Differentiation	Versus	Market	Innovation,	will	be	analyzed	in	depth	in	the	following	section.		

6.3.4 Production Process and Quality Assessment 

Even	though	the	producer	of	creative	products	might	have	detailed	knowledge	of	 the	production	process,	

however,	due	to	the	uncertainty	of	the	market,	one	can	never	know	how	the	consumer	reacts	to	the	produce.	

Lampel	 et	 al.	 (2000)	 discuss	 this	 dilemma	 in	 the	 second	 Balancing	 Act	 Demand	 Analysis	 Versus	 Market	

Construction,	which	will	be	applied	to	the	studied	cases	in	the	following.	

Furthermore,	Lampel	et	al.	 (2000)	suggest	that	product	differentiation	needs	to	be	 in	balance	with	market	

innovation.	

As	symbolic	goods	serve	a	non-utilitarian	function	in	the	sense	that	they	don’t	provide	a	material,	but	rather	

an	aesthetic	 function	(Hirsch,	1972;	Svejenova	et	al.,	2015),	which	also	 influences	the	consensus	of	quality	

assessment.	The	attention	the	restaurants	get	in	the	media,	as	well	as	the	acknowledgement	from	lists	and	

restaurant	 rankings	such	as	 the	World’s	Best	Restaurants	or	Michelin	Guide	help	 to	attest	 the	quality	of	a	

restaurant.	This	can	arguably	be	an	advantage	for	the	restaurant,	as	it,	to	begin	with,	attracts	guests	to	visit	

the	 restaurants	 (Corsi	 &	 Khaire,	 2014;	 I3,	 40:30).	 On	 the	 other	 hand,	 the	 guests'	willingness	 to	 positively	

welcome	 a	 dish	might	 be	 higher	 only	 because	 they	 have	 read	 a	 positive	 critique	 from	 an	 acknowledged	

reviewer.	This	aspect	will	be	explored	further	in	section	6.5.1	-	Legitimacy.	

Furthermore,	 products	 in	 creative	 industries	 are	 facing	 rapid	 obsolescence	 (Hirsch	 1972).	 The	 search	 for	

novelty	 is	 omnipresent	 in	 the	 competition,	 but	 for	 customers	 to	 enjoy	 novel	 products	 they	 tend	 to	 need	

familiarity	 to	 understand	 the	 product.	 In	 order	 to	 sustain	 on	 the	 market,	 constant	 experimentation	 and	

recombination	have	proven	to	be	an	effective	way	for	the	creation	of	new	products.	

6.3.4.1 noma 

David	Zilber	from	restaurant	noma	describes	the	challenge	that	arises	at	the	restaurant,	when	needing	“the	

menu	to	(...)	be	available	for	people	coming	in.	(...)”	(I1,	21:57),	as	there	is	only	one	fixed	menu.	Especially	in	

times	where	dishes	are	shared	on	social	media	in	an	instant.	Guests	are	having	expectations	about	their	visit	
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and	 which	 dishes	 they	 can	 expect.	 In	 contrast	 to	 before	 noma	 1.0	 got	 nominated	 as	 the	 World’s	 Best	

Restaurant,	David	 Zilber	 recalls	 that	noma	was	 a	 “capriciously	 creative	 restaurant”	 (I1,	 22:35)	with	menus	

changing	all	the	time	and	guests	even	having	the	possibility	to	choose	between	different	dishes.	“Today	there	

is	one	menu	that	is	set	for	the	entire	restaurant”	(I1,	22:35).	And	without	wanting	to	call	noma	“victims	of	our	

own	success”	(I1,	08:50),	he	stresses	that	noma	has	to	be	more	rigid	now,	as	consistency	is	one	of	the	most	

important	principles.	However,	he	also	describes	the	process	of	taking	new	dishes	on	the	menu	as	“incredibly	

organic”	(I1,	01:48),	depending	only	on	the	acceptance	of	“the	chefs	in	the	test	kitchen	and	René	if	it	fits	at	

that	moment	in	time	with	our	vision	for	the	menu”	(I1,	01:48).	

6.3.4.2 AMASS 

The	collected	data	from	our	interview	with	Matt	Orlando	shows	that	restaurant	AMASS	deals	with	different	

factors	that	entail	frequent	change	in	the	restaurant’s	menu.		

First,	AMASS	is	not	forced	to	live	up	to	the	consistency	David	Zilber	from	noma	was	explaining.	At	AMASS,	“the	

menus	are	changing	constantly,	because	the	influence	from	the	garden	and	what	is	coming	out	of	the	garden”	

(I3,	24:33).	Therefore,	he	sits	down	every	evening	after	service,	figuring	out	the	menu	for	the	next	day	(I3,	

24:33).	The	ingredients	are	the	reason	for	the	frequent	change	in	AMASS’	menus,	as	they	can	change	dishes	

on	a	daily	basis.	Matt	Orlando	states	that	“It	can’t	just	be	this	one	menu	every	season	and	then	change	it.	So,	

that	 in	 itself	 is	a	challenging	process,	but	(...)	 if	that	 is	what	 it	takes	to	get	the	best	products,	then,	 I	think,	

looking	back	on	it,	I	can’t	believe	I	ever	worked	in	a	different	way”	(I3,	28:36).	

Second,	other	constraints	arise	from	self-imposed	obligations	that	present	consequences	of	for	instance	the	

choice	of	minimizing	the	amount	of	food	and	other	waste.	Similarly,	the	decision	of	not	using	certain	tools	or	

ingredients,	 the	 team	at	AMASS	 is	 forced	 to	 focus	on	experimentation	which	 can	enhance	 the	 innovation	

processes	at	the	restaurant.		

To	sum-up,	the	different	situations	the	restaurants	are	in,	create	different	expectations	to	the	creativity	and	

spontaneity.	Our	data	shows,	that	boundaries	resulting	from	nomas	status	lead	to	less	freedom	considering	

the	 flexible	change	of	menus,	whereas	 this	 is	 less	problematic	at	AMASS.	However,	both	 restaurants	have	

developed	organizational	systems	to	manage	creative	processes.	

6.3.5 Creative Process 

The	general	process	of	product	creation	in	the	creative	industries	can	be	described	as	the	recombination	of	

familiar	and	novel	elements	(Lampel	et	al.,	2000;	Petruzzelli	&	Savino,	2014).	During	our	data	collection,	we	

gained	valuable	 insights	 in	how	the	chefs	daily	workday	 is	 influenced	by	 the	 integrated	urban	 farm.	 In	 the	

following,	the	perspectives	on	this	matter	will	be	presented	from	each	of	the	studied	cases.	
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6.3.5.1 noma 

David	Zilber	explains	that	in	noma	1.0,	ingredients	are	the	inspiration	for	the	menu.	It	happens	frequently,	that	

foragers	and	collectors	 find	 ingredients	 in	season	and	deliver	them	to	noma	 (I1,	24:45).	Then,	David	Zilber	

would	experiment	with	them	and	eventually,	some	of	the	ingredients	would	make	it	onto	the	menu,	however,	

possibly	first	in	the	following	year	due	to	the,	to	some	extend,	rigid	character	of	the	organization	(I1,	24:45).	

He	states	that	this	constant	experimentation	leads	to	“legitimate	success”	(I1,	25:17),	especially	because	of	

their	 openness	 towards	 these	 occurring	 situations	 (I1,	 25:17).	 Furthermore,	 pop-ups	 and	 mastering	 new	

techniques	 also	 inspire	 the	 chef's	 creative	 process	 in	 terms	 of	 recombination,	 reinvention,	 and	

experimentation,	as	these	posts	from	head	of	research	at	noma	Thomas	Frebel	show:		

	 	

The	new	restaurant	will	also	include	an	improved	set-up	for	all	the	different	departments	of	the	restaurant,	

exactly	because	of	 the	wish	to	give	the	departments	the	best	possible	working	conditions	to	carry	out	the	

different	tasks	(I1,	27:17).	

Lastly,	David	Zilber	also	highlights	that	in	noma	1.0,	chefs,	mainly	interns,	were	accompanying	the	forager	on	

harvesting	trips.	In	noma	2.0	this	will	not	be	different,	as	chefs	will	get	a	hands-on	experience	when	harvesting	

in	the	fields	-	and	on	their	own	farm	(I1,	25:50).	As	noma	2.0	will	bear	the	possibility	of	doing	own	research	

regarding	new	varieties	of	greens	&	vegetables,	it	will	further	allow	the	restaurants	to	“feedback	into	[nomas]	

farmer’s	 fields”	 (I1,	11:19).	David	Zilber	 further	highlights,	 that	“there's	no	hard	and	 fast	 rules	 to	how	this	

restaurant	operates	creatively”	(I1,	21:14)	However,	even	though	noma	probably	is	one	of	the	“most	creative	

restaurants	on	earth”	(I1,	05:11),	“we	can	count	[the	creative	people]	on	one	hand.	(…)	That's	the	test	kitchen	

and	the	R&D	department”	(I1,	05:11).	

To	sum	up,	noma	2.0	will	use	the	urban	farm	and	restructured	facilities	of	the	restaurant	(planned	for	the	

reopening	 of	 the	 restaurant	 in	 December	 2017),	 as	 a	 tool	 to	 better	 organize	 the	 creative	 process	 for	

experimentation,	recombination	and	reinvention	to	initiate	creative	processes	through	inspiration.	
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6.3.5.2 Farm of Ideas 

With	the	decision	of	initiating	the	project	Farm	of	Ideas,	which	includes	15	hectars	of	land	and	a	polytunnel7,	

Christian	Puglisi	must	have	seen	advantages	of	producing	in-house	rather	than	buying	all	the	produce	on	the	

market.	 With	 including	 Lasse	 Linding	 as	 a	 partner	 into	 the	 organization,	 Christian	 Puglisi	 has	 found	 as	 a	

specialist	for	farming	and	cow	husbandry	who	ensures	the	distribution	of	roles	for	the	different	departments	

and	 responsibilities.	 This	 can,	 according	 to	 Lampel	 et	 al.	 (2010),	 lead	 to	 a	 more	 streamlined	 production	

process.	Further,	it	allows	Christian	Puglisi	to	control	the	organic	production,	which	plays	a	crucial	role	to	most	

of	his	organizational	endeavors,	as	two	of	the	restaurants	(relæ	and	Manfreds)	currently	hold	the	Gold	Organic	

Certification.		

However,	it	also	opens	the	possibility	for	creative	processes	to	arise.	Karen	Hertz,	the	projectmanager	at	Farm	

of	Ideas,	explained	that	organizing	the	farm	starts	with	a	meeting	between	the	farmer	and	the	head	chefs	of	

the	restaurants,	where	they	create	a	plan	of	what	to	grow	and	the	amounts	necessary,	so	that	it	fits	with	the	

menus.	 (I2,	 20:10).	 Furthermore,	 chefs	 from	 the	 restaurant's	help	 at	 the	 farm,	which	helps	 to	develop	an	

understanding	 of	 the	 farming	 processes,	 as	 well	 as	 it	 develops	 “a	 more	 personal	 relationship	 to	 one’s	

ingredients,	one’s	material	so	to	say”8	(I1,	52:33),	describes	Karen	Hertz.		

Thereby,	 they	are	connecting	two	worlds	and	fostering	understanding	for	each	other.	Christian	Puglisi	and	

Karen	Hertz	agree,	that	this	is	the	reason	for	better	quality	products	at	the	restaurants	(Munchies,	2016;	I2,	

12:41),	both	in	terms	of	the	varieties	they	can	experiment	with,	but	also	because	of	the	freedom	to	adjust,	

based	on	their	experience	(I1,	13:06).	

To	 sum	 up,	 Farm	 of	 Ideas	 allows	 Christian	 Puglisi's	 restaurants	 to	 draw	 on	 their	 own	 production,	 that	 is	

completely	tailored	to	their	specific	needs.	The	integration	of	chefs	into	the	farming	process	allows	the	chefs	

to	design	the	menu	in	advance	and	to	get	inspired	by	the	lifecycle	of	the	produce.	Furthermore,	their	creative	

skills	are	in	demand,	when	changes	to	the	harvesting	schedule	due	to	unforeseen	circumstances	occur.		

6.3.5.3 AMASS 

At	AMASS,	the	flexible	relationship	with	the	suppliers	and	the	use	of	produce	from	the	urban	garden	gives	the	

chefs	scope	for	spontaneity,	states	Matt	Orlando	(I3,	24:33).	The	best	product	is	therefore	always	in	the	center	

of	the	process.	Matt	Orlando	further	describes	the	process	of	determining	when	a	produce	from	the	garden	

is	ready	to	be	used	as	a	team	effort	between	the	chefs	and	the	gardener.	Either	the	gardener	would	come	into	

																																																													
7	A	polytunnel	 is	a	substitute	to	a	greenhouse.	The	tunnel	 is	made	of	plastic	and	used	to	enclose	a	field	to	extend	regular	farming	
seasons,	as	higher	temperatures	in	the	polytunnel	can	be	achieved	through	passive	solar	heating.	
8	Own	translation	from	Danish.	Originally:	“så	på	den	måde	så	får	man	bare	en	meget	mere	personlig	relation	til	det	man,	ens	råvarer,	
altså	ens	materiale”.	
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the	kitchen	and	explain	the	chefs	which	produce	will	

be	ready	for	harvest	the	following	day	(I3,	24:33)	or	

Matt	Orlando	 takes	a	walk	 through	 the	garden	 for	

inspiration:	

	

	

	

The	frequent	changes	in	nature	are	also	represented	on	the	menu.	As	stated	before,	AMASS	wants	to	serve	

the	produce	when	fully	ripe.	Consequently,	the	menu	reflects	the	changes	in	nature	and	seasons.	

Regarding	the	chef’s	role	and	Matt	Orlando’s	personal	status	as	a	chef,	Matt	Orlando	states:	“[c]hefs	have	so	

much	power	these	days,	and	if	you	don’t	use	that	for	something	constructive	then	you’re	abusing	that	power"	

(Hargreaves,	n.d.).	AMASS	uses	this	voice,	mostly	represented	by	Matt	Orlando,	to	state	an	example	for	a	less	

wasteful	approach	within	the	culinary	industry.	Also,	ideas	can	develop	into	side-projects	like	the	Green	Kids	

program	(I3,	23:04).	These	projects	develop	from	inside	the	restaurant,	forcing	the	team	to	look	out	of	the	

restaurants	(I3,	04:44).	Then,	Matt	Orlando	describes	that	the	projects	“become	bigger	than	the	restaurant”	

(I3,	04:44).	This	is	when	the	inspiration	starts	to	come	back	to	the	restaurant”	(I3,	04:44),	states	Matt	Orlando.	

To	sum	up,	the	thrive	for	serving	the	best	produce	is	assured	at	AMASS	by	staying	flexible	to	spontaneously	

allowing	 creativity	 to	 take	 over	 when	 an	 ingredient	 can	 change	 the	 menu	 from	 one	 day	 to	 the	 other.	

Constraints	play	an	important	role	in	the	creative	process	at	AMASS,	leading	to	inspiration	and	an	outlet	of	

how	to	address	industry	challenges.		

6.3.6 Motivation 

This	 section	 focuses	 on	 motivational	 aspects	 of	 the	 work	 in	 the	 creative	 industry.	 Based	 on	 the	 new	

management	 style	 introduced	 by	 Douglas	 McGregor	 (1960),	 Chris	 Bilton	 (2012)	 defines	 two	 different	

management	 styles.	 Extrinsic	motivation,	where	 “the	 external	 pressure	 to	meet	 targets,	 expectations	 and	

criteria	[is]	imposed	from	above”	(Bilton,	p.	70)	and	the	counterpart	intrinsic	motivation,	where	“the	internal	

desire	to	complete	a	task	to	our	own,	not	others’	satisfaction”	(Bilton,	p.	70).	In	the	following,	we	will	analyze	

which	motivational	aspects	dominate	in	our	studied	cases	to	better	understand	the	mindset	of	the	staff	behind	

the	restaurants.	
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6.3.6.1 Intrinsic Motivation 

At	the	restaurants,	employees	are	facing	long	working	days	and	the	educational	system	of	young	chefs	is	build	

around	interning	at	different	restaurants	 in	order	to	 learn	and	gain	knowledge.	Creative	people	tend	to	be	

very	passionate	about	the	art	-	or	product	-	they	create	(Caves,	2000),	as	external	rewards	for	artistic	work	

mostly	are	unpredictable	and	often	quite	small	(Bilton,	2012).	

Matt	 Orlando	 states,	 that	 “when	 you	 are	 really	 passionate	 about	 what	 you	 do	 and	 you	 are	 trying	 to	 do	

something,	then	you	don’t	really	make	a	lot	of	money”	(I3,	47:24).	On	the	other	hand,	he	explains	that	“when	

you	are	doing	something	you	really	enjoy	and	you	really	feel	passionate	about	it,	then	it	doesn't	really	seem	

like	work”	(I3,	2:58).	

When	 working	 as	 interns,	 chefs	 don’t	 get	 any	 payment	 for	 their	 work.	 However,	 they	 learn	 from	 the	

organization	and	its	organizational	practices,	and	the	organization	learns	from	them.	Many	young	chefs	find	

their	way	from	all	over	the	world	to	stage	at	one	of	the	chosen	case	restaurants,	all	agreeing	that	wages	below	

“their	opportunity	cost	in	humdrum	employment”	(Caves,	2000,	p.	74)	for	the	freedom	of	creating	the	art	they	

want	(I1,	15:54).	Therefore,	one	could	argue	that	these	people	are	not	extrinsically	motivated,	but	show	an	

intrinsic	motivation	and	deep	passion	for	the	work	they	carry	out.	

Our	data	collection	shows,	that	inspiration	from	other’s	work	happens	on	different	levels.		

First,	many	of	the	employees	who	leave	the	restaurants	are	very	passionate	and	often	also	grateful	for	the	

experience	they	had	when	working	at	the	restaurants:		

noma	
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Relæ    AMASS 

	 	 	

Second,	it’s	not	just	the	employees,	also	the	head	chefs	or	founders	of	the	case	restaurants	are	passionate	

about	their	teams	work	and	find	motivation	and	inspiration	in	their	staff	and	the	common	achievements,	as	

these	posts	show:	

noma	 relæ	 AMASS	

	 	 	

Third,	also	the	work	with	the	restaurants’	suppliers	is	a	source	of	inspiration	for	the	restaurants.	Matt	Orlando	

from	AMASS	explains,	that	he	only	wants	to	work	“with	like-minded	people	(...)	that	think	like	you	and	have	

the	 same	values	as	 you	 (...).	 If	 you	have	people	working	with	 the	 same	mindset	 as	 you	are,	 it	 is	 easier	 to	

communicate”	(I3,	28:36).	Only	by	assuring	this,	they	will	understand	why	it	is	important	to	the	restaurant,	to	

get	the	vegetables,	in	this	case,	at	the	point	when	they	are	best	instead	of	consistent	through	a	season,	which,	

on	the	other	end,	is	the	basis	for	Matt	Orlandos	inspiration	for	new	menus.	Asked	about	the	relationship	to	

nomas	suppliers,	David	Zilber	states	that	it	is	“pretty	amazing.	They	are	a	part	of	our	family”	(I1,	18:44).	“So	it	

is	not	uncommon	for	them	(...)	to	pop	in	and	then	be	served	a	plate	of	food	or	something	that	they	provided	

for	 us	 at	 the	 end	 of	 lunch	 service”	 (I1,	 20:29).	 As	 some	 of	 their	 suppliers	 even	 dive	 for	 sea	 urchins,	 the	

“relationship	doesn’t	stop”	 (I1,	18:44).	Therefore,	 it	 feels	 just	natural	 for	 the	team	that	 the	suppliers,	who	

show	a	large	amount	of	dedication	and	passion	for	the	work	they	do	for	noma,	are	around	and	spending	time	

at	the	restaurant.			

As	intrinsic	motivation	is	the	driving	force	of	the	employees,	managers	should	develop	“structures,	processes,	

and	cultures	that	produce	successful	cultural	products”	(Lampel	et	al.,	2000,	p.	267)	instead	of	focusing	on	
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individuals.	Thereby,	an	organization	can	be	created	which	focuses	on	the	common	process	and	how	to	reach	

defined	goals	in	joined	ownership	rather	than	promoting	solo-runs.	Of	course,	the	ultimate	goal	is	to	find	the	

right	balance	between	 intrinsic	motivation	and	creating	a	 financial	system	that	supports	 the	organization's	

employees	sufficiently.	For	instance,	says	Peter	Kreiner,	CEO	of	noma,	“[o]ur	organization	allows	us	to	balance	

innovation,	high	quality,	and	fixed	price	menus”	(Khaire	&	Corsi	(2014),	by	controlling	overhead	expenses,	as	

well	as	monitoring	costs	for	ingredients	closely.		

To	sum	up,	passion	is	the	driving	factor	behind	the	employee’s	motivation	in	the	restaurants,	and	the	reason	

for	the	acceptance	of	long	working	hours	and	little	or	no	payment.	Therefore,	the	organizational	frame	that	

managers	create	is	important	to	allow	a	successful	production	of	cultural	products.		

6.3.6.2 Community 

The	community	that	can	arise	from	successful	structures	and	cultures	can	both	be	seen	within	the	organization	

and	outside	the	organization,	which	will	be	explained	in	detail	in	the	following.	While	solo-runs	of	innovative	

chefs	can	lead	to	an	aspirational	reputation	within	the	community	(Johnson	et	al.,	2005),	our	collected	data	

presents	 a	 different	 tenor,	 namely	 chefs	 that	 find	 a	 good	 community	within	 and	 around	 the	 organization	

aspirational.	As	creativity	 is	a	 result	of	balanced	 Individual	 Inspiration	and	Creative	Systems	 (Lampel	et	al.,	

2000),	the	chefs	at	the	restaurant	play	a	key	role	in	integrating	the	urban	farm	into	the	restaurant	and	embody	

the	values	that	go	along	with	it.		

6.3.6.2.1 Farm of Ideas 

Christian	Puglisi	thinks	back	of	how	he	experienced	team	effort	at	elBulli,	where	tasks	were	not	distributed	on	

single	persons,	but	instead	a	group	of	people	dealt	with	a	task	and	suddenly	the	work	for	one	person	for	a	

whole	day	was	done	in	an	hour.	“It	did	something	for	the	spirit,	to	deal	with	tasks	together”9	(Skyum-Nielsen,	

2016,	p.28)	says	Puglisi.	Also,	the	achievements		

of	 Christian	 Puglisi’s	 restaurants	 are	 a	 team		

effort,	 as	 both	 he	 and	 head	 chef	 at	 relæ		

Jonathan	Tam	post:	

	

		

	

	

																																																													
9	Own	translation	from	Danish.	Originally:	“Det	gjorde	noget	for	stemningen	at	løfte	i	flok".	
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Furthermore,	 Puglisi	 also	 speaks	 openly	 about	 the	 relationship	 to	 his	 former	

boss	René	Redzepi	and	how	the	time	at	noma	has	changed	him:		

	

	

6.3.6.2.2 noma 

René	Redzepi	says	“The	biggest	threat	[to	the	developed	community]	is,	if	we	at	

some	point	say	‘fuck	off,	everyone‘.	We	develop	as	long	as	we	hold	a	creative	

community	and	acknowledge	the	great	irony	that	we	want	personal	success	but	

get	it	much	more	through	a	community,	says	René	Redzepi"10	(Vilsbæk,	2014).	

Further,	 the	 external	 network	 is	 constantly	 cultivated	 and	 enlarged	 when	 noma	 alumni	 leave	 to	 other	

restaurants	all	over	the	world.	Noma	also	uses	a	whole	page11	on	their	website	to	highlight	the	importance	of	

the	interns	and	show	nomas	support	to	these	alumni,	stating	that	they	are	an	“invaluable	source	of	help	in	all	

the	daily	chores”	(noma	-	noma	alumni,	2017).	“But	even	more	importantly,	it	has	been	a	great	basis	for	new	

friendships	and	each	time	we	hire	new	staff,	they	almost	always	come	from	this	pool	of	talent”	(noma	-	noma	

alumni,	2017).	Nomas	founder	René	Redzepi	also	organizes	the	MAD	symposium,	a	biennial	event	that	brings	

together	all	kinds	of	actors	from	the	culinary	community.	Here,	nomas	employees	have	a	unique	opportunity	

to	network	with	both	known	faces	from	the	Copenhagen	restaurant	scene	as	well	as	with	other	players	coming	

from	all	over	the	world.		

The	cohesion	will	further	be	analyzed	as	a	tool	within	the	organizations	in	section	6.4	–	Stories	and	narratives..		

6.3.6.3 Staff Meal 

An	element	that	can	be	seen	in	all	the	examined	restaurants	is	the	importance	of	the	staff	meal.	It	helps	to	

gather	 the	 team	 in	 a	 more	 relaxed	 setting	 and	 allows	 the	 staff	 to	 take	 a	 step	 back	 from	 their	 work.		

Matt	Orlando	explains,	that	he	first	experienced	the	importance	of	serving	the	staff	good	food	at	restaurant	

Per	Se.	He	further	explains	that	even	though	the	food	was	very	good,	“there	wasn’t	a	true	sense	of	having	a	

break,	you	got	a	plate	and	ate	on	the	go”	(Hargreaves,	n.d.).	It	was	not	until	he	worked	at	noma,	“and	the	staff	

began	to	grow,	staff	food	became	a	very	important	focus”	(Hargreaves,	n.d.).	He	explains,	that	it	was	at	noma	

he	“began	to	understand	the	benefits	of	it,	and	of	giving	the	staff	time	to	have	a	break	and	properly	enjoy	their	

meal”	 (Hargreaves,	 n.d.).	 At	AMASS,	 the	 staff	 meal	 is	 served	 at	 4pm,	 between	 lunch	 and	 dinner	 service.	

																																																													
10	Own	translation	from	Danish.	Originally:	"Den	største	trussel	er,	hvis	vi	en	dag	siger	"fuck	af,	alle	sammen".	Vi	udvikler,	så	længe	vi	
holder	et	kreativt	fællesskab	og	anerkender	den	store	ironi	i,	at	vi	gerne	vil	have	personlig	succes,	men	får	det	langt	mere	gennem	et	
fællesskab,	siger	René	Redzepi"	
11	http://noma.dk/noma-alumni/.	
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Everyone	has	the	freedom	to	choose	where	they	take	their	food,	to	allow	them	to	enjoy	a	real	break.	If	the	

staff	is	satisfied,	Matt	Orlando	is	satisfied	-	“[b]ecause	when	you	go	into	service	after	a	good	meal,	this	feeling	

carries	into	the	work	you	do”	(Hargreaves,	n.d.).	

Also	at	the	two	other	restaurants,	the	staff	meal	is	a	much-anticipated	event,	which	often	contains	food	from	

befriended	restaurants	or	suppliers,	as	the	following	posts	show:		

	 	

	

To	sum-up,	the	staff	meal	is	an	activity	with	great	importance	at	the	examined	cases.	It	is	used	as	a	tool	of	

connecting	the	team	and	contributes	to	intrinsic	motivational	factors.		

6.3.6.4 Pushing the Industry  

Another	 common	 goal	 of	 the	 founders	 behind	 the	 three	 examined	 restaurants	 is	 to	 push	 the	 industry	

boundaries.	According	to	Svejenova	et	al.	(2015),	culinary	actors	can	be	front	runners	for	movements	in	the	

industry	 or	 use	 their	 voice	 to	 fight	 the	 industry’s	 biggest	 challenges.	All	 founders	 behind	 the	 chosen	 case	

restaurants	are	making	use	of	this,	though	with	a	different	focus	on	the	topics	they	feel	very	strongly	about.	
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Matt	Orlando	says:	“I	have	become	a	bit	more	vocal	lately	about	it	(...)	on	social	media,	about	basically	just	say	

calling	people	out	and	say	‘come	on,	we	are	doing	this,	let’s	do	this	together’"	(I3,	13:02),	alluding	to	the	power	

actors	can	have	when	fighting	for	the	same	cause,	for	instance	sustainability	or	food	waste.	Christian	Puglisi	

explains	 by	 means	 of	 starting	 with	 a	 small	 production,	 the	 Farm	 of	 Ideas	 is	 “pushing	 the	 boundaries”	

(Munchies,	2016),	as	“there	are	all	these	laws,	all	these	legislations	are	made	for	a	world	where	the	dairies	are	

humongous.	(...)	There	is	no	law	that	makes	sense	when	you	have	eight	cows.	Because	there	is	no	reason	for	

it”	(Munchies,	2016).	Or	to	rephrase	Christian	

Puglisi,	there	was	no	reason	to	have	these	laws,	

before	Farm	of	Ideas.	Now	we	can	see,	that	the	

Danish	 authorities	 are	 taking	 up	 contact	 to	

gastronomic	 entrepreneurs	 like	 Christian	

Puglisi,	 to	 create	 a	 dialog	 about	

entrepreneurial	needs:		

	

So	Farm	of	Ideas	also	understands	its	role	to	use	the	voice	they	have	to	“influence	things	in	a	bigger	picture	

like	 this	 [the	 Farm	 of	 Ideas]	 is”	 (Munchies,	 2016).	

Lastly,	according	to	David	Zilber,	René	Redzepi’s	“vision	with	the	place	[noma	2.0]	is	a	testament	to	that	push.	

(...)	it's	built	to	break	something	down	when	people	say	that	it's	running	as	smooth	as	it	never	has”	(I1,	16:59).	

Furthermore,	 when	 interviewing	 David	 Zilber	 about	 how	 noma	 2.0	 will	 inspire	 others,	 he	 answered	 “By	

pushing,	still!”	(I1,	16:35).	Hence,	David	Zilber	is	sure	that	noma	2.0	will	continue	to	give	inspiration	to	others	

because	the	restaurant	“almost	forces	other	people	to	look	within	themselves	and	say:	Why	do	I	cook	the	way	

I	do?	These	people	are	cooking	so	dramatically	different	to	me“	(I1,	17:53).	

To	sum	up,	the	three	chefs	are	all	using	their	voices	to	change	the	culinary	industry.	An	important	factor	why	

they	are	heard	is	the	status	they	enjoy.	Even	though	their	agendas	are	different,	they	all	desire	to	influence	

challenges	the	culinary	industry	is	facing	that	are	bigger	than	themselves.	This	ambition	is	also	reflected	in	the	

stories	they	tell	on	social	media.	These	–	and	other	–	stories	will	be	analyzed	in	the	following	section.	

6.4 Stories and Narratives 

Organizations	 create	 specific	 stories	 and	 narratives	 to	 share	 knowledge	 and	 portray	 the	 organization	 in	 a	

specific	way.	In	order	to	analyze	how	the	studied	organizations,	present	their	narratives,	we	will	examine	how	

these	are	constructed	and	reproduced	via	social	media	(Czarniawska,	2004).	After	the	examination,	we	will	

present	an	interpretation	of	the	narratives’	content.	We	follow	Burton	R.	Clark’s	(1972)	social	constructionists	
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approach	of	understanding	narratives	"by	members	of	a	culture	to	socially	construct	their	realities"	(Hatch	&	

Cunliffe,	2006,	p.	198).	According	to	Yiannis	Gabriel	(1995),	stories	are	organized	and	plotted	series	of	events	

in	the	past,	which	are	well-suited	for	sharing	with	a	general	audience.		

Following	 Ellen	 O’Connor	 (2000),	 we	 have	 subsequently	 used	 two	 types	 of	 narratives	 within	 the	 studied	

organizations:	personal,	and	situational	narratives.	However,	the	third	category	proposed	by	O’Connor	(2000),	

generic	narratives,	will	not	be	 taken	 into	consideration	 for	 the	 following	analysis,	as	 the	 focus	of	 the	data	

collection	did	not	lie	on	internal	data	from	the	organization.	The	next	sections	will	present	the	narratives	found	

in	 the	 categories	 of	 personal	 and	 situational	 narratives.	 Each	 section	will	 describe	 the	 category	with	 one	

exemplified	case.	Further	examples	will	then	be	collected	in	the	stated	appendix.	

6.4.1 Personal Narratives  

Personal	 narratives	 can	 include	 the	 life	 history,	 dreams	 and	 visions	 of	 the	 actors	 within	 the	 studied	

organizations.	Our	 data	 collection	 shows,	 that	 personal	 narratives	 deal	 to	 a	 large	 extend	with	 inspiration,	

motivation	and	visions	experienced	and	practiced	by	the	founders	of	the	restaurants	noma,	relæ	and	AMASS.		

6.4.1.1 Inspiration 

Inspiration	was	a	recurring	topic	of	the	narrative	or	story	that	was	told.	We	have	identified	five	subcategories	

to	personal	narratives:	Inspiration	found	in	the	team,	Inspired	staff,	Inspiration	from	knowledge	sharing,	and	

lastly,	 Promotion	 of	 events	 within	 the	 network.	 Further,	 the	 narratives	 were	 collected	 in	 different	

subcategories	according	to	similarities	in	their	content.	

6.4.1.1.1 Inspiration found in the Team 

Posts	 in	this	category	highlight	the	 importance	of	 the	team,	according	to	René	Redzepi,	Matt	Orlando	and	

relæ’s	head	chef	Jonathan	Tam.	They	all	show	their	greatest	respect	for	the	work	the	staff	is	providing	with	

every	new	serving.	Further,	they	find	inspiration	in	the	dedication	and	passion	they	see	in	their	team	every	

day,	emphasizing	that	they	could	not	do	the	job	without	every	one	of	them.	For	example,	in	the	following	post,	

where	Jonathan	Tam	congratulated	and	thanked	the	team	for	their	hard	work	and	effort	when	re-winning	the	

Michelin	star	and	ranking	as	#39	on	the	World’s	Best	Restaurant	list	in	201712.	This	is	further	depicted	in	Matt	

Orlando’s	post:		“(...)	thank	you	to	the	amazing	human	beings	that	work	at	AMASS	and	make	it	what	it	is.	Not	

many	crews	can	think	and	react	 like	you	guys	do.	You	guys	 inspire	me	everyday”13	Whereas	René	Redzepi	

explains	the	deep	personal	connection	he	shares	with	the	noma	staff:	“noma	has	given	me	everything	in	life,	

friends,	 family,	and	energy	 to	climb	the	highest	mountain.	 I’m	so	so	so	ready	to	slay	 the	next	 rendition	of	

																																																													
12	Instagram	post	from	@jtam1342	on	05.04.2017.	
13	Instagram	post	from	@amassmo	on	24.02.2017.	
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noma”.	Also,	the	post	shows	which	importance	the	team	has	to	the	further	endeavors,	as	they	represent	his	

continuing	source	of	energy.		

Lastly,	the	exemplified	posts	in	this	section	emphasize	the	gratitude	for	their	employees,	creating	a	narrative	

that	 portrays	 the	 respective	 restaurants	 as	 workplaces	 where	 all	 the	 employees	 are	 respected	 and	 are	

responsible	for	the	success.		

The	collected	material	to	this	subcategory	can	be	found	in	appendix	6.	

6.4.1.1.2 Inspired Staff 

Also	the	staff	regularly	shares	insights	from	working	at	the	high-end	restaurants.	Since	the	urban	farms	were	

integrated	 into	 the	 restaurants,	 many	 share	 parts	 of	 their	 work	 days	 at	 the	 farms,	 spanning	 from	 visual	

evidence	of	an	inspirational	morning	walk	through	the	garden	at	AMASS14,	to	foraging	shoots	for	the	evening's	

menu15	or	an	insight	into	the	work	with	animals	on	Farm	of	Ideas16.		

But	the	posts	also	include	retrospective	posts	of	staff	members	on	their	time	at	the	respective	restaurant.	For	

instance	calls	one,	amongst	several	other	employees,	noma	the	home	of	the	last	five	years	in	her	life,	noting	

that	noma	and	the	incredible	people	working	there	have	changed	her	life17.	In	this	case,	one	can	argue	that	

the	employees	are	equally	authentic	enjoy	authenticity	as	the	chefs	on	Instagram.		

These	narratives	support	the	organizational	narratives	by	adding	another	perspective	to	it.	However,	it	can	be	

argued	to	which	degree	the	organizational	culture	leads	up	to	encouraging	the	employees	to	participate	in	co-

creating	organizational	narratives	on	social	media.	Or	whether	the	posts	merely	constitute	a	contentment	and	

pride	of	their	work	and	workplace.	The	collected	material	to	this	subcategory	can	be	found	in	appendix	7.	

6.4.1.1.3 Knowledge Sharing 

This	subcategory	is	divided	into	sharing	knowledge	about	the	ingredients,	knowledge	about	the	agendas	the	

restaurants	are	trying	to	push	within	the	industry	and	knowledge	about	side	projects	of	the	restaurants.		

René	 Redzepi	 uses	 Instagram	 to	 a	 large	 extend	 to	 share	 knowledge	 about	 ingredients	 and	 varieties	 on	

Instagram.	René	Redzepi	calls	this	session	The	Daily	Dispatch.	While	the	format	always	is	Instagram’s	stories,	

which	disappear	after	24	hours,	he	presents	for	instance	an	elderflower,	which	is	“something	every	Danish	

person	will	know	of	(...)	it’s	so	incredibly	tasty	here.	You	can	make	cordials	from	it,	you	can	dry	them	and	make	

teas.	I	love	them	infused	into	oils”18	to	his	audience.	In	our	analysis,	this	covers	both	original	posts	from	René	

																																																													
14	Instagram	post	from	@amassmo	on	04.05.2017.	
15	Instagram	post	from	@nomacph	on	27.04.2016.	
16	Instagram	post	from	@chrifrapug:	27.04.2017.	
17	Instagram	post	from	@katherinebont	on	26.02.2017.	
18	Instagram	post	from	@reneredzepinoma	on	10.06.2017.	
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Redzepi	and	reposts	from	restaurant	noma’s	Instagram	profile19.	These	posts	allow	the	follower	to	learn	about	

local	 ingredients,	nomas	 creative	 processes,	 and	 to	 gain	 insights	 to	noma’s	menu.	Moreover,	 these	 posts	

constantly	emphasize	nomas	underlying	principles	–	seasonality,	locality	and	quality.		

Christian	Puglisi	often	shares	posts	about	the	activities	happening	at	Farm	of	Ideas,	especially	emphasizing	the	

origin	of	the	ingredients	that	are	used	in	his	restaurants.	One	example	is	the	mozzarella	made	from	their	own	

cow’s	milk:	 “Mother	 and	 daughter	 chilling	 out.	 The	 cows	 are	 almost	 100%	 back	 on	 grass	 and	 the	milk	 is	

changing	flavor	immediately.	Whenever	we	experience	a	radical	change	in	feed	the	mozzarella	starts	acting	

up	for	a	few	weeks	being	a	bit	more	difficult	to	bring	together	but	the	season's	fresh	grass	brings	the	flavor	to	

its	 max”20	 Through	 these	 posts,	 the	 audiences	 gets	 an	 insight	 into	 which	 processes	 the	 ingredients	 goes	

through	before	ending	up	on	the	menu,	hence	a	narrative	of	the	journey	from	farm-to-table.				

As	 restaurant	AMASS	 is	 involved	 in	a	handful	of	side	projects,	 they	also	share	updates	about	 these	on	the	

restaurant’s	Instagram	profile.	For	instance,	they	started	the	AMASS	Green	Kids	program	to	“teach	school	kids	

from	Copenhagen	the	wonders	of	plant	life,	and	the	pleasure	of	growing	and	eating	your	own	food,	through	a	

series	of	workshops	in	our	garden	and	restaurant.	Follow	@amassgreenkids	for	updates”21	With	the	invitation	

to	follow	another	official	profile,	they	ensure	that	the	interested	audience	knows	where	they	can	get	further	

information	about	the	project.	Also,	the	exemplary	post	highlights	AMASS’	interest	in	sustainability	and	how	

they,	 besides	 from	 making	 food	 waste	 and	 recycling	 subject	 of	 the	 discussion,	 approach	 it	 -	 namely	 by	

educating	the	next	generation.	

The	collected	material	to	this	subcategory	can	be	found	in	appendix	8.	

6.4.1.1.4 Promotion of Events within the Network 

As	explained	before,	the	training	at	noma	led	to	a	tight	network	amongst	the	involved	staff.	When	chefs	who	

worked	at	noma	 left	 to	work	elsewhere	or	open	 their	own	respective	 restaurants,	 they	experienced	great	

support	from	their	previous	colleagues,	as	described	further	in	section	5	–	Data	presentation.	For	instance,	

chef	 Jamie	Lee	 from	Kødbyens	 fiskebar	 (@jamielee_fiskebar)	posted	during	 the	closing	party	of	noma	1.0:	

“What	an	honor	to	serve	a	dish	at	the	@nomacph	final	party.	(...)	Really	[I]	am	looking	forward	to	the	second	

edition	 of	 this	 great	 inspirational	 restaurant”22	 The	 tight	 relations	 are	 also	 represented	 in	 the	 posts	 on	

Instagram,	 where	 the	 chefs	 both	 promote	 other	 restaurants’	 events	 without	 their	 own	 participation	 or	

announce	 collaboration	dinners	where	 the	 chefs	either	 join	other	 restaurants	or	 invite	 chefs	 to	 their	own	

restaurants.	On	May	31th	2017	for	instance,	Matt	Orlando	posted	about	the	upcoming	collaboration	dinner	

																																																													
19	Instagram	post	from	@nomacph	on	13.08.2016.	
20	Instagram	post	from	@chrifrapug	on	27.04.2017.	
21	Instagram	post	from	@amassrestaurants	on	15.05.2017.	
22	Instagram	post	from	@jamielee_fiskebar	on	26.02.2017.	
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with	Mexican	chef	Jorge	Vallejo:	“Two	farm	visits,	a	forest	visit,	a	Beach	visit,	countless	kilometers	walked	(...)	

with	 @jorgevallejo.	 (...)	 A	 true	 collaboration	 dinner.	 Every	 dish	 is	 a	 mash	 up	 of	 both	 our	 thoughts	 and	

philosophies.	A	try	[true]	honor	to	get	inside	your	head	Jorge”23	Similarly,	on	June	1st	2017,	Christian	Puglisi	

posted	a	so	called	throwback	photo	on	Instagram	from	a	collaboration	dinner	which	noma	1.0	held,	named	

Cook	It	Raw.	In	this	post,	Puglisi	writes:	“#tbt	to	the	day	we	were	having	fun	running	the	passe	with	a	few	fine	

young	men”.	Hereafter	he	tagged	numerous	chefs,	such	as	Albert	Adrià	(brother	of	Ferran	Adrià	from	elBulli),	

Lars	Williams	(former	head	of	R&D	at	noma),	Robert	Jacobsson	(former	sous	chef	at	noma),	as	well	as	Daniel	

Burns	 (former	 sous	 chef	 at	 noma).	 These	 examined	 posts	 present	 a	 pattern	 in	 all	 studied	 organizations	

constituting	examples	of	the	wide	range	of	people	within	the	network	each	of	the	chefs	are	able	to	attract	to	

their	 respective	 restaurants24.	 One	 could	 further	 argue	 that	 the	 posts	 represent	 a	 manifestation	 of	 the	

importance	of	the	network,	which	leads	to	the	strong	community	amongst	the	restaurants,	as	explained	in	

section	5	-	Data	presentation.	The	collected	material	to	this	subcategory	can	be	found	in	appendix	6.	

The	above	mentioned	narratives	and	stories	all	offer	access	to	the	emotional	life	(Czarniawska,	2004)	within	

the	actors	of	the	studied	organizations,	for	instance	through	revealing	nostalgia,	beliefs,	visions,	and	relations.	

The	chefs	seem	to	use	 Instagram	in	a	very	casual	and	personal	way,	which	the	reflection	of	 their	personal	

thoughts	show.	It	can	be	argued,	that	most	of	these	posts,	in	contrast	to	the	post	from	the	restaurant’s	official	

profiles,	are	not	necessarily	part	of	a	bigger	PR-strategy.	However,	the	frequency	of	the	posts	helps	to	generate	

a	bigger	audience	and	maintain	the	flow	of	information	about	the	organization	to	the	audience.	

The	target	group	of	these	Instagram	posts	are	the	followers	of	the	chef’s	and	restaurant’s	Instagram	profiles.	

When	interested	in	a	certain	profile,	an	Instagram	user	has	to	actively	subscribe	to	follow	a	profile,	which	will	

lead	to	updates	from	the	profile	in	the	user’s	Instagram	feed.	One	can	argue	that	this	is	an	underlying	reason	

for	 the	 high	 interaction	 in	 the	 form	of	 commenting	 the	 posts	 from	both	 the	 chefs	 and	 restaurants.	 Their	

followers	like,	comment	and	share	the	posts	to	a	great	extent,	as	well	as	share	their	own	experiences	at	the	

restaurants	on	social	media.		

6.4.2 Situational Narratives 

Situational	narratives	and	stories	of	 relevant	events	explain	why	things	are	done	 in	certain	ways	within	an	

organization.	Our	data	collection	will	present	different	categories	for	situational	narratives	in	the	three	studied	

organizations.	The	categories	are:	 Introduction	of	Collaborators	and	Suppliers;	 Insight	 into	the	Restaurants	

and	Updates	from	the	Farms.	

																																																													
23	Instagram	post	from	@amassmo	on	31.05.2017.	
24	Instagram	post	from	@chrifrapug	on	01.06.2017.	
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6.4.2.1 Introduction of Collaborators and Suppliers 

In	the	first	category,	we	have	collected	posts	that	focuses	on	the	collaborators	and	suppliers	of	the	restaurants.	

The	means	of	these	posts	vary	from	an	introduction	of	collaborators,	to	showing	suppliers	that	come	into	the	

restaurant	presenting	their	fresh	ingredients,	to	emphasize	common	values	

or	 agendas	 and	 present	 the	 suppliers	 perspective.	 An	 example	 of	 this	 is	

presented	by	Matt	Orlando:	“That	time	in	Berlin	when	you	went	to	visit	the	only	

biodynamic	farm	in	the	region	producing	white	asparagus	that	came	from	twenty	

year	old	plants	and	you	made	the	dish	based	on	only	the	things	you	found	on	the	

farm.	Thanks	@dylan1watson	and	the	team	@earnst.berlin	for	the	early	morning	

collaboration	session.	Not	to	many	things	give	me	as	much	joy	as	visiting	a	farm	

where	the	farmer	let's	his	plants	tell	him	how	to	farm	and	hugs	his	trees	let	them	

know	how	much	he	cares	about	them”25.	A	similar	post	on	noma’s	Instagram	

profile	 signifies	 the	 close	 relationship	 they	 have	 with	 their	 suppliers:	 “Mushroom	 delivery	 by	 these	 two	

wonderful	gentlemen	-	Møller	and	Rittman!	Legends!”26.			

On	the	Instagram	profile	of	restaurant	Manfreds	(owned	by	Christian	Puglisi),	the	ingredient	often	moves	into	

the	center	of	the	post:	“Old	Danish	heirloom	variety	of	pumpkin	brought	in	this	afternoon	by	@slow_mariehertz	

going	on	the	menu	in	an	hour	or	so.	@chrifrapug	says	served	raw	with	raw	apples	and	ricotta.	Let's	do	it”27.		

All	of	these	posts	convey	the	feeling	of	a	tight	network	with	the	collaborators,	which	arguably	indicates	long-

standing	relationships,	as	well	as	the	restaurants	 loyalty	towards	their	suppliers.	They	do	also	promote	the	

collaborators	or	suppliers,	as	they,	when	possible,	link	to	the	suppliers	Instagram	profiles.	Furthermore,	these	

posts	give	the	follower	an	insight	into	the	restaurants	processes,	both	in	terms	of	where	the	ingredients	come	

from,	but	also	who	is	connected	to	the	restaurants.	The	collected	material	to	this	subcategory	can	be	found	

in	appendix	14.	

6.4.2.2 Insight into the Restaurants Processes 

In	 this	 category,	 different	posts	 from	 the	organizational	members	 are	 collected	 to	describe	organizational	

processes	or	regularly	occurring	events	at	the	restaurants.	As	described	in	section	6.3.6.3	Staff	meal,	the	daily	

staff	meals	have	great	importance	to	the	teams	of	the	respective	restaurants,	as	it	is	a	break	that	gathers	all	

of	 the	 employees.	 These	 breaks	 are	 frequently	 shared	 on	 social	media.	 For	 instance,	when	 suppliers28	 or	

																																																													
25	Instagram	post	from	@amassmo	on	17.05.2017.	
26	Instagram	post	from	@nomacph	on	07.09.2016.	
27	Instagram	post	from	@manfredscph	on	14.09.2016.	
28	Instagram	post	from	@amassrestaurant	on	09.03.2017.	
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previous	colleagues29	prepare	the	staff	meal,	or	an	employee	posts	about	a	picture	from	a	staff	meal	at	relæ	

with	the	description	“Staff	lunch,	yummy	#enjoyinglife	#copenhagen	#friends”30.	

Furthermore,	we	want	to	highlight	a	special	event	noma	has	integrated	into	its	organization:		The	Saturday	

Night	Projects.	Once	a	month,	the	chefs	and	interns	at	noma	have	the	possibility	to	present	dishes	they	have	

worked	on.	After	the	last	service,	they	all	gather	and	taste	the	dishes,	followed	by	a	feedback	session	from	the	

sous-chefs	and	head-chefs.	The	event	poses	a	unique	opportunity	for	the	employees	to	learn	from	the	given	

feedback,	as	well	as	it	holds	the	possibility	that	one	of	their	creations	could	be	incorporated	into	noma’s	menu.	

As	the	event	 is	often	documented	on	noma’s	official	 Instagram	profile31,	the	chefs	presenting	a	dish	might	

enjoy	great	attention	when	being	referred	to	on	the	social	media	profiles	of	restaurant	noma.	

As	previous	elaborated	in	section	6.4.1.1.1	Inspiration	found	in	the	team,	employees	are	frequently	featured	

in	 the	posts	 from	the	restaurants,	 signifying	 the	 important	 role	 they	play.32	Thereby,	 the	restaurants	draw	

attention	to	their	employees,	making	it	easy	for	their	audiences	to	also	follow	the	Instagram	profiles	of	the	

featured	employees	and	take	part	in	their	further	journeys.	This	has	on	the	other	hand	a	recurring	effect	on	

the	restaurants,	as	it	strengthens	and	widens	their	network	in	the	culinary	scene.	The	collected	material	to	

this	subcategory	can	be	found	in	appendix	10.	

6.4.2.3 Updates from the Farms 

In	contrast	to	AMASS	and	Farm	of	Ideas,	noma	was	at	the	time	of	the	data	collection	process	in	the	middle	of	

the	construction	of	noma	2.0	 including	 the	urban	 farm.	However,	 the	stories	shared	by	Matt	Orlando	and	

Christian	Puglisi	often	contain	many	posts	from	the	farms.	For	example,	how	the	greens	in	the	garden	and	

polytunnel33	profit	from	one	of	the	first	sunny	weekends34	or	how	the	seasons	can	be	followed.	AMASS	also	

announced	to	its	Instagram	audience	that	“[t]he	season	for	beginning	or	ending	your	meal	with	a	walk	in	our	

garden,	is	definitely	here!”35.	Christian	Puglisi	is	eager	on	frequently	sharing	posts	about	the	“girls”36	producing	

the	milk	for	Bæsts	mozzarella,	or	humorously	share	his	“Cow-world	problems”37	with	the	follower.	The	pictures	

accompanying	the	posts	most	frequently	display	parts	of	the	farm	or	garden,	that	the	observant	follower	can	

easily	recognize.	If	the	pictures	include	the	chefs	themselves,	they	are	mostly	displayed	in	working	situations.	

Therefore,	one	can	argue,	that	the	presented	narratives	tries	to	break	down	the	distance	from	farm-to-table,	

																																																													
29	Instagram	post	from	@nomacph	on	05.07.2016.	
30	Instagram	post	from	@dizi84	on	14.05.2017.	
31	Instagram	post	from	@nomacph	on	19.02.2017.	
32	Instagram	post	from	@amassmo	on	20.05.2017.	
33	33	A	polytunnel	is	a	substitute	to	a	greenhouse.	The	tunnel	is	made	of	plastic	and	used	to	enclose	a	field	to	extend	regular	farming	
seasons,	as	higher	temperatures	in	the	polytunnel	can	be	achieved	through	passive	solar	heating.	
34	Instagram	post	from	@amassrestaurant	on	02.05.2017.	
35	Instagram	post	from	@amassrestaurant	on	06.05.2017.	
36	Instagram	post	from	@farmofideas	on	23.05.2017.	
37	Instagram	post	from	@chrifrapug	on	03.06.2017.	
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emphasizing	their	organic	profile,	seasonality	and	locality.	These	posts	allow	the	followers,	even	though	they	

are	not	participating	themselves,	 to	virtually	 take	part	 in	the	activities.	These	updates	 from	the	farm	are	a	

constant	reminder	of	the	significant	influence	the	integrated	farms	have	onto	the	restaurants	daily	business.	

The	collected	material	to	this	subcategory	can	be	found	in	appendix	15.	

To	 sum	up,	 the	 above-mentioned	 stories	 and	narratives	highlight	 the	 aspect	of	 how	 the	organizing	 in	 the	

restaurants	takes	place.	Further,	these	stories	often	focus	on	the	events	that	make	the	restaurant's	special,	

which	 Czarniawska	 (2004)	 describes	 also	 compares	with	 the	wish	 to	 give	 the	 audience	 the	 impression	 of	

extraordinarily.	 While	 René	 Redzepi,	 Christian	 Puglisi	 and	 Matt	 Orlando	 often	 are	 the	 presenters	 of	 the	

narratives,	also	the	restaurant's	official	profiles	play	a	larger	role	in	telling	situational	narratives.	By	inviting	the	

Instagram	 follower	 into	 the	 organizational	 processes,	 the	 organization	 becomes	 more	 transparent	 and	

ensures,	 that	 followers	 keep	 track	 of	 what	 is	 happening	 at	 the	 restaurants.	 On	 the	 other	 hand,	 sharing	

narratives	about	the	organizational	happenings	means	that	the	restaurants	need	to	find	a	balance	between	

maintaining	already	introduced	narratives	and	the	integration	of	new	narratives.		

The	importance	of	creating	a	relationship	between	organizations	and	their	audiences	is	exemplified	in	the	past	

elaboration	of	storytelling	and	narratives.	What	can	be	argued	to	be	even	more	important,	is	the	legitimacy	

organizations	obtain	from	developing	and	nurturing	these	relationships.		

6.5 Legitimacy and Institutional Change 

In	the	following	section,	the	restaurants	noma,	relæ	and	AMASS	will	be	analyzed	in	terms	of	the	theory	of	New	

Institutionalism,	that	provides	an	understanding	of	the	relationship	between	the	society	and	the	individual.	

The	theory	of	Isomorphisms	by	Powell	&	DiMaggio	will	provide	a	sociological	approach	to	organizational	theory	

in	order	to	analyze	how	isomorphic	mechanisms	force	the	restaurants	towards	homogenization	in	order	to	

obtain	legitimacy.	To	begin	with,	the	restaurants	will	be	analyzed	in	terms	of	their	ability	to	obtain	legitimacy.	

6.5.1 Legitimacy  

Legitimacy	 is	 obtained	 when	 an	 organization’s	 actions	 are	 perceived	 as	 being	 “desirable,	 proper,	 and	

appropriate	within	any	given	cultural	context”	(Suchman,	1995,	p.	574).	The	concept	of	legitimacy	is	applied	

when	adapting	to	the	external	environment,	as	well	as	the	restaurants’	readiness	to	respond	to	changes	hereof	

(Nielsen,	 2015).	 Legitimacy	 is	 socially	 constructed,	 hence	 dependent	 on	 a	 collective	 audience.	 Therefore,	

organizations	seek	legitimacy	as	it	ultimately	affects	people's	behaviour	towards	the	organizations	and	their	

perception	of	the	organization’s	actions.	Suchman	emphasizes	three	types	of	legitimacy	that	are	dependent	

on	 different	 behavioral	 dynamics:	 pragmatic,	moral	 and	 cognitive	 legitimacy.	 In	 the	 following	 section,	 the	

restaurants	will	be	analyzed	in	order	to	give	an	insight	of	how	they	obtain	legitimacy.		
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When	noma	1.0	opened,	they	started	with	conforming	to	the	“pre-existing	audiences	within	the	organization’s	

current	 environment”	 (Suchman,	 1995,	 p.	 587),	 in	 order	 to	 obtain	 legitimacy.	 At	 that	 time,	 in	 2003,	 the	

restaurant	 scene	 was	 dominated	 by	 the	 French	 Cuisine	 and	 their	 traditional	 practices.	 Lars	Williams,	 the	

former	head	of	R&D	at	noma	explains	that	when	noma	1.0	started,	“[I]f	you	were	a	high-end	restaurant	you	

had	to	have	French	pigeons;	you	had	to	have	foie	gras;	you	had	to	have	caviar”	(Williams,	2017).	Furthermore,	

René	Redzepi	states	that	“[w]e	weren't	touching	anything	new.	It	was	Scandinavian	French	–	I	was	cooking	

things	I	knew,	I	just	replaced	products.	I	was	borrowing	someone	else's	brain"	(Durrant,	2010).	Hence,	noma	

1.0	was	cooking	Scandinavian	French,	as	French	Cuisine	was	the	socially	constructed	perception	of	high-end	

cuisine	the	audience	had.	However,	after	realizing	that	the	purpose	of	noma	1.0	should	be	to	refine	the	Nordic	

Cuisine	and	stepping	away	from	already	existing	practices	and	dishes,	a	manipulation	of	the	“environmental	

structure	 by	 creating	 new	 audiences	 and	 new	 legitimating	 beliefs”	 (Suchman,	 1995,	 p.	 587)	 began.	 A	

legitimization	which	was	ratified	with	noma	1.0	receiving	their	first	Michelin	star	in	2005	and	a	second	Michelin	

star	in	2007.	Therefore,	this	type	of	legitimacy	can	be	characterized	as	pragmatic	legitimacy.	The	pragmatic	

legitimacy	focuses	on	the	overall	value	of	the	organization	to	the	individual	evaluator.	As	noma	1.0	gained	its	

Michelin	 stars,	 it	 added	 value	 to	 the	 individual	 evaluators	 experience	 in	 terms	 of	 their	 self-interest,	 as	 a	

Michelin	star	is	an	acknowledged	experiential	accreditation.	This	can	also	be	expressed	by	exchange	legitimacy	

which	focuses	on	the	“materialistic	power-dependence	relations”	there	is	between	noma	and	the	Michelin	

Guide	(Suchman,	1995,	p.	578).	relæ	is	experiencing	the	same	exchange	legitimacy	in	terms	of	the	Michelin	

Guide,	as	relæ	has	one	Michelin	star.	Furthermore,	it	has	also	proven	to	be	a	tool	for	legitimating	the	price	

level	at	the	restaurants.			

Christian	Puglisi	and	Matt	Orlando	started	their	respective	restaurants	in	2010	and	in	2013,	within	a	culinary	

field	 that	 was	 highly	 dominated	 by	 the	 success	 of	 the	 NNC	 and	 noma	 1.0.	 As	 they	 both	 have	worked	 in	

prominent	positions	at	noma	1.0,	 legitimacy	in	the	sense	of	their	past	experience	at	noma	1.0,	followed	to	

their	 new	 projects.	 Furthermore,	 relæ	 and	AMASS	 both	 focus	 on	 locality,	 quality	 and	 seasonality	 of	 their	

produce,	the	founding	stones	of	the	NNC	philosophy,	but	without	restricting	them	by	the	dogma.	Karen	Hertz,	

the	project	manager	of	Farm	of	Ideas	explains	that	many	noma	alumni	have	started	their	own	restaurants	and	

“put	their	own	identity	and	understanding	of	quality	into	it	combined	with	the	experience	from	noma”	(I2,	

51:10).	Therefore,	one	could	argue	that	relæ	and	AMASS	have	conformed	to	the	“pre-existing	audiences	within	

the	organization's	current	environment”	(Suchman,	1995,	p.	587).	Additionally,	this	conformity	has	to	do	with	

the	legitimacy	the	NNC	has	gained.	noma	1.0	was	part	of	developing	the	NNC,	as	well	as	 it	challenged	and	

changed	 the	perception	of	high-end	 restaurants	particularly	 in	 the	Nordic	 region.	 Therefore,	 the	NNC	has	

become	a	standard	measurement	of	 the	socially	 constructed	perception	of	what	 is	 “desirable,	proper	and	

appropriate	within	 some	socially	 constructed	systems	of	norms,	values,	beliefs	and	definitions”	 (Suchman,	
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1995,	 p.	 574).	 Resulting	 in	 that	 the	NNC	 is	 not	 only	 constituting	 a	 standard	measurement	 for	 the	 socially	

constructed	 perception	 of	 what	 is	 the	 right	 thing	 to	 do	 for	 the	 high-end	 restaurants,	 but	 also	 for	 other	

classifications	of	restaurants	due	to	its	legitimacy.	Moreover,	one	could	argue	that	the	legitimacy	of	NNC	and	

noma	have	developed	into	a	cognitive	legitimacy.	Cognitive	legitimacy	is	based	on	comprehensibility	or	taken-

for-grantedness.	The	NNC	and	noma	have	gained	“acceptance	between	the	normative	expectations	of	 the	

organization	and	its	environment”	(Suddaby,	2015,	p.	9)	in	a	way	where	the	concept	of	NNC	and	restaurant	

noma	are	unquestioned,	in	the	sense	of	taken-for-granted.	Therefore	NNC	and	noma	have	become	inevitable	

in	their	environment.				

Additionally,	relæ	and	AMASS	have	differentiated	themselves	from	noma	1.0	by	obtaining	the	Gold	Organic	

Certificate,	implying	that	90-100%	of	the	produce	is	organic.	The	moral	legitimacy	implies	“the	right	thing	to	

do	[...]	based	on	normative	approval	of	the	society”	(Suchman,	1995,	p.	579).	Therefore,	both	restaurants	have	

gained	moral	legitimacy	from	an	audience	that	supports	this	practice	and	perceives	it	as	a	correct	action.	relæ	

and	 AMASS	 have	 also	 gained	 moral	 legitimacy	 in	 terms	 of	 their	 focus	 on	 sustainability.	 relæ	 pushes	 the	

sustainability	agenda	in	terms	of	organic	produce,	as	just	mentioned,	as	well	as	creating	a	better	tie	between	

the	 urban	 and	 rural	 areas,	 and	 between	 chefs	 and	 farmers.	 In	 general,	 Christian	 Puglisi	 has	 realized	 the	

“necessity	of	 interlinking	quality	and	sustainability	to	all	aspects	of	his	restaurants”	(Fejerskov,	2016).	Matt	

Orlando	is	similarly	pushing	a	sustainability	agenda	that	primarily	focuses	on	minimizing	food-waste,	recycling	

and	 teaching	 children	 about	 a	 product's	 journey	 from	 farm-to-table.	 These	 are	 actions	 that	 “promote[s]	

societal	welfare,	as	defined	by	the	audience's	socially	constructed	value	system”	(Suchman,	1995,	p.	579)	and	

which	therefore	obtain	moral	legitimacy.		

Managers	can	through	communication	and	storytelling	affect	the	audience's	perception	of	their	organizational	

activities	to	be	“desirable,	proper,	and	appropriate	within	any	given	cultural	context”	(Suchman,	1995,	p.	586).	

However,	legitimacy	in	itself	is	no	guarantee	for	controlling	the	audiences.	

To	 sum-up,	 legitimacy	can	be	obtained	 through	different	practices.	Berger	and	Luckmann	explain	 that	 the	

reason	for	“the	parallelism	between	organizations	and	their	environments	and	the	one	emphasized	here	is	

that	 organizations	 structurally	 reflect	 socially	 constructed	 reality”	 (1967,	 p.	 210).	 noma	 1.0	 obtained	

acknowledgement	and	legitimacy	when	they	were	rewarded	with	one	Michelin	star,	and	later	on	a	second	

Michelin	star,	as	they	were	reaching	out	to	new	audiences	and	creating	new	legitimating	beliefs.	relæ	and	

AMASS	have	further	gained	moral	legitimacy	in	their	strive	for	pushing	sustainable	agendas	from	supporters	

of	these	practices.			
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6.5.2 Institutional Change  

Legitimacy	 is	of	great	 importance	to	organizations,	as	 it	 implies	the	organizations	are	“desirable,	proper	or	

appropriate	 within	 some	 socially	 constructed	 systems	 of	 norms,	 values,	 beliefs	 and	 definitions”	

(Suchman,1995,	p.	574).	 Therefore,	many	organizations	experience	 isomorphic	pressures	 in	order	 to	 fulfill	

socially	constructed	requirements.	Powell	&	DiMaggio	emphasize	three	isomorphic	mechanisms	that	coexist	

and	affect	each	other;	the	mimetic,	the	normative	and	the	coercive	isomorphism.	In	the	following	section,	the	

isomorphisms	will	be	analyzed	in	order	to	gain	an	insight	of	how	the	restaurants	experience	and	respond	to	

the	pressures.		

6.5.2.1 Mimetic Isomorphism  

The	 mimetic	 isomorphism	 is	 a	 changing	 mechanism	 that	 focuses	 on	 institutional	 changes,	 as	 a	 form	 of	

adoptation	to	new	situations.	This	can	be	exemplified	by	imitating	others	in	order	to	gain	legitimacy,	which	

can	be	rooted	in	uncertainty.				

6.5.2.1.1 noma 

When	René	Redzepi	opened	noma	1.0,	he	came	from,	amongst	others,	a	position	at	elBulli,	where	he	was	

working	for	the	renowned	chef	Ferran	Adrià.	elBulli	was	a	pioneering	restaurant	that	has	experimented	to	a	

great	extent	with	 the	Molecular	Cuisine	and	the	guests	perception	of	 tastes,	 shapes	and	smells.	At	elBulli,	

Ferran	Adrià	introduced	‘workshops’	where	the	chefs	could	experiment	with	developing	new	techniques	and	

dishes.	An	experience	René	Redzepi	found	valuable	for	creativity,	and	which	he	has	continued	and	developed	

into	Research	and	Development	departments,	food	labs,	as	well	as	test	kitchens	at	noma	1.0	and	planned	for	

2.0.	René	Redzepi	describes	the	period	of	working	at	elBulli	as	"the	place	where	my	eyes	were	opened	to	a	

new	world.	A	seed	was	planted	in	my	head	and	that	seed	has	grown	and	grown.	(…)	He	[Ferran	Adrià]	taught	

people	to	think	about	food	emotionally	and	created	new	techniques	that	have	transformed	the	art	of	cooking”	

(Govan,	2011).	Experiences	and	ideas	that	René	Redzepi	brought	with	him	to	noma	1.0	and	refined	to	match	

his	profile.	

Additionally,	 René	 Redzepi	 also	 came	 from	 a	 position	 from	 restaurant	 Kong	 Hans	 Kælder	 where	 he	 was	

introduced	to	the	 idea	of	foraging	one’s	 ingredients.	A	practice	that	since	then	has	become	internationally	

widely	known	due	to	the	fact	that	noma	1.0	introduced	it	as	part	of	their	way	of	cooking.	René	Redzepi’s	head	

chef	at	 that	time,	Thomas	Rode38,	has	explained	the	grand	talent	of	René	Redzepi	 in	terms	of	networking,	

bringing	 new	 ideas	 forward	 and	 creating	 a	 team	 with	 a	 special	 team	 spirit.	 It	 can	 be	 argued	 that	 the	

																																																													
38	Thomas	Rode	was	the	head	chef	at	restaurant	Kong	Hans	from	1996-2014.	Nowadays,	he	is	promoting	paleo	food	and	has	numerous	
cafe’s	around	Denmark	based	upon	the	paleo	philosophy.			
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organizational	design	and	leadership	practices	that	René	Redzepi	has	from	past	experience	have	formed	his	

way	of	structuring	his	own	restaurant	and	the	way	he	leads.	

Furthermore,	when	René	Redzepi	started	noma	1.0,	it	was	with	the	purpose	of	starting	from	scratch	and	not	

taking	over	anyone	else’s	kitchen,	as	well	as	redefining	the	Nordic	Cuisine.	However,	in	the	beginning	of	noma	

1.0,	René	Redzepi	describes	the	cuisine	as:	“[W]e	weren't	touching	anything	new.	It	was	Scandinavian	French	

–	I	was	cooking	things	I	knew,	I	just	replaced	products.	I	was	borrowing	someone	else's	brain"	(Durrant,	2010).	

This	quote	suggests	that	in	the	beginning,	the	cooking	at	noma	1.0	was	an	imitation	of	the	French	cuisine	in	a	

Nordic	disguise	rather	than	being	an	original	redefinition	of	the	Nordic	Cuisine.	A	choice	of	action	that	one	

could	argue	originates	from	the	fact	that	imitation	provides	some	sort	of	assurance	of	legitimacy.	However,	

noma	 1.0	was	mocked	 upon	 by	 the	 restaurant	 scene	 in	 Copenhagen	 and	was	 not	 gaining	 any	 legitimacy.	

Therefore,	 René	 Redzepi	 initiated	 to	 take	 a	 step	 away	 from	 cooking	 already	 existing	 recipes	 with	 local	

ingredients	to	“rethinking	traditional	methods	of	preservation”	(Redzepi,	2015)	and	“to	shape	new	dishes	and	

flavors”	(Redzepi,	2015).	A	choice	of	action	which	resulted	in	one	Michelin	star	in	2005,	a	second	star	added	

in	2007,	which	was	regained	the	following	years,	and	the	reward	of	the	World’s	Best	Restaurant	in	2010,	2011,	

2012	 and	2014.	 Being	 legitimized	on	 these	 lists	 brought	 about	 legitimacy	 from	 the	public	 and	 the	media.	

Therefore,	the	choice	of	action	has	proven	to	change	the	organizational	field	and	challenged	the	perception	

of	what	‘fine-dining’	means,	in	particular	in	the	Nordic	region.		

Therefore,	noma	1.0	can	be	characterized	as	an	early	adopter	of	organizational	innovations,	as	noma	1.0	was	

driven	by	the	desire	of	improving	performance	within	the	organizational	field.	However,	following	Selznick	and	

Meyer	&	Rowan,	 the	development	 and	 implementation	of	 new	practices	 can	become	 "infused	with	 value	

beyond	 the	 technical	 requirements	 of	 the	 task	 at	 hand.	 As	 an	 innovation	 spreads,	 a	 threshold	 is	 reached	

beyond	which	adoption	provides	legitimacy	rather	than	improves	performance”	(Powell	&	DiMaggio,	1983,	p.	

148)	as	explained	by	Meyer	and	Rowan.	Therefore,	one	could	argue	that	when	noma	started	in	2003,	it	was	a	

rather	 homogenous	 organizational	 field,	 stuck	with	 traditional	 French	 Cuisine	 practices.	 A	 field	which	 has	

changed	over	time	with	noma	introducing	innovative	practices,	such	as	a	new	way	of	cooking	and	perceiving	

a	‘fine-dining’	experience.	DiMaggio	and	Powell	further	elaborate	that	“the	very	fact	that	they	are	normatively	

sanctioned	increases	the	likelihood	of	their	adoption”	(Powell	&	DiMaggio,	1983,	p.	148).	Thus,	the	innovative	

practices	 that	 noma	 has	 introduced	 have	 become	 ‘normatively	 sanctioned’	 in	 the	 field,	 which	 thereby	

increases	the	adoption	by	other	restaurants,	because	this	is	the	way	food	‘should	be	made’.	Nowadays,	the	

development	of	the	organizational	field	in	relation	to	noma	can	be	argued	to	create	more	adaptation	of	the	

practices	noma	 introduced	 in	order	 to	 gain	 legitimacy,	 rather	 than	 improve	performance,	 as	discussed	by	

Meyer	and	Rowan	earlier.	There	are	several	examples	of	restaurants	in	Copenhagen	that	have	adopted	and	
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replicated	many	of	these	practices,	in	terms	of	their	approach	to	cooking,	design-setting	of	the	restaurant	and	

storytelling39.						

6.5.2.1.2 relæ  

Christian	Puglisi	has	also	been	working	at	elBulli	before	working	at	noma	1.0,	which	is	an	experience	that	also	

changed	his	view	upon	working	in	a	restaurant.	He	has	explained	that	at	elBulli	they	did	everything	different	

from	 what	 he	 learned	 from	 working	 in	 France.	 Especially	 the	 team	 spirit	 and	 working	 together	 are	

characteristics	that	he	has	pointed	out	as	important	and	values	that	he	his	build	his	business	upon	(Skyum-

Nielsen,	2016).	A	type	of	leadership	which	also	René	Redzepi	practiced,	due	to	his	past	experience	at	elBulli	

and	therefore	also	experienced	by	Christian	Puglisi	while	working	at	noma	1.0.	

When	Christian	Puglisi	 started	 the	 restaurant	 relæ,	 the	motive	was	 to	 cook	high-quality	 food	 for	 the	 local	

people	at	affordable	prices,	 therefore	everything	was	cut	 into	the	bone	except	the	food	at	the	restaurant.	

Christian	Puglisi	was	in	the	beginning	very	concerned	about	differentiating	relæ	from	noma	1.0,	as	he	did	not	

want	to	become	a	copycat	nor	be	restricted	by	a	dogma	(see	section	5.2.2.1	-	NNC).	He	wanted	to	explore	his	

creative	abilities	with	inspiration	from	his	Italian	and	Norwegian	roots,	as	well	as	past	experience	gained	in	

Denmark	and	different	other	European	countries.	However,	the	philosophy	behind	noma	1.0	and	the	NNC	can	

be	argued	to	have	evoked	Christian	Puglisi’s	“consciousness	about	the	possibility	and	the	value	of	the	Nordic	

region’s	ingredients”	(I2,	54:17).	The	restaurant	focuses	heavily	on	quality,	 locality	and	seasonality,	but	has	

taken	it	to	another	level	by	incorporating	a	sustainability	aspect	to	all	aspects	of	the	restaurant,	as	well	as	they	

are	90-100	%	organic.	However,	as	Powell	&	DiMaggio	elaborate,	“organizations	may	try	to	change	constantly;	

but,	 after	 a	 certain	 point	 in	 the	 structuration	 of	 an	 organizational	 field,	 the	 aggregate	 effect	 of	 individual	

change	is	to	lessen	the	extent	of	diversity	within	the	field”	(Powell	&	DiMaggio,	1983,	p.	148).	Hence,	due	to	

the	change	of	the	organizational	field	initiated	by	noma	1.0,	the	effect	of	individual	change	decreases	diversity	

of	the	organizational	field	until	there	is	a	renewed	demand	for	change.	This	effect	can	also	be	seen	in	the	case	

of	relæ.	Even	though	Christian	Puglisi	did	not	want	to	be	compared	to	noma	1.0,	their	way	of	cooking	and	

perception	of	a	‘fine-dining’	experience	is	very	similar	to	what	noma	1.0	introduced.	However,	without	being	

restricted	by	the	NNC	Manifesto	(appendix	1).	The	resemblance	has	brought	about	legitimacy	because	of	the	

pressure	of	the	mimetic	isomorphism,	as	noma	1.0	has	experienced	international	success	which	has	resulted	

in	legitimacy	from	both	the	public	and	the	media.	However,	given	that	Christian	Puglisi	has	started	Farm	of	

Ideas,	he	is	developing	in	a	different	direction,	but	with	the	philosophy	of	noma	1.0	as	his	foundation.	As	our	

																																																													
39	Obvious	examples	of	Copenhagen	restaurants	such	as	Väkst,	part	of	the	Cofoco	chain,	and	Gemyse,	part	of	Nimb	in	Tivoli,	have	
completely	adopted	the	concept	that	noma	1.0	has	introduced,	in	terms	of	restaurant	setting,	the	characteristics	of	the	nordic	cuisine,	
as	 well	 as	 their	 introduced	 practices	 such	 fermentation	 et	 cetera.	 However	 the	 adoptation	 can	 be	 argued	 as	 being	 a	marketing	
approach	to	the	trend	in	order	to	attract	guests	rather	than	actually	carrying	a	vision	for	the	restaurant	which	would	contribute	to	
improving	the	organizational	field.	
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data	collection	shows,	Christian	Puglisi	is	focusing	more	on	the	relationship	between	the	farmer	and	the	chef	

(I3,	 05:45),	 as	 well	 as	 promoting	 a	 sustainability	 agenda	 (I3,	 45:45),	 which	 ultimately	 can	 change	 the	

organizational	field.	

6.5.2.1.3 AMASS  

When	Matt	Orlando	opened	AMASS,	he	stated	that	there	would	be	some	resemblance	with	noma	1.0	in	terms	

of	their	way	of	cooking,	quality	and	level	of	food	(Schou,	2013).	But	the	atmosphere	at	his	restaurant	would	

be	quite	different	-	namely	emphasizing	a	relaxed	environment,	without	any	dogmatic	restrictions	and	with	

the	motivation	of	challenging	the	guests	perception	of	a	‘fine-dining’	experience.	A	motivation	he	shares	with	

René	Redzepi	and	Christian	Puglisi.		Hence,	part	of	the	start	of	AMASS	was	based	upon	an	imitation	of	what	

noma	did	 in	order	 to	gain	 legitimacy,	due	to	pressure	 from	mimetic	 isomorphisms.	Like	René	Redzepi	and	

Christian	Puglisi,	Matt	Orlando	does	also	emphasize	the	importance	of	team	spirit	and	working	together	as	a	

community,	in	preference	to	working	for	one’s	own	benefit.	A	value	he	has	learned	from	working	at	noma	and	

a	value	he	proclaims	is	very	unique	to	Copenhagen	compared	to	his	past	experience	overseas	(I3,	44:28).	Like	

Christian	Puglisi,	also	Matt	Orlando	makes	use	of	the	foundation	of	the	philosophy	from	noma,	but	he	has	

developed	it	into	a	different	direction	than	the	two	other	restaurants.	He	pushes	a	sustainability	agenda,	but	

different	 from	Christian	Puglisi,	 his	 agenda	 is	 pushing	 for	 better	 recycling	 and	 inventing	new	practices	 for	

minimizing	waste.	A	 change,	which	ultimately	 can	 change	 the	organizational	 field	 in	 terms	of	 handling	bi-

products,	recycling	and	minimizing	waste.						

Therefore,	it	overall	seems	that	the	three	restaurants	are	aware	of	their	similarities	to	each	other	and	of	the	

amount	of	influence	former	workplaces	have	on	each	of	the	actors,	especially	elBulli	in	terms	of	René	Redzepi	

and	noma	in	the	case	of	Christian	Puglisi	and	Matt	Orlando.	One	could	argue	that	as	they	are	aware	of	these	

similarities,	 in	terms	of	their	approach	to	the	Nordic	Cuisine	and	changing	guests	perception	of	a	high-end	

restaurant,	they	are	also	aware	of	the	fact	that	they	need	to	differentiate	themselves	within	the	organizational	

field	that	has	been	developed	by	noma	1.0.	In	the	case	of	Christian	Puglisi	the	differentiation	takes	part	in	the	

project	of	Farm	of	Ideas	and	an	actual	production	of	vegetables	for	the	restaurants.	For	Matt	Orlando,	the	

differentiation	takes	part	in	his	sustainability	agenda	that	especially	focuses	on	the	recycling	of	food	waste.	

Furthermore,	the	development	of	noma	1.0	to	noma	2.0	also	differentiates	the	two	versions	of	the	restaurant	

from	each	other,	which	adding	an	urban	farm	to	the	noma	2.0	exemplifies.		

6.5.2.2 Normative Isomorphism  

The	normative	isomorphism	is	the	changing	mechanism	that	focuses	on	the	adoptation	to	norms	within	the	

culture	 originating	 in	 professionalization.	 This	 isomorphism	 can	 be	 exemplified	 in	 interorganizational	

networks,	through	education	and	interorganizational	recruitment.				
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As	explained	earlier,	noma	1.0,	relæ	and	AMASS	have	an	interorganizational	network,	as	both	René	Redzepi,	

Christian	Puglisi	and	Matt	Orlando	have	worked	at	noma	1.0.	As	our	data	collection	shows,	all	of	them	value	

the	network	and	the	community	spirit	that	exists	in	Denmark,	which	is	why	they	keep	practicing	it.	Each	of	the	

chefs	takes	part	in	each	others	networking-	and	cooking	events	to	support	each	other	and	the	network,	as	an	

important	part	of	the	development	of	the	restaurant	scene.	For	example,	the	biennial	networking	event	MAD	

symposium	started	by	René	Redzepi,	the	5	years	birthday	for	relæ	held	by	Christian	Puglisi	and	the	event	The	

Amazing	Pig	Out	organized	by	Matt	Orlando.	They	also	participate	in	each	others	dinners	and	special	events,	

for	example	Matt	Orlando’s	AMASSed	Dinner	Series	and	when	noma	1.0	held	their	closing	party	 in	Winter	

2016,	all	noma	alumni,	as	well	as	other	members	of	their	network,	such	as	suppliers,	joined	the	party.	René	

Redzepi	has	described	this	network	as	something	he	 is	 really	proud	of,	because	they	managed	to	create	a	

community	(Abend,	2017).	

Noma	1.0	has	had	countless	of	interns	working	at	noma,	which	has	provided	them	with	education	and	taught	

them	the	norms	that	exist	at	noma.	These	norms	are	brought	into	other	organizations,	similarly	to	Christian	

Puglisi	and	Matt	Orlando	who	have	brought	the	key	norms	and	values	they	were	taught	at	noma	1.0	into	their	

respective	restaurants.	Furthermore,	several	of	the	employees	who	worked	with	Christian	Puglisi	and	Matt	

Orlando	at	noma	1.0	followed	them	when	they	opened	their	respective	restaurants.	For	example,	Christian	

Puglisi’s	partner	when	starting	relæ	and	the	other	restaurants,	Kim	Rossen,	is	the	former	assisting	restaurant	

manager	of	noma	as	well	as	Kristian	Baumann	who	worked	at	noma,	became	sous-chef	at	relæ,	among	several	

others	to	follow	him.	At	AMASS,	Matt	Orlando	has	hired	both	people	from	noma	1.0,	but	also	from	his	former	

workplace,	 restaurant	Per	Se.	His	argument	 for	doing	so,	 is	 that	 they	share	 the	same	creative	 spirit	which	

enables	them	to	follow	the	vision	of	AMASS,	as	well	as	they	share	the	value	of	team	spirit	 (Ulla,	2013).	An	

important	mechanism	for	encouraging	normative	isomorphism	is	through	the	recruitment	process.	The	above	

mentioned	examples	show	that	the	restaurants	tend	to	recruit	employees	in	between	the	organizations,	which	

Powell	&	DiMaggio	(1983)	argue	encourages	isomorphism.	Furthermore,	they	argue	that	“This	similarity	can	

make	 it	easier	 for	organizations	 to	 transact	with	other	organizations,	 to	attract	 career-minded	staff,	 to	be	

acknowledged	as	legitimate	and	reputable	(...)”	(Powell	&	DiMaggio,	1983,	p.	153).	Many	of	the	alumni	from	

noma	1.040,	including	Christian	Puglisi	and	Matt	Orlando,	have	experienced	to	be	acknowledged	as	legitimate	

in	their	new	undertakings	due	to	their	past	working	experience	at	noma	1.0,	which	has	drawn	a	lot	of	attention	

to	their	respective	new	projects.	However,	it	has	also	gathered	them	in	a	network	of	the	noma-family,	which	

can	be	argued	to	have	put	some	sort	of	restrictions	on	them	that	arise	from	being	connected	to	noma	and	is	

encouraging	for	the	normative	isomorphism.		

																																																													
40	noma	alumni	have	started	amongst	others	the	restaurants:	BROR,	Hija	de	Sanchez,	Slotskøkkenet	at	Dragsholm	slot,	Studio,	et	cetera.		
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relæ	and	AMASS	have	both	chosen	to	engage	in	and	live	up	to	the	Gold	Organic	Certificate	requirements.	An	

accreditation	that	is	accompanied	with	legitimacy,	however,	it	can	involve	into	a	coercive	isomorphism	if	the	

requirements	are	not	followed	through,	resulting	in	loosing	legitimacy.	Furthermore,	noma	1.041	and	relæ	both	

have	Michelin	stars,	which	 implies	a	choice	taking	part	 in	a	game	of	fulfilling	unknown	requirements	to	be	

rewarded	with	a	Michelin	star.	But	it	also	requires	to	fulfill	the	requirements	after	receiving	a	Michelin	star,	in	

order	to	not	lose	the	legitimacy	provided	by	the	Michelin	stars,	which	can	be	argued	to	manifest	the	Michelin	

guide	as	a	coercive	isomorphism.	The	same	game	takes	place	in	order	to	be	rewarded	with	a	placement	on	

the	World’s	Best	Restaurant	lists.	A	game	that	AMASS	took	part	in,	 in	the	beginning	of	AMASS,	where	they	

were	rewarded	with	the	66th	rank	at	the	World’s	Best	Restaurant	list.	However,	Matt	Orlando	states	that	he	

“cho[o]se	not	to	play	that	game”	(I3,	51:30)	anymore.	He	explains	further,	that	he	believes	this	game	“involves	

more	or	 less	 indirectly	bribing	people”	 (I3,	51:30)	and	 that	 it	made	him	 feel	 like	“a	piece	of	 [his]	 soul	was	

burning,	because	it	was	like,	it	doesn’t	mean	anything”	(I3,	51:30).	A	choice	of	action,	which	can	be	argued	to	

be	a	response	to	the	pressure	of	the	normative	isomorphism.		

6.5.2.3 Coercive Isomorphism 

Coercive	isomorphism	is	the	mechanism	that	focuses	on	adaptation	to	political	requirements	and	the	 legal	

environment	that	ultimately	can	affect	the	restaurants	legitimacy.		

All	 of	 the	 restaurants	 are	 bound	 by	 legal	 and	 financial	 requirements	 by	 the	 state,	 such	 as	 taxes,	 hygiene	

control,	food	safety	et	cetera,	which	they	have	to	fulfill	in	order	to	exist	and	to	maintain	their	legitimacy.	Powell	

&	DiMaggio	(1983)	argue	that	“[t]he	existence	of	a	common	legal	environment	affects	many	aspects	of	an	

organization's	behavior	and	structure”	(p.	150).	A	political	entity	that	is	especially	important	for	the	restaurants	

is	 the	Danish	Food	Standards	Agency	that	makes	sure	that	 the	products	 the	restaurants	use	are	 in	a	good	

condition,	as	well	as	they	fulfill	 the	requirements	for	handling	more	sensitive	products	 in	terms	process	of	

preparation	 et	 cetera.	 As	 both	 restaurant	 relæ	 and	 AMASS	 have	 obtained	 the	 Gold	 Organic	 Certificate,	

implying	that	90-100%	of	the	products	are	organic,	they	are	subject	to	fulfilling	these	requirements	in	order	

to	keep	the	certificate,	which	has	brought	a	lot	of	attention	to	the	restaurants	resulting	in	legitimacy.		

Christian	Puglisi	has	initiated	the	project	Farm	of	Ideas	and	is	using	the	produce	at	his	restaurants,	which	has	

brought	 about	 numerous	 requirements	 for	 the	 farm	 to	 fulfill	 in	 order	 to	 resell	 the	 produce.	 The	 farm	

represents	a	micro	production	and	as	Christian	Puglisi	 argues,	most	of	 the	 legislation	 that	has	been	made	

focuses	on	big	production	 facilities,	which	 is	 impossible	 for	 a	micro	production	 to	 fulfill	 as	 the	production	

volume	is	so	small	(Munchies,	2016).	Therefore,	the	farm	is	pushing	boundaries	 in	terms	of	 legislation	and	

																																																													
41	However,	when	noma	1.0	closed,	they	also	lost	their	Michelin	stars.	
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laws,	in	order	to	make	the	authorities	aware	of	their	situation	and	to	make	it	a	profitable	business	even	though	

it	is	as	a	micro	production.	If	Christian	Puglisi	did	not	take	action,	the	result	would	be	that	“organizations	are	

increasingly	homogeneous	within	given	domains	and	increasingly	organized	around	rituals	of	conformity	to	

wider	institutions”	(Powell	&DiMaggio,	1983,	p.	150).	

To	sum-up,	it	can	be	argued	that	the	restaurant	scene	has	been	affected	by	the	change	of	the	organizational	

field	 initiated	by	noma	1.0	and	many	restaurants	have	adopted	these	practices	 in	order	to	gain	 legitimacy.	

Furthermore,	it	shows	that	the	restaurants	noma,	relæ	and	AMASS	are	more	alike	than	different,	meaning	that	

the	core	is	the	same	in	terms	of	joined	working	experience	at	noma	1.0	and	with	the	NNC,	training	and	the	

community	in	Copenhagen.	However,	they	chose	to	take	it	to	different	directions	for	their	own	restaurants,	

respectively.	Therefore,	“the	observation	is	not	new	that	organizations	are	structured	by	phenomena	in	their	

environments	and	tend	to	become	isomorphic	with	them”	(Meyer;	Rowan,	1977),	which	the	analysis	of	noma	

1.0,	relæ	and	AMASS	clearly	shows.	They	have	all	initiated	a	project	that	involves	an	urban	farm,	but	they	have	

different	designs	and	motives	for	using	it.	 In	a	very	competitive	landscape,	in	an	organizational	field	that	is	

well	established	and	is	constituted	of	a	large	professionally	trained	labor	force,	it	entails	a	great	amount	of	

competition.	Therefore,	“as	organizations	seek	to	ensure	that	they	can	provide	the	same	benefits	and	services	

as	their	competitors”	(Powell	&	DiMaggio,	1983,	p.	154),	it	somehow	encourages	homogenization.	Lastly,	it	

can	 be	 argued	 that	 the	 homogenization	 process	 occurs,	 as	 the	 restaurants	 are	 responding	 to	 the	 same	

institutionalizing	forces	in	the	social	environment,	in	order	to	gain	legitimacy.		
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7. Discussion  
In	the	following	section,	we	will	discuss	the	claim	to	uniqueness,	as	examined	by	Martin	et	al.	(1983),	in	terms	

of	the	narratives	and	stories	the	analyzed	cases	make	use	of.	We	will	furthermore	elaborate	on	the	quote	by	

Powell	&	DiMaggio	(1983):	"infused	with	value	beyond	the	technical	requirements	of	the	task	at	hand.	As	an	

innovation	spreads,	a	threshold	is	reached	beyond	which	adoption	provides	legitimacy	rather	than	improves	

performance”.	In	order	to	discuss	whether	the	adoption	of	refined	innovative	practices	introduced	by	noma	

1.0	provides	legitimacy	rather	than	improving	performance	for	the	analyzed	organizations.		

7.1 The Uniqueness Paradox 

As	our	analysis	shows,	the	studied	cases	center	their	narratives	around	unique	projects.	Martin	et	al.	(1983)	

also	describe	this	finding	as	a	claim	for	uniqueness	that	finds	its	way	into	the	organization’s	culture	and	stories.	

However,	the	examined	narratives	show	certain	similarities	in	the	way	structure	as	well	as	the	content	(Martin	

et	 al.,	 1983).	 Furthermore,	 they	 are	 expressed	 through	 similar	 cultural	manifestations,	which	 leads	 to	 the	

paradox	of	the	organizations	claiming	to	be	unique,	when	they,	in	fact,	really	are	being	unique	in	the	same	

way.	

All	 studied	organizations	use	storytelling	as	a	 tool	 to	present	a	unique	organization.	However,	our	analysis	

showed	 that	 the	 patterns	 behind	 the	 storytelling	 are	 recurring	 through	 the	 narratives	 of	 the	 different	

organizations.	In	the	following,	we	will	highlight	and	discuss	the	patterns	we	have	identified	in	our	analysis.	

7.1.1 The Integration of an Urban Farm 

The	integration	of	an	urban	into	the	restaurant	presents	an	opportunity	for	the	organizations	to	develop	a	

narrative	about	it.	The	narratives	add	up	to	stories	about	why	the	organizations	have	integrated	an	urban	farm	

and	how	it	 is	used	in	the	organizational	context.	The	studied	cases	all	make	use	of	these	narratives,	as	our	

analysis	shows.	The	stories	about	their	respective	farms	in	the	studied	cases	include	rich	details.	While	the	

setting	 is	always	the	farms,	the	content	spans	widely.	For	 instance,	the	narratives	presented	from	Farm	of	

Ideas	often	focus	on	presenting	the	work	tasks	of	the	day.	The	followers	gain	insight	into		the	progress	of	the	

farm	and	emphasize	often	that	the	farm	is	organic.	At	AMASS,	 the	stories	from	the	garden	often	include	a	

description	of	how	the	garden	is	a	means	of	gathering	inspiration	for	the	chefs.	Further,	the	stories	about	the	

garden	 center	 around	 explaining	AMASS’	 sustainable	 practices	 or	 how	 the	 garden	 is	 used	 for	 educational	

projects.	Nomas	urban	farm	differs	slightly	from	the	above-mentioned	stories,	as	noma	does	not	yet	have	an	

integrated	urban	 farm.	However,	 since	 their	announcement	of	 reopening	noma	2.0	with	an	urban	 farm	 in	

December	2017,	they	have	continuously	narrated	stories	about	how	the	integration	of	an	urban	farm	into	the	

restaurant	will	look	like.		
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Furthermore,	 all	 three	 actors	 often	 portray	 organizational	 members	 engaged	 in	 farming	 activities	 when	

reporting	 from	 the	 farm,	 which	 allows	 the	 attentive	 follower	 to	 recognize	 regularly	 featured	 employees.	

Martin	 et	 al.	 (1983)	 state	 that	 “cultural	 manifestations	 share	 common	 elements	 and	 express	 common	

concerns”	 (p.	 438).	 These	 cultural	manifestations	 are	 exemplified	 in	 the	 narratives	 from	 the	 urban	 farms,	

which	contain	common	elements	and	content,	as	well	as	the	same	underlying	structure.	As	the	narratives	told	

by	each	organization	are	similar	in	terms	of	the	previous	mentioned	characteristics,	they	are	not	unique	to	the	

respective	organization.	Additionally,	by	presenting	narratives	concerning	the	urban	farms	with	rich	details,	

the	 organization's	 claim	 uniqueness,	 as	 to	 how	 the	 stories	 illustrate	 practices	 special	 to	 their	 specific	

organization.	 Hence,	 stories	 containing	 a	 claim	 to	 uniqueness	 through	 cultural	 manifestations	 “are	 not	

themselves	unique	to	a	particular	organizational	setting”	(Martin	et	al.,	1983,	p.	452).	Therefore,	the	narratives	

AMASS,	Farm	of	Ideas	and	noma	produce,	can	be	argued	to	make	them	more	similar	than	unique.		

7.1.2 Employees 

The	basis	for	the	following	discussion	are	narratives	told	by	the	organizations	about	the	employees	and	vice	

versa,	from	our	analysis	in	section	6.4	-	Stories	and	Narratives.	Even	though	the	narratives	express	a	claim	for	

uniqueness	regarding	the	described	actions	or	elements	of	working	at	the	respective	restaurant,	our	analysis	

shows	that	these	happenings	are	not	unique	to	any	of	the	studied	organizations,	but	recur	as	a	pattern	for	all	

of	them.	For	instance,	the	staff	meal	and	its	importance	as	a	team-gathering	event	while	pausing	the	workday,	

is	a	practice	which	arguably	has	spread	from	noma	to	the	other	restaurants,	when	Matt	Orlando	and	Christian	

Puglisi,	left	noma	to	open	their	own	restaurants.		

Moreover,	 the	 current	 staff	 is	 an	 important	 part	 of	 the	 restaurant's	 network	 and	 when	 leaving	 the	

organization,	they	represent	links	to	other	actors	of	the	culinary	field.	Our	analysis	also	shows,	that	there	is	a	

strong	sense	of	community	amongst	the	culinary	actors	that	have	shared	the	same	education,	for	instance	at	

noma.	This,	on	the	other	hand,	can	contribute	to	maintaining	the	community	amongst	the	restaurants	in	the	

future.	Therefore,	the	restaurants	seek	to	educate	the	young	chefs	working	at	their	organizations	and	teaching	

them	their	processes	and	techniques,	and	pass	on	their	vision	for	the	future.	The	presented	acts	are	illustrated	

as	 special	 to	 the	 studied	organizations.	However,	we	have	again	 identified	 a	 common	pattern	 in	 terms	of	

structure	and	content,	as	all	studied	restaurants	integrate	their	chefs	into	the	foraging	or	farming	processes	

to	create	an	understanding	of	 local	 ingredients	and	seasonality,	as	well	as	how	the	 farmers,	 suppliers	and	

collaborators	work.		
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7.1.3 Suppliers 

The	 relationship	 of	 the	 restaurants	 and	 their	 suppliers	 poses	 another	 field	 of	 interest	 to	 this	 thesis.	 The	

movement	of	the	NNC	and	the	focus	on	quality	ingredients	from	the	Nordic	region	has	also	resulted	in	the	

need	 of	 reliable	 suppliers.	Over	 the	 years,	 especially	 restaurant	noma	 has	 initiated	 the	 development	 of	 a	

network	of	high-quality	suppliers	in	the	entire	Nordic	region.	All	studied	cases	have	special	agreements	with	

micro	 producers,	 who,	 often	 due	 to	 the	 size	 of	 the	 operation,	 only	 have	 the	 capacity	 to	 deliver	 to	 one	

restaurant	at	the	time.	The	largest	amount	of	produce	however,	is	gained	from	the	same	large-scale	organic	

or	biodynamic	certified	suppliers	 like	Birkemosegaard	or	Kiselgården.	This	practice,	as	well	as	 the	positive,	

passionate	stories	describing	the	relationship	to	their	suppliers,	shows	again	the	same	pattern	–	that	every	

case	organization	maintains	tight	relationships	with	its	suppliers	and	focuses	on	the	best	quality,	which	they	

get	from	niche	producers.	

According	to	Svejenova	et	al.	(2015),	culinary	actors	can	be	front	runners	for	movements	in	the	industry	or	

use	their	voice	to	fight	the	industry’s	biggest	challenges.	As	our	analysis	shows,	the	studied	cases	have	three	

different	approaches	to	reach	what	can	be	argued	to	be	the	same	goal,	namely	to	emphasize	the	seasonality	

and	locality	of	the	produce	they	are	using,	as	well	as	giving	their	guests	a	sensory	experience	when	dining	at	

one	of	the	restaurants.	As	this	goal	is	the	root	of	the	NNC,	it	can	be	argued	that	integrating	an	urban	farm	into	

restaurants	represents	a	natural	extension	of	the	NNC.		

Furthermore,	the	studied	cases	show	that	while	claiming	to	be	unique,	the	organizations	are	being	unique	in	

the	same	way,	namely	by	integrating	an	urban	farm	to	their	restaurants	in	order	to	emphasize	seasonality	and	

locality	of	the	produce.	However,	by	having	different	approaches	towards	the	purpose	of	the	farms	and	their	

integration	into	the	different	restaurants,	the	studied	organizations	have	found	a	way	to	create	and	claim	their	

spot	on	the	market	by	representing	optimal	forms	of	distinctiveness	(Alvarez	et	al.,	2005).	Further,	Alvarez	et	

al.	(2005),	understand	“the	social	psychological	notion	‘optimal	distinctiveness’	that	views	social	identity	as	a	

reconciliation	of	opposing	needs	for	assimilation	and	differentiation	from	others”	(p.	864).	Therefore	in	the	

attempt	of	making	a	claim	for	uniqueness,	it	can	be	argued	that	the	studied	organizations	end	up	having	the	

same	 unique	 stories,	 that	 are	 in	 fact	 not	 unique.	 Hence,	 the	 organizations	 obtain	 an	 optimal	 form	 of	

distinctiveness,	which	implies	that	they	are	different	and	similar	at	the	same	time.	This	argument	is	further	

discussed	in	terms	of	how	isomorphic	mechanisms	pressure	organizations	towards	homogenisation.				
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7.2 Obtaining Legitimacy or Improving Performance 

In	the	following	quote,	it	is	argued	that	new	practices	can	become	"infused	with	value	beyond	the	technical	

requirements	of	the	task	at	hand.	As	an	innovation	spreads,	a	threshold	is	reached	beyond	which	adoption	

provides	legitimacy	rather	than	improves	performance”	(Powell	&	DiMaggio,	1983,	p.	148).	In	the	analysis	in	

section	6,	 it	 is	argued	that	the	culinary	organizational	field	 in	Denmark,	at	the	time	noma	1.0	opened,	was	

constrained	 by	 the	 traditional	 French	 Cuisine	 and	 its	 practices,	 leaving	 the	 restaurant	 scene	 without	 any	

aspirations	to	develop	innovative	practices.	However,	with	the	introduction	of	the	NNC	and	the	establishment	

of	noma	1.0,	innovative	practices	focusing	on	techniques	of	the	Nordic	region	were	introduced.	The	NNC	was	

developed	by	the	chefs	of	several	Nordic	countries,	who	participated	in	creating	the	NNC	Manifesto	(can	be	

found	in	appendix	1).	However,	it	can	be	argued	that	noma	1.0	took	the	lead	and	through	its	development	of	

the	NNC,	combined	with	the	introduction	of	refined	innovative	practices,	such	as	foraging,	fermenting,	pickling	

and	so	on.	Nowadays,	these	practices	are	associated	with	restaurant	noma	1.0,	even	though	noma	did	not	

invent	these	practices,	René	Redzepi	and	his	team	merely	refined	them	and	connected	them	to	the	NNC.		

This	resulted	in	a	development	and	change	of	the	culinary	organizational	field.	A	change	that	can	be	further	

argued	to	have	spread,	particularly	in	Denmark,	where	multiple	actors	in	the	restaurant	scene	have	adopted	

noma’s	innovative	practices.	noma	went	from	being	‘the	odd	one’	that	was	mocked	upon	by	the	Copenhagen	

restaurant	 scene	 to	 developing	 into	 a	 renowned	 restaurant’,	 which	 drew	 a	 lot	 of	 attention	 and	

acknowledgement	 from	 both	 Scandinavian	 and	 International	 actors	 in	 the	 culinary	 field,	 as	 well	 as	

accreditation	organizations	and	ranking	lists.	The	international	acknowledgement	brought	about	legitimacy,	

to	the	point	that	the	NNC	and	noma	1.0	reached	a	“threshold	(...)	beyond	which	adoption	provides	legitimacy	

rather	than	improving	performance”	(Powell	&	DiMaggio,	1983,	p.	148).	Therefore,	it	can	be	characterized	as	

a	 cognitive	 legitimacy,	meaning	 that	 the	NNC	and	noma	have	gained	“acceptance	between	 the	normative	

expectations	 of	 the	 organization	 and	 its	 environment”	 (Suddaby,	 2015,	 p.	 9).	 This	 tipping	 point	 has	 put	

pressure	 on	 other	 actors	 within	 the	 culinary	 organizational	 field	 to	 the	 extent	 that	 the	 pressure	 can	 be	

described	as	a	mimetic	isomorphism,	thus	imitating	other	actors	in	order	to	gain	legitimacy.	Simultaneously	it	

can	be	described	as	a	normative	isomorphism,	as	the	NNC	and	noma	have	been	normatively	sanctioned,	hence	

the	 cognitive	 legitimacy.	 It	 can	 be	 discussed,	 that	 because	 of	 the	 isomorphism,	 relæ	 and	 AMASS	 have	

somewhat	been	pressured	in	order	to	gain	legitimacy.	However,	they	have	incorporated	their	own	identities	

into	their	restaurants	in	order	to	signify	a	differentiation.	Therefore,	in	terms	of	the	beginning	quote	of	this	

paragraph,	the	adoption	of	the	refined	 innovative	practices	associated	with	noma	have	made	them	obtain	

legitimacy.	Moreover,	relæ	and	AMASS	have	simultaneously	been	able	to	improve	practices	in	terms	of	their	

respective	take	on	sustainability	and	developing	the	practices	through	that	perspective.	Leaving	them	not	only	
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obtaining	legitimacy,	but	also	improving	performance	in	terms	of	pushing	for	a	sustainable	development	in	

the	culinary	organizational	field.			

René	Redzepi	has	and	Christian	Puglisi	&	Matt	Orland	have	had	a	direct	influence	on	the	NNC	when	working	

at	noma	1.0.	When	Christian	Puglisi	and	Matt	Orlando	opened	their	respective	restaurants,	their	philosophy	

was	 grounded	 in	 the	 NNC,	 as	 the	 basis	 for	 their	 future	 endeavors,	 but	 paired	 with	 their	 own	 distinctive	

approaches.	This	can	be	argued	 to	be	manifested	 in	 their	 sustainability	agendas,	where	Christian	Puglisi	 is	

pushing	for	sustainable	food	systems	and	Matt	Orlando	for	recycling	and	minimizing	food	waste.	Furthermore,	

all	three	actors	attribute	a	value	to	the	integration	of	an	urban	farm	to	their	respective	restaurants.	A	value	

that	is	exemplified	by	the	collective	purpose	of	all	restaurants	emphasizing	the	seasonality	and	locality	of	the	

produce	 they	 are	 using,	 as	 well	 as	 giving	 their	 guests	 a	 sensory	 experience	 when	 dining	 at	 one	 of	 the	

restaurants.	 However,	 they	 have	 three	 different	 approaches.	 The	 approach	 that	 Farm	 of	 Ideas	 takes	

encompasses	both	the	 instrumental	and	the	symbolic	value,	as	they	are	producing	a	significant	amount	of	

produce	themselves	to	provide	for	Christian	Puglisi’s	restaurants,	among	these	relæ.	Additionally,	the	farm	

embraces	symbolic	value,	which	is	illustrated	on	the	different	narratives	that	are	generated	on	social	media	

through	the	Instagram	profile	of	Christian	Puglisi	and	of	the	restaurants.	The	garden	at	AMASS	can	be	argued	

to	encompass	symbolic	value	to	a	greater	extent	than	 instrumental	value,	when	considering	the	garden	as	

means	of	production	 for	providing	 the	 restaurant	with	produce.	However,	 if	one	changes	perspective	and	

perceives	the	garden	at	AMASS	as	an	instrument	for	recycling,	then	the	garden	encompasses	both	values,	as	

guests	 can	enjoy	 the	garden	and	 simultaneously	 the	garden	 recycles	 food	waste	 to	 compost.	As	 the	 farm	

integrated	into	noma	2.0	is	under	construction,	it	can	be	argued	that	noma	has	been	a	‘slow	mover’	compared	

to	the	other	studied	high-end	restaurants	with	an	integrated	urban	farm.	In	the	announcement	of	noma	1.0	

closing,	and	with	the	introduction	of	what	noma	2.0	would	look	like,	great	emphasis	was	put	on	the	urban	

farm.	Following	this	initial	description	of	noma	2.0,	the	urban	farm	would	have	an	instrumental	value	for	the	

restaurant,	in	terms	of	providing	a	significant	amount	of	their	produce.	As	the	construction	of	noma	2.0	has	

evolved,	 so	 have	 nomas	 expectations	 for	 the	 urban	 farm,	 encompassing	 symbolic	 value	 rather	 than	

instrumental	 value,	 realizing	 the	 complexity	 of	 producing	 a	 significant	 amount	 of	 produce	 themselves.	

Therefore,	 it	 can	be	discussed,	 if	noma	2.0	 is	 integrating	an	urban	 farm	because	 they	are	experiencing	an	

isomorphic	pressure	from	the	culinary	organizational	field.	Therefore,	imitating	other	restaurants	that	have	

integrated	urban	 farms,	 despite	 the	 fact	 that	noma	1.0	 has	 been	 the	 frontrunner	 of	 the	NNC	 for	 the	 last	

decade.		 	
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8. Conclusion  

Our	research	question	poses	the	question	why	restaurants	integrate	urban	farms	and	whether	this	signifies	a	

natural	 extension	of	 the	NNC	 towards	 embracing	 a	 sustainability	 agenda.	 Focusing	 on	how	and	 for	which	

purpose	the	restaurants	use	the	farms,	we	tried	to	unveil	the	underlying	motives.	Furthermore,	the	movement	

of	the	NNC	has	been	taken	into	consideration	in	accordance	with	pushing	for	a	sustainability	agenda.		

According	to	the	restaurants,	noma	and	Farm	of	Ideas	have	integrated	an	urban	farm	into	their	restaurants,	

whereas	AMASS	chose	the	term	urban	garden,	which	implies	a	smaller	scale	of	production.	Hence,	we	had	to	

revise	our	 initial	perception	of	what	an	urban	farm	entails;	 from	being	a	means	for	producing	a	significant	

amount	of	produce	for	the	restaurant	themselves,	to	a	means	for	producing	some	produce	for	the	restaurant	

themselves.		

The	studied	organizations	have	 three	different	approaches	and	motives	 for	 integrating	an	urban	 farm	 into	

their	respective	restaurants.		

At	noma,	quality	is	the	highest	maxim	and	one	could	argue	that	integrating	an	urban	farm	can	ensure	better	

produce	for	the	restaurant,	as	well	as	emphasizing	locality	and	seasonality.	However,	the	data	shows	that	this	

assumption	does	not	correspond	to	the	analysis.	noma	will	use	the	network	of	suppliers	in	the	same	way	when	

they	reopen	with	an	urban	farm	at	the	end	of	2017.	Thereby,	the	second	maxim,	consistency,	will	further	on	

be	guaranteed	by	the	suppliers.	However,	the	stated	plan	for	noma	2.0	with	an	 integrated	urban	farm	will	

provide	the	possibility	for	the	chefs	to	experiment	to	a	larger	extent	with	the	ingredients.	They	will	take	part	

in	the	growing	phase	of	the	ingredients	at	the	urban	farm,	hence	get	a	better	insight	to	the	different	stages	of	

the	 ingredients	 lifecycle	 of	 the	 produce.	 The	 value	 of	 the	 urban	 farm	 for	 noma	 2.0	 can,	 therefore,	 be	

understood	as	symbolic,	contributing	to	nomas	claim	to	be	an	innovative	restaurant.	However,	as	discussed	in	

section	7	–	Discussion,	noma	has	been	a	‘slow-mover’	in	terms	of	integrating	an	urban	farm	compared	to	the	

other	 studied	organizations,	which	 is	why	 this	 thesis	 argues	 that	noma	2.0	might	have	been	pressured	by	

isomorphisms	in	the	culinary	organizational	field.	

Regarding	Farm	of	Ideas,	the	term	urban	was	stretched	more	largely	than	in	the	two	other	studied	cases,	as	

the	farm	is	not	directly	attached	to	Christian	Puglisi’s	restaurants	in	Copenhagen.	However,	we	argue	that	with	

the	location	of	the	farm	being	located	45	km	outside	of	Copenhagen,	the	aspect	of	locality	is	still	given.	Farm	

of	 Ideas	 aims	 at	 being	 a	 tool	 for	 the	 development	 of	 a	 new	 food	 system,	 which	 centers	 around	 a	more	

sustainable	 relationship	 between	 farmer	 and	 chef	 and	 advocating	 for	 organic	 practices.	 The	 amount	 of	

produce	from	the	farm	that	is	being	used	in	the	restaurants	is	significant,	hence,	the	demand	for	produce	from	

other	suppliers	is	reduced.	By	blurring	the	lines	between	farmer	and	chef,	the	team	aspires	to	create	a	better	
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understanding	of	each	other’s	working	conditions	and	challenges.	The	possibility	of	the	restaurant’s	guests	

getting	to	experience	the	farm	physically	is	not	given	due	to	the	location	of	the	farm.	However,	the	restaurants	

are	frequently	using	Farm	of	Ideas	 in	narratives	on	social	media	and	for	storytelling	in	the	restaurants.	This	

indicates	that	the	guest’s	 interaction	with	the	farm	is	 less	 important	than	the	actual	production	 itself,	as	a	

bigger	production	of	vegetables	is	possible	at	Farm	of	Ideas	rather	than	within	the	city	boundaries.	Therefore,	

Farm	of	Ideas	has	put	an	equal	amount	of	emphasis	on	both	a	symbolic	and	an	instrumental	value	of	the	farm	

for	the	organization.	

Lastly,	 AMASS	 is	 an	 example	 of	 a	 restaurant	 with	 the	 motivation	 to	 integrate	 a	 sustainable	 approach	

consistently	throughout	all	parts	of	the	organization.	This	is	indicated	by	the	extensive	recycling	mechanism	

their	urban	garden	encompasses,	by	recycling	food	waste	into	compost	among	other	things.	Further,	a	small	

amount	of	mainly	green	leaves	and	edible	flowers	can	be	harvested	daily	from	the	garden	for	the	immediate	

use	in	the	kitchen.	It	is	possible	that	the	knowledge	sharing	aspect	also	is	incorporated	into	the	restaurant's	

sustainability	agenda,	as	the	urban	garden	represents	a	great	opportunity	for	guests	to	visit	it	in	connection	

with	dining	at	the	restaurant	and	in	terms	of	the	side	project	The	Green	Kids	Program.	Also,	our	analysis	shows	

that	the	urban	garden	and	the	efforts	of	reducing	waste	serve	as	a	tool	to	develop	new	techniques	both	in	

terms	of	cooking,	farming,	and	recycling.	Therefore,	the	AMASS	garden	encompasses	the	symbolic	value	in	

terms	of	giving	their	guests	and	the	employees	a	sensory	experience	of	walking	in	the	garden.	Additionally,	is	

has	been	discussed	that	the	garden	emcompasses	the	instrumental	value	in	terms	of	the	recycling	mechanism	

the	garden	represents,	as	well	as	it	provides	small	greens	and	edible	flowers	for	the	restaurant.			

Our	 analysis	 shows	 that	 in	 the	 initial	 phase	of	 opening	 relæ	 and	AMASS,	 respectively,	 they	were	 arguably	

affected	by	mimetic	and	normative	isomorphisms,	in	terms	of	adopting	practices	introduced	by	noma	1.0	and	

the	philosophy	behind	the	NNC.	The	underlying	reason	being	to	obtain	legitimacy.	However,	as	discussed,	relæ	

and	AMASS	did	not	only	adopt	the	refined	practices	introduced	by	noma	1.0	in	order	to	gain	legitimacy.	They	

have,	as	argued	by	Powell	&	DiMaggio	 (1983),	also	been	able	 to	 improve	performance	by	developing	new	

practices	 that	 pushes	 for	 a	 sustainable	development	 and	which	 supports	 their	 sustainability	 agendas.	Our	

analysis	shows	additionally	that	this	choice	of	action	has	resulted	in	legitimacy	from	audiences	that	support	

these	practices.	

Narratives	are	used	to	a	large	extent	in	regards	of	portraying	their	urban	farms,	employees,	suppliers	and	their	

extensive	network.	These	narratives	have	the	purpose	of	differentiating	the	organizations	from	other	actors	

in	the	culinary	organizational	field.	However,	The	Uniqueness	Paradox	(Martin	et	al.,	1983)	occurs	when	all	of	

the	studied	organizations	have	similar	elements	of	structure	and	content	in	their	narratives	when	making	a	

claim	for	uniqueness.	Therefore,	the	studied	organizations	end	up	having	the	same	unique	stories,	that	are	in	
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fact	not	unique.	Hence,	the	organizations	obtain	an	optimal	form	of	distinctiveness,	which	implies	that	they	

are	different	and	similar	at	the	same	time.		

It	has	been	further	discussed,	how	the	integration	of	urban	farms	into	restaurants	seems	to	indicate	a	natural	

extension	of	the	NNC.	Each	of	the	studied	organizations	have	emphasized	the	values	of	locality,	seasonality	

and	quality	as	being	the	motivators	for	integrating	an	urban	farm.	However,	it	is	also	a	tool	for	innovation	and	

differentiation	from	the	rest	of	the	culinary	organizational	field,	where	numerous	restaurants	have	adopted	

the	 refined	 practices	 introduced	 by	 noma	 1.0	 in	 connection	 to	 the	 NNC.	 As	 a	 result	 of	 the	 integration,	

employees	of	the	respective	restaurants	have	the	opportunity	to	gain	knowledge	of	the	ingredients	they	cook	

with	at	another	level	than	beforehand.	In	the	cases	of	relæ	and	AMASS,	their	narratives	imply	that	chefs	are	

becoming	more	conscious	about	the	meaning	of	locality,	seasonality	and	quality,	as	they	are	able	to	follow	the	

whole	 lifecycle	 of	 an	 ingredient	 at	 the	 respective	 farms.	 This	 has,	 additionally,	 been	 introduced	 as	 the	

aspiration	for	noma	2.0.				

For	further	research,	it	would	be	interesting	to	dig	deeper	into	the	perspective	of	the	respective	restaurants’	

employees,	in	order	to	examine	how	they	are	affected	by	the	integration	of	an	urban	farm.	As	well	as	to	which	

extent	 an	 urban	 farm	 inspires	 them	 creatively.	 Furthermore,	 it	 could	 be	 interesting	 to	 investigate	 the	

phenomenon	of	urban	farming	on	a	broader	scale,	 in	terms	of	how	a	small	flock	of	restaurants	around	the	

world,	similarly,	have	integrated	an	urban	farm	into	their	restaurants.	Following	this	approach,	a	study	about	

the	inspiration	of	the	actors	and	for	which	purpose	they	have	integrated	an	urban	farm	into	their	restaurants	

would	be	valuable.	
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