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We are proud to present the first edition of Capital. The subtitle of this first issue - The world of NPM - is especially  

relevant. For, in publishing this magazine, our aim is to show that, to pursue a profitable investment strategy,  

it is necessary to adopt a broad view of (international) economic and social developments.

In Capital we would like to give you an insight into what we specialise in: companies with a clear growth or develop-

ment strategy and an above-average emphasis on operational excellence. Companies that successfully place issues such as 

buy-and-build, e-business, internationalisation and the progressive adoption of sustainable practices on the manage-

ment agenda. Furthermore, the magazine contains features on enterprising cultural innovators, articles on current 

financial and economic developments and reports on aspects of the private equity industry that we feel need more 

exposure. 

Capital touches upon the core business of NPM: the provision, in partnership, of sustainable growth capital to companies 

that know where they are going. Our recent investments in VSI, Medinova, TICC and Orthopedium are typical examples. 

Capital also touches on good stewardship and the ability to pass on companies that are in a stronger position than they 

were when we acquired them - no matter how long this takes. This was the case when we exited from bol.com  

and Independer.nl last year. 

And of course Capital is also about making money (responsibly). For, as a long-term investor, we are ultimately  

responsible for the delivery of sustainable financial results. In this respect we can look back on an excellent year in 2012,  

having made a net profit of 113 million euros. 

And lastly Capital is not just a magazine. It is also a portal to a far richer world of stimulating content. As a reader you 

can explore the subjects covered on many of the pages in more depth on the Layar app, which can be downloaded  

free of charge. If, for example, you point your smartphone at this page, you will automatically be directed to the new 

NPM website. 

Welcome to the world of NPM Capital - the world of growth capital with a mission.  

Let’s meet.

The NPM Capital Investment Team

The world of NPM Capital

View THP’s work with View our corporate video with
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These days barely a month goes by without 

some highly renowned business school or 

top consulting firm publishing a report that 

underlines the strategic importance of sus-

tainability with hard figures. These reports 

all come to similar conclusions: companies  

that adopt a reactive approach when it 

comes to making their business practices 

more sustainable are missing opportunities:  

opportunities to reduce environmental 

impact, opportunities to improve employee 

satisfaction, and, above all, opportunities 

to save on costs and develop new products 

and markets. This reactive attitude even-

tually seeps through to the place where it 

hurts even the most hard-bitten directors: 

profitability and share price. 

Researchers at Harvard University and 

London Business School compared the 

performance of 90 listed American 

companies that implement broad-based 

strategic sustainability initiatives (‘high-sus-

tainability companies’) with the perfor-

mance of a similar group of 90 rearguard 

businesses (‘low-sustainability companies’) 

over a period of 18 years. The researchers 

wanted to pinpoint the interaction between 

financial performance and a spectrum of 

environmental and social aspects, ranging 

from carbon reduction, green procurement 

and energy efficiency to health, work-life 

balance and social activities.

Their report, The Impact of a Corporate Culture of 

Sustainability (2011), concludes that a 

relentless emphasis on sustainability pays 

off. Anyone who invested one dollar in a 

The new standard
These days almost all companies claim to be socially 

responsible. On paper at least. In practice this 

respon sibility generally involves presenting just 

enough anecdotal evidence to keep activists at bay 

and meet the checklist of sustainability requirements 

imposed by customers and investors. But genuine 

engagement in sustainable practices involves more 

than simply drawing up codes of conduct and 

mapping carbon footprints. In fact, a growing number 

of international studies suggest that it is a significant 

opportunity to increase commercial success. 

Lead feature Sustainability

Corporate sustainability performance is increasingly important
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(fundamentally weighted) portfolio of 

shares in the sustainable group in 1993 

would have pocketed a price increase of 

more than 2,200 percent at the end of 2010. 

Those who invested in the companies 

bringing up the rear would have had to 

settle with an increase of 1,500 percent. 

Gathering momentum  

The study also concludes that, as well as 

showing a systematic rise in value, the share 

price of high-sustainability companies is 

also less volatile. The profitability of the 

portfolio of high-sustainability companies 

also benefitted from the structured emphasis 

on sustainability.  In terms of the return on  

invested capital during the period from 1993  

to 2010, the high-sustainability com panies 

outperformed the low-sustainability compa-

nies by more than 60 percent: a dollar of 

capital invested in high-sustainability com-

panies was worth more than 7 dollars in 

2010, while a dollar invested in companies 

with a weaker sustainability per for mance 

was worth approximately 4.5 dollars.

An isolated message in the academic world? 

No. Researchers at Berkeley University 

reported similar findings. For their report 

Going Green: The Reaction to CSR Newswire Releases 

(2012) the researchers monitored the move-

ment in the share price of 84 companies 

that voluntarily published regular reports 

on their sustainability performance through 

the CSRwire news service during the period 

from 2000 to 2010. The resear chers surveyed 

and analysed share price movements from 

shortly before to after the publication of these 

reports. Their findings suggest that systematic 

communication about sustainability perfor-

mance moves the share price in the right 

direction. Through this approach the compa-

nies that were studied increased their market 

value by an additional ten billion dollars over 

a period of ten years.

Fundamental culture shift 

The interesting question is, of course, 

which of the many individual CSR activi-

ties is the silver bullet that pushes up the 

share price and profit of high-sustainabi-

lity companies. Is it the sustainable cost 

savings? The reve   nues derived from green 

products and services? Lower sickness 

absence? Surprisingly, the ans  wer given by 

the researchers at Harvard and LBS is ‘all 

of these things and none of them’. 

A close reading of the studies inevitably leads 

to the conclusion that there appears to be a 

“  As well as showing  

a systematic rise in value, 

the share price of  high- 

sustainability companies  

is also less volatile” 
The Impact of a Corporate Culture of Sustainability (2011)

 

Name: Herman molenaar 
PosiTioN: CFo
ComPaNy:  Vanderlande industries, supplier of  

automated material handling systems 
for baggage handling at airports, dis-
tribution centres and sorting solutions 
for parcel and postal services.

ReVeNues:  approximately 700 million euros

“many people claim that ‘sustainability is expensive’. But this  
is nonsense. sustainability is an integral component of better 
quality. if you confine yourself to making incremental improve-
ments to your existing products, that inevitably takes time and 
money. But if you implement a structured approach, you will 
see nothing but benefits. in other words, the idea that it is nec-
essary to strike a compromise between costs and sustainability 
is simply not true. at Vanderlande industries we embarked on 
this process when we started to have a nagging feeling that 
we had to address energy consumption. our conveyors were 
using a lot of electricity. But 80 percent of the energy was being 
absorbed by the friction between the conveyors and the rollers. 
By making minor improvements we were able to reduce energy 
consumption by 40 percent. To be honest, we were slightly em-
barrassed we hadn’t come up with the idea earlier.”
“after that we went to a lecture by michael Braungart who cre-
ated the cradle-to-cradle design paradigm. We were very im-
pressed and started examining what non-recyclable materials 

fundamental culture shift within companies 

that take all aspects of sustainability seriously. 

It is as if this automatically leads to more 

innovation, greater employee engagement 

and systematically higher profits. This obser  - 

vation is also consistent with the statements  

made by the top managers of the high-sustain-

ability companies. The Boston Consult-

ing Group (BCG), MIT Sloan, Mc Kinsey 

and the Carbon Disclosure Project all 

make a distinction between ‘embracers’, 

we were using in our products. We also saw it as an opportunity 
to lead the way in our industry in this respect. The emphasis on 
sustainability is in keeping with our innovation-oriented culture, 
which gives people considerable scope to pursue their own initia-
tives. We have introduced all kinds of ergonomic innovations that 
increase the user-friendliness of our systems and reduce the phys-
ical complaints reported by the people who work with them. in 
other words, the customer’s bottom line (profit) and the employ-
ee's well-being (people) go hand in hand.”

“our basic system is a conveyor: a PVC belt, rollers and a drive 
unit. PVC is the arch-enemy of C2C philosophy since it is a ma-
terial that automatically ends up in incinerators or landfill. so this 
was an excellent place to start. it was difficult to find a belt that 
didn’t contain PVC. But eventually we came across a belt made 
of recyclable polyester that was used in the food industry. unfor-
tunately, we couldn’t stretch the material taut enough to use it as a 
baggage handling conveyor. so we had to develop a new type 
of drive unit that created less friction. This resulted in a conveyor 
system with a PVC-free conveyor belt and a drive unit that only 
uses half the amount of energy. This is also very interesting from 
a commercial point of view, since our customers include airports 
and logistics services providers who are very active in the sphere 
of CsR. ultimately, sustainability delivers both customer and cor-
porate value. in our business CsR is an opportunity. Conversely, 
if you choose not to pursue CsR, you take an unnecessary risk. 
Those who fail to see that, have yet to be enlightened.”  

VanderLande Industries  
“Sustainability automatically 

contributes to increased  

customer value”

Lead feature Sustainability
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the rank and file. And in the latest BCG and 

MIT Sloan Management Review (2013) six 

out of ten of the companies identified as 

‘embracers’ say that sustainability increases 

profits, compared with less than 40 percent 

of the remaining companies. 

‘Embracers’ also seem to more actively 

extract this potential profit. In six out of 

ten cases, companies that aligned three or 

four dimensions of their business mod-

el with sustainability principles - from 

reorganising the supply chain to redefin-

ing target groups - managed to convert 

this into additional profit. More cautious 

companies that concentrated on a single 

sustainability principle achieved financial 

success in only 37 percent of cases. 

No smuggling route 

In other words, everything points to the fact 

that an integrated approach to CSR is good 

for the bottom line. But..., say the authors 

of the Harvard and London Business School 

study in their follow-up article, How to become 

a Sustainable Company, there is no such thing as 

a smuggling route to a sustainable Hall of 

Fame. Top management has to have a vision 

and must be prepared to implement sustain-

able measures even if the outcome is uncer-

tain, as nerve-racking as this might be. And, 

above all, they must be personally convinced 

there is more at stake than simply the bot-

tom line.  Ironically, this last point seems to 

escape the more reluctant companies. The 

very companies that calculate the revenues 

generated by each individual sustainability 

measure to the decimal point are the ones 

that will let the opportunity slip through 

their fingers. For strategic sustainability initi-

atives to work, there has to be interaction on 

all fronts. 

There is also another factor that is diamet-

rically opposed to the preference of many 

companies in the short term. The study re -

ports that it takes at least three years before 

intensive sustainability strategy delivers 

visible financial results. This is a long time 

if your performance bonus is paid out on 

the strength of the quarterly figures. And 

it might also explain why the number of 

companies exploiting the full potential of 

Name: marco Jungschlager
PosiTioN:  managing director
ComPaNy:   medux, care services and  

medical aids
ReVeNues:  217 million euros

“everything we do is guided by our two primary objec-
tives: to provide assistance that is optimally effective in 
helping people overcome their functional impairment 
while at the same time keeping care affordable. These 
two objectives might seem to be mutually exclusive, but 
after twenty years we know that these two aims actually 
reinforce each other and keep forcing us to be cre ative. 
From the mid-1990s onwards we started radically revis-
ing our approach by recycling most of the components 
in the rehabilitation equipment that was returned to us. 
For example, after analysing the natural behaviour of the 
users we realised that there are essentially two types of 
wheelchairs that are used in care homes: one with small 
and one with large wheels. only the assembly of the 
wheelchair is individual. so, together with a manufactur-
er, we developed a steel frame that we could use for 80 
percent of our customers. When the wheelchairs were 
returned we removed the customised components and 
separated the components into completely homogene-
ous waste streams for recycling. The steel frames are then 
used for other customers.”
“This approach reflects our firm conviction that long-term 
relationships are crucial in the healthcare industry and 
that if you saddle health insurers and healthcare buyers 

HAK 
“To achieve sustainability  

ambitions you need a close  

relationship with your suppliers”

Name:   Koos van Leeuwen 
PosiTioN:  production, technology and logistics manager
ComPaNy:   HaK, producer of preserved fruit and vegetables
ReVeNues:   90 million euros 

“our guiding principle is non-interference with the earth’s ability to reproduce. 
This was part of the company’s DNa from the start: the members of the Hak 
family were all very quality conscious. Back in the 1970s, before we even knew 
what sustainability meant, we were looking at how we could grow crops with 
minimal use of pesticides and synthetic fertiliser. Besides reducing environmen-
tal impact this also prevents residues from ending up in your products. Needless 
to say, this is the last thing we want. To achieve our sustainability ambitions we 
have to have a close relationship with our suppliers. We supply our own seed 
and have developed special programmes for agricultural practices such as the 
use of fertiliser, but quality is something we create together with our growers. 
We apply strict criteria that ensure the quality of the crops and reduce environ-
mental impact.”
 
“after a crop has been harvested we conduct a joint evaluation of all of the 
criteria and advise our growers on aspects that can be improved if neces-
sary. We also actively identify the best region to grow each crop. it turned 
out that the soil around our production facility was ideal for growing red 
cabbage. so we were able to kill two birds with one stone: we had a supe-
rior product and virtually no carbon emissions from transport. We apply the 
same principles to our production processes. energy and water consump-
tion are continuously reduced and waste flows are optimised, with waste 
being separated and recycled. only one percent of the 10,000 tonnes of 
the residual waste we produce ends up in the incinerator.”
 
“We have recently also started actively emphasising on how the consumption 
of fruit and vegetables can help in fighting obesity. We see protection of the 
environment and healthy eating as two sides of the same coin. in this respect 
we work together with the Voedingscentrum, an authority that provides consum-
ers with scientifically documented and independent information about healthy 
and sustainable food choices.”

for sustain able products, while fewer than 

half of the remaining companies made the 

same claim. A similar picture emerged in 

response to the question as to whether sus-

tainable features of existing products were 

used as leverage to reach new customers 

and markets. 

An integrated and deeply rooted vision of 

CSR appears to increase the likelihood of 

commercial success. More than four out 

of ten of the ‘sustainability leaders’ in the 

McKinsey report said that efforts to increase 

sustainability resulted in higher prices or 

more market share: three times as many as 

‘sustainability leaders’, ‘carbon performance 

leaders’ and the lesser gods. They also ada - 

mant in asserting the existence of causal 

connections between sustainable leadership 

and factors such as market share, innovation 

and profitability.  

Realigned business model

The McKinsey Global Survey - The Busi-

ness of Sustainability (published at the end 

of 2011) grilled 3,200 top managers. 

More than 60 percent of the companies 

identified as ‘sustainability leaders’ said 

their R&D budget had plenty of leeway 

“ It’s important not to 

saddle your customers  

with unnecessarily 

high costs”

Medux

with unnecessarily high costs, sooner or later you end up 
burning your own fingers. it also means that we are able 
to supply our customers with the right equipment much 
faster. over the last few years we have evolved from 
supplying medical rehabilitation equipment to supplying 
care solutions. among other things, we have created 
a training programme on fall prevention for therapists 
who work in rehabilitation centres and nursing homes. 
Besides the fact that all of the stakeholders benefit, this 
also helps to reduce the cost of care even further. The 
same conviction also results in new business models. a 
few years ago we introduced a new system that allows 
insurers to pay us a small set fee per insured person, rath-
er than a specific amount for each product we supply. 
This reduces administrative expenses for the insurer and 
saves time for the insured person. People can now call us 
directly and get the equipment they need almost a week 
earlier. and that means that they can also be discharged 
from hospital sooner.”
“our model contributes to patient well-being, helps to re-
duce the insurers’ costs and also improves the affordabil-
ity of care. it has also increased our market share: among 
other things we are now the exclusive supplier for one of 
the main insurers and several large healthcare networks.”

Lead feature Sustainability
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A great deal has already been written 
about ‘double aging’: a demographic trans
ition in which the proportion of older 
people in the overall population structure 
increases while they also reach more 
advanced ages. The effects are already 
visible  not least in the offices of pension 
funds, where actuaries are feverishly 
revising their models.

Not that there will be problems in the short term. With 

some thousand billion euros invested in pension funds, 

the current older generation in the Netherlands will be 

comfortably well-off (certainly compared with the glo-

bal average). Though one might be tempted to draw a 

parallel with the 18th century, which used money gene-

rated in the 17th century to help fund a life of leisure. 

So there are more older people and they are living lon-

ger. But older people are also healthier and more vital. 

Today’s over-75s are like the over-65s of twenty years ago. 

They are capable of and in fact are also doing far more 

than older people did a few decades ago. And the current 

government is clearly adapting their plans accordingly. For 

if there is one dominant trend, it is that in the future older 

people will have to rely more on their own resources and 

assume more responsibility for their own well-being. 

The days when pensioners moved into homes for the 

elderly almost as a matter of course are behind us, but the 

government is still the ultimate authority when it comes 

to providing for care for the elderly. However, I predict 

that this will change dramatically in the next ten years. 

Continuing to live at home for as long as possible will 

become the new reality. We will no longer see peo ple on 

talk shows complaining about their parents having to sell 

their home to pay for care. People will have pensions and 

excess equity to finance their retirement. The government 

will simply create a safety net for those who would other-

A revolution in the healthcare sector

In the future older people will have to rely more on their own  
resources and assume more responsibility for their own well-being.

wise have nothing else to fall back on. This will trigger 

a revolution in the healthcare sector in the Netherlands. 

(In neighbouring countries the majority of care for the 

elderly is already privately organised and financed, either 

by the elderly themselves or by their children.) 

How will this play out? To start with I believe residential 

care homes as we know them will cease to exist. We will 

begin to see a landscape of nursing homes for those 

who need skilled nursing care flanked by new forms 

of semi-independent accommodation that provide the 

appropriate level of support for the weaker members of 

society. More vital elders will continue to live at home 

for as long as they can. And it is also worth noting that 

a significant proportion of our housing will have to be 

adapted to enable them to do this (we need to create 

housing that can be adapted to meet changing needs 

during the course of one’s life). I also foresee segmen-

tation of the healthcare market based on income: those 

who can afford it will be able to take advantage of more 

advanced facilities than those who are dependent on the 

support provided by local authorities. Probably unde-

sirable from a political point of view, yet I suspect that 

this will become a reality. 

However, I also see opportunities, especially for inves-

tors with a long-term view, as many of the existing care 

institutions will have to adapt. The need to align their 

business model with this new paradigm is likely to lead 

to the realisation that it is no longer necessary for them 

to do everything themselves and that it would be bet-

ter to outsource non-core activities, such as catering, 

laundry and facility management. Service providers will 

meet these needs. The increasing number of older people  

also means that there will be fewer younger ones. So if 

more hands are needed at the bedside, certain services 

will have to be intelligently organised (by e-health for 

example). Another sector I would invest in without 

hesitation!

Wim de Weijer   
is a supervisory 
board member 
of PGGM,  
a consultant of 
NPM Capital and 
a supervisory 
board member 
on behalf of 
NPM Capital.

Opinion

corporate social responsibility is still relative-

ly small. According to MIT Sloan and BCG, 

a quarter of the companies in their survey 

merit the title of  ‘embracer’. McKinsey is 

even less generous: less than ten percent of 

the companies interviewed can call them-

selves ‘sustainability leaders’.  

Detrimental effect on the price

This is not to say that other companies are 

standing still. In its latest global CSR survey, 

KPMG maintains that, worldwide, seven out 

of ten listed companies are now publishing 

CSR reports. And this is true of almost all 

of the 250 largest companies. But two CSR 

reports do not make a summer and fear of 

the adverse effect on brand and corporate 

reputation was given as the most common 

(defensive) motiva tion for publishing CSR 

reports. The question is whether, in adopting 

this attitude, companies are shooting them-

selves in the foot. Today’s more knowledge-

able consumers and business customers find 

it easy to pick their way through checklists 

and post sneering remarks online about the 

emperor’s new clothes. And institutional 

investors see poor scores for ESG factors as a 

threat to long-term profit development. The 

Carbon Disclosure Project initiated by large 

investors, which scrutinises the sustaina-

bility performance of major corporations, 

now represents more than a third of world's 

invested capital. 

Private equity firms also attach more impor-

tance to the sustainability performance of 

their portfolio companies. In a recent report 

published by the UN-supported Principles 

for Responsible Investment Initiative (PRI) 

two-thirds of the 16 private equity firms 

interviewed said that poor scores for ESG 

factors had a detrimental effect on the price 

and reduced their interest in making a deal. 

When estimating the cost of meeting ESG 

standards, half considered a horizon of 3 to 

8 years or longer.

The trend of the risks associated with low 

ESG scores being factored in earlier by the 

market threatens to seriously undermine the 

effectiveness of short-term thinking in the 

near future. Companies that hope to hedge 

their bets with a handful of cosmetic CSR 

measures are likely to find themselves faced 

with falling prices on the stock market and 

in the M&A market.

NAMe:  Aart Roos    
posItIoN: Ceo
CoMpANy:   Auping, bed and mattress  

manufacturer
ReVeNues: 63 million euros

“an acquaintance of mine has a family home in the Veluwe 
region where they are still using auping beds and mattresses 
made in 1920 because they are still in excellent condition. 
The company's original intention to supply products of uncom-
promising quality forms the basis of our sustainability policy. 
in essence, auping does not believe in a disposable society. 
our decision to embrace the cradle-to-cradle philosophy on 
all fronts keeps us on our toes. as well as endeavouring to 
ensure that absolutely all of the materials we used can be 
recycled. This also means that we take excellent care of our 
staff. Who are possibly our scarcest resource.”

“We set a very high standard: Gold C2C certification for all 
of our products and for auping as a company. an open culture 
is crucial in facilitating the emergence of the innovative ideas 
needed to achieve this. Lasting inspiration and a sense of 
meaning help tremendously in this respect. This keeps people 
in a state of flow. i am a good example of this. i have a pas-
sionate concern for nature and the environment. The dynamic 
focus on sustainability made me want to work for auping.”
 
“To give you an example of how it works in practice: we rede-
signed the line that spray paints our wooden bed frames. in the 
past we lost 31 units of paint every time we introduced a new col-
our. at a certain point our staff and the supplier put their heads to-
gether because they were convinced that it could be done better. 
Now we only lose half a unit of paint every time and the change-
over time has been reduced from twenty minutes to one minute. 
This explains in a nutshell how our intrinsic motivation to increase 
sustainability leads to multi-layered success in terms of the environ-
ment, costs and commercial performance. For it is important not 
to exclude the latter. Take the auping essential for example, the 
first C2C-certified bed in the world. and it is our solution for hotels 
that want to speed up their efforts to improve their sustainability 
performance. it is simply a rock-solid business case.”

“ It is simply  
a rock-solid  
business case“

Royal Auping 

Connect with Wim de Weijer withLead feature Sustainability
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Technical innovation has led to a spectacular increase in prosperity in the West
ern world in recent decades. Urbain Vandeurzen, former CEO of LMS, believes 
technological development will continue to evolve at the same speed in years  
to come. But it is far from certain whether Europe will retain its role as one of 
the leading players. “Given the high cost structure of the European economy,  
the only solution is to be faster and more innovative than the new competitors.” 

Nobel Prize winner Andre Geim recently suggested that behind the current bank, debt and 

currency crisis there is a technology crisis. He believes there are simply not enough ground

breaking new technologies to enable steady economic growth. Do you share this view?

“I do not fully agree with this view. Anyone who adopts a more distant perspective will see that our 

economy has undergone a tremendous development in the last thirty years: we have evolved from a 

traditional industrial economy to a fully digital economy. The problem is more that digitisation has 

happened so fast that we are barely able to fathom the impact. In many areas, such as micro and nano-

technology for example, developments are still in their infancy. And there is still tremendous potential 

for development in traditional sectors. Take the automotive industry for example. Five years ago global 

players such as GM and Chrysler were on the brink of collapse. The whole industry upped its game at 

record speed and has made more progress in the last five years than in the preceding fifty! There are 

new hybrid propulsion systems, engines are far more compact, and there have been huge improvements 

in areas such as energy efficiency, CO
2
 emissions performance and intelligent vehicle safety technolo-

gies, to mention but a few. I would predict that the technology race that has been underway for decades 

will continue unabated. In 2030 the middle classes in what are known as the BRIC countries will have  

in creased by approximately two billion. Their spending power combined with scarcity will spur remark-

able innovation in numerous sectors, including infrastructure and energy, water and food supply.” 

 

Are the economies that led the way in developing technology, such as Europe, Japan and 

the US, also likely to profit from this emerging market? 

“It is possible, but we cannot automatically assume that this will be the case, as digitisation has not been 

the only cultural shift in recent decades. There has also been globalisation, which means that technolog-

ical innovation is now a global game. And given the speed of investment in new research institutes in 

the BRIC countries, the dynamics are bound to shift. More and more companies are transitioning from 

pure manufacturing to product development for the local market. These companies are now investing in 

top technology and competing in the premier league in the world market. Take the telecom sector for 

example: two of world’s five largest telecom operators are Chinese multinationals. And with revenues of 

16.1 billion dollars last year, Huawei is now the world’s largest supplier of telecom equipment. Chinese 

firms are also competing with their Western rivals in the automotive and aerospace industries and pre-

paring to grab market share in Western markets. In other words, the question is not so much whether 

technological innovation will continue to drive competitiveness and the growth of prosperity. This is 

clearly the case, now more than ever. It is more whether we in the West still have sufficient ambition, 

desire, courage, speed and scale to compete in the investment race. I believe this is now the main chal-

lenge facing Europe, the US and Japan: can we maintain our lead in the innovation race?”  

How likely do you think it is that new international players will ultimately lead the way 

in technical innovation?

“Well, Europe will soon only represent six to seven percent of the world population. This will put tre-

mendous pressure on our current market share of twenty percent of the global economy. We will have 

to fight very hard to retain our market share and, with it, the level of prosperity we now enjoy. Given 

the high cost structure of the European economy, the only solution is to be faster and more innovative 

than the new competitors.” 

Will that require more investment in fundamental scientific research? 

“The fundamental research being conducted by European knowledge institutions will increasingly have 

to compete with the research being carried out in the new growth countries. But really, the crux of 

the matter is how we convert the fruits of that research into products that that will enable us to further 

increase our market share. At the moment this is our Achilles heel, especially given the fragmentation 

here in Europe. You only have to look at the struggle over the new EU budget: few of the ambitions will 

actually be achieved and we are cutting back where we should be gaining ground.”

What do you consider to be the best course of action? 

“I am a firm believer in the value of the triple helix model of innovation, which involves cooperation 

between industry, knowledge institutions and government. Here in Belgium triple helix initiatives are 

arising around knowledge centres such as Leuven and Ghent. In the Netherlands Brainport 2020 in 

Brabant is a very good example of how it should be done: a strong university of technology is working 

with first-rate technology companies and suppliers and local authorities are facilitating initiatives. The 

whole set up is tremendously dynamic and would be valid worldwide. As far as I am concerned this is 

the model of the future, especially if we dare to think beyond our own borders and engage in broad- 

based regional cooperation. Leuven, Eindhoven and Aachen are already working together, but it can be 

done far more intensively. This kind of interaction will result in the emergence of strong clusters.”

 

In the recent past you served as Chairman of  VOKA, a network of companies in Flanders, 

and coauthored ‘Flanders in Action’, a strategic renewal plan designed to restore  

the region to a position of leadership in Europe in 2020. What advice would you give 

Belgian and Dutch companies? 

“I believe we need to implement a radically new business model based on three cornerstones which are  

talent development, international enterprise and innovation. These are key competencies. Each of which 

we need to focus on. There are too many non-innovative companies that are not sufficiently specialised 

or that create too little unique added value. This is what will really count. We will also need to extract 

more revenues from new products. To do this we have to invest more, we have to pursue more market-ori-

ented innovation and we have to do more in cooperation with others. There are three central issues that 

companies need to address. One: Are you innovative as a company and can you differentiate your offering 

through innovation, with new technology, new business models and/or process innovation or by tapping 

new markets? Two: Are you willing to surpass your original goals and engage in open innovation by ope r-

ating in partnership with knowledge centres and partner companies, in order to create a kind of ecosys-

tem that is greater than your present operation? And three: Are you prepared to make choices? Because 

you cannot be good at everything. That’s the advice I would offer companies now doing business.”

Who is  
Urbain  
Vandeurzen?

Innovation

Dr. ir. Urbain Vandeurzen 

studied mechanics at the 

University of Leuven.  

He co-founded and later 

served as CEO of the 

spin-off company Leuven 

Measurement Systems 

(LMS), which started out as 

a niche player and became 

the global market leader in 

simulation and testing 

software for the mechanical 

industry in three decades. 

Vandeurzen is now chairman 

of the independent 

investment company Gimv.
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Johan terpstra is involved in 
Kiwa, an international quality 
certification organisation, as  
a member of the NPM Capital 
Investment Team. 

Why  
we invest  

in ... 
Johan Terpstra

Kiwa is an international quality certification organisation that specialises 
in what is known as the TIC sector (the provision of testing, inspection 
and certification services). It has offices in ten countries and operates 
in fifty countries. There are several reasons why we consider Kiwa to 
be a good company to invest in.

a quality certification organisation

Firstly, Kiwa has established a strong and stable position in specific niche markets that require 

highly qualified personnel, accreditation and an excellent track record. The company also has 

potential in terms of market development. We are confident that there is further scope for 

organic growth given the increasingly important role of certification in international trade: 

consumers and regulators want to be able to rely on the quality of products and services, 

especially if they are supplied or provided from other countries. Certification also plays 

a key role in increasing transparency in the supply chain, which is of growing relevance 

in the world of outsourcing. Testing and certification are also essential prerequisites when 

introducing new innovations to the market.  

In other words, several dominant trends lead us to conclude that there is scope for organic 

growth. And this conclusion is strengthened by the fact that, at the moment, certification is 

generally supervised by (semi-)government agencies, since we anticipate that the government 

will withdraw and outsource these activities to (accredited) market participants. 

Apart from this, there is also the fact that Kiwa has proved itself capable of successfully 

implementing a buy-and-build strategy through developing activities in adjacent niches 

(certifying not only bricks but also roof and facade elements), initiating activities in the same 

niche in other countries, and establishing a foothold in new niche markets (assessing quality 

management systems in accordance with the guidelines published by HKZ, an expertise 

centre specialising in harmonisation of quality assessment in the healthcare sector, is an 

example of the latter).

Lastly Kiwa is led by a strong and committed management team that has a clear vision of the 

future of the company and is more than capable of meeting the current business requirements. 

A management team that is delivering excellent financial results, maintaining a high cash 

conversion ratio, ensuring recurring business and faced with few cyclical challenges. 

As the Investment Team Member responsible for Kiwa I would also like to add a short note: Kiwa 

is one of the certification institutes behind the development of the CSR Performance Ladder - the 

certification standard for CSR. This is of further added value for NPM, for as a long-term investor 

we attach considerable importance to effective (and transparent) assurance of the sustainability 

and Corporate Social Responsibility performance of our portfolio companies.

Trust 
Csilla Klenyanszki©

Courtesy:  

Kahmann Gallery

Connect with Johan with



From this summer onwards the private equity and venture capital industry will be  

more tightly regulated by the Dutch Authority for the Financial Markets (AFM) and  

De Nederlandsche Bank (DNB) (the central bank of the Netherlands). Hedge funds and 

private equity funds will be required to comply with the Alternative Investment Fund 

Managers Directive (AIFMD), which will take effect in 2014. In addition, this will apply to 

the high degree of self-regulation traditionally exercised by the sector, as exem plified 

by the fully revised version of the EVCA Handbook - Professional Standards for the  

Private Equity and Venture Capital Industry.

Act in fairness

2120

Read the eVCa Handbook with
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In recent years EVCA and NVP have devoted 

considerable energy to developing their own codes 

of conduct and detailed guidelines and supporting 

global initiatives. The EVCA Handbook - Professional 

Standards for the Private Equity and Venture Capital Industry is  

a good example. According to Claire Wilkinson,  

the chair of the EVCA Responsible Investment 

Workgroup (and General Counsel at MVision), in 

pub lishing the Handbook the association aims to 

promote ethical and professional standards within 

the industry through insisting on the principles of 

sound gover nance, transparency and accountability. 

The Hand book is unique in the sense that it was 

drafted with the inclusion of guidance from both 

General Partners (private equity fund managers) 

and Limited Partners (their investors). This means 

that it is widely supported. And this broad-based 

support also has a positive impact on external 

parties, including national governments and their 

regulators. 

Readily applicable in practice

As well as being partly redrafted, the Handbook also 

contains a number of existing guidelines, some of 

which have been revised. These include the IPEV 

Investor Reporting Guidelines and the IPEV Valuation 

Guidelines, which set out procedures that market 

participants are required to follow in order to ensure 

fair and transparent reporting and valuation. In 

addition to these guidelines EVCA and NVP have also 

maintained their own codes of conduct for many 

years, both of which were extensively revised in 

2008. Adherence to these codes is mandatory for all 

members on pain of expulsion.

The authors have ensured that the code of conduct 

set out in the Handbook is readily applicable in 

practice: there is a commentary on the code and an 

extensive Q&A section that offers guidance on the 

application of the code, with examples from practice.

According to Felix Zwart, a policy advisor at NVP, 

the Handbook is the ethical guideline for profes-

sional relationships between private equity firms, 

their investors and the companies in which they 

invest. Zwart: “The code of conduct is intended 

to maintain the integrity of transactions, prevent 

conflict of interests, and ensure that agreements are 

met, confidential information is protected and the 

overall interest of the sector is placed above personal 

interest. Most of the regulatory authorities in Europe 

attribute considerable importance to these elements 

in their assessment.”

Greater transparency

While at this point it is still too early to assess the 

effect of the new Professional Standards in prac-

tice, Zwart emphasises that it would be unrealistic 

to assume that the possibility of errors can now 

be ruled out. Zwart: “The Handbook is a first step 

towards more structured thinking on how to provide 

greater transparency for investors and regulators 

and how to increase the financial stability of deals. 

In retrospect you could argue that some deals were 

not good deals and that reckless investors failed to 

observe the principle of ‘act in fairness’. On the other 

hand, the primary aim when negotiating a deal is to 

grow revenues and increase profitability, with a view 

to floating the company for example. No private equity 

investor is out to strip a company bare: that would 

be in conflict with their exit strategy and it would 

also lower the return promised to the investors. We 

all know examples of deals that we can look back 

on and think people should have known better, but 

there is no way of knowing whether the outcome 

would have been any different if the Professional 

Standards had been applied. Besides, many deals  

are considerably more complicated than the media 

generally suggests.”

Zwart believes that at this point the Handbook will add 

value primarily by helping to create a certain mindset 

- mainly among investors and companies seeking 

capital. According to him, they will come to consider 

it a necessity to do business with parties that apply the 

Professional Standards. It is simply a matter of time.

Zwart also anticipates that guidelines on environ-

mental, social and governance (ESG) assurance and 

reporting will be added to the Handbook in due 

course. Speaking of this, he says: “Sustainability is 

integral to value creation: it is something you add to 

your companies. And effective management of ESG 

risks and opportunities is increasingly seen as proof 

of sound management, which enhances the saleabil-

ity of portfolio companies. So we are convinced that 

certain basic standards that address ESG aspects will 

be introduced across the sector in the near future.”

Background

NPM’s own  
Code of Conduct 
it goes without saying that as a professional 

private equity investor NPm adheres to the 

codes of conduct specified by eVCa and NVP. 

in addition to this NPm has also drawn up its 

own code of conduct, which, according to its 

legal counsel, Carla van Beek, is essen tially  

a set of “previously unwritten rules that outline 

what we consider to be acceptable and unac-

ceptable.”

in addition to these do’s and don'ts, the NPm 

Code of Conduct also sets out the firm’s core 

values, which Van Beek describes as “the DNa 

of our organisation: these values are what 

we stand for as a private equity firm and they 

determine our conduct as a market participant.”

NPm is unique in that it has also described all 

of the primary business methods and decision- 

making processes involved in investing in, 

managing and selling portfolio companies. as 

well as introducing a certain level of uniformity 

and standardisation in terms of the overall 

approach, this also ensures legal compliance. 

Contrary to what is often thought, the private equity and venture 

capital industry is not dominated by unscrupulous young brokers and 

cowboys. This much is evident from the fact that the European Private 

Equity and Venture Capital Association (EVCA) and the Dutch equiva-

lent (NVP) have almost 1300 and 70 members respectively. These two 

organisations have been promoting the interests of all segments of the 

private investment sector, from seed and start-up capital to large 

buyouts, and the interests of investors, since the 1980s: EVCA in Europe, 

NVP in the Netherlands, and the two acting jointly where interests 

overlap. As well as serving as the first contact point for stakeholders such 

as investors, entrepreneurs and government agencies, EVCA and NVP 

also conduct market research (sometimes jointly) and organise educati-

onal programmes and network activities.
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Accra

For years, Ghana has been 

regarded as one of the more 

stable countries in West 

Africa, both in terms of its 

economy and politics. The 

country has also achieved 

enviable economic growth, 

partly thanks to the discovery 

of new oil fields just off its 

coastline. Future oil income 

will undoubtedly stimulate 

investments in large, infra-

structure projects and this 

will also provide opportuni-

ties for foreign investors and 

companies. Large private 

equity funds such as the 

Carlyle Group have substan-

tially expanded their interests 

in Africa over the past few 

years as a result of increased 

demand for raw materials 

from China. At the end of last 

year, the Irish musician Bob 

Geldof also announced the 

creation of an investment 

fund for Africa. This 8 Miles 

Fund will be managed by 

private equity expert Mark 

Florman and will primarily 

invest in telecoms, the 

financial sector, consumer 

goods, infrastructure and the 

agro-industry. The underlying 

aim is to create jobs in Africa, 

raise incomes and thus reduce 

poverty. The intention is that 

the fund will, in turn, be 

followed by other investors.

The capital of ... Ghana

Sources: emergingafrica.nl, avca-africa.org
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Finding the right 

balance between 

screen and counter

Last year an estimated 11 million Dutch 

e-shoppers spent a total of almost ten 

billion euros online. An increase of ten 

percent in relation to the previous year, 

despite the one percent decrease in total 

retail sales. Online retailers such as bol.com,  

Zalando and Coolblue are seeing unpre-

cedented growth and Dutch consumers 

no longer have any aversion to buying 

online.

Yet the same consumers still spend 73 bil-

lion euros at conventional retail counters 

and checkouts. Supermarkets, chemists 

and specialist food stores are still the 

dominant shopping choice for everyday 

essentials. And also when making more 

occasional purchases, many consumers 

still want to be able to feel, smell or test 

a product before making up their mind 

and settling the bill. Besides, going to a 

shopping centre is more fun than sitting 

in front of a screen and conducting a 

routine online search.

Retailers are adjusting to this new reality 

and are increasingly combining several 

sales channels. Department stores, specia-

list shops and supermarkets are opening 

online stores in addition to their physical 

retail outlets - a process referred to in 

the retail industry as ‘bricks and clicks’. 

“It is essential for modern retailers to 

have an online presence, especially  

when it comes to things other than 

daily essentials. In 70 percent of cases 

consumer choice is influenced by what 

is presented online,” says Cor Molenaar, 

Professor of e-Marketing at Erasmus 

University in Rotterdam. And he believes 

this is especially true during the orienta-

tion phase, when consumers are seeking 

information about prices and products, 

even if they eventually decide to buy at a 

regular store.

Virtual showrooms
Aart Roos, CEO of bed manufacturer 

Auping, acknowledges that this is the 

case. “Almost all of the customers who 

come into our stores have first done 

some research online,” says Roos. “Our 

website plays an important role in acting 

as an online showroom for potential 

customers who want to be able to view 

an inspiring range of products with 

transparent pricing 24/7.”

The customer can also make the actual 

purchase online: Auping is preparing to 

open an online store later this spring.  

Yet Roos is confident that offline will 

continue to play a key role in the 

purchase of items that are used for many 

years, such as a high-end bed. “Once 

potential customers have had a look 

online and decided what they want, they 

visit one of our Auping Plaza stores or 

shop-in-shops in the large home fur-

nishing stores for additional advice and 

'touch and feel'.”

The traditional retail trade appears to be engaged in a fight 
to the death with fast-growing online retailers such as bol.com, 
Zalando and Coolblue. Is online the way to go to rid the streets 
of vacant retail units, or will online stores also need to create a 
physical presence and customer collection points to consolidate 

their success? The truth lies somewhere in between. 

Current trends
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Specialist bicycle retailer Hans Struijk fol-

lows a similar approach. Its twelve stores in 

the Randstad conurbation in the west of the 

Netherlands are supported by a website and 

a distribution centre that is able to supply a 

far wider range of bikes and parts, mainly 

through the stores. Cycling enthusiasts can 

do some initial research online, reserve the 

items they want to purchase and collect 

them from the nearest store.

And even for products that lend themsel-

ves to online marketing and sales more 

than others, such as the leisurewear and 

camping equipment sold by outdoor spe-

cialist Bever, consumers still like to go to 

a store. Sometimes they need advice when 

purchasing more complex products. But 

they often go to the store simply because 

that’s where the adventure begins. Bever 

always offers its e-shoppers free delivery to 

a home or work address, or to one of 36 

stores, and free returns.

Click and collect
These retailers use their physical outlets 

to support their websites. And they are 

not alone: several large department stores 

and fashion retail chains have launched 

multi-channel initiatives in recent months. 

Customers who shop at HEMA can now 

order a wide range of books online and 

collect them from their local store. The 

online arm of the V&D department store 

offers a Collect and Return service at its  

stores and at the roadside restaurants  

operated by its subsidiary, La Place. C&A  

has also introduced a similar Click and Col-

lect service in Germany and is expected to 

roll out the concept in the Netherlands in 

the foreseeable future.

Conversely, at the other end of the spec-

trum, more and more retailers that started 

out as online-only operations are also ope-

ning physical stores: partly to show their 

products, but mainly to provide a collec-

tion service, for many online retailers are 

struggling with delivery. Courier delivery 

services are expensive, especially since they 

often have to collect a considerable number 

of products that customers want to return. 

Approximately half of all of the products 

ordered from Zalando are returned and, 

according to Molenaar, up to 65 percent 

of the women’s fashions bought online are 

returned. And customers are increasingly 

less inclined to hang around at home wai-

ting for a delivery, or to come home and 

find a note announcing that they missed a 

delivery while they were out. 

So it makes sense for online stores to look 

for physical distribution outlets from which 

customers can collect their orders and 

where they can drop off items they want to 

return. Wehkamp uses DHL’s 800 Service-

points, Coolblue uses the 2000 PostNL 

offices and H&M and Neckermann use the 

rival Kiala network. Now that bol.com has 

“ Retailers can increase their profits by 
offering a well thought-out combi nation 
of online and offline services” 
Cor Molenaar, Professor e-Marketing Erasmus University Rotterdam

been acquired by Ahold, the company is 

using the stores owned by its sister com-

pany, Albert Heijn, as customer collection 

points on an experimental basis. 

This kind of collection service might also 

create new possibilities for Albert Heijn. 

The leading supermarket has been delivering 

groceries ordered online for years. And the 

company has undoubtedly gained a great 

deal of experience in operating its own deli-

very service, but it has not seen significant 

market share or profit growth. With the 

introduction of an in-store grocery collecti-

on service this may change. The DekaMarkt 

supermarket chain offers this service, which 

had already been introduced by successful 

Belgian supermarket chains such as Colruyt. 

Customers fill their baskets online then collect 

their shopping from the store. ‘DekaDrive’, 

as the concept has come to be known, might 

not save the trip to the store, but it does save 

the search through the aisles. 

The conclusion seems to be that an online 

presence is an essential weapon in the battle 

for consumer preference. Yet, at the same 

time, physical stores provide visibility and 

enable direct contact and efficient distribu-

tion. So each retailer has to determine the 

ideal mix depending on their position in the 

market, their product range and their custo-

mer base. The decisions retailers make in this 

respect will undoubtedly be a key factor in 

their commercial success in years to come. 

Current trends

  Best of both worlds  
according to Cor molenaar, retailers can increase their profits by 

offering a well thought-out combination of online and offline services. 

He points out that a website can display a wider range of products 

than a store. and products can be demonstrated and presented to 

great effect by professionally produced videos - something that he feels 

could be exploited to a far greater extent. The website can direct con-

sumers who do not purchase online to a store where the version of the 

product they want will be waiting for them. if consumers do proceed to 

purchase online, centralised order picking, invoicing and dispatch can 

be organised cost-effectively on a large scale.

a physical store presents an attractive physical display that can en-

hance a company’s image and reputation. an impressive presence on 

the high street attracts consumers to the website and stores also serve 

as attractive distribution outlets by offering a reliable and relatively 

inexpensive collection and return service that is appreciated and often 

expected by many consumers. according to molenaar, delivery to 

a home address could be an occasional luxury for more expensive 

products, or arranged in exchange for a (sizeable) fee.

29
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Rowing 
against 

the tide
The ‘Nederlands Blazers Ensemble’, or NBE for 

short, is the left-wing of the Dutch music world. 

This ‘permanent occasional ensemble’ has been 

per forming for more than half a century, despite 

the fact that it does not have its own concert hall, 

conductor or standard repertoire. On the other 

hand it does have an unassailable reputation, a 

large crowd of loyal fans and an unusual talent 

for securing additional funding. “When it comes 

down to it, we are simply doing business.”

Culture see the NBe calendar of events with  
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It is the day after the public rehearsal of the 

ensemble’s new performance (‘Oost West, Thuis niet 

best’, translates as ‘East, west, home’s (not always) best’) 

and Niek Wijns and Bart Schneemann, the business  

manager and artistic leader of the ensemble, both 

look a little tired. Yet at the same time they are clearly 

delighted that this latest performance, which, as usual, 

is very different from more conventional concerts 

(among other things the wind musicians perform 

with asylum seekers from various asylum seeker 

centres) once again managed to attract a full house. 

The Netherlands Wind Ensemble is no ‘ordinary’ 

orchestra. The wind musicians are not employed: 

they are selected to create a unique musical ensemble 

for each project and paid accordingly. NBE does not 

have its own concert venue: its performances can 

be staged at almost any venue. “You might have 

noticed that we talk about performances rather than  

concerts,” says Schneemann. “We play music of a very  

high calibre, but the theatrical aspect and performing 

with musicians from very different cultures are also 

an important element. You could say we are classical 

music 2.0.”

The ensemble only has a few pieces in its permanent 

repertoire. Mozart’s famous Gran Partita is one of 

them. But most of the pieces in its repertoire are 

arrange ments of existing works written especially 

for NBE and new compositions. Every year NBE 

commissions young composers to write new works.

Sense of crisis

A government subsidy covers approximately 40 percent  

of the ensemble’s annual budget of almost two 

million euros. This means that every year NBE is 

faced with the task of securing the majority of the 

funding needed to keep the ensemble going. “There’s 

nothing wrong with that,” says Wijns. Enterprise 

is an essential component of the NBE DNA.  

“The subsidy is a basic contribution that enables the 

ensemble to stay afloat,” says Wijns. “Yet it is quite 

possible that it will be reduced in years to come. 

This will force us to be more creative than ever in 

approaching individuals and companies that are 

keen to support us.”

So Wijns has other irons in the fire to boost the reve-

nues derived from ticket sales for performances (NBE 

performs seventy to eighty times a year). There are the 

Friends (‘Lotgenoten’) of the ensemble, a group of 

approximately one hundred private individuals who 

donate 1250 euros to NBE every year, possibly taking 

advantage of the tax benefits provided by the Gift and 

Inheritance Tax Act. Wijns: “They are a very special 

bunch of people, from very different backgrounds, 

all very committed to supporting the ensemble. There 

are also many professionals who offer solicited and 

unsolicited suggestions and often also provide services 

for NBE free of charge. We organise special evenings at 

special venues for these people several times a year.”

So-called corporate guest evenings are another source  

of income. Companies can buy a table and their guests 

are treated to an evening of culinary and musical 

excellence. Wijns: “It’s a successful concept. Though 

“ These days, musicians 
also have to be able to 
market themselves, come 
up with concepts, act as 
an organiser and do their 
own bookkeeping” 
 
Niek Wijns, Business Manager of the Netherlands Wind Ensemble

I notice that, at the moment, many companies are 

gripped by a sense of crisis and are inclined to avoid 

anything that smacks of extravagance.” NBE also 

performs at celebratory events, such as the evening 

hosted to mark the merger between Royal Haskoning 

and DHV last year. Schneemann: “We spend a lot of  

time planning events like these and hold a series of 

preparatory meetings. Then we create a special pro-

gramme that depicts the coming together musically.”

Own steam

In addition to these kinds of initiatives NBE also tries 

to find sponsors for specific projects. Yet, despite 

its efforts, there is never a cornucopia. Wijns: “We 

never make an annual profit. All of our revenues 

are reinvested in the product. And by that I mean 

the programmes. We run this whole circus with a 

very small staff of an average of six FTEs from a very 

modest office. When it comes down to it, we are 

simply doing business: we keep trying to find new 

ways to make it work financially.”

Apart from their desire to ‘create wonderful pro-

grammes for the public’ Wijns and Schneemann 

have several other things on their wish list. There 

is Young NBE: an institute that consists of talented 

conservatory students who undergo a rigorous 

selection process before being admitted to the 

NBE youth team. Schneemann: “As well as having 

outstanding musical talent, they also have to be able to 

think theatrically and improvise. Unfortunately this  

is not something they are taught at a conservatory. 

We coach these young musicians and give them a 

chance to gain experience of being on a podium 

Culture
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where possible. It’s a knife that cuts both ways. NBE 

has to keep renewing itself, so we are keen to have a 

pool of outstanding musicians that we can draw from.” 

Wijns: “And possibly even more importantly: we 

teach them the approach adopted by NBE. Today 

young musicians have to be a figurative one-man 

band, as well as being able to play exceptionally well, 

they have to be able to market themselves, come 

up with concepts, act as an organiser and do their 

own bookkeeping. In other words, the approach we 

adopted from the start is now more essential than 

ever: you simply have to do everything under your 

own steam. We would like to invest more in these 

young musicians, but that means that we also have 

to find the funding for it.”

Unassailable brand

Schneemann and Wijns are well aware that the 

unusual setup and approach adopted by NBE rule 

out the possibility of travelling more commercially 

viable paths. NBE cannot and does not want to boast 

connections with ‘big-name conductors’. Unlike the 

symphony orchestra that plays at the Concertgebouw 

in Amsterdam, it does not have a spectacular concert 

venue that attracts audiences all by itself. It is not 

even famous for a certain type of performance. 

Nevertheless, the NBE ‘brand’ is unassailable, says 

Wijns. “People come to our performances simply 

because they are interested to see what we are doing. 

It matters to us that we are able to forge incredibly 

rewarding connections through the niche we have 

created for ourselves. We do this not only in a social 

sense, as with our latest performance, but also 

between top local musicians and local businesses, 

both in the Netherlands and increasingly in other 

countries. Now more than ever before we have to 

keep rowing against the tide to keep doing what we 

did in the past - and more. Among other things this 

means that we have to say loudly and clearly to the 

public and the corporate world: ‘We need you to 

keep supporting us, because we can’t survive with-

out you.’”
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Wawoe, who resigned from his position in 
the ABN Amro HR Department because 
he felt the bonuses paid by the bank were 
excessive, uses this as an example to illustrate 
the effect of different remuneration systems. 
He believes that making the managers part 
owners of portfolio companies is a good way 
to prevent the management from taking 
undue risks or simply concentrating on 
their own portfolio. “This is where listed 
companies often get it wrong,” says Wawoe. 
Nevertheless, the remuneration packages 
offered to the existing management of 
companies acquired by private equity firms 
are open to review. Among other things it is 
important to consider whether they continue 

Belief in  
the motivational  

power of ownership
Now that many companies remain in the hands of private equity investors for 

longer, it is important to examine whether the remuneration packages 

currently being offered are still effective. How do you ensure that  

the managers at the top genuinely throw in their lot with  

the fate of the company? “Managers who are made  

part owners tend to be far more motivated.”

Report

Remuneration consultant Kilian Wawoe 
begins with an anecdote. “I was recently on 
a flight from Curacao to the Netherlands. 
A banker, a former colleague from my time 
at ABN Amro, was sitting in business class. 
Since I had to pay for the flight out of my 
own pocket, I was flying economy class. If 
the sale value of the bank had a significant 
bearing on the banker’s pension, he would 
also have bought a cheaper ticket. The 
remuneration systems employed by banks 
provide little incentive to minimise costs. In 
the world of private equity, where managers 
are also shareholders, there is a clear 
incentive. “Besides, he says with a smile, it 
wasn’t that hard to make do for eight hours.”

3736
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to provide adequate incentive if a company 
remains in an investment portfolio for more 
than five years or so. Then there is also the 
fact that end investors, such as pension 
funds, sometimes question the extent of the 
remuneration. These investors have to be able 
to explain the millions paid to the manage-
ment in the event of a successful sale to their 
members.
Few studies have been done on the remunera-
tion systems employed in the world of private 
equity. “It is difficult because the data is not 
published,” says Peter Roosenboom, Professor 
of Private Equity at the Rotterdam School of 
Management. “However, we do know that 
part ownership by the management plays a 
greater role in private equity than in listed 
companies. It creates a different dynamic. 
The carrot dangled before the management is 
the prospect of the sale of their shareholding, 
rather than a sizeable salary. The stick is the 
risk that they stand to lose their job if they 
fail to generate sufficient cash flow.”

Increasing commitment
The way that private equity investors struc-
ture their remuneration packages differs from 
one situation to another, but the manage-
ment is almost always required to hold a 
share in the company. “Each private equity 

firm has its own style,” says Bert van Loen, 
Talent and Rewards Director at Towers Wat-
son, an HR company. “The approach they 
adopt depends on the extent of their belief in 
the motivational power of ownership.”
Before purchasing a company acquisition 
funds generally scrutinise the existing remu-
neration structures very carefully. “Sometimes 
all kinds of mechanisms are activated by a 
change of control. As the acquiring party you 
need to be aware of all of the ramifications,” 
says Bert’s colleague, Ferry Kooijman, Exec-
utive Compensation Consultant at Towers 
Watson. He believes that when considering 
an acquisition the most important thing 
to discuss is the involvement of the man-
agement as a minority shareholder. “The 
acquiring party will also determine which 
employees are regarded as being crucial to  
the company and therefore have to be 
retained. In the case of a medical company 
for example, employees who know all about a 
medicine that is still in the pipeline are vitally 
important,” says Kooijman.

According to Van Loen, in the Netherlands 
acquiring parties usually want the existing 
management to stay on. “To increase the man-
agement’s commitment to the company they 
are encouraged to make a substantial invest-
ment in the company,” he says, “the equiva-
lent of a few annual salaries. The prospect of 
investing is sometimes made more attractive 
by providing loans and offering a discount on 
the share price. The management usually gets 
to keep any shares they already own.” 

Pot of gold
The managers at the top must genuinely 
throw in their lot with the fate of the com-
pany. “So it is also important to know about 
the personal situation of the board members,” 
says Onno Sloterdijk, Head of Private Equity 
at KPMG. “The investment they make in 
the company should represent a substantial 
portion of their personal assets. Sometimes 
this is not possible because the founders of 
the company are so affluent that they could 
buy back the company if they wanted to.”
When reaching an agreement the investors 
and the directors of the acquired company 
both need to think about the implications of 
the company subsequently changing hands. 
“If some of the management will be required 
to stay on this can be taken into account 

when preparing the remuneration package. 
For example, there can be an agreement that 
only some of the shares will be cashed in in 
the event of a sale,” says Sloterdijk.
According to Tom Hilgers, a remuneration 
consultant at the Hay Group management 
consulting firm, it is essential to be very 
precise when negotiating a remuneration 
arrangement. On the one hand the new 
owner wants the management to substantially 
increase the value of the company. Yet on the 
other hand they do not want the manage-
ment to take irresponsible risks. These two 
objectives are diametrically opposed. Hilgers: 
“An overly aggressive remuneration package 
increases the likelihood of risk-taking or even 
irresponsible behaviour.” 
The prospect of a pot of gold in the event of 
a successful sale is set against severe penalties 
if things do not go well. “If the company fails 
to meet cash flow targets, the private equity 
firm may send the management packing,” 
says Sloterdijk, “in which case managers will 
only receive a portion of the eventual growth 
in value of their shareholding.”
If investments are underwater, dismissal is a 
heavier penalty, because it means that part of 
the investment goes up in smoke. “In such 
a situation the majority shareholder has to 
consider the risk involved. A director will 
go to great lengths to still meet the criteria,” 
cautions Hilgers.

Reactive
Remuneration consultants generally believe 
that a large sum of money is a poor way of 
motivating people. “A higher hourly rate 
might work well for a shelf stacker, but it is 
not the best way to get a doctor, teacher or 
CEO to work harder. These people usually 
already work very hard,” says Wawoe. “Mana-
gers are likely to be far more motivated by  
the fact that they are part owners.”

Acquisition by a private equity firm also 
involves other aspects that have nothing to 
do with money. “Price is important, but 
there also has to be a good fit between the 
senior management and the partner at the 
investment firm,” says Sloterdijk. “Not only 
that, the new owner sometimes possesses 
unique knowledge and has other companies 
in its portfolio that could be possible 
customers.”
Hilgers also believes that a private equity 
fund often has more to offer than simply 
an interest in the company. “A fund that 
is prepared to commit to ownership for a 
longer period will be less reactive than a 
fund that wants to cash in its investment in 
the next three years. A fund with a longer-
term outlook will not immediately panic if 

the figures are occasionally disappointing. 
The management will inevitably feel more 
comfortable with this kind of approach than 
with an owner who starts firing people  
the minute the cash flow is below par.”
It is important that the management feels 
that it is a part owner when the company 
subsequently changes hands. This is 
confirmed by Jan Willem Baud of NPM 
Capital. “At this point managers usually 
sell some of their shares and continue to 
hold some as an investment. In the case 
of investments with a longer horizon we 
often ensure that after five to seven years 
the management can cash in part of their 
shareholding, which will have appreciated in 
value. This seems to work well in practice.” 

“Managers are likely to be far 

more motivated by the fact 

that they are part owners”

Report
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Was …
…  a successful designer and art director at advertising 

and design agencies, and later a successful inde-

pendent advertising illustrator, famous even then 

for his superrealist style. Many of the images in the 

work he produced at that time look as if they were 

photographed rather than painted. 

Is …
…  a self-taught painter. He works in oil on panel,  

and sometimes in oil on canvas or paper. 

Lives and works …
… in the department of Lot-et-Garonne in France. 

Is fascinated by …
…  the way Vermeer used light in his work. In recent 

years he has increasingly developed his own unique 

style, which can be described as ‘figurative realism’ 

- still-lifes in which traditional compositions are given 

a contemporary twist through the use of colour, 

composition and the choice of objects.

Uses …
…  for his compositions: old pots and enamel contain-

ers picked up at flea markets, jumble sales, car 

boot sales and antique shops combined with fresh 

products from the local market: onions, plums, 

lemons, bread ... And space. 

Paints with … 
…  sable brushes and small palette knives (indispen-

sable).

Represented by ...
...  Galerie Lieve Hemel, Amsterdam  

www.lievehemel.nl and www.bernardverkaaik.com.

Operational Excellence When applied to business management the idea of Operational 

Excellence is primarily concerned with cost savings, efficiency 

and economies of scale. But in this section it is applied in 

reference to professionals who excel in their area of expertise 

and quite literally display excellence in their daily operation. 

In this edition of Capital we look at the breathtaking eye for 

detail demonstrated by the painter Bernard Verkaaik.

 

2011-White enamel-100x150 cm

Photography: Mick Bunby

Operational Excellence

View more of Bernard Verkaaik’s work with
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Diesel is relatively cheap and is therefore a popular fuel in the trans-

port sector. A diesel engine, however, emits relatively high levels of 

damaging soot particles and nitrogen oxides. Innovation in the vehi-

cle industry is therefore focussing on reducing these emissions.  

Ten years ago, Prins Autogassystemen recognised opportunities for 

lorries to replace polluting diesel with cleaner alternatives, such as 

LPG or natural gas. The prerequisite for this shift was that the alter-

native could not be more expensive; those who innovate must also 

remain realistic according to Prins’ director Bart van Aerle. Or, in 

other words: his company’s discoveries could be as environmentally- 

friendly and appealing as they liked, if the vehicle manufacturer or 

users were burdened with higher costs, they would not be prepared 

to participate.

In a relatively short period of time, the company developed a system 

for mixing LPG or natural gas with diesel. The initial tests, however, 

were not a great success. Lorry engines are technically complex and 

are specifically designed to run on diesel. A new innovation, based 

on passenger vehicle technology, however, seemed to work much 

better. Van Aerle: "With this new Dieselblendsystem, it is possible to 

precisely calculate the length of time (milliseconds) that the LPG or 

natural gas must be injected in order to obtain the same amount of 

energy as if the lorry was running entirely on diesel.”

Hydrogen 
During combustion, both LPG and natural gas generate less CO

2
 per 

driven kilometre than would be the case for lorries running entirely 

on diesel: 10 to 13% less with LPG and up to 20% less with natural 

gas. This is a significant reduction but the combustion process still 

releases carbon dioxide. Prins Autogassystemen is therefore working 

on further improvements to the emission performance of vehicles. 

Van Aerle: “We are trying to further optimise the mix of diesel and 

LPG or natural gas so that lorries can become more cost-effective 

and cleaner. The next step is to mix hydrogen with natural gas and 

possibly other biofuels. I am convinced that, in the long term, it will 

be possible to develop a system with zero emissions.”

The Dieselblendsystem is now also being used for smaller transport 

lorries. The system, however, is still too expensive to be used in pas-

senger vehicles. Van Aerle: “An average consumer must be able to 

recoup costs within two years. This is not yet achievable.” This does 

not, however, detract from the fact that there are huge opportunities 

for the Brabant manufacturer. Prins, for example, has recently entered 

into a collaboration with Dangote Group from Nigeria, a conglom-

e  rate that works on freight transport, food and cement production. 

Within this West African country, with its enormous oil reserves, 

Dangote would like to use the natural gas that is released during the 

extraction of oil as a fuel for its own fleet of around 5,000 lorries. Prins’ 

Dieselblendsystem is therefore a genuine achievement as it enables 

gas that is normally simply burnt off to be valorised, with a reduced 

environmental burden as an added bonus. An additional advantage is 

that the alternative fuel is also harder to steal, a practice that is rife 

in Nigeria. 

Education
 “Nigeria is a completely new country for us,” says Van Aerle. “There 

are no facilities and there is a lack of expertise; in short: we recognise 

this will be a real task for us. We are currently working with Dangote 

on an education programme that teaches local system builders how 

to convert lorries so that they can also run on a mixture of diesel 

and natural gas. The infrastructure is being laid by both Dangote and 

the local government. The reality is that the market of the future lies 

on the African continent. The economy is growing very rapidly as a 

result of oil income. Some of the natural gas that is obtained during 

oil extraction is still burnt off but it can also be captured. Why would 

you opt to lose it if it can be used to make lorries more economical 

and cleaner?”

Driving on  
(flare) gas

Within the motorised vehicle industry, co2 emission reduction and cost reduction seem to be tWo incompatible 

concepts. an innovation from the eindhoven-based company prins autogassystemen, hoWever, is contributing 

toWards environmental objectives as Well as reducing fuel costs. the dieselblendsystem from prins is already 

providing significant co2 reductions and, in time, the company is aiming to create a zero-emission-system.

The Eindhoven-based company Prins Autogassystemen develops top quality systems 
which enable vehicles to run on alternative fuels. The aim is to reduce emissions of 
greenhouse gases and achieve cost savings. The company develops ideas on the basis 
of its own initiative and as a result of requests from industry. The Dieselblendsystem is 
one of Prins’ products. For more information: www.prinsautogas.com

Current trends

Read more about Prins autogassystemen with
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When  
investing in 
modern  
photography, 
buy with  
your heart
(and from the right source)

View the Kahmann Gallery photo collection with
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Collection

“In 1979 I started working as designer for the Total 

Design agency in Amsterdam. One of my first tasks as 

Anthon Beeke’s assistant was to help him put together 

a book about the photographer Ed van der Elsken. 

In other words, I got to handle a lot of photographs 

during those first few months and eventually bought a 

photograph by Van der Elsken for 25 guilders. That was 

the start of a collection that now includes between five 

and ten thousand photographs. In fact, it is one of the 

largest private collections in the Netherlands.” 

Gallery

“At a certain point my collection started to expand 

from my home to my workplace. In the meantime I 

had set up my own design and communication agency 

and the office was brimming with photography. When 

a space became vacant we cautiously started exhibiting 

some photographs. In 2004 I met Yvonne. She insisted 

on running the business professionally. That is now the 

Kahmann Gallery, one of the leading photography gal-

leries in Europe. We present works by the most signifi-

cant ‘vintage’ Dutch photographers, such as Ed van der 

Elsken, Eva Besnyö, Willem Diepraam, Sanne Sannes 

and Gerard Fieret - names that put Dutch photogra-

phy on the international map. We also present works 

by national and international photographers, but only 

high-quality limited-edition prints. We are featured in 

leading exhibitions all over the world.”

Magazine

“When I opened the gallery I started looking for ways 

of alerting people to its existence. I was unable to find 

what I thought was a suitable medium, so eight years 

ago I set up my own magazine. The Guide to Unique Pho-

tography - or GUP as it is more popularly known - now 

has a circulation of almost 100,000 and is one of the 

largest photography magazines in the world. We are 

still loyal to the original ethos of the magazine: inform-

ing photography enthusiasts about special events, gal-

leries and exhibitions and alerting them to new young 

talent, ideally in relation to earlier work. GUP now has 

its own gallery in Ferdinand Bolstraat in Amsterdam.”

Inflationproof

“For a long time photography was not taken serious-

ly by the art world, but that is now changing rapidly. 

The Kahmann Gallery is playing a modest role in 

this development. Collectors want to know that their 

investments are inflation-proof. To retain its value, 

art photography has to meet certain requirements. 

We advise new and experienced collectors on work 

that we feel meets these requirements. We call them 

the ‘ten facets of the Kahmann Gallery’. The quality 

of the work, the size of the limited edition and the 

format are all significant. Other factors are whether 

or not work by the same photographer has already 

been sold internationally or included in collec-

tions. An unsigned photograph has no actual value, 

possibly with the exception of an unsigned print by 

Cartier-Bresson that has been authenticated. In other 

words, as far as the collector is concerned, what 

happens on the back of the photograph, the signing, 

numbering and dating, is as important as the image.” 

Missionary

“Sometimes I feel like a missionary because I have 

to keep explaining that, although photography is 

a reproducible medium, this does not apply in the 

case of real art photography. A photographer who 

can charge ten thousand euros for a photograph 

Culture

Photography is hot in the contemporary art market. Foreign photographers such as Andreas Gursky,  
Thomas Struth and Cindy Sherman command record prices at auction in London and New York.  
And Dutch photographers such as Ruud van Empel and Rineke Dijkstra are on the international curri c
ulum. Roy Kahmann, who owns a gallery in Amsterdam, has been collecting art photography since 1979.  
He knows better than anyone else what determines a photographer's market value. He also guides young 
talent to the top. A portrait in ten keywords.
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will have been working for ten to twenty years. If 

ever they fall prey to temptation and violate a limit-

ed edition by issuing a few extra prints, everything 

they have built up over a period of twenty years will 

immediately be worthless. The market is very unfor-

giving in this respect. Everything is documented 

in the art photography market. But it is difficult 

to explain this to people who buy ‘nice’ framed 

photographs from IKEA that look fine on the wall at 

home. What we are doing is very different.”

Market

“The market determines a photographer’s value. It 

is not something that they do, or that we do as a 

gallery. What we ask as a gallery is not relevant: if I 

ask 2,000 euros for a print and I find someone who 

is willing to pay it, that’s all well and good, but 

it doesn’t mean anything. The value of a good art 

print is primarily determined at auction. In other 

words, a photographer whose work has never been 

sold at auction does not have significant value. That 

might sound very harsh, but that’s simply the way 

it works. Work by an unknown photographer can 

also be very expensive - hiring a studio, expensive 

printing processes, special finishes, it all adds up - 

but the authentic ‘goodwill’ commanded by such a 

photograph can really only be gauged at auction.”

Quality

“The Kahmann Gallery stands for quality. We sell 

work that is inflation-proof at the very least and 

reasonably likely to appreciate in value. As a result 

we have built up a respectable clientele who know 

that if we offer and promise something it is essen-

tially secured. The same rigorous standards apply in 

our case: we can get it right a hundred times, but 

if we get it wrong once our reputation is finished. 

It’s also important to note that the Netherlands is 

traditionally a country of painters: the photography 

market is still in its infancy.” 

Talent

“It’s very difficult for talented young artists to emerge 

these days. Some 700 photographers graduate from 

the academies every year and there are also self-

taught photographers and those who have done 

courses and go on to work at a very high level. They 

are all trying to find a place in an overcrowded 

market. As a gallery we coach young talent, mainly 

by helping them develop their own style and their 

own signature. This is really the only way to break 

through to the top. We also publish an annual of 

New Dutch Talent that features four photographs  

by the hundred most talented new photographers. 

We send the book to approximately 500 people 

who matter in the world of photography in the 

Netherlands: curators, managers of museum libraries, 

art directors, designers, media agencies, galleries. 

It’s a unique business card.”

Image

“In the UK there is even more pressure on the market, 

but the difference is that in the UK there is a large 

market for high-quality commercial photography.  

That market is all but dead here in the Netherlands: 

Dutch advertisers spend virtually nothing on 

commercial photography, with a few exceptions. 

Ninety-five percent of Dutch businesses are happy 

to settle for stock photography supplied by cour-

teous businessmen. Most corporate websites are 

fairly unimpressive. In other countries there is more 

awareness that companies need their own distinct 

image and that a unique style of photography can 

be used to create a distinct image. Linking the 

signature of a particular photographer to the DNA 

of a company introduces considerable uniqueness 

which also enhances the positioning of the brand. 

This is a new development, and one in which I 

hope to involve young talent, by creating a new 

image bank for example.”

Pain

“A good photograph causes pain. It touches you. A 

shot that is simply clever or aesthetically appealing 

does not qualify as a good photograph. A good pic-

ture raises questions or evokes emotion. Rather than 

spelling everything out, it leaves the conclusion 

open. That’s why I always say: first buy with your 

heart, then your wallet. If you think a photograph 

is wonderful but it does not have all of our ten 

facets: buy it anyway, even if it is not a fully hedged 

investment. Ultimately the pleasure of looking at it 

is what it’s all about.”

“ The market determines  
a photographer’s value.  
Not something that they do,  
or that we do as a gallery” 
 
Roy Kahmann

Culture
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interested  
in the world  
of NPM ...The world of NPM

 

NPM Capital is an independent investment company that provides growth capital to medium-sized and large 

enterprises that are based in the Benelux. It is an investment partner of entrepreneurs and management teams 

with expertise and experience, financial capacity and a comprehensive network. A focus on improving 

operational processes, e-commerce and sustainability leads to the creation of business and shareholder value.

As an active shareholder, NPM Capital is committed for an unlimited period, as long as the development phase 

lasts and as far as it extends. This flexible investment horizon offers space for value to be created and the NPM 

Capital investment partner is ideal for family companies, buyouts and buy & build scenarios.

NPM Capital has a permanent capital basis of approximately € 1 billion and has over sixty years of experience 

in the provision of risk capital. The portfolio currently comprises 27 portfolio companies which are active in  

a range of sectors, from the manufacturing industry, food industry and offshore to e-business and healthcare. 

Common to all of these, however, is a clear growth or development strategy, highly motivated management 

and a sustainable competitive position.

 

Financial overview

The profiles of the current portfolio companies and a financial overview for 2012 can be found on our 

website: npm-capital.com.

NPM Capital is a 100% subsidiary of SHV Holdings N.V.. This business concentrates on the energy industry,  

cash and carry wholesale,  heavy lifting and transport solutions and industrial services. Furthermore,  

SHV invests in the exploration, development and production of oil and gas, principally in the North Sea.  

SHV employs around 56,000 people and is active in 48 countries. 

For more information about SHV and its activities, please refer to shv.nl.

Find out more about the world of NPm with 
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Trust 
Csilla Klenyanszki©

Courtesy:  

Kahmann Gallery

View the photographer’s portfolio with


