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Securitas Transport
Aviation Services SA
Interview with Marc Pissens, President of Securitas Transport Aviation Services SA

Three red dots for
excellent security
The aviation industry is a sector with demanding requirements when it comes to security.
This is especially the case since the September 11 attacks in New York. Securitas Transport
Aviation Services SA, a member of the Securitas Group, a global leader in protective services, is at the forefront of aviation security. The company provides best-in-class, individually
tailored security solutions by combining advanced technology with three fundamental values
– integrity, vigilance and helpfulness – which are reflected in the three red dots of its corporate logo.

Securitas Aviation employs more than 28,000 highly
qualified people at operations worldwide

The company’s comprehensive service spectrum ranges from
cargo checks to passenger screening

Securitas Transport Aviation

Pissens is also the group’s Aviation

variety of industrial sectors and

billion SEK and employs 320,000

Services is focused on providing

and Divisional President Africa,

customers, including the high-se-

people at operations in over 50

customized security services to

Middle East and Asia, President of

curity aviation market. The group’s

countries across the globe. The

airports and airlines. The company

the Aviation Security Services As-

security services include special-

group is divided into four business

was founded in 1988 and joined

sociation – International (ASSA-I)

ized guarding, mobile services,

segments: Security Services North

the Securitas Group in 1999. “At

and President of the Confedera-

monitoring services, remote video

America, Security Services Europe,

that time, we had become too big

tion of European Security Services

solutions as well as consulting and

Security Services Ibero-America

for a local Belgian company,” says

(CoESS). Headquartered in Stock-

investigation services – all of which

and Security Services Africa, Mid-

President Marc Pissens, who has

holm, Sweden, Securitas is a glob-

are tailored to the customers’ in-

dle East and Asia.

more than 20 years of experience

ally operating, leading provider

dividual demands. Securitas has

in the aviation security sector. Mr.

of protective services for a wide

annual revenues of more than 70
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Securitas Transport
Aviation Services SA

››› Interview with Marc Pissens, President of Securitas Transport Aviation Services SA

Securitas Aviation
provides protective
services at over 220
airports across the
globe

The latter division was only set up

on service, facilitation and speed

in 2014 to reflect the company’s

– issues that have grown more

strong growth in the region. In Eu-

important to increase passenger

rope, Securitas has approximately

comfort without comprising on

118,000 employees providing

security. To meet these require-

protective services in 27 countries,

ments, new technologies had to

including aviation security services

be introduced. “The screening

in 15 countries. The origins of

points have been designed in a

Securitas go back to Erik Philip-

friendlier way,” Mr. Pissens gives

Sörensen, who set up his own

an example. “Also, the planning

security business in Helsingborg,

systems have been upgraded with

Sweden, in 1934. Since then, the

state-of-the-art technologies to

company has developed into a

see which flights will come in, and

global player in the protective ser-

so on. At the same time, we have

vices industry, through successful

increased our efforts as regards

internal development and a num-

staff training and recruitment and

ber of high-profile acquisitions.

improved the working environment

The success of Securitas is based on the
combination of skilled
people with advanced
technology

and atmosphere as well as raised
The aviation security industry has

salaries to attract qualified, moti-

gone through some major changes

vated people.”

in recent years. “Especially since
the September 11 attacks in New

Based in Brussels, Belgium,

York City in 2001, the business

Securitas Transport Aviation Ser-

has changed significantly,” states

vices operates as the European

Mr. Pissens. “In 2010, the intro-

headquarters of Securitas’ Aviation

duction of the screening of liquids

division.

brought additional changes.” The
current emphasis in the sector is
EUROPEAN
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Securitas Transport
Aviation Services SA

››› Interview with Marc Pissens, President of Securitas Transport Aviation Services SA
The division employs 400 people

aviation-related businesses. Airport

profiling, passport control, gate

clients,” states Mr. Pissens. The

across Belgium and has annual

services include luggage screen-

control, guarding and sweeping of

combination of qualified human

revenues of 600 million EUR. “Se-

ing, access control, perimeter

aircraft, cargo checks and cater-

resources with the latest security

curitas Aviation has more than

control, guarding of the airport,

ing as well as consulting services.

technology has earned Securitas

28,000 employees at over 220

maintenance of airport security

Aviation-related enterprises based

Transport Aviation Services a lead-

airports in 28 countries around

technology, firefighting services,

at the airport, such as hotel fa-

ing position in the aviation security

the globe,” explains Mr. Pissens.

mobile patrolling, protective ser-

cilities, railway hubs, parking lots,

market. “We are the number one

Securitas Transport Aviation

vices at the airport and consulting

catering businesses, courier firms

in the aviation industry and are

Services serves three major cus-

services. The airline portfolio com-

and cargo handling companies,

compete with big names and local

tomer groups: airports, airlines and

prises passenger screening and

are provided with comprehensive

competitors,” explains Mr. Pissens.

security services, too, depending

“We are focused on changing the

on their individual needs. In addi-

image of the industry and com-

tion, Securitas Transport Aviation

mitted to being the best within the

Services offers training for airport

aviation security sector.”

In brief
Core Competence

Aviation security services

personnel. Last but not least, the
company talks to the regulators,

As the market leader in Europe

Facts & Figures

including the European Commis-

and North America, Securitas

• Founded: 1988 (Group: 1934)
• Structure: member of Securitas AB, Stockholm, Sweden
• Branch offices: across Belgium
• Employees: 400 in Belgium, 28,000 worldwide
• Turnover: 600 million EUR (Group: 70.2 billion SEK,
320,000 people)
• Export: worldwide

sion and the TSA and supports

Aviation is determined to further

them in their working groups. “We

develop its global market position.

are part of the security advisory

“Our main international markets

board and work closely together

are France, Germany, Norway,

with our clients,” says Mr. Pissens.

Sweden, the Netherlands, Canada

While depending on skilled, trust-

and Argentina,” states Mr. Pissens.

worthy staff, Securitas Transport

The group’s success is primarily a

Products & Services

Aviation Services is a technology

result of its clear, concise focus.

• Specialized guarding
• Mobile services
• Monitoring services
• Remote video solutions
• Consulting and investigation services
• Access control
• Screening of baggage and passengers

innovator introducing new security
enhancing systems to airport envi-

›››

ronments, such as high-precision
cameras, access control systems
or remote video systems. “We
cooperate with the manufacturers
to find the best solutions for our

Securitas places great importance to
helpfulness without compromising on
security

Target Groups

• Airports
• Airlines
• Aviation-related businesses

Philosophy

To deliver customized protective services based on the
values of integrity, vigilance and helpfulness

Future

• Advancing technology development
• Expanding and further improving service offering

EUROPEAN
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Securitas Transport
Aviation Services SA

››› Interview with Marc Pissens, President of Securitas Transport Aviation Services SA
“We are doing security, not facility
management,” Mr. Pissens describes the philosophy of Securitas
Aviation. “Our exclusive focus is
on security. Within this business
segment, however, we cover the
complete range of services, from
luggage checks to passenger
screening.” Another vital issue
distinguishing Securitas Transport
Aviation Services from the competition is the company’s strong
focus on quality. “High-quality reliable services are very important in
our business, which is very sensitive,” says Mr. Pissens. “It is not always easy to provide the customer
with the right quality, but it is very

Securitas is the leading provider of aviation
security services in Europe and North America

important, just like it is to keep
your promises to the client.” To
stay at the qualitative forefront of
the aviation security industry, Securitas Transport Aviation Services

Securitas offers its services to airports, airlines
and related businesses

offers constant, computer-based
further training to its staff and does
periodical quality surveys. To further advance its market position,
Securitas Transport Aviation Services is determined to introduce
more, novel technology to support
its operations and make airports
and aircraft even safer places. At
the same time, the experienced
security company is focused on
further developing its service offering.

❙

Securitas Transport
Aviation Services SA
Font St Landry 3
1120 Brussels
Belgium

 +32 2 2635555
 +32 2 2635550
 info@securitas.be
 www.securitas.be
EUROPEAN
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Jette Clean SA

Interview with Burak Sezer, Administrator at Jette Clean SA

Making the world a cleaner place
The cleanliness of the work environment
plays a vital role concerning health and
well-being as well as absenteeism and productivity. Indeed, its maintenance is an investment, but Jette Clean, a key player in
big building services, can reduce these costs
through its professionalism, allowing you
to focus on your core business. The Belgian
company takes care of the cleaning for factories, shopping malls, offices, schools and
other commercial and professional settings
that need a good scrubbing.

Burak Sezer, son of the company’s founder, is Administrator at Jette Clean SA

Jette Clean offers comprehensive

ing and reconditioning a variety

our face to the world. They are the

ment shows no signs of stopping.

cleaning services from the basic to

of floorings, as well, and holds a

ones who show our customers ex-

It is constantly on the lookout for

the complex, from one-time ser-

number of certificates to back its

actly what we can do – how we can

improvements and innovations to

vice to regular work for up to 700

quality of service, including ISO

fulfill their expectations and keep

stand out better from the competi-

businesses throughout Belgian.

9001 and 14001, VCA, and Ecody-

them satisfied.”

tion. “We’d like to move up our

60% of clients are public institu-

namique. Furthermore, Jette Clean

tions, while the remainder are

is the only company in its sector

Still a family business today, Jette

Sezer notes. “There is even more

corporate clients. “We can offer

to hold the title Entreprise Sociale.

Clean has exploded since its

potential for us in Belgium, and we

everyday cleaning, such as dust-

None of these labels would be pos-

foundation in 1992 by Ali Sezer,

aim to explore our neighbouring

ing, vacuuming and mopping,”

sible without well-trained staff, who

Managing Director and father of

markets in the Netherlands, Lux-

says Administrator Burak Sezer.

receive instruction prior to employ-

Burak Sezer. In 2004 the company

embourg and France. Our success

“We also have special cleaning

ment and continue with special

was distinguished as an Ambas-

is owed to the trust between us

services, like waste removal, car-

training while working. “Training

sadeur Trend Gazelles in Brussels

and our customers. It is our main

pet and curtain cleaning, window

and continuing education are our

in the category Small Company. It

objective to continue to meet all

washing, and graffiti removal.” The

number-one priority,” Mr. Sezer

was honoured again in 2006, 2007

their expectations in order to fur-

company has expertise in clean-

highlights. “Our employees are

and 2008 as a medium-sized

ther sustainable growth.”

ranking in the top ten, as well,” Mr.

❙

company, and last year, it was
in the category Large Company.
“This distinction pays tribute to our
growth,” Mr. Sezer says. “Today we
have turnover of 25 million EUR
and are in the top ten in our sector in Belgium.” Its staff of roughly
1,400 are in action covering more
than two million square meters of
space at about 1,000 locations
throughout Belgium every day.
Jette Clean has a comprehensive range of cleaning services
EUROPEAN
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Jette Clean’s current develop-

Jette Clean SA

Rue Léon Théodor 157
1090 Brussels
Belgium
 +32 2 4260308
 +32 2 4205595
 jetteclean@jette-clean.be
 www.jette-clean.be
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Drylock Technologies N.V.

Interview with Bart Van Malderen, Owner and CEO of Drylock Technologies GROUP

Comfort and security:
the next generation
of hygiene products
When it comes to absorbent hygiene products, effectiveness
is key. However, comfort also carries a lot of importance.
Having both together – effectiveness and comfort – is ideal.
Drylock Technologies GROUP masterfully combines both
elements. The result is a dependable, comfortable and
more environmentally friendly product.

Ontex was founded in 1979 by

pulp from the diapers. By manu-

added the bulk of classical prod-

have to be strong in the core coun-

Paul Van Malderen. “My father

facturing diapers that are com-

ucts. It is a two-tier strategy,” adds

tries first and then expand beyond

started the business and began

pletely pulp free, the company was

Mr. Van Malderen. The company

that,” states Mr. Van Malderen.

producing pads for hospital beds

able to make each diaper only a

focuses on three distinct groups:

in his garage,” says Bart Van Mal-

few millimeters thick.

baby care, adult care and femi-

The expansion for Drylock includes

nine care. “We sell our products

building new production plants but

deren, Owner and CEO of Drylock.
In just six short years, the compa-

Due to this innovative product

in the institutional market and the

also concentrating on non-physical

ny was able to move from a garage

approach, Drylock initially only

consumer market,” says Mr. Van

expansion, such as writing pat-

to a large machine park facility. Mr.

competed in the premium market.

Malderen. Drylock sells in 28 Eu-

ents for its various products. This

Van Malderen joined his father’s

Now, the company is becoming

ropean countries and is expanding

growth in physical and non-physi-

company in 1987 and has been

more active in the non-premium

its influence in other areas of the

cal areas means that new employ-

working on making the company

sector. “We started with completely

world, such as Russia, the United

ees are needed.

more successful with each passing

new premium products and then

States, China and Australia. “You

year.

›››

In 2007, Bart sold Ontex and left
the business for a few years until
2012 when he started up Drylock
for innovation reasons. “I noticed
that some things did not happen
in this market; the big players did
not really innovate baby diapers,”
explains Mr. Van Malderen. “I realized that diapers could be made
much thinner.” Drylock achieved
this thinness by eliminating fluff
EUROPEAN

business

Let your baby
feel the freedom
of thinness with
Drylock’s Magics
diaper line
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Drylock Technologies N.V.

››› Interview with Bart Van Malderen, Owner and CEO of Drylock Technologies GROUP
Drylock Technologies N.V.
Spinnerijstraat 12
9240 Zele
Belgium
 +32 52 559560
 info@drylock.eu
 www.drylock.eu

A view of Drylock’s
headquarters in
Zele, Belgium

Currently, the company employs

in 28 countries. For the smaller

manufacturing process. Addition-

about 760 people but is expect-

supermarket that does not have

ally, due to the thinness of the

ing to employ over 1,000 by next

its own brand, Drylock uses its

products, the company is able

year. Company turnovere is also

in-house brand named Magics.

to maximize space during trans-

expected to increase from 120 to

“In the past, the manufacturer of

port and within the stores. This

125 million in 2014 to around 250

private label products was never

means fewer trucks are needed

million by next year.

visible on the packaging. Now

to transport the products, which

we are with the phrase ‘Drylock

means fewer harmful emissions

Even though the company mainly

technology inside’ printed on the

are released into the air. “Drylock

focuses on the premium market,

package,” says Mr. Van Malderen.

is committed to the environment.

it is still able to compete with the

“Some clients want to put empha-

I think this really endears the

larger multinationals. One of the

sis on comfort in their promotion,

company in the hearts and minds

reasons Drylock is so competitive

others on the environment and

of our consumers,” says Mr. Van

is because it is a private label

sustainability.”

Malderen.

provides labels for supermarket

Drylock, along with using no trees

In order to reach a wider customer

chains, among others for Jumbo

in the production of its fluffless

base, Drylock is active at trade

in the Netherlands, E. Leclerc in

products, also uses no glue in

fairs. One of the most important

France and Coop in Switzerland

the absorbent core, which means

trade fairs the company attends is

and Scandinavia as well as Lidl

fewer chemicals are used in the

PLMA (Private Label Manufactur-

product groups. “We make adult

ing Association) in Amsterdam.

care incontinence products that

Other than trade fairs, the compa-

give people their social lives back,”

ny introduces its products directly

says Mr. Van Malderen. “Inconti-

to prospective clients. “Whenever

nence is one of the last taboos in

clients want to promote one of our

our society and affects people of

products, we cooperate and set up

all ages.” Drylock is dedicated to

promotions together,” explains Mr.

making its products even thinner

Van Malderen.

so that they feel more natural when

manufacturer. The company

Experience peace of mind every day with
Drylock’s incontinence products

on the move. “Whether our client
The modern interior
of one of Drylock’s
production plants
EUROPEAN

business

In the next three to five years, Dry-

is a toddler or an adult, Drylock is

lock plans to increase sales in its

there for the active person in eve-

feminine and incontinence/adult

ryone,” says Mr. Van Malderen.

❙
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Enveloprint bv

Interview with Koos Nederlof, Director of Stationery for Enveloprint bv

Creativity and quality in the
paper product industry
Marketing a company’s products in an effective and exciting way is a constant challenge for
each product development team together with the marketing department. Employees must
evaluate how to present, package and display a product. Besides manufacturing, Enveloprint
Stationery bv is there to support companies with each step of the creation and marketing
of its paper products. Enveloprint is committed to being a full service provider for all of its
clients in the commercial sector.

Enveloprint bv was founded in

Stationery is also up to date with

1916 and is organized into two

cultural colour preferences. The

divisions: Business Papers and

company knows what its custom-

Stationery. The Business Papers

ers like in the Scandinavian coun-

division prints letterheads and oth-

tries and also what its customers

er company-specific printed matter

want in Southern Europe. “It’s very

for its clients mainly in the Nether-

important to be up-to-date with

lands. The Stationery division has

cultural colour differences, since

a large international focus, and

this can help you sell your prod-

this part of Enveloprint is active in

ucts more effectively,” explains Mr.

25 countries. The services offered

Nederlof.

by Enveloprint Stationery include
producing private label products

The company’s target markets

and creating different types, tex-

are retail chains, superstores and

tures and colours of paper in order

wholesalers. Enveloprint Stationery

to provide a wide range of paper

reaches clients through expos,

stock. From this range it creates

face-to-face visits and themed

envelopes and develops creative

special events. For the future,

products such as greeting cards,

Enveloprint Stationery is consider-

gift sets and scrapbooking materi-

ing expansion to the United States

als.

and increasing its presence in the
digital design industry. “No matter

“Trends change every few years,

what the future holds, Enveloprint

so we have trendwatchers who in-

will continue to offer a large as-

form us of those shifts,” says Koos

sortment of quality products to our

Nederlof, Director of Enveloprint

customers while maintaining our

Stationery. “We introduce a new

various professional and environ-

collection every two years which

mental responsibilities,” adds Mr.

we design ourselves.” Enveloprint

Nederlof.

EUROPEAN

business

❙

Enveloprint’s impressive stand at the Paperworld expo in Frankfurt, Germany

Enveloprint bv

Meniststraat 14
7091 ZZ Dinxperlo
The Netherlands
 +31 315 659696
 +31 315 659602
 stationery@enveloprint.nl
 www.enveloprint.nl
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Rob Peetoom
Management B.V.
Interview with Rob Peetoom, Founder of Rob Peetoom Hair + Make-up + Beauty Salons and Spas

Because hair matters

Rob Peetoom runs two hair salons in Bali, where his staff take the time
to awaken the individual beauty within every client

Every salon welcomes customers with a friendly and warm atmosphere

Hair is huge. It represents our personality, thoughts and beliefs. It is one of the first things
others notice about us and contributes significantly to a person’s self-esteem. For many people, especially women, a bad hair day can result in an overall bad day. The relationship between hair and self-esteem is evident throughout history, philosophy and even religion. Luckily, veritable hair artists like Rob Peetoom are able to give women a personalized look that
makes them even more beautiful than they already are.
ty magazine
tyle and beau
Peetoom lifes
aring expesh
r
fo
t medium
– the perfec
owledge
rience and kn

Everybody can have beautiful hair

zines and TV programs. “I always

– this is what Rob Peetoom stands

focused on not only being one of

for. Supported by his talented

the best hairdressers but also be-

team, he creates hairstyles that

ing smart in business,” says Mr.

work best for his customers. His

Peetoom. “My vision has always

turnover of around 15 million

commitment has been honoured

been to lift hairdressing to a higher

EUR. The successful entrepre-

– by many happy and satisfied

level, to hand down my expertise

neur and hair stylist still sticks to

women and by widely recognized

and know-how to young talented

his original values. “Our salons

awards such as the World Master

employees and to create some-

awaken the beauty within every

Award and the Global Salon Busi-

thing different. We work with quali-

woman,” he stresses. “You

ness Award. In 2010, Mr. Peetoom

fied stylists in all price categories

only look good if your look

even received royal recognition

because we believe that quality

suits your personality and

when he was made a Knight of the

should be available for everyone.”

charisma. We take our time to talk
1990s, he established an acad-

to clients to find out what really

Mr. Peetoom’s concept was a suc-

emy. In 2001, a flagship store in

suits them. Therefore, you need a

cess right from the start. In 1980,

Amsterdam followed. In 2011, the

certain sense and feeling for hair, a

off in 1969 when he opened his

he opened his first big salon in

14th

combination of professional knowl-

first store in Santpoort. Before that,

Haarlem and started introducing

welcomed its international custom-

edge and creativity with technical

he had travelled around the world

a franchise concept to give ambi-

ers. Today, after extremely dy-

skills.

to do hair and beauty productions

tious hairdressers the possibility

namic development, Rob Peetoom

for newspapers, fashion maga-

to open their own salons. In the

has almost 400 employees and

Order of Orange Nassau.
Mr. Peetoom’s success story took

EUROPEAN

business

Rob Peetoom salon in Bali
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Rob Peetoom
Management B.V.

››› Interview with Rob Peetoom, Founder of Rob Peetoom

European Business

NEWS LETTER

Hair + Make-up + Beauty Salons and Spas

• MORE BRAND ATTENTION
• ADDITIONAL BUYERS
• EXACT TARGETING
• INCREASED SALES

Rob Peetoom has established several salons in Holland, such as this
one in Amsterdam’s charming Jordaan neighbourhood

We really look at the person to

magazine but also in the way he

work out the perfect style. And this

works with his employees. “It is

style does not necessarily depend

important to have an idea of what

on current trends.” Rob Peetoom

is happening around you,” says Mr.

clearly focuses on haircuts and

Peetoom. “We emphasize sharing

colouring, but also offers different

knowledge with our staff. We com-

eyebrow and beauty treatments,

municate a lot, make employees

especially in the two salons in

aware of developments in the busi-

Bali, where the salon is more spa-

ness to make them understand

oriented, with hour-long hair and

what is going on. The beauty indus-

scalp treatments. Many employees

try is a hard-working industry, and

seize the opportunity to go abroad

you need to be prepared to face its

to broaden their horizons and de-

challenges. As we want to continue

velop their skills.

our successful development, we
are going to shift our focus more

Communication plays a huge role

towards Asia. We aim for organic

in Rob Peetoom’s philosophy – this

growth to establish a high-quality

is not only reflected in Mr. Pee-

and sustainable business – always

toom’s own lifestyle and beauty

true to our core values.”

❙

Rob Peetoom
Management B.V.
Nobelstraat 19
2011 TX Haarlem
The Netherlands

 +31 23 5317309
 +31 23 5310402
 info@robpeetoom.nl
 www.robpeetoom.nl
EUROPEAN
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CONTACT US!

+49 5971 92161-801
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Brown-Forman
Netherlands
Interview with Thomas Hinrichs, President Europe and Asia-Pacific of Brown-Forman Netherlands

Brown-Forman Netherlands

The smooth,
mellow taste of
the American
South

The top-selling American whiskey in the world is Jack Daniel’s. Distilled in Tennessee and exported worldwide, it is the flagship brand of
the Brown-Forman Corporation, one of the largest American-owned
companies in the alcoholic spirits business. Brown-Forman’s portfolio
also includes a number of other well-known brands covering whiskey,
tequila, vodka, wine and liqueurs. Having focused largely on the US
market, internationalization started in earnest in the 1990s with a
rash of sales offices established in major European cities. In 2014,
the decision was taken to consolidate its European operations under
a single European head office in the Netherlands. Today, European
distribution comes under the aegis of Brown-Forman Netherlands.

EUROPEAN

business

Keizersgracht 683
1017 DW Amsterdam
The Netherlands
 +31 20 3445400

 brown-forman@b-f.com
 www.brown-forman.com

Jack Daniel’s Sinatra, the newest member of the Jack Daniel’s family, BrownForman’s flagship brand

Woodford
Reserve, a super premium
bourbon sold
in several European markets, is a fastgrowing brand
in the booming American
whiskey
category
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Brown-Forman
Netherlands
Interview with Thomas Hinrichs, President Europe and Asia-Pacific of Brown-Forman Netherlands

Aged in oak barrels for a smooth
flavour – Jack Daniel’s Tennessee
Whiskey

Jack Daniel’s Tennessee Honey is a new
product combining the classic whiskey
with a proprietary honey liqueur for a
smoother, sweeter flavour

The European market is hugely

“We have a 1% share of the global

important to Brown-Forman’s over-

market, which means that there is a

all performance. Europe accounts

99% opportunity for us to grab, and

for a third of the company’s global

that is what our plans for the future

sales, and the company is keen

will focus on.”

to strengthen its presence here
still further. “Until last year, our
European operations were divided

Brown-Forman built a new cooperage in 2012 to make the barrels
needed to meet growing global demand for Jack Daniel’s Tennessee
Whiskey

between London and Hamburg,”

Having restructured its European
distribution organization, BrownForman is planning long term. It is

says President Europe and Asia-

location as it is more central, more

employees even more.” Brown-

rethinking both its marketing strat-

Pacific Thomas Hinrichs. “Then,

easily reached and has access to

Forman’s flagship brand is Jack

egy and its product strategy. One of

the decision was taken to bring our

a large pool of talented employees.

Daniel’s Tennessee Whiskey, the

the first pieces of advice any mar-

European activities together here in

“We are a very team-oriented com-

top-selling American whiskey in the

keting expert will give a company is

Amsterdam. As a result, we have

pany in which everyone’s door is

European market. “We have built

to look for ways in which to capital-

removed a layer of management

open, from the CEO down,” says

up an enviable market profile for

ize on existing successful brands in

hierarchy and streamlined our

Mr. Hinrichs. “By cutting out a

Jack Daniel’s but still have a long

order to respond to market trends.

operation.” Amsterdam is the ideal

layer of hierarchy, we empower our

way to go,” insists Mr. Hinrichs.
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Brown-Forman
Netherlands

››› Interview with Thomas Hinrichs, President Europe and Asia-Pacific of Brown-Forman Netherlands
Brown-Forman has taken this

cinnamon for a warming, sweet cin-

advice to heart with the launch of

namon kick. “Both of these prod-

Jack Daniel’s Tennessee Honey and

ucts are just being launched in the

Jack Daniel’s Tennessee Fire. The

European market but have already

former is a blend of Jack Daniel’s

been very successful in the USA,

and a unique honey liqueur made

so we are hoping to replicate that

by the company. The result is a

success here,” says Mr. Hinrichs.

much smoother, sweeter drink that

“By expanding our product range,

appeals to people who love the

we will be able to attract new cus-

Jack Daniel’s brand but don’t like

tomers to our brands and develop

the taste of straight whiskey. Jack

brand loyalty across the whole of

Daniel’s Tennessee Fire is flavoured

the product range.”

Finlandia Vodka:
Classic, Citrus & Mint
Frost and Raspberry
& Cherry Frost – best
served ice cold

with a blend of spices and red hot

In brief
Core Competence

European head office for Brown-Forman’s range of
alcoholic beverages

Facts & Figures

• Established: February 2014
• Structure: Subsidiary of Brown-Forman (est. 1870)
• Branch offices: Bulgaria, Czech Republic, Finland, France,
Germany, Greece, Italy, Poland, Romania, Russia, Slovenia, Spain, Turkey, Ukraine and UK
• Employees: 500 in Europe, 4,000 worldwide
• Turnover: four billion USD (Brown-Forman Corporation), a
third of which is generated in Europe
• Export: throughout Europe

Products & Services

Alcoholic beverages including
• Jack Daniel’s Tennessee Whiskey
• Finlandia Vodka
• Southern Comfort
• Chambord Liqueur
• El Jimador Tequila

Target Groups
End consumers

Philosophy

Think long term

Future

Ensure position as
a global leader
EUROPEAN

business

That product range also includes a

variety of different factors. “We are

number of other well-known names

not addressing a single, homog-

such as Finlandia vodka, El Jimador

enous target group, and drinking

and Pepe Lopez tequila, Chambord

habits and preferences tend to

Liqueur and Southern Comfort. A

change as people get older,” says

similar approach is being taken with

Mr. Hinrichs. “We have to tailor our

Finlandia vodka as with Jack Dan-

product range to meet our custom-

iel’s whiskey with the introduction of

ers at whatever stage they happen

flavoured products. The Finlandia

to be in life.” Social media play an

range of fruit-flavoured vodkas

important role in promoting the

has been extended with three new

company’s brand portfolio and also

flavour experiences: Raspberry

messages regarding responsible

& Cherry Frost, Cranberry & Ap-

drinking. “We are very aware of the

ple Frost and Citrus & Mint Frost.

need to market our products re-

These promise an entirely new taste

sponsibly and invest a lot in aware-

sensation and with an innovative

ness campaigns covering subjects

packaging concept are sure to be

such as drink-driving and youth and

a hit with consumers. “Flavoured

alcohol,” says Mr. Hinrichs. “We

products are a trend across the

want to foster long and healthy rela-

board as the popularity of mixed

tionships with our customers.” That

drinks rises,” says Mr. Hinrichs.

is why Brown-Forman is pursuing a

“Whiskey and vodka have always

sustainable strategy in its European

been popular ingredients in mixed

markets. Now that it has consoli-

drinks, and these flavoured versions

dated management of its European

fill a growing niche.”

operations in the Netherlands, it is
targeting organic growth through its

El Jimador tequila is one of
the best-selling
tequila brands in
the Mexican
market

Although Brown-Forman’s potential

existing offices. “We are already a

customer is anyone above the legal

global name. Now we want to en-

drinking age, the target market is

sure our position as a global leader,”

strongly delineated according to a

concludes Mr. Hinrichs.
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Bières de Chimay SA

Interview with Jérôme Goffinet, Communications Officer at Bières de Chimay SA

Beer and... cheese! –
a match made in heaven
It is common knowledge that wine and cheese go well together. What is not so well known is
that beer and cheese make for a delicious match, too. In the Belgian village of Chimay, the
Trappist monks of Scourmont Abbey have been celebrating this combination for 150 years.
Their company Bières de Chimay produces traditional artisanal beers, and it also has the
perfect cheese to complement each beer. For all those who enjoy the quality and taste of
traditional artisanal products, Bières de Chimay provides a range of delicious products in a
heavenly combination.
A reformed branch of the Cister-

knowledge, and the prince knew

tional craftsmanship, the portfolio

What makes Bières de Chimay

cians, the Roman Catholic Trap-

that wherever monks were present,

has been extended since the old

special, besides its long history and

pists are a religious order that

centers of trade would evolve, and

days. Besides the fruity Chimay

tradition and artisanal approach,

the region would flourish.”

Red Cap, a brown beer with an

is its unique and successful

alcohol content of 7%, the brewery

combination of beer and cheese.

developed in the

17th

century.

Essential to the Cistercian order
in general and the Trappists in

In 1862, twelve years after the

also manufactures Chimay Triple.

“Everyone is aware of the possibil-

particular is an ascetic lifestyle

foundation of the monastery, the

Also referred to as White Cap, Chi-

ity to combine cheese and wine,”

and the guiding principle ‘ora et

monks began to brew beer and sell

may Triple is a delightful beer of

says Mr. Goffinet. “But combining

labora,’ meaning ‘pray and work,’

it to support the abbey. “The first

golden colour with 8% alcohol con-

cheese and beer actually works ex-

equally dividing monastic life into

beer brewed here was the red one,

tent. Another dark beer is Chimay

ceptionally well. We offer a variety

eight hours of prayer, eight hours

which we still sell today. We also

Blue Cap, with an alcohol content

of soft cheeses that complement

of labour and eight hours of rest.

call it Première,” Mr. Goffinet says.

of 9%, today the mainstay of the

our different beers perfectly.”

Scourmont Abbey was founded

“Cheese was added a few years

company, making up 50% of all

Altogether the cheese division pro-

in 1850 when 15 monks from an

later. In 1876 one of the monks

sales. A light beer is also offered in

duces around 800 t of cheese an-

affiliated monastery made their

travelled to France, where he was

the form of Chimay Gold, contain-

nually, divided into the seven varie-

way to Chimay and settled there.

introduced to cheese-making. He

ing 4.8% of alcohol and originally

ties à la Chimay Bleue, à la Chimay

“The land for the abbey was a

brought the French recipe back to

reserved for the inhabitants of the

Rouge, Poteaupré, Chimay Gold,

gift from the Prince of Chimay,”

Chimay, and the cheese has been

abbey. All the beers are available

Grand Chimay, Chimay Grand Cru

explains Jérôme Goffinet, Com-

produced here ever since.” While

bottled in various sizes, and Chi-

and Vieux Chimay, ranging from

munications Officer at Bières de

the Red Cap beer is still among

may Red Cap, White Cap and Gold

creamy, mild, subtle or fruity to

Chimay. “Monks were bearers of

Bières de Chimay’s products and

can also be enjoyed on tap with

strong, firm or intense.

the production processes for both

180,000 hl produced every year.

›››

beer and cheese still contain tradi-

At its cheese dairy, Chimay produces seven varieties of soft
cheese to suit everyone’s taste, from mild to fruity to strong
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Bières de Chimay SA

››› Interview with Jérôme Goffinet, Communications Officer at Bières de Chimay SA
Structurally, the abbey has estab-

exported worldwide to the USA,

lished a foundation uniting several

Asia and many other countries.

companies, among them Bières de

“Our distribution channels vary

Chimay as well as Chimay From-

slightly depending on the country,”

ages SC, employing 230 members

says Mr. Goffinet. “This is owed

of staff altogether. “The abbey is

to governmental regulations. In

still the owner of the foundation

Norway, for example, the state’s

and therefore of these companies,”

involvement is still very extensive.”

Mr. Goffinet explains. “And while

This, however, does not impair

the brewery is still an actual part

the success of the traditional beer

of the abbey, we had to external-

producer. “The market situation in

ize the bottling facility due to the

general is very good,” Mr. Goffinet

noise. Also, the cheese dairy was

explains. “There is a current trend

moved to a different facility as dif-

towards artisanally brewed beer,

ferent types of yeast are used for

and there are many aficionados

beer and cheese, and we wanted

keen to savour typical beer varie-

to avoid cross-contamination in

ties.” According to the Communi-

order to ensure the highest quality

cations Officer, the emphasis is no

results.” The abbey turns over 50

longer on high amounts of drink

million EUR per year with its beer

but rather on the pleasure of its

production and an additional ten

specific taste. The long history and

million EUR through cheese.

great tradition of Bières de Chimay

Scourmont Abbey was founded by Trappist monks in 1850

is an additional selling point. Also,
“Our key markets are wholesalers

its combination of beer with its vari-

for the hospitality sector as well as

ety of cheeses is very well received.

purchasing centers through which

“It is this combination that we want

our beer is sold to supermarkets,”

to continue to develop,” states Mr.

Mr. Goffinet states. “We are present

Goffinet. “In Chimay, this combina-

at many events, at trade fairs and

tion has been alive for 150 years

exhibitions, nationally and inter-

now, and that’s how we want it to

nationally.” Additionally, there is a

remain in the future. It is a truly

sales room near Scourmont Abbey

delightful and successful combina-

called Chimay Experience. “At the

tion. A match made in heaven.”

Bières de Chimay has produced traditional artisanal beers for 150 years now

❙

sales room, visitors can purchase
our products, but more than that,
it is also a hostel where people can
stay overnight. We have our own
restaurant and an exhibition area
where people have the opportunity
to witness the beer production
process,” he adds. “Furthermore
there is a boutique that sells our

Bières de Chimay SA
Route Charlemagne, 8
6464 Baileux (Chimay)
Belgium

products.”

 +32 60 210311
 +32 60 213422

But the beers of Bières de Chi-

 marketing@chimay.com
 www.chimay.com

may are not only sold locally. It is
EUROPEAN

business

Chimay beer and cheese are a delicious match
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K3 Retail

Interview with Sjoerd Starren, Managing Director of K3 Retail in the Netherlands

The three Ps of possibility
Computers have revolutionized the way we do business so much that almost no sector has
been left unaffected. It is not really a matter of the hardware being used but the software
that makes all the difference. Some software suppliers have made a name for themselves
across all industries, while others are more sector-specific. K3 Retail serves the retail sector
with software solutions especially for their niche markets, in particular fashion (shoes, clothing and sportswear), DIY, health and beauty, consumer electronics, and big ticket. Engaging
its mix of the three Ps – people, partners and product – K3 Retail makes almost anything
possible.
Sjoerd Starren joined K3 Retail in 1999
after experiencing the company from the
client’s side

ers have a separate solution for
every client, but a lot of clients are
standardizing,” Mr. Starren begins.
“So now product suppliers, as opposed to product developers, are
adding the last bit of customization
for the client.” More standardized
K3 Retail is active throughout the

Retail – Nootdorp deals with global

crosoft software LS Retail and K3

products mean shorter implemen-

world. Headquartered in the UK

accounts for international clients.

Retail’s own intellectual property

tation times, and the company

as K3 Retail UK, it operates in

“In fashion and retail, we cooper-

Pebblestone Fashion.

becomes more service oriented as

the Benelux market through its

ate with our own software devel-

subsidiaries K3 Retail – Nootdorp

opers as well as Microsoft,” Mr.

The software supplier has noticed

product, not just the team that de-

and K3 Retail – Waalwijk. Retail is

Starren says. “We also work closely

three major ways in which the

veloped a customized product.

just one division of K3 Business

with K3 Software Solutions, which

market is changing. “Traditional

Technology Group PLC, a stock-

is a global Independent Software

software and services suppli-

listed company in the UK that also

Vendor (ISV) for Microsoft.”

the entire staff is familiar with the

›››

includes manufacturing and distribution. “We understand our clients

K3 Retail follows the three Ps: peo-

and speak their language,” says

ple, partners and product. People

Sjoerd Starren, Managing Director

are the satisfied employees, who

of K3 Retail in the Netherlands. It

lead to satisfied clients. The clients

is these skills that have placed K3

are the partners. “We see them

Retail as the leader in the markets

as our partners and stand beside

it serves. K3 Retail – Waalwijk fo-

them while they run their busi-

cuses on wholesalers and retailers

ness,” Mr. Starren explains. The

in the Benelux countries, while K3

product is a combination of Mi-

EUROPEAN

business

One solution the
company offers
involves in-shop
software that allows customers to
order items online
that are no longer
available in the
store
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K3 Retail

SPECIAL EDITION

ENERGY

››› Interview with Sjoerd Starren, Managing Director of
K3 Retail in the Netherlands
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 www.k3retail.com
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he buys something,” Mr. Star-

as well, from licenses to monthly

ren explains. “It is a shift from

subscriptions. “Subscriptions in-

omnichannel to no channel.”

clude use, licensing, support and

The challenge for the retailer lies

maintenance, and they require

in finding the consumer through

less initial investment on the cli-

all the channels he uses, and K3

ent’s side,” Mr. Starren adds. The

Retail has the software solutions

third aspect is the infrastructure.

to allow businesses to do that. “A

In the past there was hardware at

mobile revolution is at the core of

the client’s premises. Today ser-

things these days,” the Manag-

vices are offered from the cloud,

ing Director continues. “People

where K3 Retail can provide main-

are combining mobile, shop and

tenance for hardware and software

website. For instance, you have a

while the client focuses on his

console in your shop where clients

core business.

can order a product online that is
no longer available in the store. We

SM

AR

RA

T

ME
HO

The financial model has changed,

More changes lie ahead for K3

offer clients advice on this, starting

Retail. “The world is moving to a

from standardized software. We

situation in which the consumer

call this ‘the new possible’.”

❙

defines where, when and how

YOU OFFER PRODUCTS AND SERVICES RELATED TO ENGINEERING AND TECHNOLOGY?
THEN PRESENT THEM TO OUR READERS!

K3 Retail sees a mobile revolution at the
core of its activities in
the retail market

CALL US

 +49 5971 9216140
EUROPEAN
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theFactor.e

Interview with Arjan Wessels, Commercial Director and Co-Owner of theFactor.e

The digital revolution is here
When the internet first began to take shape in the 1990s, business life was not aware that
this new medium would change its world for good. Today, it is quite a different story with
the Internet dominating corporate life and success to a great extent. In the Netherlands,
theFactor.e was one of the first Internet service bureaus. The company was founded in 1995,
and since then it has been serving companies for which the Internet has become a crucial
element of their business performance or part of their day-to-day activities. Online communication has taken center stage.

theFactor.e develops Internet solutions for companies and organizations in order to establish good ways of online communication

“It is quite an achievement to

theFactor.e provides form and con-

young people, but they have no

Wessels. “We boast a ‘can do’ men-

survive and remain unscathed

tent for the digital dialogue between

clue how to develop an appropriate

tality with a strong service attitude.

by economic bubbles and hard

companies and their clients. “How

communication,” states Mr. Wes-

Many companies do not realize that

financial times,” points out Com-

to transform your business into a

sels. “We work with marketing and

the digital revolution is already on

mercial Director and Co-Owner

digital service provider? That ques-

IT departments, for example, to find

its way. I think companies need a

Arjan Wessels. “We celebrated 20

tion touches everything. It is indeed

out what the exact target groups are

wake-up call in order to start think-

years in business last year.” The

a very complex issue, and we are

and where they are. Do the prod-

ing about the reason for being there

full-service Internet bureau sup-

there to support clients in dealing

ucts match their needs? These new

and about their exact target groups.

ports clients that depend on online

with that,” stresses Mr. Wessels.

insights lead to new propositions

Are they serving their customers

contact with their clients. It prefers

“Our clients from various industries

that match.” theFactor.e chooses

in the right way, or is it high time

clients for whom interaction with

expect a consistent experience

to define smaller projects over large

to adjust to changing markets? We

the customer is of high importance.

across channels, including desktop,

ones because it sees that the world

provide all the help it needs to solve

“Take, for instance, an insurance

tablet and smartphone, in order to

is changing at a rapid pace. “A

this question.”

company that depends on online

get all departments of a company

project might be outdated after a

client contacts. Here, the focus

striving for the same goal.” The

year and a half. We prefer smaller

is on the right presence and their

company supplies design, techni-

projects and develop from there,”

online image. We come in when

cal and management expertise

adds Mr. Wessels. theFactor.e

transactions and interaction with

and combines these assets with its

employs a workforce of 75 people,

clients are done online. The best

clients’ expertise. “New companies

generating a turnover of 5.8 million

platforms and technology required

are used to internal cooperation,

EUR in 2015. “We have at hand a

for achieving this goal – this is

but old and established enterprises

multidisciplinary team that cooper-

clearly our forte,” says Mr. Wessels.

have yet to become sensitive to this

ates with our clients’ team. Joining

As a full-service Internet bureau,

approach. Often they aim to reach

forces is in our DNA,” points out Mr.

EUROPEAN

business
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theFactor.e

Friesestraatweg 215a
9743 AD Groningen
The Netherlands
 +31 50 5757888
 +31 50 5757889
 info@tfe.nl
 www.tfe.nl
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Scafom-rux

Interview with Dr. Tino Vinkesteijn, CEO of Scafom-rux Holding

The world of scaffolding
For almost every building, maintenance or construction project, you need a scaffolding solution.
Depending on the height, shape or solidity of the building or plant, the chosen scaffolding has to
meet special requirements. If the project is carried out offshore, it becomes even more difficult
to find a solution which is easy to erect and dismantle while offering the greatest possible safety for the workers or equipment. This is where Scafom-rux, based in Budel, the Netherlands,
comes into the game. Specializing in standard and individual scaffolding systems, the company
is well established in the industrial market. Now, it aims to enter new ground.
“Our activities fall into several

production facilities were estab-

different product or market com-

lished to release new capacities, in

binations,” explains CEO Dr. Tino

support of international commercial

Vinkesteijn. “Firstly, there is the

business. Since 2003, the company

industrial sector including projects

has been consistently pushing its

for power plants, refineries and

international activities. Altogether,

chemical plants. Second comes the

Scafom-rux has a staff of 1,200.

construction sector. Here, we focus
on the maintenance, renovation and

Scafom-rux will not rest on its

construction of buildings. In the in-

laurels in the coming years. “At

frastructure market, we are involved

present, we focus strongly on the

in building projects for bridges or

industrial sector,” says the CEO.

larger metro stations.” Depending
on the requirements, Scafom-rux

The company’s scaffolding solutions are also used in the ship building market

“Yet, our scaffolding solutions are
also suitable for the construction

offers industrial scaffolding sys-

dling. Duralok is another important

is that we are able to develop cus-

and infrastructure sectors. We will

tems, facade scaffolding solutions

solution, used for industrial projects

tomized solutions for our global cli-

grow our activities in these markets

and props for the shoring market

and shoring systems. The compa-

ents which are individually adapted

in the coming years. Also, we aim

and for commercial and concrete

ny’s frame scaffolding (Framescaff

to their needs. Enterprises such as

to enhance our international market

construction. Following a customer-

and Super 65/100) is mostly used

Keafer and Doka already reap the

position. Our goal is to open up

oriented philosophy, Scafom-rux

to give access to facades, for exam-

benefits of this. As national regula-

new market segments for all three

not only sells its scaffolding but

ple, for painting or renovation work.

tions differ widely, we also offer a

sectors – for the industrial, the

also offers rental solutions. In China

Currently, Scafom-rux is engaged in

wide range of standard solutions

construction and the infrastructure

and through ‘Safe’, its Benelux

major infrastructure development

suited to the particular regulations

sectors.”

subsidiary, the company acts as a

projects in China. Also, the com-

of each country. Last but not least,

full-service partner and carries out

pany is involved in projects in Saudi

our products are compatible with

complete projects from the erection

Arabia, providing the complete

other internationally used systems

through to the dismantling of the

offshore solution for a pipeline. Big

and hold current mixing certifica-

system.

projects in Cuba, Peru and Spain

tions. This enables us to follow our

complement the company’s project

clients wherever they go.”

At present Ringscaff is the compa-

list.
Founded by Frans Brinkmann in

ny’s flagship solution. The modular
scaffolding system is used for sever-

“We are active on all continents

1978, Scafom-rux started from

al industrial applications worldwide

across the globe,” says Dr. Vink-

scratch. Over the years, the busi-

thanks to its flexibility and easy han-

esteijn. “One of our greatest assets

ness grew, and from 2000, new
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De Kempen 5
6021 PZ Budel
The Netherlands
 +31 495 497204
 +31 495 430676
 info@scafom-rux.com
 www.scafom-rux.com
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