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Katrien De Nolf , HR director of Roularta Media Group

‘Of course we must not lose sight

of our core values in the midst of all this

digital magnificence. We are a media

company and content is king.’

w e also have a continual influx 
of people with skills that did-
n’t even exist a few years ago. 

Right now we need strong digital marketers, 
for example, who have no difficulty negotia-
ting the very newest media channels. And 
data specialists help us interpret the large 
quantities of data we have at our disposal. 
That offers a unique opportunity for both the 
commercial departments and the editorial 
teams to get to know our customers and 
readers even better.

Of course we must not lose sight of our core 
values in the midst of all this digital magnif-
icence. We are a media company and con-
tent is king. We are still searching relentless-
ly for great writers who can tell exciting 
stories, investigative journalists who can get 

to the heart of an issue and researchers who 
take data journalism to the next level. Our 
Trends Business Information is the biggest 
database of detailed information on all the 
companies in Belgium, from the largest cor-
porations through to the tiniest sole traders. 
That is useful to anyone in search of financial 
and marketing data. First and foremost, 
though, it is fantastic material for the modern 
journalist.

Exciting sector

Of course all companies are desperate for 
data analysts and people with a lot of digital 
expertise, but they are hard to find. We pub-
lish job vacancies in print and online, and 
last year we recruited an HR researcher who 
actively seeks out the profiles we need. We 
need to convince them that there is no sec-
tor more exciting than the media. We are 
also in contact with schools so that we stay 
at the top of young people’s minds when 
they take their first steps onto the employ-
ment market.

Furthermore, we mustn’t forget our own staff 
when it comes to the digital shift. We are a 
company that is constantly evolving. And 
our fast lines of communication and deci-
sion-making mean there is a risk of some 
people not being completely on board if we 
step up a gear. Preventing that is a big chal-
lenge. You can only stay involved if you know 
the direction in which the company is going. 

That is why we have created the Roularta 
Academy, a collection of internal and exter-
nal explanations, presentations, info ses-
sions and training courses. Taking these 
trainings helps our colleagues to support 
and achieve Roularta’s goals better. They 
also experience personal growth and pro-
fessional development.

Family company

People need to be convinced by our own 
corporate culture and the pleasant atmos-
phere in the workplace, and we succeed in 
doing that. As a family company, we have a 
clear long-term vision and that is not some-
thing separate from our HR policy. If we want 
to stay successful in the long term, it is cru-
cial for us to pay attention to our employees’ 
health and wellbeing. 

We live in a time when burnout, depression 
and loneliness are social problems. We are 
not immune from that as a company. That is 
why we make space for our staff do to things 
during working hours that energise them 
even if these things don’t necessarily have 
anything to do with their job. We organise 
workshops and training courses. We provide 
opportunities for sports. We encourage 
short meetings, preferably standing up. All of 
these things can only contribute to making 
our employees happier. And I am convinced 
that our customers and readers ultimately 
sense that too. ©
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The future is
hybrid

The vision of Rik De Nolf

R oularta has taken all the safety 
measures to ensure the safety 
of its staff, and the group has 

assumed its responsibility to society. We are 
ensuring continuity, and our newspapers 
and magazines are still being published. The 
readers’ market is evolving favourably in this 
period in which reliable sources of informa-
tion are being consulted more than ever. 

Predicting the future is particularly difficult 
at this point. When will the advertising mar-
ket revive, and will advertisers opt for cam-
paigns in a reliable editorial setting? How 
will people consume information, and how 
will news brands respond?

23 March 2020. The coronavirus crisis 
has not yet reached its peak. People are in 
quarantine, schools and shops are closed 
and the economic damage is immense. We 
are looking back on a successful 2019 and 
a good start to 2020. We are ready to 
continue building on this momentum as 
soon as the virus has been beaten.
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5The vision of Rik De Nolf

Plus Magazine is developing its e-com-
merce channels at shop.plusmagazine.be 
and boutique.plusmagazine.be. A self-pub-
lishing platform is being developed for Flair. 

First-party data

Roularta’s magazines have been applying a 
consistent subscriber strategy for 50 years. 
90 per cent of our readers are subscribers. 
They read on paper and online, giving Rou-
larta access to first-party data, i.e. data that 
come directly from the company’s own da-
tabase. This is of crucial importance given 
the stricter privacy rules such as the GDPR 
and anti-tracking measures in browsers. 

Roularta is 100% proactively committed to 
its top-notch position with the public: the 
content that is digitally accessible mainly 
consists of + articles reserved for subscrib-
ers. Interested readers are invited to register, 
sign up for a trial subscription and to sub-
scribe. Attractive consumers value the rele-
vant content and intelligent advertisers find 
the right target groups. 

Roularta Local Media (De Streekkrant, De 
Zondag, Steps) is also innovating with geo- 
localisation, which means that local adver-
tisers run online campaigns in well-defined 
locations of their choice on the group’s 
news, women’s, classifieds and business in-
formation sites.

Roularta’s strength is in multimedia: we can 
launch campaigns in a combination of print, 
digital and television, sometimes based on a 
survey, and we can extend the campaign to 
include an event or book etc. Moreover, Ka-
naal Z/Canal Z produces peripheral pro-
grammes for television and videos that can 
lead a long life online. One thing is clear. As 
you will discover in the following pages, 
Roularta has been working successfully this 
year to create the future. We’re ready.

Rik De Nolf,
Chairman of the Board of Directors

The readers of KW De Krant van West-Vlaan-
deren are also opting en masse (95%) for a 
hybrid formula. Subscribers follow the daily 
news on kw.be and have exclusive access to 
all the + articles. On Fridays they receive an 
extra pack of reading material consisting of 
a newspaper, the lifestyle and entertainment 
magazine KW Weekend and a traditional 
local title for each region. 

Last but not least, there is the ‘New Deal’ 
that Roularta launched in 2019. Roularta has 
six news magazines, Knack/Le Vif, Trends/
Trends-Tendances and Sport Voetbalmaga-
zine/Sport Foot Magazine, which explore 
and analyse every facet of modern life. Sub-
scribers prefer hybrid subscriptions (95%), a 
combination of ‘digital news and commen-
tary every day’ and a pack of reading mate-
rial midweek. Every subscriber (to Knack or 
Trends) receives digital access to all six 
news magazines: they have online access to 
all the content, including the + articles, on 
the websites and they can read the six mag-
azines on their PC, tablet and mobile. The 
subscriber only pays the retail price of one 
magazine, and all this is possible thanks to 
digitalisation.

Communities

With print and online versions, Roularta’s 
lifestyle brands provide expertise and ser-
vice on the one hand and community build-
ing on the other. Each brand has its own 
area of expertise: cooking, home and gar-
den, motherhood, health and wellbeing for 
Libelle/Femmes d’Aujourd’hui; fashion & 
beauty, relationships and special times in life 
for Flair and fashion and tourism for Feeling/
Gaël. Plus Magazine also tackles money and 
legal issues. 

Our lifestyle brands have a strong emotional 
connection to their readers. Online plat-
forms have been set up to meet the readers’ 
needs. For example, the ‘Libelle Vriendinnen’ 
community has brought together like-mind-
ed women who have become friends. And 

Roularta believes in the hybrid formula: a 
subscription that combines print and digi-
tal. Take the average readers of De Tijd and 
L’Echo, the Mediafin broadsheets (50% 
Roularta). During the week, they are satis-
fied with brief financial and economic re-
ports online, and at the weekend they enjoy 
a fat newspaper with background informa-
tion and analyses, plus the lifestyle maga-
zine Sabato. The ‘digital first’ approach 
works: the number of De Tijd/L’Echo sub-
scribers rose by more than 10 per cent in 
2019. Gradually the majority are opting for 
hybrid subscriptions, reading the newspa-
per digitally in the week and on paper at the 
weekend.
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In 2018, Roularta created a 
new division in the form of 
the Digital Hub. The division’s 
digital experts support the 
business units with their 
digital transformation. 
The Digital Hub has 
developed a vision for digital 
and data. The focus was on 
transformation within the 
wider organisation, 
the search for new income 
models and additional 
expertise on SEO, SEA, 
UX and e-commerce.

Double interview
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7Roularta Digital Hub

How great is the impact of 
digitalisation?

Xavier Bouckaert, CEO: ‘Digitalisation has 
been going on for a good ten years and it is 
not going to stop. It is forcing us to transform 
in the broadest sense of the term. Because 
digitalisation is not just about software and 
the digital platforms behind it: it also has an 
immense impact on the entire organisation. 
For a good digital strategy, we need to at-
tract people with the right skills, stimulate 

Roularta launched the Digital 
Hub eighteen months ago. That 
marked the beginning of an 
accelerated transformation. A lot 
has changed since then and the 
first results can already be seen.

2020
is the year when 
we deliver

collaboration between teams and bring 
work flows together.’

Stefan Seghers, CDO: ‘That is precisely 
why the transverse nature of the Digital Hub 
is so important. We know there is a need for 
innovation and transformation throughout 
the company. Publishing, IT, the editorial 
teams and marketing: every single depart-
ment is affected. That is why there was no 
point creating a new digital island operating 
independently of the other departments. 

© Marco Mertens
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The Digital Hub works transversally and its 
primary aim is to digitise the entire organisa-
tion.’

What results have you 
obtained up to now?

Stefan Seghers: ‘The Digital Hub has ex-
isted for eighteen months. During that time, 
we have developed an overarching strategy 
that sets guidelines for the years to come. 
The next step was to look at how we can 
implement those guidelines in each de-
partment and what was needed to do so. In 
organisational terms we have finished set-
ting up new teams – including a data team 
– and recruiting people with totally new 
skills, in SEO for example. A year and a half 
ago, we immediately made substantial in-
vestments in a new data infrastructure with 
a new customer data platform, which is 
something we need to personalise all our 
contacts with our readers, especially the 
new ones. We have also set up a new mar-
keting organisation. That means we are 
now ready in terms of both organisation 
and content to reap the rewards of our new 
digital and data strategy.’ 

Xavier Bouckaert: ‘Data is a strategic cor-
nerstone in 2020. As a media company, we 
have always captured a lot of data from our 
subscribers, but the areas of application 
tended to be quite limited. In the last ten 
years, businesses have constantly been 
made aware of the importance of data, with-
out it being clear what we could do with it 
and how to go about it. That has changed 
now. We have our own data specialists in the 
Digital Hub who have also defined seven 
areas of application for our data. Based on 
that, we invested in a customer data plat-
form that is unique in Belgium. It provides 
important insights to the editorial teams 
about their readers. We can also set up ex-
tremely personalised campaigns for our 

readers, for very specific target groups, and 
expand segments for our advertisers.’

What are the cornerstones 
of the digital strategy?

Stefan Seghers: ‘Our brands form the first 
cornerstone. Roularta has a unique portfolio 
of more than 40 brands, which means we 
have content for almost every target group. 
That is our strength. For that reason, we 
need to keep our brands strong and nothing 
must undermine their credibility. The second 
cornerstone is data-driven customer rela-
tions. We want to capture data and create 
value for the reader in doing so. The third 
cornerstone is a profound relationship with 
the reader: we want to get engaged and 
then marry the reader. We don’t just want to 
know which articles they read and how long 
they spend on them, but above all we want 
to know about the emotional relationship a 
reader has with a brand.

‘The final cornerstone is personalisation. If 
we can capture valuable data based on our 
strong brands for 40 target groups, and 
moreover create an emotional bond, we can 
also continue to personalise and deepen the 
reader experience. If we succeed in that, the 
flywheel will start spinning by itself.’

How do you see that 
personalised reader 
experience?

Xavier Bouckaert: ‘Clearly the intention is to 
offer readers added value, not to violate their 
privacy. But if readers are open to it, we really 
can make very highly personalised sugges-
tions and offers using complex algorithms. 
However, the reader is always in control.

‘The same applies to our editorial teams. Ob-
viously we can provide insights to the differ-

ent brands into the readers and their reading 
and browsing behaviour. But the editorial 
teams decide for themselves what to do with 
that information. It would also be a mistake to 
base the editorial work entirely on data anal-
ysis. The mission of our media brands is to 
guide readers through a highly complex so-
ciety. So you cannot limit yourself to topics 
that simply generate a lot of clicks. We must 
not fall into that trap, because that will spell 
the end of our profession.’

What about e-commerce 
ambitions, now that 
Storesquare has been 
shelved?

Xavier Bouckaert:  ‘Storesquare gave us a 
lot of knowledge and insight. In that sense, it 
was definitely worthwhile. And Storesquare 

x
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9Roularta Digital Hub

‘The Digital Hub’s role is to 
accelerate the company’s 

transformation. We realised 
that many departments had 
ideas, but they didn’t know 

how to put them into practice. 
Not all the teams had people 
with the right skills. Despite 
this, there is no time to lose. 

The coming of the Digital Hub 
marked the start of a 

widespread transformation of 
the company.’

CEO Xavier Bouckaert and
CDO Stefan Seghers

platform Postbuzz over the coming months. 
That is a platform that gives you news from 
your immediate surroundings, ranging from 
news, job ads and barbecue parties to local 
promotions at the corner shop.’

Stefan Seghers: ‘The new business depart-
ment in the Digital Hub puts at least three 
quarters of its energy into extracting new 
yields from existing assets. There is still so 
much we can do with our core activities. Of-
ten you also need to do smarter things with 
what you already have. Breaking down cer-
tain silos often helps you make great leaps 
forward.’

is not our only e-commerce activity either. 
For example, we also inherited Shedeals 
from Sanoma, a platform that we can do a lot 
more with. And we are also committing to La 
Maison Victor, a magazine for the growing 
group of sewing enthusiasts and crafters: it 
has its own online store as well. The maga-
zine and online store are very popular, with 
a community that is growing by thousands 
of people every week. We have years of ex-
perience with line extensions - books, music, 
films, wine, travel, design, cookery etc. - and 
that is a great example of e-commerce as 
well.’

Stefan Seghers: ‘We have learned not to 
spread our nets too widely. The trick is to 
offer products in line with our brands. In that 
way, we inspire people with our content and 
that makes the online store an extension of 
the brand.’

The Digital Hub was also 
supposed to reveal new 
business opportunities. 
How is that going?

Xavier Bouckaert: ‘There is certainly no 
lack of opportunities. Our unique position 
also allows us to help companies with their 
digital development. Because that requires 
both content and data – precisely the two 
crucial things we have at our disposal. There 
is also much to be said for new forms of pub-
licity, such as screen advertising in queues 
in shops. We could also give local traders – 
who traditionally advertise in De Zondag, De 
Streekkrant or Steps – the opportunity for 
targeted local advertising on our national 
news and women’s platforms, such as Knack 
and Trends, Libelle and Flair. We also want 
to really commercialise the neighbourhood 

x s
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Cross-media content
and co-creation
inspire advertising

w hether you call it content 
marketing, native or branded 
content, its importance is in-

creasing,’ Philippe Belpaire tells us. ‘We are 
getting more and more of it pitched at us 
since the Roularta Brand Studio opened in 
2018. And we approach customers proacti-
vely with unique concepts. Our content stra-
tegists analyse that customer’s owned me-
dia, a project manager monitors the project 
from A to Z and the graphics team give us 
great visuals, whether in print or online. Most 
project go cross-media or pure digital. What 
we like best is to sit down with the customer 
and their media bureau and create a soluti-
on together that fits the customer’s DNA 
and our media. Co-creation is standard 
practice today.’

The advertising market is 
notably fond of jargon. Philippe 
Belpaire, the director of the 
national advertising agency, is 
our silver-tongued guide to this 
‘data-driven ecosystem’, where 
‘branded content’ has earned 
itself a permanent place in the 
‘umfeld’. What is more, ‘co-
creation’ is going through the 
roof.
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11New advertising offeringp
‘Likewise, in 2020, our strong brands consti-
tute the core strategy around which we build 
communities,’ Philippe Belpaire continues. 
‘And that’s how you generate data. We are in 
the middle of rolling out a customer data 
platform (CDP). That’s something new. Most 
people in the sector use a data management 
platform (DMP). That kind of platform only 
creates anonymous profiles based on the 
behaviour of visitors to a website. We are 
taking things a step further and combining 
all the data, such as behaviour on the web-
sites, visits to our events and purchases of 
subscriptions or products from the entire 
group to create one unique profile. With res-
pect for people’s privacy.’

Geomarketing and content 
sharing

Roularta has a solid tradition of local adver-
tising, and that is another area in which the 
shift to digitalisation has begun. ‘Last year 
we started using extremely precise tools for 
geomarketing that we can offer across our 
entire network. That means that all our ad-
vertisers have access – geolocalised access, 
that is – to about 3.5 million visitors per 
month. This is separate from the resale of 
certain advertisements on Google and Fa-
cebook, for example. Now we can give a lo-
cal stakeholder access to the umfeld of the 
news and women’s magazines as well as the 
traditional advertisements in De Streek-
krant, De Zondag or Steps.’ 

Last but not least, Belpaire mentions the 
promising possibilities of accessible con-
tent. ‘Normally we develop editorial content 
that you can only view on our websites. We 
are increasingly sharing that content with 
third parties. For example, a bank might in-
clude an article or selection of articles or 
channels from Moneytalk in its platforms 
such as the website or application. This 
high-quality content – which clearly menti-
ons the source – enables it to increase its 
customer engagement. At the same time, we 
gain extra reach for our content and we can 
trace information about the reader. Maybe 
that reader would be interested in a sub-

scription. What is more, as an advertising 
agency we can also take on the commercia-
lisation of this extra inventory. It would be a 
question of revenue sharing: delivering 
high-quality advertising to accompany the 
articles. This means that this content also 
generates income for the partner, who 
would be able to recoup some of the costs 
of integrating our content. To make this hap-
pen, we have been hard at work on our APIs, 
the definitions that enable software pro-
grams to communicate with each other. The 
result is better communication with other 
platforms including those of advertisers.’

‘If you only consider volume, we 
can never compare to the big 
giants like Google and Facebook,’ 
Philippe Belpaire admits. ‘What 
sets Roularta apart is its three core 
target groups in which we are the 
market leader across the country. 
Women, wealthy Belgians and 
decision-makers. On the 
advertising market, we do not 
target the masses, but we do have 
the right umfeld. We can offer 
advertisers the reach they require.’

‘What is more, magazines are 
community builders. We take our 

communities to the advertisers. 
They can get their message across 
in quality print and online 
channels and at events. In other 
words: face to face. Roularta has 
played a pioneering role in this. In 
the business segment alone, we 
organise 60 events a year, 
attended by 30,000 visitors. That’s 
quite something. And they are 
touch points. Places where we 
capture data that is fed into our 
CDP; data we process and enrich.’

A HIGH-QUALITY UMFELD

‘On the advertising market, 
we do not target the masses, 

but we do have the right 
umfeld.’

Philippe Belpaire, director of the national advertising agency
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The results in 2019
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14.4%
Printing for
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14.4%
Printing for

third parties

42.3%

4.0%

21.9%

Magazines
Brands

Local
Media Brands

Newspaper BrandsNewspaper Brands
2.1%
Audiovisual BrandsAudiovisual Brands

57.6%

Roularta in figures

Profit and loss account (in millions of euros)

Revenue 295.8

EBITDA 23.0

EBIT 10.0

Net result 10.3

Balance sheet (in millions of  euros) 31/12/19

Currents assets 182.7

Non-current assets 170.7

Balance sheet total 353.4

Equity - Group’s share 227.8

Liabilities 125.0

Liquidity (1) 1.6

Solvency (2) 64.6%

Net Financial debt 95.9

Gearing (3) -42.0%

(1)  Liquidity = current assets / current liabilities.
(2)   Solvency = equity (Group’s share + minority interests) / balance 

sheet total.
(3)   Gearing = net financial debt / equity (Group’s share + minority 

interests).

More information concerning the consolidated figures of Roularta Media Group on https://www.roularta.be/en/roularta-stock-market
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The results in 2019

Mediafin in figures

Revenue

Investments

EBITDA

December 2019

Evolution in subscriptions

66.1 mio

1.6 mio

11.5 mio
The contribution of Mediafin in the EBITDA of Roularta Media Group 
amounts to 1.8 million euros for 2019. Compliant with the IFRS regulati-
ons, this contains 50% of Mediafin’s net result minus the annual depreciati-
on of brands, inter alia, De Tijd and L’Echo.
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How Roularta Media
Group creates value

Financial capital

80 million EUR 
registered capital

13,141,123 shares
listed on Euronext Brussels

228 million EUR
equity

96 million EUR
net cash position

Different memberships e.g. 
Council for Journalism, 
Febelgra

Chairmanship of WE MEDIA 
(Belgian magazine 
association) and EMMA 
(European magazine 
association)

23,597
advertisers

792.247
subscribers

Social capital

Manufactured capital

Natural capital

Offices in Belgium:
Brussels, Zellik, Roeselare (head office), Antwerp, Ghent, Hasselt

Office in The Netherlands
Baarn

6
advanced full-colour offset printing presses

 650 data servers

1 petabyte storage capacity

2,000 computers

An average of

70,000 tonnes
of 100% TCF paper
1,383 tonnes 
of ink

19,746 m³
water

159,000 m²
aluminium plates

36,416 litres
of cleaning agents

164,919 litres
of dampening additives

35,720 MWh
energy

142.000 m²
Total surface area Roeselare

66,000 m2

area of greenery beside the
company plant

• Innovation Lab and Roularta Digital Hub
• Strong media brands

1,265 staff*

712 men, 

553 women

186 accredited 
professional journalists

Network of more than  

1,300 freelancers

Intellectual capital

Human capital

in
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t
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15How Roularta Media Group creates value

Financial capital

296 million EUR 
turnover

95 million EUR
personnel

6.8%
growth in turnover

Websites: more than

9 million 
unique visitors per month
and more than 30 million page 
views per month

3,031,631
readers of local media

9,504,529
magazine readers (CIM) in 
Belgium, the Netherlands and 
Germany

98%
reader client satisfaction rate 

weekly 1,100,000 
viewers for Kanaal Z/Canal Z

Co-creator ‘Een Hart voor 
West-Vlaanderen’

Social capital

Manufactured capital

Natural capital

557,322,827 
rotations rotary presses

More than 100 events 
(Trends Manager of the Year, Trends Summer University, 
She goes ICT,…)

Printed copies: 299,314,608
magazines and 184,772,778 newspapers

3.57%
energu saving** on the site of 
Roeselare

=390 tonnes less 
CO2 emission
or an average yearly consumption of

89 families

48 innovative projects tested by the 
Innovation Lab

70 magazine titles 

5 newspaper titles

14,500 hours of 
training for personnel

63 new recruitments

Intellectual capital

Human capital

(*) number of heads
(**) compared to reference year 2016

ou
tp

ut
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Reliability and 
credibility are our 
strengths

Panel interview

a lthough the media sector is des-
cribed with monotonous regulari-
ty as a sector in crisis, that is not 

how the editors-in-chief of the news maga-
zines see things. Above all, they are aware of 
challenges and opportunities. ‘Declining re-
venue from advertising is increasing the 
commercial pressure. But journalism itself is 
not in crisis. Roularta’s news magazines are 
all quality publications that can draw on a 
long tradition of clarity and depth. This is our 
most important guarantee of success, cer-
tainly if we add a digital strategy as well.’ 
That is the unanimous opinion of Anne-Sop-
hie Bailly (Le Vif/L’Express), Bert Bultinck 
(Knack), Ruth Goossens (Knack Weekend), 
Daan Killemaes (Trends) and Jacques Sys 
(Sport/Voetbalmagazine).

How important are the new 
digital channels for 
Roularta’s news 
magazines?

BULTINCK: ‘The magazines only appear 
once a week, but the digital channels enable 
us to be compelling and relevant every day. 
Readers find their way daily to our high-qual-
ity articles on the website and Facebook. 
The newsletter is another important chan-
nel. We use it to gather articles each day that 
no Flemish person who wants to be well-in-
formed can afford to miss. The great advan-

In a world where the flow of 
information never stops, there is 
a more important role than ever 
for weekly magazines to play. 
‘We can position ourselves on the 
market as a beacon in the midst 
of all this chaotic information. 
That is where our future lies.’ A 
conversation with the editors-in-
chief of the Roularta news 
magazines.
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r
tage is that people who receive the newslet-
ter are already in the Knack headspace. 
Those readers experience a significant asso-
ciation with the brand, which usually doesn’t 
happen if they click through from other web-
sites or social media.’

SYS: ‘You do need to find a good balance 
between quality and speed. In sports jour-
nalism it is very easy to put a news item on 
the website within quarter of an hour. But 
you also have to dare to take the time simply 
to write a good piece.’
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 ‘The declining advertising 
revenue is increasing that 

pressure.’

Anne-Sophie Bailly, 
Le Vif/Express

GOOSSENS: ‘Our strength is that we don’t 
always get caught up in the madness of the 
day. People already have enough of the 
maddening flow of news from the radio and 
television. You can also make a difference by 
swimming against that tide and thinking 
about how you can present stories in a dif-
ferent way. That doesn’t mean you need to 
cut loose from current affairs entirely. But the 
example of the Panama Papers does show 
how a news magazine can create news itself 
by taking the time to delve all the way down 
into something.’
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‘Our strength is that we don’t always get 
caught up in the madness of the day.’ 

Ruth Goossens, Knack Weekend

‘The magazines only appear once a 
week, but the digital channels enable 
us to be compelling and relevant 
every day. 
Bert Bultinck, Knack
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Our 
journalists
 
also realise now that their 
articles reach a wider audience 
on the website. 

‘We can position ourselves on 
the market as a beacon in the 

midst of all this chaotic 
information. That is where 

the future lies for a magazine 
like Trends.’

Daan Killemaes, Trends

What is the digital strategy 
for the different news 
magazines?

BULTINCK: ‘We have already been working 
for some time on bringing the print and web 
editorial teams closer together. We didn’t 
start that until quite late, but we are catching 
up now. It is a necessary step to reinforce the 
Knack headspace, though. Readers need to 
have the feeling that the digital newsletter 
and the magazine are related. That reader 
experience is important.’

BAILLY: Our journalists also realise now 
that their articles reach a wider audience on 
the website. Of course we publish the news 
online, but ultimately the website is a gate-
way to relevant articles from the magazine. 
That change of mentality is gradually bear-
ing fruit. People are having their say about 
the magazine and traffic to the website is 
increasing as well.’

‘At the same time, the quality of the digital 
articles is also getting closer and closer to 
the quality of the articles in the magazine. 
After all, it’s true that readers should not ex-
perience any difference in quality between 
the articles they read online and the ones in 

the magazine. The two channels together 
constitute a single news brand.’ 

GOOSSENS: ‘As far as Weekend Knack is 
concerned, the digital transition is welcome 
to speed up. The priority is to create an at-
tractive website and a digital version of the 
magazine. That transition is bound to hap-
pen one day. For example, a digital maga-
zine means you can use more videos and 
gifs, and it also offers more freedom of form. 
There is still great potential in that area. 
There is a much greater risk of cherry pick-
ing online. That is why you need to create a 
strong online environment that also radiates 
the typical atmosphere of the magazine: to 
make an audience loyal to your brand.’

SYS: ‘As a sports magazine, we are still 
just beginning our digital transformation. 
We react more quickly to current events 
on the website, and the bigger articles are 
featured in the magazine. That means we 
can report the news quickly, with the mag-
azine there to provide clarification and 
greater depth. We are hard at work consid-
ering how we can do that even better, en-
riching the website based on our journal-
istic philosophy.  Add the fact that we face 
stiff competition from the newspapers and 
Sporza, which offers everything for free. It 

‘Roularta’s news magazines

are all quality publications

that can draw on a

long tradition of clarity

and depth.’
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is a matter of not getting trampled under-
foot and continuing to surpass ourselves 
at the same time.’

What is the added value of 
a printed magazine, if the 
difference with the digital 
variant is getting smaller 
and smaller anyway?

BULTINCK: ‘It is the digital aspect of our 
magazines that is growing most. We still 
have really big steps to take there, in terms 
of both content and experience. At the same 
time, we have to make sure we don’t devalue 
the paper magazine. The reader’s experi-
ence of the magazine is crucial to that. The 
fact that Knack is beautifully printed on good 

paper with attractive colours is part of the 
reader’s experience.’

BAILLY: ‘A website is infinite and constantly 
changing. So visitors to the site do not al-
ways know whether they have read all the 
relevant information. A magazine, however, 
is a finished product week after week. That 
offers a certain security, which many readers 
also appreciate.’

KILLEMAES: ‘One of our greatest challeng-
es is not to get trampled in the stampede of 
information. Readers are bombarded daily 
with news flashes, tweets, Facebook posts, 
blog posts and other alerts. The daily stream 
of information is endless. A weekly maga-
zine doesn’t have the rhythm of a newspa-
per to help it stake its claim every day. That 

‘One of our greatest challenges 
is not to get trampled in the 

stampede of information. ‘
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is also why a daily digital presence on the 
market is so important. As a weekly maga-
zine, we have the advantage that we can 
excel with our background information and 
explanations. We can position ourselves on 
the market as a beacon in the midst of all this 
chaotic information. That is where the future 
lies for a magazine like Trends.’

Nowadays there is plenty of 
news to be found online for 
free. Isn’t that a problem for 
news magazines?

BAILLY: ‘The big challenge online is to get 
readers to pay for content. That is not always 
easy, because young people are used to 
finding free information everywhere. We use 

Subscribers to 
Knack, 
Trends, Le Vif 
or Trends-
Tendances 
have digital access to all the 
content of all six of the Belgian 
news magazines (including 
Sportmagazine). The editorial 
teams of these titles work 
together in one editorial 
company and publish relevant 
reports on the internet 24 
hours a day, 7 days a week on 
the internet, in the form of 
+ articles reserved for 
subscribers, as well as an 
interesting pack of reading 
material every week, 
containing top magazines that 
can also be read on a mobile, 
PC or tablet. They provide 
analysis and exclusive 
background information, and 
have specialists in every area: 
politics and society, culture 
and science, sport and 
entertainment, economy and 
finance, lifestyle etc.

a paywall, and we have to convince people 
that it is worth paying for in-depth journal-
ism. That is the big digital challenge.’

BULTINCK: ‘I don’t believe in a Spotify mod-
el; we can’t survive like that. Now, of course, 
we are experiencing extra pressure due to 
the declining revenue from the advertising 
market. The public broadcasting services 
are not making it easy for us either. I am 
convinced of the importance of good public 
broadcasting, but I do wonder whether they 
should be publishing opinion pieces and 
long background stories. I believe that citi-
zens are already very well served with the 
VRT’s audiovisual offerings: that should be 
enough.’ 

Marketeers, advertising 
people and strategists have 
found their way into all the 
media companies. What 
does that mean for 
journalists’ independence? 
How much has that 
changed in recent years?

GOOSSENS: ‘The declining advertising 
revenue is increasing that pressure. Particu-
larly in lifestyle journalism, advertisers are 
increasingly often using creative formulas 
that do not always allow readers to distin-
guish between editorial articles and spon-
sored content. We cannot allow that to hap-
pen to Knack Weekend. Reliability and 
credibility are our most important assets 
and we must not jeopardise them.’

From left to right: Daan Killemaes, Bert Bultinck,

Ruth Goossens, Jacques Sys and

Anne-Sophie Bailly.
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The price of
    high-quality
      information

Frank Minne, circulation director 

Frank Minne’s team of fifty provides a set of 
commercial, logistical and administrative 
processes linked to the reader market, in-
cluding both subscribers and newsstand 
sales. ‘For the historic Roularta newspapers, 
the subscriber journey is much more signif-
icant than newsstand sales. If we sell a hun-
dred copies, ninety of those are to subscrib-
ers. That ratio is becoming more and more 
pronounced as the years go by. You also find 
that the reader market is occupying an in-
creasingly important place in the exploita-
tion of the titles. That tendency can be found 
everywhere.’

A world without digitalisation has also be-
come unthinkable. ‘We always make a digi-
tal reflection of our main titles that you can 
view on various platforms. It is our responsi-

Last year, subscriber 
recruitment for Roularta’s 
newspapers revolved around the 
New Deal. You sign up for one 
brand and get another five as 
well. ‘We completed that process 
successfully, and it has opened 
up perspectives’, says Frank 
Minne, the circulation director. 

‘2020 is all about data

and e-marketing.’
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23Digital marketing

‘If we sell a 
hundred copies, 
ninety of those 
are to 
subscribers.’

‘We always make a 
digital reflection of our 

main titles that you 
can view on various 

platforms.’

‘We supplement all the data we 
have been able to gather in the 

physical world with informa-
tion from touchpoints in a 

digital context.’

bility to market that product as well. That 
happens almost entirely in a subscriber con-
text. 
‘Furthermore, we are increasingly using dig-
ital channels to attract subscribers.’ 

Digital subscriber recruitment

Roularta has to deal with a natural drop-off 
in its subscriber base every year. ‘So we set 
targets for attracting subscribers. How many 
new subscribers do we want to bring in per 
title every month and how are we going to 
do it for an acceptable cost price? We still 
commit to traditional channels such as tele-
marketing and direct mail, but we also use 
digital channels: e-mail campaigns, social 
media campaigns and promotions on our 
own websites.’

‘Our Blueconic data platform is an essential 
element in digital subscriber recruitment. 
We can gather everything we know about 

subscribers and prospects there, define 
segments and so on. We supplement all the 
data we have been able to gather in the 
physical world with information from touch-
points in a digital context. On the basis of the 
collated information, we aim to give the cus-
tomer as pertinent a subscription offer as 
possible.’

‘What we offer someone who frequently vis-
its our websites for a quick glance is differ-
ent to what we offer someone who visits less 
frequently but reads long reads all the way 
through. Sometimes we suggest a trial sub-
scription, but for other people we take the 
plunge of immediately suggesting a greater 
commitment. And we try to weigh up these 
offers against each other. That is the core of 
our digital marketing.’

‘It is too early to share all the results of 
Blueconic, but we think we have a solid ba-
sis and expectations are high. Once the sys-
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tem is in a mature stage, we need to be able 
to formulate a set of propositions in which 
we find the right tone every time to make a 
financial proposition from the right angle in 
terms of content and the best trigger. We are 
going to experiment with this over the com-
ing months.’

A full subscription

One of Roularta’s showpieces in 2019 was 
the New Deal (see box text). Subscribers to 
one of the news brands received digital ac-
cess to all six news brands: Knack, Trends 
and Sport/Voetbalmagazine as well as the 
French-language publications Le Vif, 
Trends-Tendances and Sport/Footmaga-
zine. Didn’t that lead to cannibalisation? 
Knack readers who are interested in sport 
no longer need to subscribe to Sport/Voet-
balmagazine.

‘Anyone who wants the comfort of a print 
magazine can always buy an individual copy 
of Knack and/or Trends and/or Sport/Voet-
balmagazine. But there is no need to beat 
about the bush: we want to offer our sub-
scribers a complete service when it comes 
to relevant reporting and commentary. That 
means quality in all areas: politics, social is-
sues, economics and also sport and enter-
tainment, culture and lifestyle.’

‘Digitalisation enables us to make an offer 
that is far wider than the basic product. It’s 
true that this cuts down on our opportunities 
for cross-selling. But for the population who 
are not yet subscribers, our product propo-
sition is more extensive. That is a competi-
tive advantage when it comes to recruiting 
subscribers.’

‘The New Deal was popular: that is reflected 
in our repeat subscriptions. We didn’t take 
that as read. The reorganisation of the prod-
uct formulas was linked to appropriate price 
adjustments. We hardly experienced any 
negative effects from that, which gives us 
confidence. There is a wide audience in Bel-
gium that knows and understands that 
high-quality information comes at a price, 
and they are prepared to pay it.’

A hybrid formula with internet 
and print

‘The future of print and digital is the subject 
of permanent debate everywhere.  Daily 
newspapers are experiencing a particularly 
strong shift from print to digital. But the hy-
brid formulas – where print is still important, 
especially at the weekend – are successful.’

‘The transition is happening a little different-
ly for magazines. You interact differently with 
the product; you consume it in a different 
way. With the exception of The Economist, 
whose global audience of businesspeople 
makes it atypical, I do not know of any exam-
ple of magazine publishers who have suc-
ceeded in spectacularly increasing their 
purely digital subscriptions.  Readers who 
only read magazines online are people who 
spend a lot of time abroad or simply because 
they are digital diehards. This is a smaller 
group, although it is growing and we cer-
tainly must not neglect it. In the meantime, 
though, we now have our own hybrid formu-

la with online reporting and commentary on 
a daily basis and an extra pack of reading 
material in mid-week.’

Booming women’s magazines

The best results that the Circulation team can 
present in 2019 came from the women’s mag-
azines that Roularta took over in 2018. ‘These 
magazines have a different history. Putting 
their content behind a subscription wall or 
paywall has not yet been developed. Over 
time, we will probably evolve towards a con-
stellation similar to the one we have for our 
news magazines. And maybe we can develop 
a New Deal proposition here as well.’

‘The previous publisher, Sanoma, had a 
strong focus on newsstand sales, and this 
means that there is still enormous subscrip-
tion potential for titles like Libelle/Femmes 
d’Aujourd’hui, Flair N/F and Feeling/Gaël 
and we can continue to expand the print ver-
sions. We have had a fantastic year with 
Libelle. Newsstand sales held strong in a 
market that is decreasing by 10 to 12 per cent 
per year. And that was paired with spectac-
ular growth in subscriptions: we added an-
other 10,000 last year. But digitalisation is on 
the table here as well, certainly for titles like 
Flair that are aimed at younger age groups.’

The reader community service also helps us 
get subscriptions. ‘With magazines like Li-
belle, that means creating relationships be-
tween readers. When it comes to magazines 
like Knack, the right approach lies in special 
offers with extra advantages relating to cul-
tural events, books and music, travel, wine 
etc. The Knack Club is still a central feature 
of our subscriber offers. And the readers still 
really value that. Our president likes to say 
that intense consumers of culture can quick-
ly earn back their subscription fees with their 
membership card.’

‘There is still an audience

in Belgium that knows and

understands that high-quality

information comes at a price,

and they are prepared

to pay it.’
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Digital
reading
for the whole
family
The readers of a Roularta news magazine get automatic digital 
access to the other five news magazines. Eventually they should be 
able to receive personalised custom news all day, throughout the 
week. ‘We are also working on a family formula so that Dad doesn’t 
get suggestions for articles in Flair and his teenage daughter doesn’t 
get stock market news’, William De Nolf explains. wInterview
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R oularta set up a digital hub in 
September last year. ‘We have 
brought together everything to 

do with web and app development in a sin-
gle team, except for digital marketing. This 
reorganisation has enabled us to introduce 
digital knowledge in all our business units 
and speed up digital innovation in the com-
pany,’ explains William De Nolf, who is res-
ponsible within the team for developing 
websites and applications. 

A milestone in this digital acceleration was 
the New Deal. ‘The best way to explain that 
deal is with an example. Knack subscribers 
are sent their packs on a Wednesday. 
Thanks to the New Deal, they now also have 
digital access to Trends, Sport/Voetbalmag-
azine and their French-language counter-
parts LeVif/L’Express, Trends/Tendances 
and Sport/Foot Magazine. We are also hard 
at work on our news sites, so that Trends 
subscribers can also see the other websites 
more clearly, for example. We want to en-
courage them to read the other content as 
well.’

Family subscription

‘Our intention here is to increase personali-
sation. Based on your areas of interest, you 
receive the content that interests you. You 
can also indicate the topics you want to fol-
low. If you don’t like sports, you can turn that 
news source off. You can also decide when 
you want to get your news: immediately, in 
packages etc. We are in the middle of devel-
oping all this.’ 

Does that mean the titles will disappear in 
the long run, replaced by a single Roularta 
news site? ‘We are still committing com-
pletely to our brands, but we are testing 
whether we need to link them. That would 
mean you wouldn’t need to install ten apps, 
and instead you could consume the content 
at a central point. Our idea for the site is to 
introduce a single skin, keeping the titles, 
but making it easy for you to find what inter-
ests you, regardless of the titles.’

‘Personalisation will go further than in the 
New Deal. Ultimately, we want to evolve to-
wards the concept of a family. Dad, Mum 
and the kids get a personal profile within the 
shared family subscription, the same way 
they do on Spotify or Netflix. For example, 
Dad gets to read the contents of Knack, 
Mum gets Libelle and their children get Fo-
cus or Flair. All of them have their own profile 
within a shared family subscription. We don’t 
want to end up like Spotify, though, where 
your children listen to all kinds of songs and 
then when you get in the car the only music 
you hear is theirs.’ (He laughs.)

‘Our intention here is to 
increase personalisation. 

Based on your areas of 
interest, you receive the 

content that interests you.’

‘Our idea for the site is to introduce a 
single skin, keeping the titles, but 

making it easy for you to find what 
interests you, regardless of the titles.’
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A factory for
innovative ideas

Erwin Danis, Directeur of the Innovation Lab

‘The Innovation Lab

improves both the customer 

journey and operational efficiency.’
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Roularta’s Innovation Lab 
screens the outside world for 
trends and new technology. 
All the business units can come 
to it with questions and ideas 
as well. 

t he digital transformation is happe-
ning fast, new technology is breaking 
through, disruption is happening all 

around us. After a brainstorm in 2018, our 
management decided to set up an Innovati-
on Lab. A specific team is working on inno-
vation on a daily basis. ‘Our activity is over-
arching, for the whole company,’ says Erwin 
Danis, who runs the Innovation Lab.

‘To begin with, we look beyond the horizon. 
What should we be expecting? And what do 
we need to implement to keep ahead of the 
future? The staff of the Innovation Lab at-
tend conferences, visit exhibitions and make 
contact with start-ups and technology pro-
viders.’

‘Once you are in that circuit, you will often be 
approached yourself. We organised a Rou-
larta Media Tech Accelerator on one occa-
sion. Along with Duval Union Consulting, we 
coached start-ups in the media and else-
where. One of our success stories was the 
collaboration with Look Live Media, a start-
up that provides user-generated video solu-
tions. We used that technology for the KW-
Cup, so that football clubs could post videos 
on our platform.’

‘If we detect interesting opportunities, we go 
back to the business units. They decide 
whether they see possibilities in our propos-
als. Conversely, we also get requests from 
the business units to solve problems or inte-

grate improvements. Then we get in touch 
with our contacts to bring suitable parties 
together and select the right technology.’

NewsButler and NewsTapas

The Innovation Lab also does research and 
development, for example with Flanders In-
novation & Entrepreneurship (VLAIO) or the 
Google Digital News Initiative Fund. ‘It is 
usually a matter of collaboration between 
the government, a technology provider, an 
academic research group and ourselves. A 
triple helix. The research institution provides 
the knowhow, the technological partner de-
velops it and ultimately we can offer the 
product.’

NewsButler is one example. ‘It fits into our 
story of personalising news. NewsButler is a 
recommendation engine based on artificial 
intelligence (AI). We are working on this with 
partners including ITEC at the Kulak (Kortri-
jk campus of KULeuven) and the Gh-
ent-based AI firm ML6. An algorithm pro-
vides reading recommendations for topics 
and articles. We collect data, with an edito-
rial rather than commercial aim in mind. Be-
sides offering recommendations, this tech-
nology can determine what you see at the 
top of your personal news feed. If you are a 
Club Brugge supporter, you will see those 
articles first. Thanks to the New Deal (read 
more on p. 22), we can also work across dif-
ferent brands and bring everything together.’ 

‘NewsTapas emerged from our collaboration 
with partners including the IDLab at Ghent 
University and ML2Grow, a strong player in 
AI and adaptation. Now the same Club 
Brugge supporter can indicate that he has 10 
minutes in the morning to consume news on 
his smartphone and an hour in the evening, 
on his laptop. So he gets five bullet points 
and short articles in the morning and a 

The Innovation Lab also does research 
and development, for example with 

Flanders Innovation & 
Entrepreneurship (VLAIO) or the 

Google Digital News Initiative Fund.
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longer version in the evening. Furthermore, 
the technology can refine what you want to 
read.

‘Blueconic, the customer data platform we 
are rolling out, captures, manages and seg-
ments data and orchestrates the output to 
various channels. Take personalised news-
letters, for example. Those newsletters will 
also include videos. It’s easy to enrich a web-
site, but a lot more difficult to do so with a 
newsletter. We are working on being able to 
provide video messages as well. That is not 
a static thing: a GIF immediately starts play-
ing when you open the e-mail.’ 

Better customer experience

‘The Innovation Lab improves both the cus-
tomer journey and operational efficiency. A 
combination of the two includes almost 

‘The digital transformation is 
happening fast, new technology 
is breaking through, disruption 

is happening all around us.’

everything. A nice example of this kind of 
technology is used to support customer ser-
vice. We are hard at work on automatic re-
sponses to incoming e-mails. The intention 
is to be able to answer 15 per cent of the 
e-mails automatically, as quickly as possible. 
The messages are often the same, and an-
swering mails tends to be repetitive work. 
The time we save will allow our staff to cre-
ate more value, which will ultimately result in 
more satisfied customers.’

Erwin Danis concludes with a good example 
for commercial staff. ‘They are often on the 
road, visiting customers. Afterwards they 
have to write a report. Now they get in their 
car and a bot asks them who they have seen, 
what they said etc. The bot captures and re-
cords it all. Later they get an e-mail that they 
just need to validate and send to CRM.’

e
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Magazines 
are
the perfect
digital
detox

Panel interview

Print is alive and kicking. 
Quality and craftsmanship are 
fully appreciated again. ‘Making 
women’s magazines is one of the 
nicest crafts in existence. 
Especially with a view to the 
future. It is a craft in which print 
and digital go hand in hand.’ 
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‘The emotional bond between a 
women’s brand and its readers 
is huge. You really do have a 
social role to play that must not 
be underestimated.’

‘The ‘women’s brands’ had already 
built up a good reach.’

© Studio Dann

‘Roularta is a family 
company where you reach 

decisions fast’.

 ‘We are surfing the wave of 
digital acceleration that the 

publisher is experiencing’

‘And we react to current events 
with larger topic files online, for 
example if there is a storm 
coming. You can’t always pick 
up on that in the magazine.’

ROULARTA_200203_AnnualReport19_v29.indd   35 14/04/20   18:31



Roularta _Annual report 201936

t he women’s magazines Libelle/Fem-
mes d’Aujourd’hui, Flair and Feeling/
Gael have completed their first full 

year under Roularta’s wings. The editors-in-
chief are looking back on that year with a 
sense of positivity. ‘You can feel that Roularta 
is a real publisher. Sales of subscriptions have 
gone up, the print quality is better.... Together 
we are committing to quality and content, 
and we are doing so with much success. It’s 
good to feel supported’, says Anne Daix, the 
editor-in-chief of Femmes d’Aujourd’hui, the 
French-language counterpart of Libelle. 

‘Roularta is a family company where you 
reach decisions fast’, adds general edi-
tor-in-chief Karen Hellemans. ‘Moreover, we 
can build a long-term vision and plan without 
the exclusive focus on the next quarter’s fig-
ures and the pressure that brings. That’s a 
breath of fresh air.’ 

In the long term, digitalisation is firmly on the 
cards. ‘We are surfing the wave of digital ac-
celeration that the publisher is experiencing’, 
Eva Van Driessche, the editor-in-chief of 
Flair, concurs.

How are your women’s 
magazines contributing to 
that digital transformation?

Karen Hellemans. ‘The ‘women’s brands’ had 
already built up a good reach. We want to fur-
ther strengthen that by increasing engage-
ment among visitors to our online magazine. 
Last year we worked on the quality of our dig-
ital content on the one hand, and strategic and 
technical aspects on the other, with data as a 
key focal point. We should be able to reap the 
rewards of that in the coming year.’ 

Eva Van Driessche. ‘The Flemish and 
French-language Flair collectively reach 
about 3 million readers per month, if you in-
clude both the print and online versions. 
Since the summer of 2018, we have invested 

heavily in quality. It was worth cricking that 
up a bit, certainly on the digital channels. Our 
reach was high, but the match between the 
two channels wasn’t quite what it should be. 
We have been able to streamline that again. 
Most of our readers are young women, who 
are a very digital audience.’

‘The online and print editorial teams work to-
gether much more. I am not going to claim 
that they have now merged into a single 
group, but we have started exchanging a lot 
more information, we have meetings togeth-
er, the journalists write for both channels and 
themes run parallel. The biggest difference is 
in the rhythm. A web journalist writes five or 
six articles a day.’

‘A lot of paper articles are published on the 
website. That is a conscious choice, because 
the readers are not 100 per cent the same. As 
to whether it will stay free forever... probably 
not.  But you need to show what you have to 
offer before you can introduce a paying or 
data model.’

The readers of Libelle/
Femmes d’Aujourd’hui are 
older. How do you reach 
them?
Hellemans. ‘Print is still very important for us. 
We produce a weekly magazine, but there is 
also a monthly culinary magazine, Libelle Le-
kker, the two-monthly Libelle Nest focusing 
on country life, and Libelle Mama once a year. 
We have sister publications with similar tim-
ing, on the same themes, for Femmes. Online, 
we are also committing to a broad, ‘horizon-
tal’ website with familiar human interest piec-
es, practical articles and relevant current af-
fairs for our readers. Alongside that, we are 
expanding our areas of expertise ‘vertically’, 
on the themes of cooking, living and nature, 
and motherhood. We are really proud of 
Libelle Lekker, as the biggest and best quali-
ty recipe website in Flanders.’
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From left to right: Karen 
Hellemans, Anne Daix 
and Eva Van Driessche

‘You can feel that Roularta

is a real publisher.

Sales of subscriptions

have gone up, the print

quality is better....

Together we are committing

to quality and content,

and we are doing so with

much success.’
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‘Mobile readers are often in search
of something specific ‘right now’.
The paper magazine is a weekly
or monthly moment of me-time when 
readers can immerse themselves in 
inspiration and familiar stories.’

Eva Van Driessche,
editor-in-chief of Flair

Do Flemish and French-
speaking readers get the 
same things to read?

Anne Daix. ‘Obviously we try to synergise 
costs as far as possible. That is easiest with 
culinary themes, but it’s also successful for 
topics such as interior design, beauty, gar-
dening etc. If we notice that a given angle 
isn’t working, we tweak the text or images. 
Sometimes we go for radically different sub-
jects, but we do use the same images. 
Femmes is not a carbon copy of Libelle, but 
if you look carefully you will notice their 
common basis.’

Hellemans. ‘The Dutch and French-lan-
guage sites have a parallel structure. The 
recipe database is full of translations, but 
current affairs pieces are written by a 
French-speaking journalist.’

‘Images are the most expensive element of 
lifestyle journalism: production costs a lot of 
money, but you take far more pictures than 
you can publish. Femmes can choose the 
most culturally suitable photographs from a 
series that Libelle commissions. The same is 
true online. I would say that above all, it is an 
intelligent reuse of material.’

Daix. ‘In the beginning we thought we could 
simply copy and paste. That’s not the case. 

Despite the many similarities, differences do 
exist. We can cope with them by means of 
planning, by producing strong texts of our 
own and thanks to the wider choice we have 
from the images produced. So for me Libelle 
is the most important source I can draw on. 
The flexibility in implementing the merger 
has worked well and enabled us to create an 
excellent magazine for our target group.’

Van Driessche. ‘Our teams are smaller, 
which means that we work together even 
more intensively, certainly in print. We believe 
that the similarities for young women are 
greater than the differences. Flair focuses on 
first times, lifequakes and so on: graduation, 
job interviews, finding love or not finding love, 
deciding whether to have children etc. These 
themes are no different on the other side of 
the language divide, although we are also 
working on differences in style. It’s two-way 
traffic, by the way, although the Flemish team 
is larger because of its reach.’

Are the differences between 
print and online readers 
small as well?

Hellemans. ‘People read print at different 
times to online material. A magazine gives 
you a real moment of me-time: you can im-
merse yourself in lifestyle inspiration and fa-
miliar stories for a while. Online you tend to 

be looking for something more specific, 
whether it’s a recipe, news or social contacts. 
That is why we still have a digital team of on-
line journalists for Libelle and Femmes. They 
have their expertise in SEO, social media and 
video, and can cope with a high publication 
speed. Strategic management is in one per-
son’s hands, however, to ensure that the 
teams cooperate, know each other’s planning 
and can take over anything relevant. We go 
even further in our specialist areas. Everyone 
uses multimedia for Libelle Lekker.’

Daix. ‘And we react to current events with 
larger topic files online, for example if there 
is a storm coming. You can’t always pick up 
on that in the magazine.’

Hellemans. ‘That’s right, and I think that 
storm is a good example. You see, we’ve run 
a lot of stories in the past about cleaning, 
tidying up your garden, what to do with the 
children when the weather is bad etc. If 
there’s a storm on the way, we can compile 
an online topic file and repost our expertise. 
We make a lot of these reusable stories, and 
that’s when content becomes a service.’

How important are 
communities?

Hellemans. ‘The emotional bond between a 
women’s brand and its readers is huge. You 

Karen Hellemans,
general editor-in-chief of women’s magazines
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‘Our strength is in our content.
If it’s in Femmes it must be right.
Print is the quality stamp that   
enables you to build a strong

digital brand as well.’‘First you need to show
what you have to offer before 
you can introduce a paying or
data model.’

Anne Daix, 
editor-in-chief of Femmes d’Aujourd’hui

really do have a social role to play that must 
not be underestimated. They identify and 
empathise with other readers’ stories about 
things that happen in life. Our Libelle and 
Femmes readers really do look for that con-
nection with us and each other. That’s why 
we started a friends’ club last year. So that 
they could meet other women in a safe en-
vironment set up as a plus zone.’

Daix. ‘The women have already held gather-
ings in Brussels, Liège and Namur without 
the editorial team being involved. They keep 
in contact on our platform and arrange to 
meet up. It’s growing organically. We will 
probably do something with that in editorial 
terms as well.’

Van Driessche. ‘With Flair we have groups 
like that for sexuality, for example, but they 
are curated by a journalist with expertise in 
that area. That group came up with the re-
quest for an event. So we went looking for 
event partners. The ladies treated our jour-
nalist like a real star. It was pretty impressive.’

Are events like these the 
work of editors or 
marketeers?

Hellemans. ‘We have always thought very 
much in terms of a brand, a 360 degree ap-
proach, whether that means events, the 

magazine, online or designing a fashion col-
lection. The editor-in-chief and the market-
eer work in tandem. They need to be think-
ing along the same lines. If you have all that 
creativity at hand and all this passion for the 
target group, why would you only use it to 
make the magazines and the website? We 
don’t keep our creativity confined by those 
barriers.’

Van Driessche. ‘Marketing organises 
things, makes the event big, but we provide 
the content. There is no wall between us. My 
brand manager and I communicate so much 
that we recently came up with the same pro-
posal at a meeting. Although hers was in a 
beautiful presentation and mine was in a 
scrappy one.’ (She laughs.)

Hellemans. ‘We provide strong, high-quali-
ty, creative content and they make our 
brands even bigger. That requires close col-
laboration. Of course we still have basic 
rules about what we can and can’t do. We 
still have final responsibility for what ap-
pears. Luckily they often reject things in ad-
vance when they don’t fit our editorial val-
ues, precisely because we know each other 
so well.’

‘I do still see opportunities for progress, cer-
tainly with the new digital possibilities. More 
data will enable us to improve our quality. 

Ultimately it is a matter of creating value for 
readers, and marketing is helping us to do 
that.’

Is the paper edition slowly 
dying out?

Van Driessche. ‘Flair is more and more dig-
itally based. We print the topics that do well 
on the online platforms in our paper edition. 
Young girls are always on their smartphones, 
which is why we have improved the quality 
of our videos, for example. That works. But I 
still don’t think print will disappear. We have 
brought out a ‘Flair Summer Book’ and a 
special about getting married, for example. 
Occasions like that require an edition you 
can keep. Paper still has much greater cred-
ibility than online content. And influencers 
confirm that. They get a kick out of being in 
the print edition.’

Daix. ‘Our strength is in our content. If it’s in 
Femmes it must be right. Print is the quality 
stamp that enables you to build a strong dig-
ital brand as well.’

Hellemans. ‘I don’t think print will disappear. 
Even if the world is more digital than ever, 
that only increases the need for quality, se-
lection and expertise. Creative craftsman-
ship is on the up again. And that goes hand 
in hand with the digital developments.’
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‘Our e-commerce channels 
bring Libelle into its 

readers’ lives.’ 

2 020 will be an important year for 
Libelle’s e-commerce channels. 
New business models are being 

combined and tested. On the one hand, the 
focus is on the Libelle Lekker Shop: the on-
line store that sells kitchen items and table-
ware such as oven dishes, grill pans, table-
cloths and serviettes. On the other, new 
strategies are being tested this year for the 
Shedeals platform. Readers find attractive 
offers there for pampering weekends, dining 
out, exhibitions, concerts, musicals and city 
trips. 

‘In the Libelle Lekker Shop, our editorial 
team recommends products – under the 
motto “tried and tested for you” – because 
they believe in the quality and value they 
offer’, says Nele Baeyens, Director of Market-
ing and digital strategy. ‘Our readers attach 
great importance to a selection of this kind. 
They trust our choice, because it helps them 
find their way through the gigantic range of 
items available online. Besides providing ex-

tra consolidation and reinforcement for the 
Libelle brand, it also creates additional busi-
ness opportunities.’ 

Support and interaction from other channels 
is self-evident. ‘Libelle selects several prod-
ucts from the online store each time, based 
on its editorial agenda’, Nele Baeyens ex-
plains. ‘These products are then placed in a 
prominent position in the magazine and on 
the Libelle Lekker website. This selection is 
the main push towards our online store. It 
receives extra support from a comprehen-
sive cross-brand media plan. That consists 
of an extensive mixture of offer pages, online 
articles, newsletter bannering, social media 
posts etc.’

Discounts through partnerships 

Apart from the Libelle Lekker Shop, the 
Shedeals platform is the most important 
e-commerce product for Libelle. Readers 
find discounts of up to 70 per cent on the 

Shopping in 
your favourite brand

As the biggest brand for 
women in Flanders, Libelle 
aims to inform, inspire and 
connect with its readers to 
the maximum. The 
e-commerce platforms 
Libelle Lekker Shop and 
Shedeals offer extra 
consolidation and 
reinforcement for the brand. 

Nele Baeyens,
Director of Marketing and digital strategy
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Shedeals: 

556,800 
unique visitors to the 
platform 

5%
conversion rate 

Libelle Lekker

127,670
unique visitors

80%
faithful public 
visitors who keep 
coming back after 
their first visit 

20%
influx of 
new buyers

Shopping in 
your favourite brand

Far-reaching integration in 2020 
Roularta has succeeded in fully attuning its internal systems to the 
supporting e-commerce platform for the online store of its creative 
community La Maison Victor. That has led to automatic invoicing and 
automated contact with customer service and the logistics partners. 
‘Now we want to extend that operational efficiency to all the e-commerce 
platforms’, says Nele Baeyens. ‘It’s Shedeals’ turn in 2020. The ultimate 
aim is to get the underlying data platforms to communicate optimally with 
each other.’

‘Shedeals and the Libelle

Lekker Shop need to grow into

one of the target audience’s preferred 

purchasing channels.’ 

platform, thanks to partnerships with popu-
lar brands and specialised distributors. As 
Nele Baeyens tells us, ‘The Shedeals team 
works with the editorial teams of Libelle, 
Flair and Feeling.  They know what is popu-
lar with their target audience. We choose the 
special offers on that basis. The range is ex-
tremely varied. We mainly focus on ticket 
deals and not so much on product deals, 
although the latter are still important at cer-
tain times of year, such as Christmas. 

‘Thanks to Shedeals and the Libelle Lekker 
Shop, the Libelle brand permeates the lives 
of our readers in the form of specific services 
and products. We also put maximum efforts 
into making the right choices and compiling 
a good range tailored to our target group. 
The right quality at the right price: that is our 

goal at all times. By gaining our readers’ 
trust, we intend to expand our e-commerce 
platform over time into one of their preferred 
purchasing channels.’

Roularta plans to expand these channels 
even further in 2020. The Libelle Lekker 
Shop will become the fixed distribution part-
ner of a select number of brands, as well as 
becoming an online platform for new prod-
uct launches and a collection of Libelle Lek-
ker’s own. Shedeals will get a new website 
this year. It will remain the most important 
platform for special offers, but from now on 
it will also be possible to find the deals on 
other channels – depending on their nature 
and the target group – such as the brand 
new Libelle Vriendinnen platform.
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Communities 
strengthen bond 
of trust

Maxine Konings

‘We want to enter into

dialogue with our readers,

really get to know them and respond 

to their needs.’ 
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R oularta does more than just of-
fer strong, high-quality content. 
The publisher aims to connect 

as much as possible with its readers through 
its brands. It has already committed strongly 
to this through social media channels, but in 
2020 it stepped its efforts up a gear. 

Roularta recently launched La Maison Vic-
tor, an online community for creative people. 
In just three months, it attracted 25,000 reg-
istered members. The Libelle Vriendinnen 
community has also been set up, which is all 
about interaction and experience in a famil-
iar setting. The same project is being started 
up for Femmes d’Aujourd’hui in the spring, 
entitled ‘Les Amies de Femmes d’Aujo-
urd’hui’.

‘We want to really connect with our readers 
through our brands, and above all to embark 

In 2020, Roularta is committing 
strongly to the ‘sense of 
belonging’ within online 
communities. Its goal is to build 
a meaningful, long-term 
relationship with its readers. 

on meaningful, long-term relationships with 
them’, says Maxine Konings, the digital prod-
uct developer for Roularta’s women’s maga-
zines. ‘Our goal is to have even more dia-
logue with them, really get to know them 
and respond to their needs. To commit to 
engagement, move towards frequent, regis-
tered visitors and offer them a personalised 
experience. Online communities are the ide-
al platforms for this, and they are what we 
are focusing on this year. But the brand, the 
experience and the reader promise are key. 
However the focus is different for each 
brand, in line with what the magazine stands 
for, its goals and what is popular with the 
target group.’ 

Obviously the communities are intended to 
bring the readers into contact with each oth-
er as well. ‘Chatting about the latest Libelle 
podcast, discussing a book in the book club, ©
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sharing photos of your homemade dessert, 
looking for new friends to meet up with. If 
you enter your interests and location, you 
will receive suggestions for groups, events 
and friends,’ Maxine tells us about Libelle 
Vriendinnen. ‘But it goes beyond that. You 
can take part in savings campaigns, get dis-
counts on days out or participate in the 
weekly puzzle. So Libelle Vriendinnen is a 
loyalty platform as well as a community.’ 

Familiar settings 

By building communities, Roularta is creat-
ing familiar settings where people feel at 
home with the associated brands. ‘We want 
to become an established value that they 
return to regularly’, is the message. ‘For Li-
belle, we started out from a Facebook group 
that was created several years ago by the 
Libelle editorial team. We wanted to go a 
step further, with a separate platform where 
our readers could also find groups or start 
one up themselves, filter content based on 
their interests, create activities and so on.’

‘Furthermore, if you use your own platform 
you don’t have the ‘background noise’ you 
experience on Facebook; you don’t have to 
scroll endlessly to find what you are looking 
for. And what is more, our communities give 
you personalised suggestions thanks to our 
advanced customer data platform. We use 
this to get to know our people better: we 
know what they like, what content they like 
to read and what their interests are. That en-
ables us to customise our offering for every-
one, with personalised content and relevant 
offers. The consumer really is the focal point.’ 

‘By building communities, 
Roularta is creating 

familiar settings where 
people feel at home with 

the associated brands.’

Libelle 
Friends: 
a resounding 
success 
•  The number of members of 

the new Libelle Vriendinnen 
community is growing 
steadily every day. 

•  An average visit lasts more 
than 6 minutes. 

•  Registered users view at 
least 8 pages per session.
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Prior research 

Building up a community takes time and 
perseverance. A whole lot of prior research 
is needed. Roularta always starts with the 
brand’s strategy and brand statement. ‘We 
study the target group and focus on the top-
ics for which the brand has already built up 
a large, engaged community online’, explains 
Maxine Konings. ‘So it is not enough to make 
a nice website with cool features and then 
draw attention to it with a gigantic launch 
campaign. The real work only starts after-
wards.’

‘For example, we develop customer jour-
neys: they are intended to make it as easy as 
possible for our visitors by showing them the 
right messages at the right time. But to be 
honest, the most important thing is to keep 
the communities active. As a publisher, you 
must not underestimate the effort that re-
quires. That is why we have appointed ded-
icated community managers. They are cru-
cial to the platform because they know what 
is going on and constantly put in the work. 
They closely follow everything that happens 
and react immediately.’ 

Interaction with the brands is important. For 
example, Roularta itself has set up groups 
and events in the Libelle Vriendinnen com-
munity based on Libelle magazine. A couple 
of times a year, the online editors of the mag-
azine also launch plans, such as the ‘tidy-up 
plan’ and the ‘less sugar plan’. Interesting 
interactions with the community are possi-
ble in this area as well. ‘Our readers get sup-
port from each other when they are trying to 

achieve a goal. They share tips on the plat-
form and talk to other people about their 
experiences and achievements.’ 

Community rules 

Because communities are public places, 
Roularta has also established a few commu-
nity rules. ‘But they are very reasonable’, says 
Maxine Konings, putting them into perspec-
tive. ‘Users need to respect each other and 
may not merely use our platforms for com-
mercial purposes. We moderate the content 
ourselves, but also rely on members to re-
port things they are unhappy about. We 
check every report. But it is clear that people 
do abide by our community rules: so far we 
have not had to remove a single post.’ 

‘Our communities are also free from negative 
comments. The atmosphere is great. We no-
tice that the users support and motivate each 
other. Libelle’s slogan is ‘Caring for you and 
your loved ones’ – and you clearly feel that 
here. We will always thoroughly evaluate any 
negative comments on the platform itself. We 
try to find out the cause of the frustration, and 
mainly try to learn from it. We give people a 
say and then use what they give us. Hopeful-
ly that will enable us to transform a negative 
feeling into something positive.’

‘The focus is different
for each brand, in line 
with what the magazine 
stands for, its goals and 
what is popular with the 
target group.’ 

Maxine Konings

The communities Roularta wants 
to build in 2020 are part of a 
holistic overall plan in which 
online and offline channels are 
attuned to each other. ‘We believe 
in a 360° marketing approach’, 
Maxine Konings tells us. ‘All our 
brands are interwoven with our 
editorial content. They are clearly 
prominent in our paper 
magazines, on our websites, on 
social media and at events. Each 
community needs to become part 
of the brand as well: that is the 
only way for us to come full circle.’ 

PART OF 
THE 360° 
APPROACH  

‘We want to really connect with our 
readers through our brands, and above 
all to embark on meaningful, long-term 

relationships with them.’
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Magazine brands
      are the original
       influencers

‘The various social media

channels are an essential

component of Roularta’s 

marketing mix.’ 

Jeroen Van Raemdonck

Social media enable magazine 
brands to connect with their 
target groups. They have a huge 
role to play, especially for 
women’s magazines. ‘We have 
long since used social media as 
more than merely a way to direct 
traffic to our websites.’

j
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t he Roularta magazine brands saw the 
potential of channels like Facebook, 
Instagram, Pinterest and YouTube 

years ago. They have great coverage and a 
more engaged audience than ever who feel 
a positive connection to the brand. The ma-
gazine brands are the original influencers, as 
it were.’ 

‘Each of the magazines is strongly repre-
sented on social media such as Facebook 
today, although the approach differs de-
pending on the brand and associated target 
group. For example, Instagram Stories – the 
vertical videos that only stay online for 24 
hours – were a very rapid hit with the young 
readers of Flair. So Flair reacted to that im-
mediately, with fun stories about new arti-
cles, glimpses behind the scenes and calls 
to action.’

‘The content on our social media is adapted 
to the audience we have in mind’, says the 
digital marketing manager, Jeroen Van 
Raemdonck. ‘It always corresponds to the 
magazine brand in terms of content and 
tone of voice. Take Libelle, centred on ‘Car-
ing for you and your loved ones’: the empha-
sis on all Libelle’s channels is on current, 

Roularta’s magazine brands 
have enormous reach on social 
media. ‘With one Facebook post, 
we easily reach 90 to 95 per 
cent of our fan base, without 
spending a single cent’, Jeroen 
Van Raemdonck tells us. ‘Flair 
currently has about 200,000 
Facebook fans who fit perfectly 
into our target group: 93 per 
cent are female and two thirds 

are between 18 and 34 years 
old. A post to that group 
sometimes reaches more than a 
million unique individuals. But 
channels like Pinterest are not 
outdone. Especially with Libelle 
Lekker, which attracts about 
one and a half million unique 
viewers on that visual channel 
every month.’ 

FIGURES   

socially relevant stories with high emotional 
content and feel-good messages that con-
nect with the readers.’ 

Social media are an essential component of 
Roularta’s marketing mix. ‘Besides connect-
ing with our readers, we also use social me-
dia to publicise campaigns and events. For 
example, when we launch a television cam-
paign for our annual Libelle calendar, we 
also develop a sophisticated social media 
campaign to create extra visibility for that 
issue.’

Building the brand 

Roularta has long since used social media 
as more than merely a way to direct traffic to 
the magazine sites. As Jeroen Van Raem-
donck explains, ‘Every message that is pub-
lished has the goal of building our brands, 
with surprising formats, fun insights, posts 
that touch people and make them feel con-
nected to the brand and to each other. For 
example, this interaction between the brand 
and the readers became very tangible, both 
offline and online, during the original meet-
ups between members of ‘Libelle Vriendin-
nen’ organised by the online editors and 
captured in lovely videos. They had a lot of 
views from visitors to the event and also 
from our Facebook followers.’

‘There is nowhere where we feel as strongly 
connected to our readers on our social me-
dia channels as in our closed communities. 
The Facebook group Libelle Vriendinnen 
had 400 new posts from its members in the 
past month alone. Because groups like 
these are so popular, we have opted reso-
lutely for community building on our own 
platforms in 2020, with more focus on con-
necting offline as well. That does not only 
apply to Libelle Vriendinnen. The 
French-speaking, live Flair event ‘Les Bou-
doirs’, with workshops and debates on sexu-
ality, is a great example of a well-known 
online concept that now has a successful 
offline counterpart.’

93%
of Facebook fans are female 
and two thirds are between 
18 and 34 years old.
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Plus Magazine: 
the authoritative 
magazine for over-50s 

t he over-50s have specific interests. 
Topics such as health, money and law 
are important to them, as are tourism 

and culture. This is why Plus Magazine pro-
files itself as an authority, creating a surroun-
ding community. ‘The magazine is the focal 
point’, says Joost Martens, the marketing di-
rector. ‘And we use other channels around 
that flagship. People often think a multimedia 
strategy only means online, but that is not the 
case. We do have a website and several 
newsletters, but we also organise events, 
competitions and reader offers that bring 
money into our coffers as well. Furthermore, 
we support newsstand sales of our magazine 
with radio campaigns, and editorial director 
Anne Vanderdonckt is a regular guest on the 
RTBF.’

‘Clearly we can reap the benefits of speed on 
our online channels. Plus Magazine is a 
monthly magazine that offers opportunities 
for extensive articles on relevant topics, but 
for daily updates on pensions or inheritance 
laws, for example, you can go directly to our 
website or find information in our newslet-
ters. For this, we also work with the editorial 
teams of other Roularta magazines such as 
Knack and Trends. We continually exchange 
information in both directions. That allows us 
to react quickly. The opening rate for our 
newsletters is almost 50 per cent, demon-
strating that we are valuable to our readers.’ 

Incidentally, you would be wrong to think the 
Plus Magazine target group cannot cope with 
digital channels. ‘Over-50s grew up with com-
puters’, Anne Vanderdonckt explains. ‘And a

Plus Magazine has an extremely 
broad-based multimedia 
strategy, covering all kinds of 
channels on and offline. The focus 
is always on innovation, ‘because 
we want to have a contemporary 
image.’ 

The number of subscribers to 
Plus Magazine has grown 
over the last five years from 
82,000 to 100,000. ‘We want 
to keep those 100,000 
subscribers, although the 
GDPR laws are making it 
more difficult’, says the 
marketing director, Joost 
Martens. ‘At any rate, this 
good subscriber base creates a 
stable cash flow and it is 
important for the advertising 
market. Newsstand sales of 
our magazines are also 
steady, and reader offers 
through our partners are 
doing very well.’ 

SUBSCRIBER 
BASE IS ON 
THE UP 

70%
 
of the articles are 
translated and 
adapted to the target 
language group if 
necessary. 
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j
The Plus 
Magazine 
editorial team  
•  is bilingual: around 

70 percent of the articles are 
translated and adapted to 
the target language group if 
necessary. 

•  has one editor-in-chief and 
two editors (one for Dutch 
and one for French).

•  has 14 full-time employees 
and about 30 freelancers. 

•  is a single team for both print 
and online.

•  also provides the special 
editions on a variety of 
topics. 

‘Our subscribers are far from

     digital illiterates. We rarely

          receive traditional letters.’a
people who are already a little further on in 
life often learned to use them at work. In fact, 
over-50s buy more online than millennials. 
What is more, they protect themselves better 
against cybercrime than young people, and 
they are less naive about social media. In 
short: our subscribers are far from digital illit-
erates. We rarely receive traditional letters.’ 

Modern look

Innovation is a central feature in Plus Maga-
zine’s multimedia strategy. ‘We recently gave 
our magazine a brand-new layout’, says Anne 
Vanderdonckt with pride. ‘We want to have a 
contemporary image. That makes it even 
more important for us to look modern than for 
other magazines. This is expressed in a 

youthful design and contemporary font. We 
also innovate in terms of content. Over-50s 
have particular issues to deal with: we con-
stantly offer them new insights and ideas.’

‘Last year we also organised our first finan-
cial event’, Joost Martens adds. ‘Experts 
talked about relevant subjects for a whole 
day: pensions, inheritances and wills, dona-
tions to good causes, sustainable invest-
ments etc. The participants paid 20 euros 
and received a goodie bag to take home. It 
was a success: the event received an aver-
age score of 8.4 out of 10, and thanks to the 
advertising efforts it was particularly profita-
ble as well. Now we are going to expand this 
initiative to national level, probably with a 
health and beauty event to follow.’ 

Anne Vanderdonckt

Joost Martens
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Readers and Audience (print + digital)

Lifestyle & Women
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Innovative technology linked to the power of its own close-knit network: with this approach, 
Roularta is even succeeding in transforming the local advertising market. 
Luk Wynants (Director Local Media) and Barbara Spyckerelle (Director Recruitment 
Solutions) firmly believe in the smart combination of print and online.

Every business
realises now that 
an internet presence 
is crucial Double interview
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MijnStad currently 
reaches a total of 

170,000
followers on social media.

Roularta has had a strong 
reputation as a print 
company for decades: how 
and when did you gradually 
come to shift the focus to 
online media as well in 
what you offer at local 
level?

Luk Wynants: In fact we took the initiative 
nine years ago, for example as a Google re-
seller and with the sale of Google display 
campaigns. Other channels such as Face-
book soon made us realise that this was not 
enough, and that we would also have to offer 
our customers innovative online products of 
our own. The wanted ads – ranging from 
property to jobs to cars – were the first to 
generate added value very quickly in a com-
bination of print and digital. The specific 
platforms that emerged for those ads boost-
ed advertisers’ and customers’ belief in 
these digital solutions.

Were the customers eager 
for your own solutions right 
from the start?

Barbara Spyckerelle: At first the problem 
was simply that no one had enough exper-
tise. We gradually convinced our customers 
of the value of our own digital products. ‘Lo-
cal digital display advertising’ is a nice ex-
ample of that. Our customers believe in the 
added value of Roularta’s extensive digital 

network and the power of strong national 
titles such as Knack, Trends and Sportmag-
azine, Libelle, Flair and Feeling. And thanks 
to the technology, we can now enable cus-
tomers to benefit from that network in their 
own region as well. 

Luk Wynants: It’s true that it took a while for 
smaller retailers in a typical SME environ-
ment like Flanders to jump on the digital 
bandwagon. The trend caught on much 
more quickly in the Netherlands, but Flan-
ders has completely caught up now. Local 
businesses understand very well now that 
they can have an online presence. They can 
reach tens of thousands of potential custom-
ers with an advertisement in De Streekkrant, 
De Zondag or Steps, but now it is also pos-
sible to reach even more consumers through 
the online channels. Now we are responding 
to that with our own solutions. 

How exactly does ‘local 
digital display advertising’ 
work?

Luk Wynants: We package the message in 
smaller portions. Imagine a customer who 
wants to put his brand new clothing store in 
the spotlight. We offer him a traditional print 
advertisement, but we also make Roularta’s 
big, digital, online network available. That 
gives the shop sufficient visibility online. And 
we make sure the online ads are only visible 
in the region that is relevant to that business, 
with a geolocalised campaign. 
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Specifically, that might mean a print adver-
tisement in Steps linked to an online ad in 
several standard display formats. They run 
on the websites of Libelle, Weekend Knack, 
Feeling, Flair, Plus Magazine, Knack, Trends, 
etc., during the same publication period as 
the print ad. Only readers who live in the 
desired region will see these regional online 
ads. That is possible today using geolocali-
sation software, because we know more or 
less where every website visitor lives and 
what they read. So we can guarantee our 
advertiser around 15,000 online views with 
this package, on top of the 70,000 to 80,000 
readers we can offer through our print me-
dium.

So the key to this approach 
is advanced geotargeting?

Barbara Spyckerelle: Absolutely. Geotar-
geting will enable us to work hyper-locally 
from now on. Our added value is in the com-
bination with our strong, very close-knit net-
work that covers the whole of Flanders. 
When local businesses work with us, they 
know exactly where their online advertise-
ment will appear, on which of all our different 
websites and in which newsletters.

‘We make sure the online ads

are only visible in the region that is

relevant to that business,

with a geolocalised campaign.’

As a customer, why would I 
still opt for online and print 
in today’s world? 

Barbara Spyckerelle: Print and online me-
dia represent very different experiences: 
people often read more superficially online, 
whereas they tend to take their time over 
print. So I certainly do think there is still a 
great future for print advertisements, as long 
as we ensure that our titles stay very strong 
and meet the needs of our readers. The two 
advertising channels are complementary; 
it’s as simple as that. And we will continue to 
provide our specialised service in terms of 
Local Digital Search with Google Search. It’s 
the perfect way to attract masses of online 
visitors to the advertiser’s own website.

Is local digital display 
advertising more expensive 
than a traditional print 
advertisement?

Luk Wynants: No, you pay about the same 
price you would pay for the same number of 
views in print.

Luk Wynants

Now you are also working 
on the development of a 
few totally new local 
advertising channels, aren’t 
you?

Luk Wynants: That’s right, we’ve got two in 
the pipeline at the moment. There is Mijn-
Stad, formerly known as Postbuzz, a region-
al app we took over last year from a small 
start-up. Since then we have considerably 
extended, improved and tested it. MijnStad 
aims to be a neighbourhood platform where 
you can find up-to-date, hyper-local infor-
mation within your municipality and close to 
your home address. In time that will evolve 
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Barbara Spyckerelle

into a digital neighbourhood information 
network that we want to link to advertise-
ments. To begin with, businesses can make 
a page for themselves and post messages 
for free. We can boost those posts in return 
for payment. The pricing is based on the 
proximity that the business selects: nearby 
is free, but there is a fee to advertise further 
afield. MijnStad currently reaches a total of 
170,000 followers on social media. And it 
does so in a controlled, secure environment 
where it is not possible for people to post 
absolutely anything. The launch of Mijn-
Stad is planned for sometime in the next 
few months. We are also experimenting 
with Optilocal, a kind of big information 
screen system 2.0. If you’re waiting in line at 
a sandwich bar or in the supermarket, you 
see an information screen with all kinds of 
messages on it.

That’s already fairly 
widespread today, though, 
isn’t it?

Of course, but those advertising messages 
usually only capture your attention for a few 
seconds at best, because they alternate in a 

kind of fixed cycle. The big challenge for dig-
ital signage of this kind is to keep hold of the 
public’s attention for longer. And we want to 
do that in future by showing funny films on 
the screens as well. It’s hardly revolutionary, 
but success on social media has proved that 
it works really well. We can alternate those 
films with advertising messages. That 
means advertising for the business where 
the screen is located, but perhaps also as 
part of a broader regional campaign in print 
and online. Technologically speaking, it is 
possible at the moment to display some-
what different messages on each individual 
screen, i.e. customised for the business 
where the screen is installed. Our specialists 
will advise businesses on that. 

Barbara Spyckerelle: For our online activi-
ties, we want to be really unique by going 
hyper-local as well. It should be perfectly 
possible for businesses that only have cus-
tomers in Tielt, for example, to restrict their 
advertisements on Optilocal to the local 
area and attract customers in Tielt. Over 
time, this opens up all kinds of new possibil-
ities for job advertisements, let’s say, where 
the regional factor is more important. Or for 
the real estate market as well.

‘For our online activities,

we want to be really unique

by going hyper-local as well.’
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Gocar.be mainly
aims to attract
more individuals

Wim Moyson

‘Nowadays people are prepared

to travel about 100 km to buy a car

if they find an interesting offer. If necessary

they cross the linguistic divide as well.’

w
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u ntil the end of 2019, Gocar.be only 
offered new cars and cars from 
stock. The site had four other 

brands, including autovlan.be and autoclas-
sic.be. ‘After integration, we remained the 
market leader in new cars online with the 
new Gocar.be,’ sales manager Wim Moyson 
tells us. 

‘There were many arguments in favour of 
bringing all those sites together on one new 
portal site. For example, it was not always 
clear to our customers where exactly they 
could find their cars. From a marketing per-
spective as well, it is considerably easier to 
put one big portal site on the market where 
you find both new and second-hand cars as 
well as vintage cars and vans. Incidentally, 
customers will soon be able to find motor-
bikes on the site again as well. So Gocar.be 
is becoming a real one-stop shop.’

In the long term, Gocar.be has far more ex-
tensive ambitions. Mobility has long since 
been about more than just cars. So the new 
portal site will gradually need to be trans-
formed into a mobility site, where you can 
find electric bicycles or motorbikes, shared 
cars and scooters, Wim Moyson believes. 
‘Individuals in search of a mobility solution in 
any sense of the term should be able to find 
it with us.’

This ambition ties in perfectly with one of the 
main short-term goals: to attract even more 
private individuals to the site. Currently more 
than nine out of ten advertisements on Go-
car.be come from professional customers. 
That also makes the portal site the market 
leader in that segment. ‘There are two rea-
sons to commit more strongly to private cus-
tomers’, Moyson says. ‘Firstly, they are clear-
ly also potential customers for the 
professional advertisers. So more private 
individuals immediately make our site con-
siderably more attractive to that target 
group. Secondly, private customers can ad-
vertise with us for free at present, but they 
can also pay to attract even more attention 
to their ads. From that perspective, the pri-

With around 60,000 
advertisements, Gocar.be is 
one of the bigger players on 
the online car market in 
Belgium. There are a number 
of technological innovations 
planned for the coming 
months, mainly intended to 
send the number of private 
customers skyrocketing.

w vate customers are also an attractive growth 
market.’

Scale

The online car market has not really grown 
in bare figures in recent years. Nonetheless, 
it is becoming more and more important to 
most car buyers. They use it to gain informa-
tion in advance or get an idea of what they 
want. What is more, completely new cars 
will also be bought entirely online increas-
ingly often. The fact that Gocar.be is owned 
by both Roularta and Rossel offers quite a lot 
of benefits in that respect. ‘Support from two 
big media groups is an attractive argument 
to use with professional customers’, Moyson 
says. ‘And then there is the importance of 
scale. Nowadays people are prepared to 
travel about 100 km to buy a car if they find 
an interesting offer. If necessary they cross 
the linguistic divide as well.’

To make the site more attractive to private 
buyers and sellers, Gocar.be intends to focus 
mainly on technological innovations in the 
coming months and years. With that in mind, 
a user experience consultant has been taken 
on. ‘Specifically, we want to give customers 
the opportunity to save their favourites in 
their own customer profile, for example. In 
addition, it will soon be possible to compare 
models on the basis of criteria they deter-
mine themselves. If we succeed in making 
the site even more accessible and attractive 
with innovations like these, more private 
customers will automatically find their way 
to Gocar.be.’

‘We have since created a separate database 
for vintage cars as well, thanks to which we 
now have the biggest range in that market. 
Soon we will be launching a new B2C news-
letter for vintage car lovers, to expand in that 
sector into the market leader. The only thing 
is that the Belgian market is a bit too small 
to achieve that. So last year we bought the 
autoclassic.nl URL. In other words, we do 
still see opportunities for growth at interna-
tional level.’©
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Readers and Audience (print + digital)

Local media
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ook vandaag strenge coronapatrouilles uit. Vlaams minister van 

Toerisme Zuhal Demir lanceert intussen een opvallende oproep aan

alle kustburgemeesters: ‘Geef de tweedeverblijvers een waardebon.”

Een extreme kijkop de stand van het land

Peter Mertens en Tom Van Grieken

Pagina 6-7

fo
to

 S
B

fo
to

 S
B

West-Vlaamse lokale handelaars verweren 
zich creatief tegen de coronacrisis

Pagina 33

De Zondag wordt gratis aangeboden zonder enige aankoopverplichting • Bel 051 26 62 01 of mail roeselare@roularta.be • Weekblad - P911188

5 APRIL 2020 - WEST-VLAANDEREN

GRAT
IS

MAGA
ZINE

MAANDBLAD Noord-West-Vlaanderen

21 december 2019  P914639

DE LEUKSTE

(TRIP)TIPS
VOOR EEN SFEERVOLLE WINTER

BRENG PIT IN JE 

PARTY

OUTFIT

VERRASSEND VEGAN

VOOR HET HELE GEZIN

Ontdek& beleef!

10665RLM_STEPS_Cover 21/12.indd   1

16/12/19   15:55
DB573080A9

Wilt u adverteren? Tel. 050 44 21 61 | Mail: oostende@roularta.be, Sint-Jorisstraat 20 - 8000 Brugge (iedere werkdag van 8.30 tot 12.00 u)

week 09 > 26/02/2020 t.e.m. 03/03/2020

MIDDENKUST-BLANKENBERGE

Tien jaar geleden begon Joke

Neyrinck doodles te tekenen om

de tijd te doden op reis. Zelf had

ze nooit kunnen vermoeden dat

ze intussen een carrière zou op-

bouwen rond haar eigenzinnige

creaties. “Ik vind nog altijd nieu-

we tekeningen uit. Het vloeit er

natuurlijk uit, maar ik merk wel

dat ze abstracter en verfijnder

geworden zijn”, vertelt de Oost-

endse kunstenares. Haar dood-

les komen ondertussen niet en-

kel terug in haar kunstwerken, ze

vonden ook al hun weg naar de

muren van haar huis, kledij, eta-

lages tot sculpturen. Haar dood-

les van de afgelopen jaren wor-

den nu gebundeld in een boek.

Geen gewoon overzichtsboek,

maar een kleurboek voor vol-

wassenen. “Ik wou op die ma-

nier een meerwaarde geven aan

een verzamelboek met mijn

werken. Er bestaan wel kleur-

boeken voor volwassenen, maar

daarin vind je enkel de traditio-

nele mandala’s met bloemen te-

rug. Mensen die op zoek zijn

naar een nieuwe soort van crea-

tieve kunst, kunnen nu bij mij te-

recht. Het is geen traditioneel in-

kleurboek geworden”, vertelt Jo-

ke. Mensen die niet graag kleu-

ren vinden in het boek een

overzicht vol lineaire antropo-

morfe taferelen met wezentjes

die variëren van lieflijk en schat-

tig tot bizar en monsterlijk. Ze

wervelen rond vol surreële hu-

mor. (LBEB/Foto LBEB) 

Neyrinck brengt kleurboek

voor volwassenen uit

OOSTEND
E Joke Ney-

rinck staat internatio-

naal bekend als de

‘Doodle woman’. Ze

pakte in het verleden al

uit met heel wat opval-

lende en originele ac-

ties met haar kunstwer-

ken. Vanaf nu kan je

haar werk ook gewoon

zelf inkleuren.

Kunstenares Joke

Neyrinck stelde haar

nieuwe creatie voor.

AANKOOP

OUD GOUD

9-14-18-22 karaat

aan de beste prijs. Contante betaling. 

Herstelling van gouden juwelen.

Kerkstraat 20

8370 Blankenberge

Tel. 050 42 48 38
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Luchthaven - Privé -

Business vervoer

+32 486 609 926

+32 50 81 69 22

WWW.YELLOWTAXI.BE
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AANKOOP ALLE WAGENS

Alle merken en jaren

met/of zonder schade/keuring, veel km.

Beste prijs cash & aan huis!

24/24 - 7/ 7!

0494 66 66 60 
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Keuze

LUNCH-MENU 

€32

Niet op zon- en feestdagen

FRANCHOMMELAAN 60 (HAVEN) • BLANKENBERGE

T 050 41 44 79 • RESTOVICTORY.BE

WENDUINSESTEENWEG 1 • BLANKENBERGE

T 050 41 27 59 • CABO-CLUBRESTAURANT.BE

Wij organiseren

al uw feesten

tot 250 personen!

CRAZY MONDAY 

€50 all-in

verrassingsmenu

SUGGESTIES

SUGGESTIONS

Boneless Ribs traag gegaard €16

Côtes désossées cuit lentement

-

Gebakken zeetong +- 500gr

Sole meuniere €38

-

Caviaar “ Oscietra” 10 GR. €30

-

6 Platte zeeuwse oesters 4/0 €24

-

Konijnebout met pruimen €25

Cuisse de lapin au prunes

-

Côte a l’os +- 500 gr €32

Met saus naar keus

Sauce au choix

-

Zuurkoolschotel

Plat de Choucroute €25

CRAZY CABO MENU

Wegens groot succes is onze 

Crazy Monday menu voortaan alle 

dagen te verkrijgen: €50 

3-gangen all-in (all-in: wijn, 

water en verwenkoffie)

Op maandag zullen wij onze gasten 

wel nog altijd extra in de watten 

leggen en voorzien wij een gratis 

aperitief bij de menu!!

Openingsdagen maand Februari:

Zaterdag diner vanaf 18u

Zondag lunch vanaf 12u / 

diner vanaf 18u

Maandag lunch vanaf 12u / 

diner vanaf 18u

Vanaf Maart terug open op vrijdag, 

zaterdag, zondag en maandag
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VAN OOST

renovaties

DAKWERKEN

zie pagina 5
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Center DEKEMPE

Brugse Steenweg 55 | 8370 BLankenberge (baan Blankenberge-Brugge)

www.dekempe.be | info@dekempe.be | 050 41 11 05
DB655822B0

Batibouw

Promotie!!!
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 POTGROND-

ACTIE

€629 voor 40 L

2+1 GRATIS

(Actie geldig van vrijdag 

28 februari t.e.m. 18 maart 2020)

Snaaskerkestraat 19  I  8470 Gistel

059 27 83 99

www.tuincentrumluyckx.be

DB656123B0

www.vtizeebrugge.be

INFO-AVOND

DONDERD
AG

5 MAART

VAN 19 TOT 21 UUR

OP CAMPUS ZEEBRUGGE

 TOPKLASSE   ZITCOMFORT

500m2 lederen en stoffen salons van klassiek tot modern, chester-

fields, zetelbedden, bijzetfauteuils, relaxen en eetkamerfauteuils.
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 BEKIJK ONZE COLLECTIE OP WWW.ZETELHUYS.BE  I  GRATIS LEVERING TOT 300 KM

 Lisseweegs Vaartje 3 

Lissewege-Brugge

Tel. 050 55 09 11

www.zetelhuys.be 

Parkeergelegenheid op parking 

van restaurant ’De Goedendag’.

 OPENINGSUREN

Ma 10u - 19u 

Di en woe gesloten

Do en vrij 14u - 19u

Za 10u - 12u30 en 14u - 18u

Zon- en feestdagen 11u - 18u

TOPKWALITEIT ZETELBEDDEN...

P k

CLEMENCE 

3-zit matras 140 lattenbodem: in stof vanaf €2360 

PROMOTIEPRIJS: €2000

in leder vanaf €3140 

PROMOTIEPRIJS: €2670

ZOALS AFGEELD: in stof vanaf €3540 

PROMOTIEPRIJS: €3010

in leder €5360 

PROMOTIEPRIJS: €4560

LUXEMBOURG 

3-zit matras 140 lattenbodem:  

in stof vanaf €2530

in leder vanaf €3390

N
IT ZZZZZZZZZZZZZZZZZZZZEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEETTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEELLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLLBEDDEN
T ZZZZZZZZZZEEEEEEEEEEEEEEEEEETTTTTTTTTTTTTTTEEEEEEEEEEEEEEELLLLLLLLLLLLLLLLLLLLLLLLLLLLBEDDEN

+ Ed :176/1 Kleur : CMYK versch : 27-02-2020 User: nvandool

■

1,118,577

1,510,136

342,808

1,100,000

494,347

249,654
Readers

Readers

Readers

Audience

Audience

Audience

Source: CIM
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59Reach local media

Local media

immovlan.be 721,176721,176

624,030624,030gocar.be

60.0%
Smartphone

69.0%
Smartphone

9.1%
Tablet

9.2%
Tablet

real users

30.8%
Desktop

21.8%
Desktop

real users

pc or laptop

tablet

smartphone

2,632,188
Visits

9,033,599
Views

1,664,667
Visits

4,036,954
Views

Online Reals users, visits, views per month

Source: CIM Internet 03/2020 - Monthly average
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Regional 
news in a 
hybrid 
packaging

Krant van West-Vlaanderen

Covers all  

64  communities

in West Flanders, plus 
three ‘border 
communities’: Zulte, 
Comines and Maldegem. 

377,000*

people read the paper 
editions every week: this 
represents an annual 
increase of 13.2 per cent. 

The website KW.be has  

68,000*
visitors per week. That is 
60 per cent more than in 
the period 2017-2018. 

Reaches  

405,241*

people per week (paper + 
digital): that is 14.4 per 
cent more than the 
previous year. 

 The average age of the 
digital readers is 44 years 
old. The median is 

44 years old. 

*CIM figures for 2018-2019. 
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61Krant van West-Vlaanderen

The regional newspaper De 
Krant van West-Vlaanderen 
reaches more than 400,000 
people every week. The hybrid 
model combines digital and 
paper channels, and works 
according to the principle of 
‘digital first, best print.’ 

t here are 1.2 million people in West 
Flanders. Almost a third of them read 
KW De Krant van West-Vlaanderen. 

‘We provide non-stop reporting and com-
mentary on the news in the region every day 
on our website KW.be’, Stefaan Vermeersch, 
the general director, tells us. ‘And every Fri-
day the readers find a pack of reading mate-
rial at the shop or in their letterbox: KW De 
Krant van West-Vlaanderen, the provincial 

377,000 people who opt for the hybrid for-
mula. They get the news including the +zone 
every day (which is reserved for subscrib-
ers), and every Friday they get a printed 
package with digital access on our website 
to all five regional editions, which they can 
read on their PC, tablet or smartphone.’ 

2.  Has the transition to the 
hybrid approach led to a 
reform of your editorial 
team? 

Stefaan Vermeersch: ‘Our editorial team 
currently consists of about fifty people: re-
porters, editors, news managers, regional 
managers, people in charge of the maga-
zines and specials, layouters etc. We also 
have an editorial manager, an editor-in-chief, 
an editor-in-chief of opinions and a commu-
nity manager.’

‘We can also rely on a network of a good 400 
freelancers. Together we aim to put at least 
two news reports online every day for every 
district we cover: all 64 of them. If anything 

newspaper, supplemented with one of the 
five local editions plus the lifestyle and en-
tertainment magazine KW Weekend.’ 

1.  How important is the 
combination of paper and 
digital? Is this type of 
hybrid model essential? 

Stefaan Vermeersch: ‘‘This combination is 
a necessary step for every news brand. Our 
rule is: digital on weekdays, paper at the 
weekend. Our weekend begins on Friday, by 
the way, because Friday is KW day. The two 
channels are complementary: short, concise 
reports on the website and the more exten-
sive stories in print. What is our goal? To put 
the news online as quickly as possible. And 
then to develop it on paper, where there is 
extra value in doing so. That is the ‘digital 
first, best print’ principle.’

‘We offer two reading formulas: either paper 
plus digital or digital only. The proportion of 
internet-only subscribers is growing by the 
year, but it is limited in comparison to the 
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‘People really are
prepared to pay for 
regional news.’ 

‘The two channels are 
complementary: short, 

concise reports every day 
on the website and the 

more extensive stories in 
print on Fridays.’ 
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s
‘There is a local, traditional title for the pro-
vincial newspaper in each region. We have 
enlarged the regions and the reader gets 
considerably more news covering a larger 
area. This means that we now have the same 
subdivisions as the province itself: it is divid-
ed into five regions as well. We have also 
ensured that our editorial team evolved 
along the same lines during this process. In 
the summer months we will be thoroughly 
evaluating everything. At that point we 
might still make the odd adjustment here 
and there.’ 

5.  To what extent does the 
weekend magazine KW 
Weekend contain 
regional information?

Stefaan Vermeersch: ‘The subtitle of KW 
Weekend is: “Geniet van het goeie 
West-Vlaamse leven” (literally ’Enjoy the 
good life in West Flanders’). So readers find 
out everything about what our province has 
to offer and much more besides. Think 
weekend tips, an overview of what’s on, a 
walking and cycling calendar and so on. We 
are considerably expanding our “Waar naar-
toe” (What’s On) section.’ 

6.  Your digital platform also 
offers sounds and 
images. What content do 
you use this medium for? 

Stefaan Vermeersch: ‘We are evolving to-
wards videos and podcasts, and have al-
ready done a few fantastic things. For exam-
ple, there was the video about a flower seller 
that went completely viral in 2018. Its maker, 
the reporter Kurt Vandemaele, followed it up 
with the series “Wie zieje gie” (Who are you). 
He is currently working on “10 000 stappen 
in...” (10,000 steps in...). Little films like this 
about people and local community life do 
really well on our website and the social me-
dia that refer to KW.’

Stefaan Vermeersch

Anyone interested can sign up on 
KW.be for a midday and/or an 
evening update on the most 
important news in West 
Flanders. There are a few other 
newsletters as well, including a 
weekly selection of articles and a 
list of attractive promotions and 
campaigns. Stefaan Vermeersch: 
‘Touch points like these are 
important, because they let 
people try out our content. We 
keep them on board with our 
newsletters and give them a 
reason to come back.’ 

NEWS 
UPDATES IN 
YOUR 
MAILBOX 

happens anywhere in West Flanders, we 
want to be the first people on it.’ 

3. How relevant is regional 
news? What added value 
does it offer your readers? 

Stefaan Vermeersch: ‘The spearheads of 
our reporting are local politics, family news 
and clubs and associations. Obviously sport 
is part of the mix as well. Regional news has 
always been important and that is not going 
to change. The West Flemish identity cer-
tainly has something to do with that. In a 
province like Antwerp, that sense of commu-
nity is much less of a factor.’

‘I also notice the interest in local reporting in 
the news groups on Facebook that refer to 
what is going on in their community. The re-
gional television broadcasters are benefiting 
from this success story as well. We invest 
consistently in a large, professional editorial 
team and provide the subscribers with com-
prehensive regional reporting. The readers 
are prepared to pay the appropriate price for 
this service that is relevant to them: KW De 
Krant van West-Vlaanderen online and in 
print.’

4.  The number of regional 
newspapers has been cut 
from eleven to five. What 
was the reason for that 
decision? 

Stefaan Vermeersch: ‘It is a logical move 
towards integration. Until recently, the Krant 
van West-Vlaanderen was an aggregation of 
the traditional titles that had been taken over 
or started up over the years. The evolution 
towards a provincial newspaper, which in-
cludes keeping the local identity, gives us 
the opportunity to publish under a single 
brand and to support that brand, KW De 
Krant van West-Vlaanderen, with strong 
marketing.’
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For love of
the printing press

Report
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Weight of one roll of paper: 

2,880 
kilos

William Metsu, the managing director of 
Roularta Printing, has worked for Roularta 
for a good 36 years. During that period, he 
has seen the printing works in Roeselare 
grow enormously in both surface area and 
capacity. ‘When I first came here, we had 
three rotary presses and a total surface area 
of about 2,500 square metres’, he tells us. 
‘Today the production area covers 35,000 
square metres.’ 

Clearly that has everything to do with Rou-
larta Media’s strong growth as a publisher. 
‘In 1983, Trends, Knack and Le Vif rolled off 
the press, followed by Plus Magazine a few 
years later. Over time we have gained a 
whole range of French magazines and Rou-
larta has put much more emphasis on at-
tracting even more international customers 
and commercial printing. Today the com-
mercial publications represent half of our 
volume.’ 

‘Of course we didn’t use to have the capaci-
ty for that, but look at all the things we pro-
duce today, both editorial and commercial 
publications.’ Metsu gets up from his desk 
and shows us an impressive pile of maga-
zines: from all kinds of advertising brochures 
and the professional magazine Naily News 
to De Limburg Vakantiegids 2020, the bi-
monthly magazine of the VAB roadside as-
sistance service and the European edition of 
The Economist. 

Although print has spent years in the thick of 
the battle, Roularta has stubbornly contin-
ued to invest in new, ultramodern printing 
capacity. And now that appears to be paying 
off. ‘Until the mid-nineties, we invested in 

this fairly consistently, but then the invest-
ment machine went quiet for a decade or so’, 
Metsu recalls. ‘If the management had not 
decided to set up a large-scale investment 
programme of 100 million euros in 2005, this 
printing works would probably no longer ex-
ist. Printing presses have undergone such a 
radical technological evolution in recent 
years – both technically and in terms of ca-
pacity – that you simply can’t keep up any 
more if you’re using machines from the nine-
ties. Thanks to those substantial invest-
ments we are still growing, although it is true 
that the market has been taking serious 
blows. What is more, a large amount of print-
ing capacity has disappeared from the mar-
ket in Belgium in recent years, and Roularta 
has been able to reap the rewards of that as 
well.’

Luxury market

However it is certainly not all doom and 
gloom in the sector. It is true that newspa-
pers have seen their print runs on paper de-
clining sharply, but the magazine market has 
stayed relatively constant for all those years. 
As William Metsu says, ‘This house will al-
ways believe in the potential of paper mag-
azines. Certainly if we are talking about in-
formative magazines, or niche publications 
that are mainly aimed at the luxury segment.’ 

And Metsu delves back into the impressive 
stack of magazines leaning against the walls 
of his office and lets us see a few examples 
of The Good Life and the French luxury mag-
azine Ideat. These publications offer hun-
dreds of pages of reading pleasure, often 
with impressive photography and printed on 

They are thin on the ground: media companies that are still 
investing heavily in their printing works today. Roularta is one of 
those which have consistently done so over the past decades. Today, 
that translates into an ultra-modern printing infrastructure and an 
impressive portfolio of national and international titles.
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Print speed of the new printing 
press: 50,000 64-page sections 

per hour.

Total surface area of 
the printing works in 

Roeselare: 35,000 
square metres.

Dimensions of the new Roularta 
printing press, which will be 
installed in June: 10 metres high 
and 66 metres long.

A printing works 
in figures
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w
thick, attractive paper. ‘Compare this for a 
moment to a similar publication on a tablet’, 
he says almost lovingly. ‘What the paper 
feels like, the way it opens out, even the 
scent of it. If none of that had any influence 
on the reader, the publisher wouldn’t make 
all this effort. No, an online publication can 
never beat this.’

Last year, Roularta announced a serious 
new investment of 12 million euros in the 
form of a new rotary press. ‘Actually it is a 
replacement for a 48-page press that is now 
27 years old, which we are still printing news 
sections on today. If it were to break down 
suddenly, that would be a disaster for the 
publisher. It would mean that certain maga-
zines stopped appearing from one week to 
the next.’

‘Don’t forget that Roularta is also the biggest 
player in Belgium today, purely in terms of 
magazines. There isn’t really the capacity to 
replace us. Furthermore, we have the great 
advantage of having everything here under 
one roof: the magazines aren’t just printed 
here, they are finished and shrink-wrapped 
as well. That is an important argument for 
our customers, because they can apply 
much tighter deadlines thanks to our tight 
logistics. It is also an important factor in the 
battle between paper and online publica-
tions: it means that magazines like Knack or 
Trends can stay very much up to date, even 
on paper. It is no coincidence that we now 
have customers here from a good 20 coun-
tries, with the Netherlands, France and Eng-
land as the most important examples. 
Bloomberg Magazine and The Economist (in 
almost 90,000 copies per week) roll off the 
presses here as well.’

Life’s work

Then we take a tour of the printing works 
itself: a gigantic labyrinth of pallets stuffed 

with finished magazines, rattling machines 
and gigantic rolls of paper, pervaded with a 
sickly smell of alcohol and ink. Sections of all 
kinds of magazines are rolling past at im-
pressive speed, and Metsu leads us up to 
the top of one of the big printing presses, 
12 metres above the ground. 

‘Look, that’s where our new press is going to 
be. It is just under 10 metres wide and about 
66 metres long. It’s coming from Manroland 
in Augsburg, which has been one of the four 
biggest printing press producers worldwide 
for decades. The Germans are absolute 
world leaders in magazine presses, and 
soon we will have six of the company’s 
presses here.’ 

The new press will be able to print 50,000 
sections of 64 pages each every hour. ‘Of 
course we will only reach that maximum 
speed with large print runs, because it takes 
a while to get going. For that reason we will 
mainly use this press for magazines with 
large runs, such as Knack or the Dutch 
Spoor Magazine, which has a million copies 
four times a year. We also print the Over-
stock brochures here, for example, which is 
another run that easily exceeds a million 
copies.’

Metsu himself is retiring soon. When he is 
rushing from one machine to the next in the 
printing works, his love of the profession is 
apparent in every word and gesture. ‘Actual-
ly this is my life’s work. I am the one who 
negotiated the acquisition of the land to 
make the systematic extension of the print-
ing works possible. The expansion of the 
prepress, the construction of the new build-
ings, the arrival of all these new machines: I 
remember it all as if it were yesterday. All 
those investments are paying off today: this 
is Roularta’s life blood. I am absolutely 
convinced that print still has a great future in 
the years to come.’

‘When I first came here, we had 
three rotary presses and a total 

surface area of about 2,500 square 
metres’, he tells us. ‘Today the 

production area covers 35,000 
square metres.’   

William Metsu, Managing director 
of Roularta Printing
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At the end of last year, the 
Roularta printing unit in 
Roeselare was the first and only 
printer in the country to earn an 
ISO 50001 certificate. For an 
energy-intensive company, that 
is no mean feat. 

a ll the printing processes that we 
do here will now be covered by 
this energy certificate’, explains 

Peter Leroy, Production Manager at Roular-
ta Printing. ‘Specifically, we are committed to 
consuming a little less energy every year in 
our production process. That sounds some-
what easier than it is, because we have had 
a project manager here who has been wor-
king on energy efficiency for years. So we’ve 
already picked the low-hanging fruit.’

Roularta has a fairly long history of ener-
gy-saving measures. In 2005, the company 
joined the Flemish government’s audit cov-
enant, which was intended to help meet the 

Kyoto targets. An energy expert drew up a 
plan that Roularta implemented. It was then 
subjected to a Flemish audit. 

Paper and electricity

Now the company is raising the bar again 
with ISO 50001. ‘We need to create a sepa-
rate energy performance indicator for all 
processes that require significant energy 
consumption’, Leroy tells us. ‘Then it is up to 
us to fulfil those indicators by taking all kinds 
of smart measures. In terms of working with 
a printing press, that means for example that 
we need to print an increasing number of 
square metres of paper with one kWh of 
electricity. We currently have a total of 14 
processes here for which we need to take an 
energy performance indicator into account. 

Over time, of course, that will enable us to 
systematically reduce our entire energy con-
sumption.’

It is not easy to obtain an ISO 50001 certifi-
cate: Roularta called in an external specialist 
who took almost two years to complete the 
task. ‘Now we have set ourselves new goals 
for 2022, and we evaluate each year wheth-
er we are on track. We set the bar a bit high-
er every year. That means constant pressure 
from now on. We have already achieved the 
big wins; in the best case scenario, we will 
be able to perform a few percentage points 
better by 2022. Our new printing press will 
be arriving soon, and because it is equipped 
with the very latest technology, we will be 
able to drive our energy consumption down 
a bit more.’

 
‘All the printing 

processes that we 
do here will now 

be covered by this 
energy certificate. 

Specifically, we are 
committed to 

consuming a little 
less energy every 

year in our 
production 

process.’ 

Roularta 
Printing pioneers 
ISO certificate

Peter Leroy,
Production Manager at Roularta Printing

©
 F

ra
nk

 T
ou

ss
ai

nt

ROULARTA_200203_AnnualReport19_v29.indd   67 14/04/20   20:25



Roularta _Annual report 201968

Credibility is
increasingly
our USP

‘Our readers’ market has

grown by 2.3 million euros:

that is gigantic, especially

because 2018 was a fantastic

year as well.’

Frederik Delaplace, CEO of Mediafin

2 019 was …’ Frederik Delaplace, the 
CEO of Mediafin, hesitates as he 
tries to find an adjective to de-

scribe the past year. ‘Particularly challeng-
ing’, he concludes at last. ‘The reason it took 
me so long to find the right word is that we 
have had a very different year in our readers’ 
market to the one we had in the advertising 
market.’

‘Let me start with the good news. In the 
readers’ market, 2019 was our best year ever. 
We have never sold this many subscriptions 
before: we now have more than 60,000 pay-
ing subscribers. And we have seen explosive 
growth on our digital channels. That means 
that the basis of this company has an incred-

Mediafin, the publisher of the business newspapers De Tijd 
and L’Echo, was cruising at two speeds last year. 
‘We saw phenomenal growth in the readers’ market, but the 
advertising market was lagging a bit behind. The result was a 
perfect balance. The total turnover fell slightly, although 
profits remained high. But a silver medal is not good enough. 
We want gold’, says the CEO, Frederik Delaplace. 
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Credibility is
increasingly
our USP

less opinion pieces of whether there are two 
or three wolves running wild in Belgium.’

According to Delaplace, Mediafin does not 
change its journalistic approach from chan-
nel to channel either: ‘The reports on our 
app are as reliable as the ones in the news-
paper. This goes back to our most important 
decision ever: charging for use of our digital 
channels. That was ten years ago now. It was 
important for reasons of business econom-
ics, but also for the company’s DNA. The 
payment model is the guarantee that our ti-
tles can offer the same quality everywhere, 
even on your mobile. That ‘mobilification’ is 
increasing at breakneck speed, by the way. 
Mobile has become our most important 
channel in just a couple of years. During the 
week, two thirds of our news consumption is 
now on smartphones.’

Jobs in new areas

This story of editorial success is mitigated by 
a difficult commercial year. ‘The way compa-
nies and brands communicate has been 
changing at incredible speed over the past 
few years. We are also responding to that. 
Previously, customers who wanted to buy a 
page in the newspaper would only contact us 
at the end of the line. For the past few years, 
however, we have been turning that relation-
ship upside down. We want to be there at the 
beginning of the advertising or communica-
tion cycle. That is why we sit down with our 
partners first to look at their communication 
needs, and only then do we propose custom 
solutions. That is less and less often simply a 
page in the paper or a website take-over.’

‘To respond to the new needs, we are devel-
oping new jobs in content publishing, public 
relations or communications based on data, 

for example. That is all going quite well, but 
not well enough. The change to traditional 
advertising threw a spanner into the works 
last year, partly cyclically and partly structur-
ally. We lost 4 million euros in advertising 
revenue that could only partly be replaced 
with alternative income. There is nothing ex-
ceptional about that on the market, but that 
is cold comfort.’

‘That is precisely the most important chal-
lenge for 2020 as well: to hold on to our 
growth in readers and find answers to the 
challenges in the advertising market quickly 
enough. We need to ensure that we can pro-
vide advertisers with data and digital solu-
tions in the same way as big players like 
Facebook and Google, in a far more valuable 
context, knowing full well that we can never 
beat them in terms of quantity. We want to 
graft a quality model onto the new technol-
ogies.’

Even more independent

‘Mediafin will continue setting its own course 
as an independent company. The past two 
years have been the best in our history. But 
that is quite simply our duty to our sharehold-
ers. I want to continue fulfilling that pioneer-
ing role, not just for our shareholders, but also 
because the 260 Mediafin staff are winners 
and we want to keep things that way.’

ible amount of traction on the market. Our 
readers’ market has grown by 2.3 million 
euros: that is gigantic, especially because 
2018 was a fantastic year as well.’

‘I am noticing a rush towards quality and we 
are profiting from that. You can only catch 
the wind if your sails are tight, though. Our 
only USP is credibility, and Mediafin is in-
creasingly the only market player that con-
sistently achieves that. We are not prepared 
to compromise on that either. In a lot of our 
counterparts’ digital models, there are 
sometimes other motives at play than ‘write 
the best piece you can’, I have noticed. You 
won’t find us sending thirty news alerts for a 
storm with winds of 50 miles an hour or end-

 This goes back to our most important 
decision ever: charging for use of our 

digital channels. That was ten years ago 
now. It was important for reasons of 
business economics, but also for the 

company’s DNA.
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HR policy
is an extension
of our
long-term vision

There is phenomenal 
diversity among Roularta’s 
1,300 employees. 
Journalists, editors, 
reprographers, art 
directors, IT staff, 
developers, bookkeepers, 
product managers, 
administrative staff, 
commercial representatives, 
printers, brand managers: 
these are just some of the 
positions we have. 

ROULARTA_200203_AnnualReport19_v29.indd   70 14/04/20   18:53



Roularta _Annual report 20192

Table of contents
‘The future is hybrid.’ The vision of Rik De Nolf

Double interview: ‘2020 is the year when we deliver’

Cross-media content and co-creation inspire advertising

Infographic: the numbers behind Roularta Media Group

Panel interview: ‘Reliability and credibility are our strengths’

The price of high-quality information

Digital reading for the whole family

‘The Innovation Lab improves both the customer journey and operational efficiency’

Reach of the news and business magazines

Panel interview: ‘Magazines are the perfect digital detox’

Shopping in your favourite brand

How communities strengthen the bond of trust

Magazine brands, the original influencers

Plus Magazine: the authoritative magazine for over 50s

Reach of the women magazines

Double interview: Every business realizes now that an internet presence is crucial

Gocar.be mainly aims to attract more individuals

Krant van West-Vlaanderen brings regional news in a hybrid packaging

For love of the printing press

‘Credibility is increasingly our USP’

HR policy is an extension of our long-term vision

4
6

10
12
16
22
25
27
30
34
40
42
46
48
50
52
56
60
63
66
70

k
Katrien De Nolf , HR director of Roularta Media Group

‘Of course we must not lose sight

of our core values in the midst of all this

digital magnificence. We are a media

company and content is king.’

w e also have a continual influx 
of people with skills that did-
n’t even exist a few years ago. 

Right now we need strong digital marketers, 
for example, who have no difficulty negotia-
ting the very newest media channels. And 
data specialists help us interpret the large 
quantities of data we have at our disposal. 
That offers a unique opportunity for both the 
commercial departments and the editorial 
teams to get to know our customers and 
readers even better.

Of course we must not lose sight of our core 
values in the midst of all this digital magnif-
icence. We are a media company and con-
tent is king. We are still searching relentless-
ly for great writers who can tell exciting 
stories, investigative journalists who can get 

to the heart of an issue and researchers who 
take data journalism to the next level. Our 
Trends Business Information is the biggest 
database of detailed information on all the 
companies in Belgium, from the largest cor-
porations through to the tiniest sole traders. 
That is useful to anyone in search of financial 
and marketing data. First and foremost, 
though, it is fantastic material for the modern 
journalist.

Exciting sector

Of course all companies are desperate for 
data analysts and people with a lot of digital 
expertise, but they are hard to find. We pub-
lish job vacancies in print and online, and 
last year we recruited an HR researcher who 
actively seeks out the profiles we need. We 
need to convince them that there is no sec-
tor more exciting than the media. We are 
also in contact with schools so that we stay 
at the top of young people’s minds when 
they take their first steps onto the employ-
ment market.

Furthermore, we mustn’t forget our own staff 
when it comes to the digital shift. We are a 
company that is constantly evolving. And 
our fast lines of communication and deci-
sion-making mean there is a risk of some 
people not being completely on board if we 
step up a gear. Preventing that is a big chal-
lenge. You can only stay involved if you know 
the direction in which the company is going. 

That is why we have created the Roularta 
Academy, a collection of internal and exter-
nal explanations, presentations, info ses-
sions and training courses. Taking these 
trainings helps our colleagues to support 
and achieve Roularta’s goals better. They 
also experience personal growth and pro-
fessional development.

Family company

People need to be convinced by our own 
corporate culture and the pleasant atmos-
phere in the workplace, and we succeed in 
doing that. As a family company, we have a 
clear long-term vision and that is not some-
thing separate from our HR policy. If we want 
to stay successful in the long term, it is cru-
cial for us to pay attention to our employees’ 
health and wellbeing. 

We live in a time when burnout, depression 
and loneliness are social problems. We are 
not immune from that as a company. That is 
why we make space for our staff do to things 
during working hours that energise them 
even if these things don’t necessarily have 
anything to do with their job. We organise 
workshops and training courses. We provide 
opportunities for sports. We encourage 
short meetings, preferably standing up. All of 
these things can only contribute to making 
our employees happier. And I am convinced 
that our customers and readers ultimately 
sense that too. ©
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