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L’avenir est
hybride

La vision du Président

R oularta assume sa responsabi-
lité civile et a pris toutes les 
mesures nécessaires pour as-

surer la sécurité de ses collaborateurs. Le 
groupe garantit la continuité, et nos quoti-
diens et magazines continuent de paraître. 
En cette période où les sources d’informati-
ons de qualité sont d’une importance capi-
tale, le marché des lecteurs évolue favora-
blement.

Il est plus difficile que jamais de prédire 
l’avenir. Quand le marché de la publicité va-
t-il reprendre, et quand les annonceurs re-
développeront-ils des campagnes au sein 
d’un environnement rédactionnel fiable ? 
Comment les gens vont-ils consommer l’in-
formation, et comment les marques d’infor-
mation vont-elles y répondre ?

23 mars 2020. La crise du coronavirus n’a 
pas encore atteint son pic. La population 
est en quarantaine, les écoles et les 
magasins sont fermés, et les retombées 
économiques sont énormes. Nous revenons 
sur une année 2019 réussie, et sur le bon 
début de 2020. Nous sommes prêts à 
continuer sur cette lancée, une fois que ce 
virus sera vaincu.
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Données First Party

Depuis 50 ans déjà, les magazines de Rou-
larta se sont engagés dans une stratégie 
d’abonnement cohérente. Neuf lecteurs sur 
10 ont un abonnement. Comme ils lisent sur 
papier et en version électronique, Roularta 
dispose de données first party qui pro-
viennent directement de sa propre base de 
données. Compte tenu du renforcement des 
règles de respect de la vie privée comme le 
RGPD et des mesures anti-tracking des na-
vigateurs, ces données ont une importance 
primordiale.

Roularta mise à 100% et de façon proactive 
sur sa position de premier plan auprès du 
public : le contenu accessible en ligne se 
compose en grande partie d’articles réser-
vés aux abonnés, dans la zone+. Le lecteur 
intéressé est invité à s’inscrire, à prendre un 
abonnement d’essai ou à s’abonner à part 
entière. C’est donc une situation où un 
consommateur intéressant apprécie un 
contenu pertinent, et où un annonceur intel-
ligent trouve le bon groupe cible.

Roularta Local Media (De Streekkrant, De 
Zondag, Steps) innove avec la géolocalisa-
tion, en permettant à des annonceurs locaux 
de mener des campagnes en ligne dans des 
régions de leur choix, bien définies, et ce par 
le biais des sites d’infos, des sites féminins, 
des petites annonces et des sites d’informa-
tions commerciales du groupe.

La force de Roularta, c’est d’être multimé-
dia  : nous pouvons lancer des campagnes 
qui combinent le print, l’online et la télévi-
sion, éventuellement en partant d’une en-
quête et en la prolongeant avec un événe-
ment, un livre, etc. Et la chaîne Canal Z/
Kanaal Z réalise des programmes périphé-
riques pour la télévision ainsi que des vidéos 
qui peuvent avoir une longue vie en ligne. 
Une chose est claire : comme vous le décou-
vrirez dans les pages qui suivent, Roularta a 
beaucoup œuvré à son avenir l’an dernier, et 
avec succès. Nous sommes prêts.

Rik De Nolf,
Président du Conseil d’administration

kw.be, avec un accès exclusif à tous les ar-
ticles de la zone+. Le vendredi, ils reçoivent 
de la lecture plus consistante avec un jour-
nal papier, le magazine lifestyle et de diver-
tissement KW Weekend, et un titre local 
traditionnel pour chaque région. 

Et puis il y a le ‘New Deal’ lancé par Roular-
ta en 2019. Avec Knack/Le Vif, Trends/
Trends-Tendances et Sport Voetbalmaga-
zine/Sport Foot Magazine, Roularta dispose 
de six magazines d’information pour mettre 
en lumière et analyser toutes les facettes de 
la vie moderne. Les abonnés préfèrent 
(95%) un abonnement hybride, combinant 
des informations numériques commentées 
quotidiennement et un pack de lecture en 
milieu de semaine. Chaque abonné (Le Vif 
ou Trends-Tendances) reçoit un accès nu-
mérique aux six magazines d’actualités : il ou 
elle accède ainsi en ligne à l’ensemble du 
contenu des sites Web, y compris les articles 
des zones+, et peut lire les six magazines 
sur PC, tablette et smartphone. L’abonné 
paie uniquement le prix magasin d’un seul 
titre, et c’est grâce au développement online.

Communautés

Tant en version print qu’online, les marques 
lifestyle de Roularta offrent de l’expertise et 
du service d’une part, et favorisent le commu-
nity building de l’autre. Chaque marque a ses 
propres domaines d’expertise : cuisine, mai-
son et jardin, être maman, santé et bien-être 
chez Libelle/Femmes d’Aujourd’hui ; mode & 
beauté, relations, moments de vie chez Flair, 
et mode et tourisme chez Feeling/Gaël. À 
quoi on ajoute encore les thèmes argent et 
droit chez Plus Magazine.

Nos marques lifestyle ont un lien émotionnel 
fort avec leurs lecteurs. La création de plate-
formes en ligne répond à des besoins des 
lecteurs. La communauté Libelle Vriendinnen 
par exemple rassemble des femmes qui par-
tagent la même vision et qui, pour certaines, 
sont devenues de vraies amies. Plus Maga-
zine développe son e-commerce via shop.
plusmagazine.be et boutique.plusmagazine.
be. Chez Flair, une plateforme d’autoédition 
est en cours de développement.  

Roularta croit en la formule hybride d’un 
abonnement combinant print et online. Pre-
nons l’exemple du lecteur moyen de L’Echo et 
du Tijd, les journaux de Mediafin (50% Rou-
larta). En semaine, il se satisfait de rapides 
comptes rendus financiers et économiques 
en ligne, et le samedi il a son journal du week-
end avec des mises en contexte et des ana-
lyses, accompagné du magazine lifestyle 
Sabato. L’approche ‘digital first’ fonctionne : le 
nombre d’abonnés de L’Echo/De Tijd a pro-
gressé de plus de 10% en 2019. De plus en 
plus de lecteurs optent pour un abonnement 
hybride : online en semaine, print le samedi.

Les lecteurs du KW De Krant van West-Vlaan-
deren optent eux aussi en grande majorité 
(95%) pour une formule hybride. Les abon-
nés suivent les bulletins quotidiens sur 
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Avec le Digital Hub, Roularta 
a créé en 2018 une toute nouvelle 
division. Ses experts numériques 
soutiennent les unités 
opérationnelles dans leur 
transformation numérique. 
Le Digital Hub a développé une 
vision sur les plans du numérique 
 et des données. L’accent était mis 
sur la transformation au sein de 
l’organisation au sens large, 
la recherche de nouveaux modèles 
de revenus et une expertise 
supplémentaire en SEO, SEA, 
UX et e-commerce.

Interview croisée
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Quelle est l’ampleur de 
l’impact de la 
numérisation ?

Xavier Bouckaert, CEO: « La transforma-
tion numérique est en cours depuis plus de 
dix ans dans notre secteur, et elle n’est pas 
près de s’arrêter. Elle nous oblige à une 
transformation au sens le plus large du 
terme. En effet, ce n’est pas juste une affaire 
de logiciels et de plateformes numériques. 
Cela a aussi un impact énorme sur l’en-
semble de l’organisation. Pour une bonne 
stratégie numérique, nous devons attirer 
des personnes avec les bonnes compé-

Il y a un an et demi, Roularta 
lançait le Digital Hub. Ce fut le 
coup d’envoi d’une 
transformation accélérée. 
Beaucoup de choses ont changé 
depuis, et les premiers résultats 
sont visibles.

2020
est l’année de 
l’aboutissement

tences, encourager la collaboration entre les 
équipes, et rapprocher les flux de travail. »

Stefan Seghers, CDO: « C’est précisément 
pour cela que la nature transversale du Digi-
tal Hub est tellement importante. Nous sa-
vons qu’il y a un besoin d’innovation et de 
transformation dans toute l’entreprise. Édi-
tion, informatique, rédactions ou marketing, 
tous les départements sont concernés. Cela 
n’avait donc pas de sens de créer un nouvel 
îlot numérique qui opérerait séparément des 
autres départements. Le Digital Hub fonc-
tionne de manière transversale et l’objectif est 
avant tout de numériser l’ensemble de l’orga-
nisation. »

© Marco Mertens
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Quels sont les résultats à ce 
stade ?

Stefan Seghers: « Le Digital Hub existe de-
puis un an et demi. Nous avons entre-temps 
développé une stratégie globale qui servira 
de fil rouge pour les prochaines années. 
L’étape suivante était de voir comment 
mettre en œuvre ce fil rouge dans chaque 
département, et ce qui était nécessaire pour 
cela. Nous sommes prêts sur le plan organi-
sationnel : nous avons mis en place de nou-
velles équipes, dont une équipe Data, et re-
cruté des personnes avec des compétences 
totalement nouvelles, par exemple en SEO. 
Il y a un an et demi, nous avons d’emblée 
aussi beaucoup investi dans une nouvelle 
infrastructure de données, avec une nou-
velle plateforme de données clients (CDP, 
pour Customer Data Platform), qui est indis-
pensable pour personnaliser tous les 
contacts avec nos (nouveaux) lecteurs. Une 
nouvelle organisation marketing a égale-
ment été mise en place. Tant sur le plan or-
ganisationnel qu’en termes de contenu, 
nous sommes à présent prêts à récolter les 
fruits de notre nouvelle stratégie numérique 
et sur le plan des données. »

Xavier Bouckaert: « Les données consti-
tuent un pilier stratégique en 2020. En tant 
qu’entreprise média, nous collectons depuis 
toujours beaucoup de données via nos 
abonnés, mais le champ d’application de 
ces données était plutôt restreint. Ces dix 
dernières années, on a systématiquement 
rappelé aux entreprises l’importance des 
données, mais personne ne savait vraiment 
quoi en faire ni comment. Les choses ont 
changé. Nous avons le Digital Hub, des spé-
cialistes propres qui ont déjà défini sept do-
maines d’application pour les données. Sur 
cette base, nous avons investi dans une 
plateforme de données clients unique en 
Belgique. Elle fournit aux rédactions des in-
formations importantes sur leurs lecteurs. 
Nous pouvons aussi l’utiliser pour dévelop-
per des actions extrêmement personnali-

sées pour des groupes cibles de lecteurs 
très spécifiques et pour développer des seg-
ments pour des annonceurs. »

Quels sont les piliers de la 
stratégie numérique ?

Stefan Seghers: « Nos marques constituent 
le premier pilier. Roularta possède un porte-
feuille unique de plus de 40 marques, ce qui 
nous donne du contenu pour quasiment tous 
les groupes cibles. C’est notre force. C’est 
aussi la raison pour laquelle nous devons pré-
server la force de nos marques et pour la-
quelle rien ne doit venir miner leur crédibilité. 
Le deuxième pilier est une relation client ba-
sée sur les données. Nous voulons collecter 
des données et les exploiter pour créer de la 
valeur pour le lecteur. Le troisième pilier est 
une relation forte avec le lecteur : ‘d’abord des 
fiançailles, ensuite le mariage’. Nous voulons 
savoir non seulement quels articles il lit et 
combien de temps il consacre à cela, mais 
surtout quelle relation émotionnelle il entre-
tient avec une marque. »

« Et le dernier pilier est la personnalisation. Si 
nous pouvons collecter des données de va-
leur avec nos marques fortes qui touchent 40 
groupes cibles, et créer de surcroît un lien 
émotionnel, alors nous pouvons aussi per-
sonnaliser et approfondir davantage l’expé-
rience du lecteur. Si nous réussissons à faire 
cela, les choses vont tourner d’elles-mêmes. »

Comment voyez-vous cette 
expérience lecteur 
personnalisée ?

Xavier Bouckaert: « L’intention est bien sûr 
de proposer au lecteur une valeur ajoutée, et 
non de violer sa vie privée. Mais si le lecteur 
est ouvert à cette approche, nous pouvons à 
l’aide d’algorithmes complexes lui adresser 
des suggestions et des propositions très 
personnalisées. Mais c’est lui qui garde le 
contrôle, à tout moment. »

« Il en va de même pour nos rédactions. 
Pour les différentes marques, nous pouvons 
bien sûr fournir des informations sur les lec-
teurs et sur leur comportement de lecture et 
de navigation, mais ce sont les rédactions 
qui décident elles-mêmes ce qu’elles font 
avec ces données. Il serait erroné de baser 
le travail des rédactions uniquement sur 
l’analyse de données. La mission de nos 
marques médias est de guider les lecteurs 
dans une société très complexe. Dans ce 
cas, vous ne pouvez pas vous limiter à des 
thèmes qui se contentent de générer beau-
coup de ‘clics’. Nous ne pouvons pas tomber 
dans ce piège, car ce serait trahir notre vrai 
métier. »

Qu’en est-il des ambitions 
en e-commerce, après 
l’arrêt de Storesquare ?

Xavier Bouckaert: « Storesquare nous a 
fourni beaucoup de connaissances et d’in-
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« Le but est que le Digital Hub 
accélère la transformation de 

notre entreprise. Nous 
constations que beaucoup de 

départements avaient des idées, 
mais qu’ils ne savaient pas 

comment les mettre en pratique 
parce que toutes les équipes ne 

possédaient pas nécessairement 
les personnes avec les bonnes 
compétences. Il n’y a plus de 
temps à perdre. L’arrivée du 

Digital Hub a initié une vaste 
transformation de notre 

entreprise. »

Xavier Bouckaert (CEO ) et 
Stefan Seghers (CDO)

Steps, la possibilité de faire de la publicité 
locale ciblée sur nos plateformes d’informa-
tion nationales ou féminines telles que 
Knack et Trends, Libelle et Flair. Il y a aussi 
la plateforme de voisinage Postbuzz, que 
nous voulons vraiment commercialiser dans 
les mois à venir. Cette plateforme vise les 
environs immédiats : l’actu, les offres d’em-
ploi, le grand BBQ du quartier, les promo-
tions du magasin du coin. »

Stefan Seghers: « Le département New 
Business du Digital Hub consacre au moins 
trois quarts de son énergie à générer de 
nouveaux revenus à partir des actifs exis-
tants. Il y a encore beaucoup à faire avec nos 
activités de base. Souvent, il faut aussi gérer 
plus intelligemment les valeurs existantes. 
Briser quelques silos permet d’avancer un 
bon bout. »

formations et a certainement apporté une 
valeur ajoutée en ce sens. Storesquare 
n’est pas non plus notre seule activité en 
e-commerce. Nous avons par exemple aus-
si la plateforme Shedeals héritée de Sano-
ma, avec laquelle nous pourrions faire bien 
plus. Et nous misons également sur La Mai-
son Victor, un magazine pour le groupe 
grandissant des fans de couture et les créa-
teurs branchés, qui a aussi sa propre bou-
tique en ligne. Le magazine et la boutique 
sont très populaires, auprès d’une commu-
nauté qui compte chaque semaine plu-
sieurs milliers de membres en plus. Nous 
avons une très longue expérience dans le 
domaine des extensions de lignes (livres, 
musique, films, vins, voyages, design, cui-
sine, etc.). Ça aussi, c’est une belle aventure 
en e-commerce. »

Stefan Seghers: « Nous avons appris à ne 
pas nous disperser. L’important, c’est de pro-
poser des produits en ligne avec nos 
marques. C’est ainsi que nous donnons de 

l’inspiration avec notre contenu et que la 
boutique en ligne peut être une extension de 
la marque. »

Le Digital Hub devait aussi 
permettre de trouver de 
nouvelles opportunités. 
Qu’en est-il ?

Xavier Bouckaert: « Les opportunités ne 
manquent pas. Notre positionnement 
unique nous permet d’accompagner les en-
treprises dans leur développement numé-
rique. Car pour cela, il faut à la fois du conte-
nu et des données, qui sont précisément les 
deux choses cruciales que nous avons. Pa-
rallèlement à cela, il y a tout le potentiel offert 
par de nouvelles formes de publicité, par 
exemple des publicités sur écran dans les 
files d’attente de magasins. Nous pouvons 
aussi donner aux commerçants locaux, qui 
traditionnellement font plutôt de la publicité 
dans De Zondag ou De Streekkrant ou 

xxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxxx sssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssssHub 
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Contenu cross-média
et co-création

q ue vous l’appeliez content marke-
ting, native ou branded content, son 
importance progresse. Nous 

sommes en effet de plus en plus sollicités, 
certainement depuis la création du Roularta 
Brand Studio en 2018. Et nous allons de fa-
çon proactive vers le client avec nos propres 
concepts. Nos stratèges de contenu ana-
lysent les owned media du client, un project 
manager suit le dossier de A à Z et les gra-
phistes fournissent du beau travail, tant en 
print qu’online. La plupart des projets sont 
cross-média ou parfois uniquement numé-
riques. Ce que nous préférons, c’est nous 
asseoir à table avec le client et son agence 
média, et créer ensemble la solution qui cor-
respond à l’ADN du client et de nos médias. 
Aujourd’hui, la co-création est la norme. »

La publicité est un marché qui 
jongle allègrement avec des mots 
étrangers. Philippe Belpaire, 
directeur de la régie publicitaire 
nationale et polyglotte confirmé, 
nous guide à travers cet 
écosystème data-driven, dans 
lequel le branded content a acquis 
une place permanente dans 
l’umfeld. « Et où la co-création 
prend de plus en plus la main. »
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« En 2020 aussi, nos marques fortes consti-
tuent notre stratégie de base, autour de la-
quelle nous construisons des communities», 
explique Philippe Belpaire. « Et avec cela, 
vous générez des données. Nous sommes 
en train de déployer une customer data plat-
form (CDP), ce qui est une nouveauté. La 
plupart des acteurs du secteur travaillent 
avec une data management platform (DMP), 
qui ne construit que des profils anonymes 
basés sur le comportement des visiteurs 
d’un site. Nous allons un pas plus loin et re-
groupons au sein d’un profil unique toutes 
les données, comme le comportement sur 
les sites Web, les visites à nos événements 
ou les achats d’abonnements ou de produits 
de l’ensemble du groupe. En respectant la 
vie privée des personnes. »

Géomarketing et content sharing

Roularta possède une solide tradition dans 
la publicité locale, et dans ce domaine-là 
aussi la transformation numérique est en 
marche. « Nous avons lancé l’an dernier des 
outils de géomarketing extrêmement précis 
que nous pouvons proposer sur tout notre 
réseau, ce qui donne à tous les annonceurs 
un accès (géolocalisé) à environ 3,5 millions 
de visiteurs par mois. Ceci est séparé de la 
revente de publicités sur Google et Face-
book, par exemple. Nous pouvons mainte-
nant aussi fournir à un acteur local un accès 
à l’umfeld des magazines d’information et 
des magazines féminins, en plus des publi-
cités traditionnelles dans De Streekkrant, 
De Zondag ou Steps. »

Pour conclure, P. Belpaire souligne les pos-
sibilités qu’offre le fait de rendre les contenus 
accessibles. « Normalement, le contenu édi-
torial que nous développons ne peut être 
consulté que sur nos sites. Maintenant, nous 
partageons de plus en plus souvent ce 
contenu avec des tiers. Une banque pourra 
par exemple prendre sur Moneytalk un ar-
ticle ou une sélection d’articles ou de canaux 
et les relayer sur ses propres plateformes. 
Avec ce contenu de qualité, dont la source 
sera clairement mentionnée, elle renforce 
l’engagement de ses clients. Notre contenu 
bénéficie en même temps d’une plus grande 
portée et nous pouvons retracer des infor-
mations sur le lecteur. Peut-être serait-il in-

téressé par un abonnement… De plus, en 
tant que régie publicitaire, nous pouvons 
nous charger de la commercialisation de cet 
inventaire supplémentaire. Et ce faisant, 
nous réalisons un revenue sharing : fournir 
des publicités de qualité avec les articles. Ce 
contenu génère ainsi aussi des revenus pour 
le partenaire, qui récupère de la sorte une 
partie des coûts encourus pour intégrer 
notre contenu. Pour réaliser cela, nous avons 
travaillé dur sur les API, qui sont des inter-
faces permettant aux logiciels de communi-
quer entre eux. La conséquence, c’est une 
meilleure communication avec d’autres 
plateformes, notamment des plateformes 
d’annonceurs. »

« Si on considère uniquement les 
volumes, nous ne pouvons 
évidemment pas nous comparer 
aux big giants comme Google ou 
Facebook », reconnaît Philippe 
Belpaire. « Roularta se distingue 
sur trois groupes cibles clés, dans 
lesquels nous sommes leaders du 
marché dans tout le pays. D’abord 
les femmes, les Belges aisés et les 
décideurs. Nous avons des marques 
prestigieuses dans lesquelles nous 
sommes incontournables. Sur le 
marché de la publicité, nous ne 
visons pas les masses mais nous 
avons le bon umfeld. Nous pouvons 
offrir aux annonceurs la bonne 
audience. »

« Les magazines sont en outre des 
community builders. Nous nous 
rendons avec nos communities chez 
l’annonceur, qui peut alors 
transmettre son message sur des 
canaux print et online de qualité, 
ainsi que lors d’événements. Face à 
face, en somme. Roularta a joué un 
rôle de pionnier sur ce plan. Rien 
que dans le segment business, nous 
organisons 60 événements par an, 
attirant 30.000 visiteurs. Ce n’est 
pas rien. Et ce sont autant de 
touchpoints. Là aussi, nous 
collectons des données, qui se 
retrouvent sur notre CDP et que 
nous traitons et enrichissons. »

UN UMFELD DE QUALITÉ

trouvent sur notre CDP et que 
ous traitons et enrichissons. »

« Sur le marché de la 
publicité, nous ne visons pas 

les masses mais nous avons le 
bon umfeld. »

Philippe Belpaire, Directeur de la régie publicitaire nationale
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Les résultats en 2019
20192017 2018 20192017 2018

296mio

Chiffre d’affaires

Le chiffre d’affaires 
a progressé
de 6,7%, c.-à-d. de 
18,8 millions 
d’euros
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EBITDA

Ventilation du chiffre d'affaires

23mio
L’EBITDA
a augmenté 
de 263%

8,5%

34,8%
Publicité

Abonnements &
ventes en kiosque

Line extensions
& rights

14,4%14144,4,4%4%
ression tierIImpmppreresesssssioioon ttieieersrs

14,4%14144,4%,4%4%
ression tierIImpmppreresesssssioioon ttieieersrs

42,3%

4,0%

21,9%

Marques
magazines

Marques
médias locaux

Marques journauxMarques journaux
2,1%
Marques audiovisuellesMarques audiovisuelles

57,6%

Comptes pertes et profits (en millions d’euros)

Chiffres d’affaires 295,8

EBITDA 23,0

EBIT 10,0

Résultat net 10,3

BILAN (en millions d’euros) 31/12/19

Actifes non courants 182,7

Actifs courants 170,7

Total du bilan 353,4

Capitaux propres - part du Groupe 227,8

Engagements 125,0

Liquidité (1) 1,6

Solvabilité (2) 64,6%

Dette financière nette 95,9

Gearing (3) -42,0%

(1)  Liquidité = actifs courants / passifs courants.
(2)  Solvabilité = capitaux propres (part du Groupe + intérêts 

minoritaires) / total du bilan.
(3)   Gearing = dette financière nette / capitaux propres (part du 

Groupe + intérêts minoritaires).

Pour plus d’informations sur les résultats consolidés de Roularta Media Group, voir https://www.roularta.be/fr/roularta-bourse
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Chiffre d’affaires

Investissements

EBITDA

Décembre 2019

Évolution des abonnements

66,1 mio

1,6 mio

11,5 mio

+12 %
+2,3 mio

25%

33%

Complet

Numérique

Combi

41%

Abonnés existants

Chiffres-clés par action

20192017 2018

EBITDA

1,83 €

0,51

0,15

Cours / bénéfice

2,33 17,06-21,23 

Cours à fin décembre

14,65 14,0521,95

La contribution de Mediafin à l’EBITDA de Roularta Media Group 
s’élève à 1,8 million d’euros pour 2019. Conformément aux règles IFRS, 
50% du bénéfice net de Mediafin est porté en compte, moins l’amortisse-
ment annuel pour des marques telles que De Tijd et L’Echo.
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Comment Roularta Media
Group crée de la valeur

Capital financier

Capital social de

80 millions d’euros 
13.141.123 actions

cotées sur Euronext Bruxelles

228 millions d’euros
en fonds propres

Position nette  de liquidités de

96 millions d’euros

Plusieurs affiliations telles que 
celles au Raad voor de 
Journalistiek, à Febelgra

Présidence de WE MEDIA 
(association d’éditeurs de 
magazines belges) et d’EMMA 
(association d’éditeurs de 
magazines européens)

Relations avec des 
fournisseurs et des 
organisations professionnelles

23.597
annonceurs

792.247
abonnés

Capital social

Capital productif

Capital naturel

Bureaux en Belgique
Bruxelles, Zellik, Roulers (siège principal), Anvers, Gand, Hasselt

Bureau aux Pays-Bas
Baarn

6
presses offset full-colour de pointe

 650 serveurs de données

1 petaoctet de capacité de stockage

2.000 ordinateurs

En moyenne

70.000 tonnes
de papier 100% TCF
1.383 tonnes
d’encre

19.746 m³
d’eau

159.000 m²
de plaques en aluminium

36.416 litres
de produits de nettoyage

164.919 litres
d’additifs

35.720 MWh
d’énergie

142.000 m²
Site d’exploitation à Roeselare

66.000 m2

de zone verte à côté du site 
d’exploitation  •  Innovation Lab et Roularta Digital Hub

• Marques médias fortes

1.265 membres du 
personnel*

712 hommes, 

553 femmes

186 journalistes 
professionnels accrédités

Un réseau de plus de 

1.300 free-lances

Capital intellectuel

Capital humain

in
pu
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Capital financier

296 millions d’euros 
de chiffre d’affaires

95 millions d’euros 
en frais de personnel

6,8%
de croissance du chiffre d’affaires

Sites web : plus de

9 millions 
de visiteurs uniques par mois 
et plus de 30 millions de 
pages vues par mois

3.031.631
lecteurs de médias locaux

9.504.539
lecteurs de magazines (CIM) 
en Belgique, aux Pays-Bas et 
en Allemagne

98%
de satisfaction des lecteurs

Chaque semaine 

1.100.000 
spectateurs pour Canal Z/
Kanaal Z

Cofondateur de « Een Hart 
voor West-Vlaanderen »

Capital social

Capital productif

Capital naturel

557.322.827 
rotations des presses rotatives

Plus de 100 événements
(Trends Manager de l’Année, Trends Summer University, She goes ICT, …)

magazines imprimés: 299.314.608
magazines et 184.772.778 journaux

3,57%
d’économie** sur la consommation 
énergie du site de Roulers

=390 tonnes 
d’émissions de CO2
en moins ou la consommation 
moyenne de 

89 ménages 48 projets d’innovation testés par 
l’Innovation Lab

70 titres de magazines
5 titres de journaux

14.500 heures de 
formation pour les membres 
du personnel

63 nouveaux recrutements

Capital intellectuel

Capital humain

(*) nombre de têtes
(**) par rapport à l’année de référence 2016

ou
tp
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Nos atouts ? 
 

la crédibilité 

Débat

le secteur des médias est régulièrement 
décrit comme un secteur en crise. Les 
rédacteurs en chef des magazines d’in-

formation ne ressentent cependant pas les 
choses ainsi, et voient surtout les défis et les 
opportunités. « Avec la baisse des revenus 
publicitaires, la pression commerciale est 
plus importante. Mais le journalisme 
lui-même n’est pas en crise. Tous les maga-
zines d’information de Roularta sont de 
grande qualité et ont une longue tradition de 
consistance et de clarté. C’est notre plus 
grande garantie de succès, certainement si 
nous y associons une stratégie numérique. » 
Tel est l’avis unanime d’Anne-Sophie Bailly 
(Le Vif/L’Express), Bert Bultinck (Knack), 
Ruth Goossens (Knack Weekend), Daan Kil-
lemaes (Trends) et Jacques Sys (Sportma-
gazine).

Dans quelle mesure les 
nouveaux canaux 
numériques sont-ils 
importants pour les 
magazines d’information de 
Roularta ?

BULTINCK: « Notre magazine ne paraît 
qu’une fois par semaine, mais via les canaux 
numériques, nous pouvons être percutants 
et pertinents au quotidien. Les lecteurs 
peuvent retrouver chaque jour nos articles 
de qualité sur le site et sur Facebook. La 

Dans un monde où le flux de 
l’information est continu, les 
hebdomadaires ont plus que 
jamais un rôle important à 
jouer. « Nous pouvons nous 
positionner comme une balise 
dans le ‘bruit informationnel’. 
Notre avenir se trouve là. » 
Entretien avec les rédacteurs en 
chef des magazines 
d’information de Roularta.
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newsletter est aussi un canal important. 
Nous y compilons chaque jour des articles 
indispensables pour tout Flamand qui se 
veut bien informé. Le gros avantage est que 
les personnes qui reçoivent la newsletter se 
retrouvent d’entrée de jeu dans la ‘sphère 
mentale’ de Knack. Ces lecteurs ressentent 
une forte association avec la marque, ce qui 
n’est généralement pas le cas quand ils ar-
rivent chez nous via un clic sur un autre site 
Web ou un média social.

SYS: « Il faut trouver un bon équilibre entre 
la qualité et la vitesse. En journalisme sportif, 
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les infos peuvent très facilement être pu-
bliées dans le quart d’heure sur le site. Mais 
il faut aussi oser prendre le temps de simple-
ment faire un bon article. »

GOOSSENS: « Notre force, c’est que nous 
ne nous précipitons pas systématiquement 
sur les engouements du moment. Les gens 
sont déjà suffisamment confrontés au flux 
étourdissant d’infos diffusées par la radio et 
la télévision. On peut aussi faire la différence 
en prenant le contrepied de ce flux et en ré-
fléchissant à comment proposer des choses 
d’une façon différente. Ce qui ne veut pas 

 « En ligne, le grand défi est 
d’amener les lecteurs à payer 

pour le contenu. »

Anne-Sophie Bailly, 
Le Vif/Express



Roularta _Rapport annuel 201918

« Notre force, c’est que nous ne nous 
précipitons pas systématiquement sur 

les engouements du moment. »
Ruth Goossens, Knack Weekend

« Notre magazine ne paraît qu’une 
fois par semaine, mais via les canaux 
numériques, nous pouvons être 
percutants et pertinents au 
quotidien. »
Bert Bultinck, Knack
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Nos 
journalistes 
 
se rendent désormais aussi 
compte que leurs articles 
touchent un public plus large 
via le site Web. 

« Nous pouvons nous vendre 
comme une balise dans le 

‘bruit informationnel’. C’est là 
que réside l’avenir d’un 

magazine comme Trends. »

Daan Killemaes, Trends

dire qu’il faille complètement lâcher l’actua-
lité. Mais les Panama Papers montrent bien 
comment un magazine d’information peut 
créer lui-même l’info en prenant le temps 
d’aller au fond d’un sujet. »

Quelle est la stratégie 
numérique pour les 
différents magazines 
d’information ?

BULTINCK: « Cela fait déjà un moment que 
nous travaillons au rapprochement des ré-
dactions print et online. Nous nous y 
sommes mis assez tard, mais nous rat-
trapons notre retard. C’est une étape néces-
saire pour renforcer la ‘sphère mentale’ de 
Knack. Les lecteurs doivent avoir le senti-
ment que la newsletter numérique et le ma-
gazine font partie de la même famille. L’expé-
rience de lecture est importante. »

BAILLY: « Nos journalistes se rendent dé-
sormais aussi compte que leurs articles 
touchent un public plus large via le site Web. 
En ligne, nous couvrons bien sûr l’actualité, 
mais le site est au final une porte d’accès à 
des articles pertinents du magazine. Ce 
changement de mentalité porte progressi-
vement ses fruits. Les gens parlent du ma-
gazine, et le trafic vers le site augmente. »

« Dans le même temps, la qualité des articles 
numériques approche de plus en plus celle 

des articles papier. Après tout, il ne faut pas 
que les lecteurs ressentent une différence de 
qualité entre les articles lus en ligne et ceux 
lus sur papier. Les deux canaux forment en-
semble une même marque d’information. »

GOOSSENS: « En ce qui concerne Weekend 
Knack, la transition numérique pourrait par-
faitement s’accélérer. La priorité est à la 
création d’un site Web attrayant et d’une 
bonne version numérique. Cette transition 
se fera certainement à terme. Avec un ma-
gazine numérique, vous pouvez par exemple 
travailler davantage avec des vidéos et des 
GIF, et proposer une plus grande liberté au 
niveau de la forme. Il y a encore un grand 
potentiel sur ce plan. En ligne, le risque de 
picorage (cherry picking) est beaucoup plus 
important. Pour fidéliser un public, il faut 
donc créer un environnement en ligne fort, 
imprégné de l’atmosphère typique du maga-
zine. »

SYS: « En tant que magazine sportif, nous 
en sommes encore au début de notre trans-
formation numérique. Nous réagissons plus 
rapidement à l’actualité via le site Web, et 
dans le magazine nous présentons les plus 
gros articles. Cela nous permet de traiter ra-
pidement l’actualité, et le magazine fournit 
alors des infos plus circonstanciées et ap-
profondies. Nous sommes actuellement en 
train d’examiner comment enrichir encore 
mieux le site, dans le cadre de notre philoso-
phie journalistique. De plus, nous avons une 

Tous les magazines

d’information de Roularta

sont de grande qualité et

ont une longue tradition

de consistance et de clarté. 
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concurrence importante de la part des quo-
tidiens et de Sporza, qui offre tout gratuite-
ment. L’important, c’est de ne pas se faire 
piétiner par les autres, et de continuer à 
nous surpasser. »

Si la différence avec la 
version numérique est de 
moins en moins grande, 
quelle est alors la valeur 
ajoutée d’un magazine 
imprimé ?

BULTINCK: « La croissance de nos maga-
zines se fait principalement dans leur volet 
numérique. Nous y avons encore une belle 
marge de progression, tant en termes de 
contenu que de vécu. En même temps, il faut 
faire attention à ne pas faire perdre sa valeur 
à la version papier. L’expérience de lecture 
du magazine est essentielle pour cela. Le fait 

que Knack soit très bien imprimé, sur un bon 
papier et avec de belles couleurs, fait partie 
de l’expérience de lecture. »

BAILLY: « Un site Web évolue en perma-
nence, et les internautes ne savent donc pas 
toujours s’ils ont vraiment lu toutes les infor-
mations pertinentes. Un magazine, en re-
vanche, est un produit fini chaque semaine, 
qui offre une sorte de point de repère, et 
beaucoup de lecteurs apprécient ça aussi. »

KILLEMAES: « Un des plus grands défis est 
de ne pas se faire balayer par le déferlement 
d’informations. Les lecteurs sont bombar-
dés chaque jour de flashs, tweets, publica-
tions Facebook, blogs et autres alertes. Le 
flux d’informations ne s’arrête jamais. Un 
hebdomadaire n’a pas le rythme d’un journal 
pour revendiquer sa place au quotidien. 
D’où l’importance d’une présence quoti-
dienne en mode numérique. En tant qu’heb-

« C’est notre plus grande 
garantie de succès, 

certainement si nous y 
associons une stratégie 

numérique. »
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domadaire, nous avons l’avantage de pou-
voir nous distinguer sur le plan du contexte 
et de l’interprétation. Nous pouvons nous 
vendre comme une balise dans le ‘bruit in-
formationnel’. C’est là que réside l’avenir d’un 
magazine comme Trends. »

Beaucoup d’infos sont 
désormais aussi disponibles 
gratuitement sur Internet. 
N’est-ce pas un problème 
pour les magazines 
d’information ?

BAILLY: « En ligne, le grand défi est d’ame-
ner les lecteurs à payer pour le contenu. Ce 
n’est pas évident, car les jeunes sont habi-
tués à trouver partout des informations gra-
tuites. Nous fonctionnons pour notre part 
avec un mur payant, et nous devons donc 
convaincre les gens que cela vaut la peine 

Les abonnés 
de Knack, 
Trends, Le 
Vif ou 
Trends-
Tendances 
ont un accès numérique 

aux contenus des six 

magazines d’information 

belges (y compris 

Sportmagazine). Les 

rédactions de ces titres 

travaillent ensemble au 

sein d’une même maison 

de rédaction et délivrent 

24/7 des articles pertinents 

en ligne avec des articles+ 

réservés aux abonnés, et 

chaque semaine un pack 

étoffé de lecture, avec des 

magazines de qualité qui 

peuvent aussi être lus sur 

mobile, PC ou tablette. 

Elles fournissent des 

analyses et des 

informations de contexte 

exclusives, et ont des 

spécialistes dans tous les 

domaines : politique et 

société, culture et science, 

sports et loisirs, économie 

et finance, lifestyle, etc.

de payer pour un journalisme en profondeur. 
C’est le grand défi du numérique. »

BULTINCK: « Je ne crois pas à un modèle 
du type Spotify, nous ne pouvons pas vivre 
de cela. Nous subissons bien sûr une pres-
sion supplémentaire en raison de la baisse 
des revenus du marché publicitaire. Les 
chaînes publiques ne nous facilitent pas non 
plus les choses. Je suis convaincu qu’il est 
important d’avoir de bonnes chaînes pu-
bliques, mais je me demande s’il faut vrai-
ment qu’elles fassent des articles d’opinion 
et de longues histoires de fond. Je pense que 
le citoyen est déjà très bien servi avec l’offre 
audiovisuelle de la VRT, cela devrait suffire. » 

Toutes les maisons de 
médias et éditeurs ont 
aujourd’hui des spécialistes 
en matière de marketing, de 
publicité et de stratégie. 
Qu’est-ce que cela implique 
pour la liberté 
journalistique ? Dans quelle 
mesure celle-ci a-t-elle 
évolué au fil des ans ?

GOOSSENS: « La baisse des revenus publi-
citaires augmente la pression. Dans le jour-
nalisme lifestyle en tout cas, les annonceurs 
utilisent de plus en plus des formules créa-
tives, au point que le lecteur ne peut pas 
toujours faire la distinction entre un article 
rédactionnel et un contenu sponsorisé. Chez 
Knack Weekend, nous ne pouvons pas nous 
permettre de faire cela. Nos principaux 
atouts sont la fiabilité et la crédibilité, nous 
ne pouvons pas les mettre en péril. »

d.g.à.d.: Daan Killemaes, Bert Bultinck,

Ruth Goossens, Jacques Sys et

Anne-Sophie Bailly.
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Le prix d’une
  information
    de qualité

Frank Minne, Directeur Circulation 

l ’équipe de Frank Minne compte 50 
membres. Ceux-ci assurent un ensem-
ble de tâches commerciales, logisti-

ques et administratives liées au marché des 
lecteurs, tant au niveau des abonnements 
que des ventes au numéro. « Pour les maga-
zines ‘historiques’ de Roularta, il y a 
beaucoup plus d’abonnés que de ventes au 
numéro, à savoir 90 abonnements sur 100 
exemplaires distribués, et cette proportion 
se marque un peu plus chaque année. Il est 
également à noter que le marché des lec-
teurs prend une place de plus en plus impor-
tante dans l’exploitation des titres. »

Le volet numérique est devenu incontour-
nable. « Pour chacun de nos gros titres, nous 

L’année dernière, le recrutement 
de nouveaux abonnements pour 
les magazines d’information 
Roularta était placé sous le signe 
du New Deal : en s’abonnant à 
une marque, on reçoit l’accès à 
cinq autres. « Ce processus s’est 
bien déroulé et ouvre des 
perspectives », explique Frank 
Minne, Directeur Circulation. 

‘2020 sera sous le signe du data

 et de l’e-marketing.’
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« Pour les magazines 
‘historiques’ de Roularta, il 
y a beaucoup plus 
d’abonnés que de ventes au 
numéro, à savoir 90 
abonnements sur 100 
exemplaires distribués. »

« Pour chacun de nos 
gros titres, nous 

proposons une version 
électronique qui peut 

plateformes. »

« Toutes les données que nous 
avons pu collecter dans le monde 

physique sont complétées avec des 
informations obtenues par des 
touchpoints dans le contexte 

online. »

proposons une version électronique qui 
peut être lue sur différentes plateformes. Ce 
produit aussi, c’est nous qui devons le com-
mercialiser, et cela se fait presque exclusive-
ment sur une base d’abonnements.

Nous utilisons en outre de plus en plus sou-
vent les canaux numériques pour acquérir 
de nouveaux abonnés. »

Recrutement numérique des 

abonnements

Chaque année, il y a des abonnements qui 
sont annulés, c’est une évolution naturelle. 
«  Nous nous fixons donc des objectifs en 
nous demandant combien d’abonnements 
nous voulons acquérir chaque mois par titre, 
et comment nous pouvons faire cela à un 
coût acceptable. Nous continuons de miser 
sur des canaux traditionnels comme le télé-
marketing et le publipostage, mais utilisons 
aussi des canaux numériques comme l’e-
mail, les campagnes sur les réseaux sociaux 
et les actions sur nos propres sites Web. »

« Notre plateforme de données Blueconic est 
un élément essentiel dans le recrutement nu-
mérique. Nous pouvons y rassembler tout ce 
que nous savons sur nos abonnés et les 
prospects, définir des segments, etc. Toutes 
les données que nous avons pu collecter 
dans le monde physique sont complétées 
avec des informations obtenues par des 
touchpoints dans le contexte online. Nous 
voulons présenter au client la proposition 
d’abonnement la plus pertinente possible, 
sur la base des informations rassemblées. »

« Ces propositions seront différentes selon 
qu’il s’agit de quelqu’un qui vient souvent sur 
nos sites mais lit en vitesse, ou de quelqu’un 
qui vient moins souvent mais lit de longs ar-
ticles du début à la fin. À certains nous pro-
posons un abonnement d’essai, tandis qu’à 
d’autres nous faisons d’emblée une proposi-
tion plus consistante. Et nous essayons de 
comparer les rendements de ces proposi-
tions les unes par rapport aux autres. Cela 
devient la base de notre marketing numé-
rique. »
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« Il est encore trop tôt pour parler des résul-
tats de Blueconic, mais nous pensons que la 
base est solide, et nous en attendons beau-
coup. Une fois que le système sera arrivé à 
maturité, il devrait nous permettre de formu-
ler un ensemble d’offres, avec chaque fois le 
ton approprié pour la proposition financière 
conjuguant la meilleure approche en termes 
de contenu et le meilleur déclencheur. C’est 
quelque chose que nous allons expérimen-
ter dans les mois à venir. »

Un abonnement complet

Un des chevaux de bataille de Roularta en 
2019 a été le New Deal (voir encadré). Les 
abonnés à une seule des marques d’infor-
mation reçoivent un accès au volet numé-
rique de l’ensemble des six marques d’infor-
mation : Knack, LeVif, Trends, Trends 
Tendances, Sport/Voetbalmagazine et 
Sport/Footmagazine. N’y a-t-il pas un risque 
de cannibalisation ? Le lecteur du Vif qui 
s’intéresse au sport n’a en effet plus besoin 
de s’abonner à Sport/Foot Magazine.

« Celui qui veut le confort d’un magazine 
imprimé peut toujours acheter séparément 
Le Vif et/ou Trends-Tendances et/ou Sport/
Foot Magazine. Mais que les choses soient 
claires : nous voulons offrir à nos abonnés 
un service complet, avec des infos et des 
commentaires pertinents. La qualité dans 
tous les domaines : politique, social, écono-
mique, mais aussi en sport et divertisse-
ment, culture et lifestyle. »

« Le volet numérique nous permet de faire 
une proposition beaucoup plus large que le 

produit de base. Il est vrai que cela hypo-
thèque les possibilités de cross-selling (vente 
croisée), mais pour les gens qui ne sont pas 
encore abonnés, notre proposition de pro-
duits s’élargit. Pour l’acquisition d’abonne-
ments, c’est un avantage concurrentiel. »

« Les renouvellements d’abonnements exis-
tants montrent que le New Deal est appré-
cié, mais ce n’était pas gagné d’avance. Le 
réarrangement des formules de produits 
s’est accompagné d’un ajustement appro-
prié des prix. Cela nous a très peu impactés, 
ce qui nous donne confiance. En Belgique, il 
y a un large public qui est bien conscient de 
ce que les informations de qualité ont un 
prix, et qui est prêt à payer ce prix. »

Une formule hybride combinant 

print et online

« L’avenir du print et de l’online fait l’objet 
d’un débat permanent. Les quotidiens 
connaissent un shift très important du pa-
pier vers le numérique, mais ce sont surtout 
les formules hybrides (où la version papier 
reste importante, surtout le week-end) qui 
ont du succès. »

« Pour les magazines, la transition se passe 
un peu différemment. Le produit se traite 
différemment et se consomme différem-
ment. À l’exception de The Economist, qui 
est atypique et a un public mondial 
d’hommes et femmes d’affaires, je ne 
connais aucun éditeur de magazines qui ar-
rive à faire augmenter de façon spectacu-
laire ses abonnements purement numé-
riques. Les lecteurs qui ne lisent les 
magazines que sous forme électronique 
voyagent souvent ou sont tout simplement 
inconditionnels du numérique. C’est un 
groupe plus limité, mais il ne cesse de gran-
dir et nous ne pouvons pas le négliger. 
Entre-temps, nous avons maintenant notre 
propre formule hybride, qui propose quoti-
diennement des informations et des com-
mentaires en ligne, et un package plus four-
ni de lecture en milieu de semaine. »

Magazines féminins en plein 

essor

Les plus beaux résultats dont l’équipe Circu-
lation peut s’enorgueillir pour 2019 viennent 
des magazines féminins que Roularta a repris 
en 2018. « Ces magazines ont une tout autre 
histoire et n’ont pas encore de mur d’enregis-
trement ou de paiement derrière lequel se 
trouve du contenu. À terme, nous évoluerons 
probablement vers une constellation compa-
rable à celle de nos magazines d’information. 
Peut-être pourrons-nous développer là aussi 
une proposition New Deal. »

« En raison de l’accent important placé par 
l’ancien éditeur Sanoma sur les ventes au 
numéro, les titres comme Libelle/Femmes 
d’Aujourd’hui, Flair N/F et Feeling/Gaël pré-
sentent encore un énorme potentiel pour les 
abonnements, et nous avons aussi la possi-
bilité d’étendre le print. Libelle a connu une 
très belle année. Les ventes au numéro se 
sont maintenues, dans un marché qui recule 
pourtant chaque année de 10 à 12%. Et il y a 
aussi eu une hausse spectaculaire des 
abonnements, à savoir 10.000 de plus pour 
l’an dernier. Mais ici aussi le passage online 
est envisagé, certainement avec un titre 
comme Flair qui s’adresse aux groupes 
d’âge plus jeunes.»

La communauté formée par les lecteurs est 
également un atout pour vendre des abon-
nements. « Avec des magazines comme Li-
belle, il est important d’établir des relations 
entre les lecteurs. Pour des magazines 
comme Le Vif, on fera plutôt des offres spé-
ciales avec des avantages supplémentaires 
pour des événements culturels, des livres et 
de la musique, des voyages, du vin, etc. Le 
Vif Club reste un élément central dans nos 
propositions d’abonnements, et c’est une 
chose que les lecteurs apprécient toujours 
beaucoup. Notre président se plaît ainsi à 
dire que quelqu’un qui consomme intensé-
ment de la culture récupère vite le prix de 
son abonnement grâce à sa carte de 
membre. »

« En Belgique, il y a un large

public qui est bien conscient

de ce que l’information

de qualité a un prix,

et qui est prêt à payer

ce prix. »
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Lecture
en ligne pour
toute la famille
Les abonnés à un magazine d’information Roularta 
bénéficient automatiquement d’un accès numérique 
aux cinq autres magazines d’information. 
À terme, ils devraient pouvoir recevoir des informations sur 
mesure tout au long de la journée et de la semaine. 
« Nous travaillons également sur une formule ‘famille’ où le 
père ne se verrait pas suggérer des articles de Flair et la fille 
ado des infos boursières », explique William De Nolf. wInterview
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R oularta a mis en place un digi-
tal hub en septembre dernier. 
« Tout ce qui concerne le déve-

loppement Web et d’applications, sauf le 
marketing numérique, a été regroupé au 
sein d’une seule équipe. Grâce à cette réor-
ganisation, nous pouvons faire percoler le 
savoir numérique et accélérer l’innovation 
numérique dans toutes les divisions de l’en-
treprise », précise William De Nolf, membre 
de l’équipe et responsable du développe-
ment de sites Web et d’applications.

Le New Deal a été un jalon dans cette accé-
lération numérique. « Pour l’expliquer, le 
mieux est de donner un exemple. L’abonné 
Le Vif reçoit son colis le jeudi. Avec le New 
Deal, il a désormais aussi un accès numé-
rique à Trends, Trends-Tendances, Knack, 
Sport/Foot Magazine et Sport/Voetbalma-
gazine. Nous travaillons aussi beaucoup à 
nos sites d’infos, de manière à ce que les 
abonnés Trends par exemple, aient une 
meilleure vue des autres sites. Nous voulons 
en effet les inciter à venir lire aussi cet autre 
contenu.’

Abonnement famille

« L’objectif ? Une plus grande personnalisa-
tion. Selon vos centres d’intérêt, vous rece-
vez le contenu qui vous intéresse. Vous pou-
vez aussi préciser les thèmes que vous 
souhaitez suivre. Si vous n’êtes pas fan de 
sport, vous pouvez désactiver cette source. 
Vous pouvez aussi fixer le moment où ces 
infos vous seront servies : immédiatement, 
de façon groupée, ... Tout cela est encore en 
cours de développement. » 

Faut-il comprendre que les titres finiront par 
disparaître au profit d’un seul site d’informa-
tion Roularta ? « Nous continuons absolu-
ment à jouer la carte des marques, mais 
l’éventuelle nécessité de créer une coupole 
est testée. Cela éviterait d’avoir à installer dix 
applications différentes et permettrait de 
consommer le contenu en un point centrali-
sé. Pour le site aussi, l’idée est de créer une 
coupole tout en conservant les titres, mais 
chacun y trouverait facilement ce qui l’inté-
resse, par-delà les différents titres. »

« La personnalisation va au-delà du New 
Deal. Nous voulons évoluer vers un concept 
‘famille’. Le père, la mère et les enfants re-
çoivent un profil personnel dans l’abonne-
ment familial commun, comme pour Spotify 
ou Netflix. Par exemple, le père peut lire le 
contenu du Vif, la mère celui de Femmes 
d’Aujourd’hui et les enfants ceux de Focus et 
Flair. Chacun avec son profil propre dans un 
abonnement familial commun. Mais nous ne 
voulons surtout pas que cela devienne 
comme Spotify, où même dans votre voiture 
vous vous retrouvez à devoir écouter les mu-
siques de vos enfants (rire). »

« L’objectif ? Une plus 
grande personnalisation. 

Selon vos centres d’intérêt, 
vous recevez le contenu qui 

vous intéresse.  «

« Pour le site aussi, l’idée est de créer une 
coupole tout en conservant les titres, où 

chacun trouverait facilement ce qui 
l’intéresse, par-delà les différents titres. »
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Une fabrique
à idées innovante

Erwin Danis, Directeur de l’Innovation Lab

« L’Innovation Lab améliore

autant la customer journey que

l’efficacité opérationnelle. »
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L’Innovation Lab de Roularta 
scrute le monde extérieur en 
quête de tendances et nouvelles 
technologies. Toutes les divisions 
de l’entreprise peuvent lui 
adresser leurs questions et leurs 
propositions. 

l a transformation numérique avance 
rapidement, de nouvelles technologies 
émergent, la disruption est partout. En 

2018, la direction a décidé après un brain-
storming de créer un Innovation Lab. Une 
équipe spécifique se focalise à présent au 
quotidien sur l’innovation. Notre travail pro-
fite à toute l’entreprise », explique Erwin Da-
nis, qui dirige l’Innovation Lab.

« Pour commencer, nous nous efforçons de 
regarder plus loin que l’horizon actuel. 
Qu’est-ce qui s’y profile, et que faut-il faire 
pour ne pas être dépassés ? Les collabora-
teurs de l’Innovation Lab assistent à des 
conférences, visitent des salons et éta-
blissent des contacts avec des start-ups et 
des fournisseurs technologiques. »

« Une fois que vous êtes dans ce circuit, on 
vous aborde souvent. Nous avons par 
exemple lancé en collaboration avec Duval 
Union Consulting le Roularta Media Tech 
Accelerator, un programme d’accompagne-
ment des start-ups dans et en dehors du 
secteur médiatique. Il y a aussi eu la collabo-
ration réussie avec Look Live Media, une 
start-up qui propose des solutions pour la 
validation de vidéos générées par les utilisa-
teurs. Nous avons utilisé cette technologie 
pour la KW-Cup, dans le cadre de laquelle 
des clubs de foot pouvaient publier des vi-
déos sur notre plateforme. »

« Quand nous identifions des opportunités 
intéressantes, nous les relayons vers les dif-
férentes divisions, et à elles de décider si 
elles aussi y voient quelque chose d’intéres-

sant. Inversement, ce sont parfois les divi-
sions qui nous adressent des demandes 
pour résoudre des problèmes ou intégrer 
des améliorations. Nous utilisons alors nos 
contacts pour réunir les parties adéquates 
et choisir la bonne technologie. »

NewsButler et NewsTapas

L’Innovation Lab fait aussi de la recherche et 
du développement, par exemple en collabo-
ration avec l’Agence flamande pour l’innova-
tion et l’entrepreneuriat (VLAIO) ou encore 
le Google Digital News Initiative Fund. « Il 
s’agit généralement d’une collaboration 
entre les autorités, un fournisseur de tech-
nologie, un groupe de recherche universi-
taire, et nous. Une triple hélice. L’institut de 
recherche fournit le savoir-faire, le parte-
naire technologique en assure le développe-
ment, et nous proposons le produit final. »

NewsButler est un exemple de ce genre de 
collaboration. « Il s’inscrit dans le contexte de 
la personnalisation de l’actualité. NewsButler 
est un moteur de recommandation basé sur 
l’intelligence artificielle (IA). Nous travaillons 
pour cela avec le groupe de recherche ITEC 
de la Kulak et le bureau d’intelligence artifi-
cielle ML6 à Gand. Un algorithme génère des 
recommandations de lecture sur certains 
thèmes et articles. Nous collectons des don-
nées, non à des fins commerciales mais à des 
fins rédactionnelles. En dehors des recom-
mandations de lecture, cette technologie 
peut déterminer ce que vous verrez en pre-
mier dans votre fil d’actualité personnel. Par 
exemple, un supporter du Club de Bruges 
verra s’afficher d’abord les articles qui se rap-
portent au Club. Avec le New Deal (lire p. 22), 
nous pouvons en plus travailler sur plusieurs 
marques et tout rassembler. »

« Le projet NewsTapas est né quant à lui de 
notre collaboration avec notamment l’IDLab 
de l’UGent et le développeur ML2Grow, spé-
cialisé en matière d’IA et d’adaptation. Pour 
reprendre l’exemple ci-dessus, le supporter 
du Club de Bruges peut indiquer qu’il dispose 
de 10 minutes le matin pour voir des actuali-
tés sur son smartphone et d’une heure le soir 

L’Innovation Lab fait aussi de la 
recherche et du développement, par 

exemple en collaboration avec l’Agence 
flamande pour l’innovation et 

l’entrepreneuriat (VLAIO) ou encore le 
Google Digital News Initiative Fund. 
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sur son portable. Du coup, il va recevoir le 
matin une liste de cinq points avec de courts 
articles, et le soir il recevra une version plus 
longue. Cette technologie permet en outre 
d’affiner vos souhaits de lecture. » 

« Notre plateforme de données clients Blue-
conic capture, gère et segmente les don-
nées et orchestre leur sortie vers différents 
canaux. Par exemple pour des newsletters 
personnalisées qui contiendront aussi des 
vidéos. Enrichir un site Web est relativement 
facile, mais c’est beaucoup plus compliqué 
pour une newsletter. Nous travaillons à four-
nir également des messages vidéo. Ce ne 
sera pas statique, un GIF s’animera dès 
qu’on ouvre l’e-mail. » 

Meilleure expérience client

« L’Innovation Lab améliore autant la cus-
tomer journey que l’efficacité opération-
nelle ; si vous combinez les deux, vous avez 

« La transformation 
numérique avance 

rapidement, de nouvelles 
technologies émergent, la 

disruption est partout. »

quasiment tout. Un bel exemple de cette 
technologie est utilisé pour soutenir le ser-
vice client. Nous sommes en train de mettre 
en place des réponses automatiques aux 
e-mails entrants, le but étant de faire en 
sorte que 15% des e-mails reçoivent ainsi 
dès que possible une réponse automatique. 
Ces messages à envoyer sont souvent les 
mêmes, et répondre aux e-mails est alors un 
travail très répétitif. Le temps libéré de la 
sorte permet à nos collaborateurs de créer 
plus de valeur ajoutée, avec au final plus de 
clients satisfaits. »

Erwin Danis conclut avec un bel exemple à 
l’intention des commerciaux. « Ils sont sou-
vent sur la route pour visiter les clients et 
doivent faire des rapports de visites. Désor-
mais, le commercial remonte dans sa voiture, 
un bot lui demande qui il a vu, ce qui a été dit, 
etc. Le bot enregistre le compte-rendu et en-
suite, le commercial reçoit un e-mail qu’il n’a 
plus qu’à valider et à envoyer au CRM. »

e29L’Innovation LabL’Inne
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Les
magazines 
sont la cure
‘détox numérique’
parfaite

Débat

Le print est bien vivant. La qualité 
et le beau travail ont à nouveau 
pleinement la cote. « La réalisation 
de magazines féminins est l’un des 
plus beaux arts qui existent. Un art 
où, face à l’avenir, le papier et le 
numérique vont de pair. » 
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« Le lien émotionnel entre une 
marque féminine et ses lectrices 
est très fort. Il y a un vrai rôle 
social à jouer et à ne pas 
sous-estimer. »

« Nous profitons de la vague 
numérique sur laquelle vogue 

Roularta. »

« Les Women Brands avaient déjà 
une belle audience. »

© Studio Dann

« Roularta est une 
entreprise familiale où les 

décisions sont prises 
rapidement. »

« En ligne, nous développons 
aussi de plus grands dossiers 
sur des thèmes d’actualité, par 
exemple une tempête 
annoncée. Dans le magazine, ce 
n’est pas toujours possible. »
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l es magazines féminins Libelle/Fem-
mes d’Aujourd’hui, Flair et Feeling/Gael 
ont connu leur première année complè-

te sous l’aile de Roularta, et leurs rédacteurs 
en chef regardent en arrière avec satisfaction. 
« On sent que Roularta est un véritable édi-
teur. Les ventes d’abonnements ont augmen-
té, la qualité d’impression est meilleure, ... 
Ensemble, nous nous engageons pour la 
qualité et le contenu, avec succès. C’est 
agréable de se sentir soutenus », explique 
Anne Daix, rédactrice en chef de Femmes 
d’Aujourd’hui, le pendant francophone de Li-
belle.

« Roularta est une entreprise familiale où les 
décisions sont prises rapidement », ajoute la 
rédactrice en chef générale Karen Helle-
mans. « Nous pouvons construire une vision 
et un plan à long terme sans qu’on nous 
mette la pression avec les prochains chiffres 
trimestriels. Cela permet de respirer. »

Le numérique est bel et bien un des mots 
d’ordre pour le long terme. « Nous profitons 
de la vague numérique sur laquelle vogue 
Roularta », confirme Eva Van Driessche, ré-
dactrice en chef de Flair.

Comment les magazines 
féminins contribuent-ils à cette 
transformation numérique ?

Karen Hellemans. « Les Women Brands 
avaient déjà une belle audience, que nous 
voulons encore renforcer en intensifiant l’en-
gagement des lectrices online. Au cours de 
l’année écoulée, nous avons travaillé d’une 
part sur la qualité de nos contenus numé-
riques, et d’autre part sur l’aspect technolo-
gique et la stratégie, où les données occupent 
une position centrale. Nous devrions en récol-
ter les fruits au cours de l’année à venir. »

Eva Van Driessche. « Les deux versions lin-
guistiques de Flair, papier et en ligne, 
touchent ensemble 3 millions de personnes 
chaque mois. Depuis 2018, nous avons forte-
ment investi dans la qualité. Sur les canaux 
numériques surtout, il y avait matière à amé-
lioration. L’audience était certes élevée, mais 
le match entre les deux n’était pas parfait. 

Nous avons réussi à rationaliser tout cela. 
Notre lectorat est essentiellement composé 
de femmes jeunes, un public qui est très axé 
sur le numérique. »

« Les rédactions print et online collaborent 
beaucoup plus. Je n’irais pas jusqu’à dire que 
l’on peut nous considérer comme une seule 
équipe, mais il y a beaucoup plus d’échanges, 
il y a des réunions communes, les journalistes 
écrivent pour les deux canaux, les thèmes se 
déclinent en parallèle. La principale diffé-
rence réside dans le rythme, car un journa-
liste web écrit cinq ou six articles par jour. »

« Pas mal d’articles papier paraissent aussi sur 
le site. C’est un choix délibéré, car les lecteurs 
ne sont pas tout à fait les mêmes. Est-ce que 
cela restera toujours gratuit ? Probablement 
pas, mais avant de mettre en place un modèle 
payant ou un modèle basé sur des données, il 
faut montrer ce qu’on a en maison. »

Le lectorat de Libelle/Femmes 
d’Aujourd’hui est plus âgé. 
Comment le touchez-vous ?

Hellemans. «  Le print reste très important 
pour nous. Libelle, c’est non seulement l’heb-
domadaire, mais aussi le mensuel culinaire 
Libelle Lekker, le bimestriel Libelle Nest sur la 
vie côté campagne, et une fois par an Libelle 
Mama. Pour Femmes, il y a des publications 
équivalentes, aux mêmes fréquences et avec 
les mêmes thèmes. En ligne, nous proposons 
un site large et ‘horizontal’ qui présente des 
histoires familières avec une résonance hu-
maine, des articles pratiques et des actuali-
tés pertinentes pour nos lecteurs. Nous opé-
rons aussi un développement ‘vertical’ de 
nos thèmes tels que la cuisine, la maison et 
le jardin, être maman. Nous sommes par 
exemple très fiers de Libelle Lekker, qui est le 
site de recettes culinaires le plus grand et le 
plus qualitatif de Flandre. »

Les articles sont-ils les mêmes 
pour la version francophone et 
la version néerlandophone ?

Anne Daix. « Nous recherchons bien enten-
du un maximum de synergies au niveau des 
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d.g.à.d.: Karen Hellemans, 
Anne Daix et 
Eva Van Driessche

« On sent que Roularta est un 

véritable éditeur. 

Les ventes d’abonnements 

ont augmenté, la qualité 

d’impression est meilleure, ... 

Ensemble, nous nous engageons 

pour la qualité et le contenu, 

avec succès.
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« En mode ‘mobile’, les lectrices sont 
souvent à la recherche de quelque chose de
 concret, ‘ici et maintenant’. Le magazine 
papier en revanche est un vrai moment 
hebdomadaire ou mensuel pour soi, 
pendant lequel on cherche de l’inspiration 
et des histoires familières. »

t 
hose de
azine 

ment 
,
ration 

Eva Van Driessche,
rédactrice en chef de Flair

coûts. C’est avec les sujets culinaires que 
c’est le plus facile, mais cela fonctionne bien 
aussi pour des sujets comme la déco inté-
rieure, la beauté, le jardin, etc. Si nous 
voyons qu’une certaine approche ne fonc-
tionne pas, nous adaptons le texte ou 
l’image. Parfois, nous optons pour des sujets 
totalement différents, mais nous utilisons les 
mêmes images. Femmes n’est pas une copie 
de Libelle, mais si vous regardez bien, la 
base commune est bien visible. »

Hellemans. « La structure du site franco-
phone est identique à celle du site néerlan-
dophone. Les recettes sont généralement 
traduites, mais les articles d’actualité sont 
écrits par un journaliste francophone. »

« La photographie est le poste le plus coû-
teux dans le journalisme lifestyle. Cette pro-
duction coûte beaucoup d’argent mais on 
fait beaucoup plus de photos qu’on ne peut 
en publier. Femmes peut puiser dans des 
séries de photos réalisées par Libelle et 
choisir celles qui correspondent le mieux à 
sa culture. Également en ligne. C’est ce que 
j’appelle une récupération intelligente. »

Daix. « Au début, nous pensions pouvoir 
faire simplement un copier-coller, mais ce 
n’est pas le cas. Malgré les nombreuses si-
militudes, il y a des différences, auxquelles 
nous pouvons remédier par la planification, 
avec nos propres textes forts et grâce à ce 
choix très large de photos. Pour moi, Libelle 
est donc la source principale de matériel. La 

reprise a été traitée avec énormément de 
flexibilité, et cela nous permet de réaliser un 
excellent magazine pour le groupe cible. »

Van Driessche. « Nos équipes sont plus 
petites et la collaboration est dès lors plus 
intense, en particulier pour le print. Nous 
pensons que chez les femmes jeunes, les 
ressemblances sont plus grandes que les 
différences. Flair mise sur les ‘premières fois’, 
les ‘moments émotion’ : obtenir son diplôme, 
postuler à un emploi, trouver l’amour (ou 
pas), vouloir un bébé,… Ces choses ne sont 
pas vraiment différentes de l’autre côté de la 
frontière linguistique, mais il y a évidemment 
des différences de style. C’est un échange 
dans les deux sens, même si l’équipe néer-
landophone est plus étoffée compte tenu du 
lectorat plus grand. »

Les différences sont-elles 
réduites aussi entre les 
lecteurs print et online ?

Hellemans. « Selon qu’on lit la version pa-
pier ou électronique, le moment de lecture 
est différent. Un magazine vous donne un 
vrai moment à vous, pendant lequel vous 
pouvez trouver des inspirations lifestyle, 
vous immerger dans des histoires familières. 
En ligne, vous chercherez plus quelque 
chose de concret, que ce soit une recette, de 
l’actu ou des contacts sociaux. C’est la rai-
son pour laquelle chez Libelle et Femmes, 
nous travaillons toujours avec une équipe de 
journalistes spécialisés dans le numérique. 

Ils sont rompus au SEO, aux médias sociaux 
et à la vidéo, et ont un rythme d’écriture éle-
vé. La gestion stratégique reste aux mains 
d’une seule personne afin de garantir que 
les équipes collaborent, connaissent leurs 
plannings réciproques et puissent reprendre 
les unes des autres ce qui est pertinent. 
Dans nos domaines d’expertise, nous allons 
encore plus loin. Pour Libelle Lekker, tout le 
monde fonctionne en multimédia. »

Daix. « En ligne, nous développons aussi de 
plus grands dossiers sur des thèmes d’ac-
tualité, par exemple une tempête annoncée. 
Dans le magazine, ce n’est pas toujours pos-
sible. »

Hellemans. « Effectivement, et je trouve 
que l’exemple de la tempête est bien choisi. 
C’est vrai que nous avons déjà publié beau-
coup d’articles sur le nettoyage, le range-
ment du jardin, des activités pour les enfants 
quand il fait mauvais, etc. Donc, quand on 
annonce une tempête, nous pouvons facile-
ment compiler un dossier avec ces ‘marron-
niers’ et le poster sur le site. Et comme ça, le 
contenu devient un service. »

À quel point les communautés 

sont-elles importantes ?

Hellemans. « Le lien émotionnel entre une 
marque féminine et ses lectrices est très fort. 
Il y a un vrai rôle social à jouer et à ne pas 
sous-estimer. Quand une lectrice témoigne 
de choses qui lui sont arrivées, les autres 

« En mode ‘mobile’,
souvent à la recherc
 concret, ‘ici et main
papier en revanche
hebdomadaire ou m
pendant lequel on c
et des histoires fam

Karen Hellemans,
rédactrice en chef générale des magazines féminins
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« Notre force réside dans le contenu : si c’est dans
Femmes, c’est que c’est vrai. La version papier est  

le label de qualité avec lequel vous pouvez construire
une marque forte également en ligne. »

« Avant de mettre en place un modèle
payant ou un modèle basé sur des données,
il faut montrer ce qu’on a en maison. »

a version papier esesssssssssssssssssstttttttttttt tttt t t t t t tttttt t tttttttttt t ttt t  
pouvez construireeeeeeeeeeeeeeeeeeeee
ement en ligne. »

Anne Daix,
rédactrice en chef de Femmes d’Aujourd’hui

lectrices éprouvent de l’empathie. Les lec-
trices de Libelle et Femmes recherchent 
vraiment ce lien avec nous, et entre elles. 
C’est la raison pour laquelle, l’an dernier, 
nous leur avons créé un ‘club d’amies’, pour 
leur permettre de rencontrer d’autres 
femmes dans un environnement familier, 
agencé comme une zone+. »

Daix. « Il y a déjà eu des rencontres à 
Bruxelles, Liège et Namur, indépendamment 
de la rédaction. Nos lectrices sont en contact 
via notre plateforme et se rencontrent. Ce 
club grandit de façon organique. Nous allons 
probablement aussi faire quelque chose avec 
cela sur le plan rédactionnel. »

Van Driessche. « Chez Flair, nous avons un 
groupe de ce genre sur la sexualité, modéré 
par un journaliste qui a l’expérience de ce 
domaine. Le groupe était demandeur pour 
un événement, et nous avons donc recher-
ché des partenaires pour organiser cela. 
Notre journaliste a été traité en véritable star 
par ces dames. Assez impressionnant. »

Ces événements sont-ils 
organisés par les rédactions 
ou par le marketing ?

Hellemans. « Qu’il s’agisse d’événements, 
du magazine (papier ou en ligne), ou du dé-
veloppement d’une collection de mode, 
notre réflexion est depuis toujours orientée à 
360° sur la marque. Le rédacteur en chef et 
le spécialiste marketing forment un tandem, 

ils doivent regarder dans la même direction. 
Quand vous avez autant de créativité en in-
terne et une telle passion pour votre groupe 
cible, pourquoi vous limiter au magazine et 
au site ? Notre créativité ne connaît pas ces 
limites. »

Van Driessche. « Le marketing organise 
l’événement et lui donne son aura, mais c’est 
nous qui fournissons le contenu. Il n’y a pas 
de mur entre les deux. Ma Brand Manager et 
moi communiquons tellement qu’il nous est 
même récemment arrivé, à une réunion, de 
proposer la même chose. Sauf que sa pré-
sentation à elle était magnifique et la mienne 
assez brouillonne. (rire) »

Hellemans. « Nous fournissons un contenu 
solide, de qualité et créatif, et eux rendent 
nos marques plus grandes. C’est une colla-
boration étroite. Il y a bien sûr des accords 
de base sur ce qui est possible et ce qui ne 
l’est pas. Mais c’est nous qui avons la res-
ponsabilité finale de ce qui est publié. Heu-
reusement, comme nous nous connaissons 
très bien, ils éliminent déjà souvent d’emblée 
ce qui n’est pas conforme aux valeurs de la 
rédaction. »

« Je pense qu’il y a certainement encore des 
choses à faire, surtout avec les nouvelles 
possibilités numériques. Avec plus de don-
nées, nous allons pouvoir améliorer notre 
qualité. Au final, il s’agit de créer de la valeur 
pour les lecteurs, et le marketing nous aide 
à le faire. »

L’édition papier va-t-elle tout 

doucement disparaître ?

Van Driessche. « Flair part de plus en plus 
du numérique. Nous relayons dans la ver-
sion papier les sujets qui fonctionnent bien 
sur les plateformes en ligne. Comme les 
jeunes filles passent énormément de temps 
sur leurs smartphones, nous avons par 
exemple amélioré la qualité de nos vidéos. 
Et ça marche, mais pour moi le print ne va 
pas disparaître. Pour Flair, nous avons par 
exemple publié un hors-série Spécial Été et 
un dossier sur le mariage. C’est le genre de 
moments pour lesquels on a envie d’avoir 
une version papier à conserver. Le papier 
jouit encore toujours d’une plus grande cré-
dibilité que le numérique. Ça se voit aussi 
avec les influenceurs : ils sont très deman-
deurs de figurer dans le print. »

Daix. « Notre force réside dans le contenu : 
si c’est dans Femmes, c’est que c’est vrai. La 
version papier est le label de qualité avec 
lequel vous pouvez construire une marque 
forte également en ligne. »

Hellemans. « Je ne crois pas que le print va 
disparaître. Le monde est certes plus numé-
rique que jamais, mais cela augmente aussi 
le besoin de qualité, de sélection et d’exper-
tise. Le savoir-faire créatif regagne du ter-
rain. Et cela va de pair avec l’évolution nu-
mérique. »
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« Via nos plateformes 
d’e-commerce, Libelle 

entre dans la vie de ses 
lectrices. »

avec la combinaison et le test de 
nouveaux modèles économiques, 
l’année 2020 sera très importante 

pour les canaux e-commerce de Libelle. 
L’accent va être mis d’une part sur le Libelle 
Lekker Shop, la boutique en ligne qui propo-
se des articles pour la cuisine et la table, 
comme des plats à four, des poêles à griller, 
des nappes et des serviettes. Et de nouvel-
les stratégies seront d’autre part testées cet-
te année pour la plateforme Shedeals, qui 
propose des offres intéressantes pour des 
week-ends détente, des sorties au resto, des 
expositions, des concerts, des comédies 
musicales et des city-trips. 

« Dans le Libelle Lekker Shop, notre rédac-
tion recommande des produits ‘testés et 
approuvés pour vous’, dont elle souligne la 
qualité et la valeur ajoutée », explique Nele 
Baeyens, Directrice Marketing et stratégie 
numérique. « Nos lectrices attachent une 
grande importance à ces sélections. Elles se 
fient à notre choix, qui leur permet de 
s’orienter dans l’énorme offre en ligne. Cela 

consolide non seulement la marque Libelle 
et accentue son ancrage, mais crée aussi 
des opportunités de vente supplémen-
taires. »

Le soutien et l’interaction des autres canaux 
sont évidents. « En fonction de l’agenda ré-
dactionnel, Libelle sélectionne un certain 
nombre de produits de la boutique en 
ligne », poursuit Nele Baeyens. « Ces pro-
duits figurent en bonne place dans le maga-
zine et sur le site Web de Libelle Lekker. 
Cette sélection va fortement inciter à visiter 
notre boutique en ligne, qui est à son tour 
soutenue par un plan média multimarques 
complet comprenant un large éventail de 
pages d’actions, articles en ligne, bannières 
de newsletters, publications sur les médias 
sociaux, etc. »

Réductions via des partenariats  

Outre le Libelle Lekker Shop, la plateforme 
Shedeals est le principal produit d’e-com-
merce pour Libelle. Les lectrices y trouvent 

Faire son shopping
auprès de sa 
marque favorite

Libelle est la plus grande 
marque de magazine 
féminin flamand, et veut 
informer, inspirer et se 
connecter au maximum avec 
ses lectrices. Les plateformes 
de commerce électronique 
Libelle Lekker Shop et 
Shedeals consolident la 
marque et accentuent son 
ancrage. 

Nele Baeyens,
Directrice Marketing et stratégie numérique
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Shedeals: 

556.800 
visiteurs uniques de la 
plateforme 

taux de conversion:

5% 

Libelle Lekker

127.670
visiteurs uniques

80%
du public sont des 
visiteurs fidèles qui 
continuent à revenir 
après leur première 
visite

afflux de nouveaux 
acheteurs : 

20%

Intégration poussée en 2020  
Avec La Maison Victor, la boutique en ligne de sa communauté créative, 

Roularta a réussi à aligner totalement les systèmes internes par rapport à 

la plateforme d’e-commerce. Un système de facturation automatique et 

de contact automatisé avec le service client et les partenaires logistiques 

a ainsi pu être mis en place. « Nous voulons à présent étendre cette 

efficacité opérationnelle à toutes les plateformes d’e-commerce », 

déclare Nele Baeyens. « En 2020, ce sera le tour de Shedeals. L’objectif 

ultime est de permettre aux plateformes de données sous-jacentes de 

communiquer de manière optimale entre elles. »

« Shedeals et Libelle Lekker Shop

doivent  devenir le canal d’achat préféré

du groupe cible. »

des réductions allant jusqu’à 70%, établies 
grâce à des partenariats avec des marques 
populaires et des distributeurs spécialisés. 
Nele Baeyens : « L’équipe Shedeals colla-
bore avec les rédactions de Femmes d’Au-
jourd’hui, Flair et GAEL. Celles-ci savent ce 
qui interpelle leur public cible, et nous nous 
basons là-dessus pour sélectionner les 
offres. L’éventail est très varié. Nous propo-
sons surtout des offres pour des billets, et 
moins pour des produits, même si ces der-
nières restent très importantes à certaines 
périodes, comme Noël. » 

« La plateforme Shedeals et le Libelle Lek-
ker Shop permettent à la marque Libelle 
d’entrer dans la vie de nos lectrices, à travers 
des services et des produits concrets. Nous 
misons donc au maximum sur les bons 
choix et sur une composition de l’assorti-

ment adaptée au groupe cible. La bonne 
qualité au bon prix, c’est notre objectif à tout 
moment. Nous voulons gagner la confiance 
de nos lectrices et faire en sorte que nos 
plateformes d’e-commerce deviennent à 
terme un de leurs canaux d’achat préférés. »

Roularta souhaite encore étendre ces ca-
naux en 2020. Le Libelle Lekker Shop de-
viendra le partenaire de distribution fixe d’un 
nombre choisi de marques, ainsi qu’une 
plateforme en ligne pour le lancement de 
nouveaux produits et pour la collection 
propre de Libelle Lekker. Le site Shedeals 
sera renouvelé cette année. Cette plate-
forme restera la plus importante pour les 
offres qui, selon leur nature et le groupe 
cible, seront aussi présentes sur la toute 
nouvelle plateforme Libelle Vriendinnen.
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Les communautés
renforcent le lien

Maxine Konings

« Nous voulons dialoguer

avec nos lectrices, apprendre à

vraiment les connaître pour pouvoir

répondre à leurs besoins. » 
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R oularta fait plus qu’offrir un 
contenu fort et de qualité. Avec 
ses marques, la maison d’éditi-

on veut se connecter au maximum avec son 
lectorat. Elle y était déjà fortement engagée 
via les réseaux sociaux, mais le rythme va 
s’accélérer en 2020. 

Roularta a récemment lancé La Maison Vic-
tor. En à peine trois mois, cette communauté 
en ligne pour créateurs branchés comptait 
déjà 25.000 membres inscrits. Il y a aussi la 
communauté Libelle Vriendinnen (litt. ‘Les 
amies de Libelle’) qui fait interagir les 
femmes dans un environnement familier. Le 
magazine Femmes d’Aujourd’hui aura dès le 
printemps une communauté similaire, Les 
Amies de Femmes d’Aujourd’hui.

« Nous voulons vraiment nous connecter 
avec les lectrices de nos marques, et surtout 
établir avec elles une relation significative 
sur le long terme », explique Maxine Ko-

En 2020, Roularta misera 
fortement sur le ‘sentiment 
d’appartenance’ aux 
communautés en ligne. Le but ? 
Développer une relation 
significative à long terme avec 
son lectorat. 

nings, Digital Product Developer pour les 
magazines féminins de Roularta. « Notre 
objectif est de dialoguer encore plus avec 
elles, d’apprendre à vraiment les connaître 
pour pouvoir répondre à leurs besoins. Mi-
ser sur l’engagement, encourager les visi-
teurs fréquents et enregistrés et leur offrir 
une expérience personnalisée. Les commu-
nautés en ligne sont les plateformes idéales 
pour cela, et c’est là-dessus que nous allons 
nous concentrer cette année. Mais comme 
la marque, le vécu et la promesse au lecteur 
occupent une place centrale, l’accent sera 
donc différent pour chaque marque, en 
fonction de ce que le magazine représente 
et des objectifs et centres d’intérêt du 
groupe cible. »

Le but des communautés est naturellement 
aussi de mettre les lectrices en contact les 
unes avec les autres. « Parler du dernier 
podcast Libelle, commenter un livre dans le 
club de lecture, partager des photos d’un ©
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dessert qu’on a fait, se faire de nouvelles 
amies. Il suffit d’introduire ses centres d’inté-
rêt et sa localisation pour recevoir des sug-
gestions de groupes, d’événements et 
d’amies », précise Maxine à propos de Libelle 
Vriendinnen. « Mais cela ne s’arrête pas là. 
Les lectrices peuvent aussi participer à des 
actions d’épargne, obtenir des réductions 
pour des sorties, résoudre l’énigme proposée 
chaque semaine. Libelle Vriendinnen n’est 
donc pas seulement une communauté, c’est 
aussi une plateforme de fidélisation. » 

Environnements familiers

En bâtissant des communautés, Roularta 
crée des environnements familiers au sein 
desquels les gens se sentent à l’aise avec les 
marques qui y sont associées. « Nous vou-
lons devenir une valeur sûre vers laquelle ils 
reviennent régulièrement. Pour Libelle, nous 
sommes partis d’un groupe Facebook créé il 
y a plusieurs années par la rédaction de Li-
belle. Nous voulions aller un peu plus loin, 
avec une plateforme séparée sur laquelle 
nos lectrices peuvent également rechercher 
des groupes et en créer elles-mêmes, appli-
quer des filtres en fonction de leurs intérêts, 
créer des activités, etc. »

« Sur une plateforme propre, vous évitez en 
outre la ‘pollution’ qui encombre Facebook, 
vous n’avez par exemple pas besoin de faire 
défiler des pages et des pages pour trouver 
ce que vous cherchez. Grâce à notre plate-
forme de données clients performante, nos 
communautés vous proposent des sugges-
tions personnalisées. Nous apprenons ainsi 
à mieux connaître notre public, ce qu’il ap-
précie, les contenus qu’il aime lire et ses 
centres d’intérêt. Nous proposons ainsi à 
tout le monde un service sur mesure, avec 
un contenu personnalisé et des offres perti-
nentes. Le consommateur occupe vraiment 
une place centrale. » 

En bâtissant des communautés, 
Roularta crée des environnements 

familiers au sein desquels les gens se 
sentent à l’aise avec les marques qui y 

sont associées. 

Libelle 
Vriendinnen : 
un succès 
absolu 
•  Le nombre d’abonnées à la 

nouvelle communauté Libelle 

Vriendinnen progresse 

chaque jour. 

•  Le temps de visite moyen est 

de plus de 6 minutes. 

•  Les utilisatrices enregistrées 

consultent au moins 8 pages 

par session. 
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Analyse préalable

« Développer une communauté demande 
du temps, de l’engagement et beaucoup 
d’analyses préparatoires. Roularta part tou-
jours de la stratégie et du brand statement 
de la marque. « Nous étudions soigneuse-
ment le groupe cible et nous nous concen-
trons sur les thèmes pour lesquels la marque 
a déjà bâti une grande communauté enga-
gée en ligne », explique Maxine Konings. 
«  Ce n’est donc pas tout de construire un 
beau site Web avec des fonctionnalités sym-
pas, et de le mettre en avant avec une cam-
pagne retentissante. Le vrai travail ne fait 
que commencer. »

« Nous développons par exemple des cus-
tomer journeys, qui doivent rendre les choses 
aussi faciles que possible pour nos visiteurs, 
en leur montrant les bons messages au bon 
moment. Mais le plus important au final, c’est 
de faire en sorte que les communautés 
restent actives. Ce sont des efforts qu’il ne 
faut pas sous-estimer en tant qu’éditeur. C’est 
pour cette raison que nous avons nommé des 
Community Managers dédiés. Ils sont indis-
pensables pour la plateforme, car eux savent 
ce qui vit dans les communautés et sou-
tiennent celles-ci en permanence. Ils sur-
veillent de près tout ce qui s’y passe et réa-
gissent immédiatement. »

L’interaction avec les marques est impor-
tante. Dans la communauté Libelle Vrien-
dinnen, Roularta a par exemple créé d’em-
blée des groupes et des événements. La 
rédaction online du magazine lance aussi 
plusieurs fois par an des actions, par exemple 
‘le plan rangement’, ou ‘le plan moins-de-
sucre’. Là aussi, il y a des possibilités 
d’interactions intéressantes avec la commu-
nauté. « Pour atteindre un objectif, nos lec-
trices trouvent du soutien auprès d’autres 
lectrices. Elles échangent des conseils sur la 

plateforme, et partagent avec les autres leurs 
découvertes et leurs réalisations. »

Règles internes

Étant donné que les communautés sont des 
lieux publics, Roularta a élaboré des règles 
internes. « Mais ces règles sont très raison-
nables », rassure Maxine Konings. « Les uti-
lisateurs doivent se respecter et ne peuvent 
pas utiliser nos plateformes à des fins com-
merciales. Nous modérons le contenu nous-
mêmes, mais attendons aussi des membres 
qu’ils signalent ce qui selon eux n’est pas 
inacceptable. Nous vérifions chaque signa-
lement. Nous n’avons encore jamais dû sup-
primer un message, ce qui prouve que nos 
règles internes sont bien suivies. » 

 « Nos communautés sont également épar-
gnées par les commentaires négatifs. L’am-
biance y est très bonne. Nous remarquons 
que les utilisateurs se soutiennent et se mo-
tivent mutuellement. Le slogan de Libelle est 
Caring for you and your loved ones (litt. ‘pre-
nez soin de vous et de ceux que vous ai-
mez’). Il se ressent clairement. Nous éva-
luons toujours soigneusement tout 
commentaire négatif émis sur la plateforme, 
en nous efforçant de trouver la cause de la 
frustration et d’en tirer des leçons. Nous 
donnons la parole aux gens et nous exploi-
tons ce que nous apprenons de la sorte. 
Nous espérons ainsi transformer un ressen-
ti négatif en quelque chose de positif. » 

chaque marque, en fonction 
de ce que le magazine 
représente et des objectifs et 
centres d’intérêt du groupe 
cible. » 

Maxine Konings

Les communautés que Roularta 
souhaite développer en 2020 
s’inscrivent dans un ensemble 
holistique au sein duquel les 
canaux online et offline sont 
alignés. « Nous croyons en une 
approche marketing à 360° », 
explique Maxine Konings. 
« Toutes nos marques sont 
intégrées dans le contenu 
éditorial. Elles sont clairement 
mises en avant dans nos 
magazines papier, sur nos sites 
Web, dans les médias sociaux et 
aux événements. Chaque 
communauté doit devenir un 
élément de la marque : il n’y a que 
comme cela que nous pouvons 
boucler la boucle. » 

NOTRE 
APPROCHE 
À 360°  

« Nous voulons vraiment nous 
connecter avec les lectrices de nos 

marques, et surtout établir avec 
elles une relation significative 

sur le long terme »
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Les magazines
    ont été les
       premiers

« Les différents canaux

de médias sociaux constituent

une part essentielle de

notre mix marketing. »

Jeroen Van Raemdonck

Les marques de magazines se 
connectent avec leur groupe cible 
grâce aux médias sociaux. 
Ceux-ci jouent un rôle très 
important, surtout pour les 
magazines féminins. « Il y a bien 
longtemps que nous utilisons les 
médias sociaux pour autre chose 
que générer du trafic vers nos 
sites Web. »
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i l y a déjà pas mal d’années que les 
marques de magazines Roularta ont 
compris le potentiel de canaux comme 

Facebook, Instagram, Pinterest et YouTube. 
Les marques ont aujourd’hui une large audi-
ence, plus que jamais un public engagé qui 
se sent positivement lié à elles. Elles sont 
pour ainsi dire des influenceurs avant la let-
tre. » 

« Même si l’approche diffère selon la marque 
et son groupe cible, chaque magazine est 
désormais bien présent sur les médias so-
ciaux comme Facebook. Auprès du public 
jeune de Flair par exemple, on a constaté 
une progression très rapide des Instagram 
Stories, des vidéos verticales qui ne restent 
en ligne que 24 heures. Le magazine a tout 
de suite embrayé avec des histoires sympas 
sur de nouveaux produits, des regards en 
coulisses et des appels à participer à des 
actions. »

« Notre contenu dans les médias sociaux est 
adapté au public cible », explique Jeroen Van 
Raemdonck, Digital Marketing Manager. « 
Le ton et le contenu restent toujours fidèles 
à la ligne de la marque concernée. Chez Li-
belle, dont le slogan est ‘Caring for you and 
your loved ones’, nous relayons par exemple 
sur tous les canaux des récits émouvants 
actuels et socialement pertinents ainsi que 

La résonnance des marques de 
magazines de Roularta sur les 
médias sociaux est énorme. 
« Une publication sur Facebook 
nous permet de toucher 
facilement 90 à 95% de notre 
base de fans, sans dépenser un 
centime d’euro », explique 
Jeroen Van Raemdonck. 
« Flair compte déjà environ 
200.000 fans Facebook qui 
correspondent parfaitement à 

notre public cible : 93% sont des 
femmes, et les deux tiers ont 
entre 18 et 34 ans. Ici, nous 
touchons parfois plus d’un 
million de personnes uniques 
avec une seule publication. Des 
canaux comme Pinterest ne sont 
pas en reste, certainement pour 
Libelle Lekker, qui attire chaque 
mois environ un million et demi 
de visiteurs uniques via ce canal 
très visuel. »

LES CHIFFRES 

des messages feel good qui touchent nos 
lectrices. »

Les médias sociaux constituent une part es-
sentielle du mix marketing de Roularta. 
«  Nous utilisons les médias sociaux non 
seulement pour communiquer avec nos lec-
teurs, mais aussi pour faire connaître nos 
actions et nos événements. Par exemple, à 
côté de la campagne télévisée que nous fai-
sons pour le calendrier annuel Libelle, nous 
développons aussi une campagne sophisti-
quée sur les réseaux sociaux pour lui donner 
une visibilité supplémentaire. »

Construction de la marque 

Il y a bien longtemps que Roularta utilise les 
médias sociaux pour autre chose que géné-
rer du trafic vers les sites des magazines. 
Jeroen Van Raemdonck : « Chaque message 
a pour objectif de développer nos marques, 
avec des formats surprenants, des perspec-
tives sympas, des publications qui touchent 
les gens et les font se sentir connectés avec 
la marque et les uns avec les autres. Les vi-
déos des rencontres organisées entre ‘Li-
belle Vriendinnen’ par la rédaction du site 
ont rendu cette interaction entre la marque 
et ses lectrices très tangible, offline et online. 
Il y a eu énormément de vues, aussi bien de 
la part des personnes qui ont fréquenté 
l’événement que de la part de nos fans Face-
book. »

« Et avec nos canaux de médias sociaux, 
nulle part nous ne nous sentons aussi forte-
ment connectés à nos lecteurs que dans nos 
communautés fermées. Le mois dernier, le 
groupe Facebook Libelle Vriendinnen a dé-
nombré 400 nouvelles publications de ses 
membres. Comme ces communautés sont 
très populaires, nous avons décidé de les 
renforcer sur nos propres plateformes en 
2020, et d’encourager leur prolongement 
‘dans la vraie vie’. Libelle Vriendinnen n’est 
pas le seul exemple. L’événement Flair fran-
cophone ‘Les Boudoirs’, qui présente des 
ateliers et des débats autour de la sexualité, 
est un bel exemple : un concept en ligne po-
pulaire, qui possède à présent un prolonge-
ment réussi dans la vraie vie. »

93%
des fans Facebook sont 
des femmes et deux tiers 
ont entre 18 et 34 ans.
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Plus Magazine, 
le magazine de 
référence pour les 50+

l es 50+ ont des centres d’intérêt spéci-
fiques. Des thèmes comme la santé, 
l’argent et le droit sont importants pour 

eux, ainsi que le tourisme et la culture. Plus 
Magazine se profile comme un magazine de 
référence dans ces domaines et construit 
une communauté autour de cela. « Le maga-
zine est au cœur de cette démarche », expli-
que Joost Martens, Directeur marketing. « Et 
autour de ce produit phare, nous utilisons 
d’autres canaux. Beaucoup de gens croient 
qu’une stratégie multimédia se limite à être 
présent sur Internet, mais ce n’est pas le cas. 
Nous avons effectivement un site Internet et 
plusieurs newsletters, mais nous organisons 
aussi des événements, des concours et des 
offres pour les lecteurs, qui rapportent eux 
aussi de l’argent. Nous soutenons en outre 
les ventes au numéro de notre magazine à 
travers des campagnes radio. Et Anne Van-
derdonckt, Directrice de la rédaction, est une 
invitée régulière de la RTBF. »

« Sur nos canaux en ligne, nous pouvons évi-
demment jouer la carte de la rapidité. La ver-
sion papier de Plus Magazine est un mensuel 
dans lequel nous pouvons développer des 
sujets de manière approfondie, mais pour 
des infos quotidiennes concernant par 
exemple les pensions ou le droit successoral, 
nos lecteurs peuvent aller directement sur 
notre site Web ou lire nos newsletters. Nous 
collaborons pour cela avec les rédactions 
d’autres magazines de Roularta, comme 
celles du Vif et de Trends-Tendances. 
L’échange d’information est continu, dans les 
deux sens. Cela nous permet d’être très réac-
tifs. Le taux d’ouverture de nos newsletters aaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaaa

La stratégie multimédia de Plus 
Magazine est très large et couvre 
plusieurs canaux online et offline. 
L’innovation occupe toujours une 
place centrale. « Parce que nous 
voulons avoir un look moderne. »

Le nombre d’abonnés à Plus 
Magazine est passé de 82.000 
à 100.000 en cinq ans. « Nous 
voulons tout faire pour 
conserver ces 100.000 
abonnés, mais le RGPD nous 
rend la tâche plus difficile », 
déclare Joost Martens, 
Directeur marketing. « Cette 
belle base d’abonnés assure en 
tout cas un flux de trésorerie 
stable, et c’est important pour 
le volet publicitaire. Les ventes 
au numéro de nos magazines 
se maintiennent aussi, et les 
offres de nos partenaires à nos 
lecteurs ont du succès. » 

DES 
ABONNEMENTS 
EN 
PROGRESSION 

70%
 
des articles sont 
traduits et le cas 
échéant adaptés à la 
langue du groupe 
cible. 
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La rédaction de 
Plus Magazine 
•  est bilingue : environ 70 pour 

cent des articles sont traduits 

et le cas échéant adaptés à la 

langue du groupe cible. 

•  a 1 rédacteur en chef et 2 

rédacteurs finaux (1FR/1NL).

•  compte 14 collaborateurs à 

temps plein et une trentaine 

de freelances.

•  forme une seule et même 

équipe, pour le print et pour 

l’online. 

•  réalise aussi des numéros 

spéciaux sur diverses 

thématiques. 

« Nos abonnés sont loin d’être 

     des nuls en informatique. 

         Il est rare que nous recevions 

           encore du courrier postal. »

««««««««««««««««««««««««««««««««««««««« Nos abonnés sont loin d’être 

  dddddddddddddddddddddddddddddddddddddddddese  nuls en informatique. 

         IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIlll l ll ll llllll llll eseee t rare que nous recevions

          eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeenncnn ore du courrier postal. »

(près de 50 pour cent) montre que nos lec-
teurs apprécient cette formule. »

Ceux qui pensent que le public cible de Plus 
Magazine n’est pas capable d’utiliser les ca-
naux numériques se trompent. Anne Van-
derdonckt : « Les 50+ ont grandi avec les 
ordinateurs, et les plus âgés ont même sou-
vent appris à les utiliser au travail. Les 50+ 
achètent d’ailleurs plus souvent en ligne que 
les milléniaux, ils se protègent mieux que les 
jeunes contre la cybercriminalité, et ils sont 
moins naïfs par rapport aux médias sociaux. 
Bref, nos abonnés sont loin d’être des nuls 
en informatique. Il est même rare que nous 
recevions encore du courrier postal. » 

Look moderne

L’innovation est au cœur de la stratégie mul-
timédia de Plus Magazine. « Notre magazine 
a depuis peu un tout nouveau lay-out », dé-
clare fièrement Anne Vanderdonckt. « Nous 
voulons avoir une image contemporaine. Il 
est donc encore plus important pour nous 
que pour d’autres magazines de relayer un 

look moderne. Comment ? Par un design 
dans l’air du temps et l’utilisation d’une po-
lice de caractères contemporaine. Nous 
innovons également au niveau du contenu. 
Les 50+ sont intéressés par des probléma-
tiques spécifiques : nous leur fournissons 
en permanence de nouvelles idées et de 
nouveaux points de vue. »

« Nous avons organisé l’an dernier notre 
tout premier événement financier », ajoute 
Joost Martens. « Des experts ont pendant 
toute une journée abordé des sujets perti-
nents : retraites, héritages et testaments, 
donations à des associations caritatives, 
investissements durables, ... L’entrée coû-
tait 20 euros, et les participants recevaient 
un goodie bag à emporter. Cet événement 
a été un succès, avec un score moyen de 
8,4 sur 10, et il a aussi été très rentable 
grâce aux efforts de la régie publicitaire. 
Nous allons à présent étendre cette initia-
tive au niveau national, et il y aura proba-
blement aussi un événement consacré à la 
santé et à la beauté. »

Anne Vanderdonckt

Joost Martens
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Une technologie innovante associée à un réseau fort et finement maillé : c’est avec cette 
approche que Roularta refaçonne avec succès le marché publicitaire local. Luk Wynants 
(Directeur Local Media) et Barbara Spyckerelle (Directeur Recruitment Solutions) croient 
fermement à la combinaison intelligente du print et de l’online.

Tout commerçant
sait aujourd’hui
qu’une présence en
ligne est indispensable

Interview croisée
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MijnStad a
actuellement 

170.000
abonnés sur les réseaux sociaux

Roularta jouit depuis 
plusieurs décennies d’une 
réputation forte en print : 
comment et quand avez-
vous commencé à 
progressivement cibler 
l’online pour votre offre de 
médias locaux ?

Luk Wynants: En fait, nous avons pris cette 
initiative il y a neuf ans, notamment en tant 
que revendeur Google et avec la vente de 
campagnes sur le réseau Display de Google. 
Voyant ce qui se faisait sur d’autres canaux 
comme Facebook, nous avons vite compris 
que ce n’était pas suffisant et que nous de-
vions aussi proposer à nos clients nos 
propres produits en ligne innovants. Les 
premières ‘publicités’ auxquelles nous avons 
ainsi rapidement donné une valeur ajoutée 
par une combinaison de print et d’online ont 
été les petites annonces (immobilier, voi-
tures, offres d’emploi…). Les plateformes 
spécifiques qui ont été créées ont renforcé 
la confiance des annonceurs et des clients 
dans ces solutions numériques.

Ces clients étaient-ils en 
attente de vos solutions ?

Barbara Spyckerelle: Au début, tout le 
monde manquait simplement d’expertise. 
Nous avons petit à petit convaincu nos 
clients de la valeur ajoutée de nos produits 
numériques propres. Le Local digital display 
advertising en est un bon exemple. Nos 
clients croient en la valeur ajoutée du grand 
réseau numérique de Roularta et dans la 
force de titres nationaux solides comme 

Knack, Trends, Sportmagazine, Libelle, Flair 
et Feeling. Grâce à la technologie, les clients 
peuvent désormais profiter de ce réseau 
dans leur propre région. 

Luk Wynants: Il a certes fallu un certain 
temps avant que, dans l’environnement de 
PME qui est typique à la Flandre, les petits 
détaillants adoptent cette approche numé-
rique. Aux Pays-Bas, cette tendance a percé 
beaucoup plus vite, mais aujourd’hui la 
Flandre a complètement rattrapé le retard. 
Les commerçants locaux sont désormais 
bien conscients du fait qu’ils ont la possibili-
té d’être présents en ligne. Avec une publici-
té dans De Streekkrant, De Zondag ou 
Steps, ils peuvent toucher plusieurs dizaines 
de milliers de clients potentiels, mais via les 
canaux en ligne ils peuvent encore toucher 
des consommateurs supplémentaires. Et 
nous répondons maintenant à cela avec des 
solutions à nous.

Comment le Local digital 
display advertising 
fonctionne-t-il 
précisément ?

Luk Wynants: Le message à transmettre 
est conditionné en plus petits paquets. Pre-
nez un client qui veut attirer l’attention sur 
son tout nouveau magasin de vêtements. 
Nous lui proposons une publicité classique 
sur papier, et en même temps le grand ré-
seau numérique de Roularta pour que son 
magasin bénéficie d’une belle visibilité en 
ligne. Et grâce à une campagne géolocali-
sée, nous faisons en sorte que ces publicités 
online ne soient visibles que dans la région 
pertinente pour ce commerçant.

©
 F

ra
nk

 T
ou

ss
ai

nt



Roularta _Rapport annuel 201954

Concrètement, on aura par exemple une pu-
blicité imprimée dans Steps, associée à une 
annonce en ligne dans un certain nombre de 
modes d’affichage standard. Ceux-ci seront 
diffusés, pendant la même période de publi-
cation que l’annonce imprimée, sur les sites 
de Libelle, Weekend Knack, Feeling, Flair, 
Plus Magazine, Knack, Trends, etc. Seuls les 
lecteurs qui vivent dans la région souhaitée 
verront ces publicités régionales en ligne. 
C’est techniquement réalisable grâce à un 
logiciel de géolocalisation, parce que nous 
savons plus ou moins où vit chaque inter-
naute et ce qu’il lit. Nous garantissons ainsi à 
l’annonceur quelque 15.000 vues en ligne 
avec ce package, en plus des 70.000 à 80.000 
personnes qui verront la publicité imprimée.

Le géociblage est donc 
central dans cette 
approche ?

Barbara Spyckerelle: Absolument. Grâce 
au géociblage, nous travaillons de façon hy-
perlocale. Notre valeur ajoutée réside dans 
la combinaison avec notre réseau solide et 
finement maillé, qui couvre toute la Flandre. 
Entre les différents sites et newsletters, les 
commerçants locaux savent exactement où 
paraîtront leurs publicités en ligne. 

« Nous faisons en sorte que ces 

publicités online ne soient visibles 

que dans la région pertinente

 pour ce commerçant. »

Pour quelle raison un client 
opterait-il aujourd’hui 
encore à la fois pour l’online 
et pour le print ?  

Barbara Spyckerelle: Le print et l’online se 
ressentent différemment : la lecture est sou-
vent plus fugace en ligne, et elle est plus 
longue sur papier. Selon moi, la publicité 
imprimée a encore de beaux jours devant 
elle, à condition bien sûr que nous veillions 
à ce que tous nos titres restent très forts et 
à ce qu’ils correspondent aux besoins de 
nos lecteurs. Ces deux canaux sont tout sim-
plement complémentaires pour la publicité. 
Et nous continuons de fournir notre service 
spécialisé de recherche locale avec Google 
Search. C’est une excellente façon d’orienter 
massivement les internautes vers le site 
Web de l’annonceur.

La formule de local digital 
display advertising est-elle 
plus chère qu’une annonce 
papier classique ?

Luk Wynants: Non, vous payez plus ou 
moins ce que vous paieriez pour un nombre 
équivalent de vues d’une annonce papier.

es

es 

te

»

once

plus ou 
nombre 

papier.

Luk Wynants

Vous travaillez entre-temps 
aussi au développement de 
nouveaux canaux 
publicitaires locaux…

Luk Wynants: Nous en avons en effet deux 
dans le pipeline pour le moment. Il y a 
MijnStad, anciennement Postbuzz, une ap-
plication régionale que nous avons reprise 
l’an dernier d’une petite start-up. Nous 
l’avons entre-temps fortement étendue, 
améliorée et testée. L’objectif de MijnStad 
est d’être la plate-forme sur laquelle l’inter-
naute trouvera des informations hyperlo-
cales et à jour dans sa commune ou à proxi-
mité de son domicile. À terme, cela évoluera 
vers un réseau numérique d’informations de 
proximité, auquel nous voulons alors asso-
cier des publicités. Au début, le commerçant 
peut créer sa propre page et y publier gra-
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tuitement des messages. Moyennant paie-
ment, ces messages peuvent aussi être 
boostés. Le prix est fonction du niveau de 
proximité défini par le commerçant : tout 
près, c’est gratuit, et plus loin c’est payant. 
MijnStad a actuellement 170.000 abonnés 
sur les réseaux sociaux. Et ce dans un envi-
ronnement contrôlé et sécurisé où on ne 
peut pas poster n’importe quoi. Le lance-
ment de MijnStad est prévu dans les mois à 
venir. Nous sommes aussi en train de tester 
Optilocal, un système avec de grands écrans 
2.0 sur lesquels défilent toutes sortes de 
messages que peuvent voir les personnes 
faisant par exemple la file dans une sandwi-
cherie ou un supermarché.

Ce n’est pas neuf comme 
système…

C’est vrai, mais les messages publicitaires 
qui s’affichent n’attirent généralement l’at-
tention que pendant quelques secondes, car 
ils défilent selon une sorte de cycle fixe. Le 
grand défi pour cet affichage numérique est 
donc de capter plus longtemps l’attention 
des gens. Nous voulons y arriver en y diffu-
sant aussi de petites vidéos amusantes. Ce 
n’est pas vraiment révolutionnaire, mais le 
succès sur les réseaux sociaux prouve que 

cela fonctionne très bien. Nous pouvons al-
terner ces petites vidéos avec des messages 
publicitaires, par exemple une publicité de la 
boutique dans laquelle l’écran est installé, 
mais cela peut aussi faire partie d’une cam-
pagne régionale plus large sur papier et en 
ligne. La technologie permet aujourd’hui de 
différencier en partie les messages sur 
chaque écran, sur mesure pour la boutique 
où se trouve l’écran. Nos spécialistes sont là 
pour conseiller les commerçants.

Barbara Spyckerelle: Pour ce qui se fait 
online, nous voulons vraiment être uniques 
en optant pour l’hyperlocal. Un commerçant 
qui a uniquement des clients à Tielt, par 
exemple, peut donc parfaitement faire de la 
publicité locale uniquement via Optilocal et 
recruter ses clients à Tielt. À terme, cela 
ouvre beaucoup de nouvelles opportunités, 
par exemple pour les offres d’emploi, où le 
critère régional devient plus important, ou 
pour le marché immobilier.

« Pour ce qui se fait online,

nous voulons vraiment être uniques

en optant pour l’hyperlocal. »
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Gocar.be
veut attirer plus
de particuliers

Wim Moyson

« Aujourd’hui, les gens sont prêts à faire jusqu’à 100 km, 

le cas échéant de l’autre côté de la frontière 

linguistique, pour acheter une voiture

si le prix annoncé est intéressant. »

ww
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j usque fin 2019, Gocar.be ne proposait que des 
voitures neuves et des voitures de stock. Le 
site comptait encore quatre autres marques, 

dont autovlan.be et autoclassic.be. « Après l’in-
tégration, nous sommes restés, avec le nouveau 
gocar.be, les leaders du marché de la vente en 
ligne de voitures neuves», explique Wim Moyson, 
Responsable commercial. 

« Les arguments pour regrouper tous ces sites 
sous un seul nouveau site portail ne manquaient 
pas. Il y avait par exemple le fait que les clients ne 
savaient pas toujours bien où chercher pour une 
voiture. Du point de vue du marketing aussi, il est 
beaucoup plus pratique de proposer un seul grand 
site portail où on peut trouver à la fois des voitures 
neuves, des voitures d’occasion, des ancêtres et 
des camionnettes. Des motos seront bientôt aussi 
proposées. Gocar.be devient donc un one-stop 
shop. »

En ce qui concerne le long terme, les ambitions de 
Gocar.be vont encore plus loin. Cela fait déjà long-
temps que la mobilité ne se limite plus à la voiture. 
Pour Wim Moyson, le nouveau portail devrait donc 
se transformer progressivement en site dédié à la 
mobilité, où on peut par exemple trouver toutes 
sortes de solutions : vélos électriques, scooters, voi-
tures partagées ou trottinettes. « Tous les particu-
liers qui sont à la recherche d’une solution de mobi-
lité, dans tous les sens du terme, doivent pouvoir la 
trouver chez nous. »

Cette ambition s’inscrit parfaitement dans l’un des 
principaux objectifs du site à court terme : attirer 
encore plus de particuliers. Aujourd’hui, plus de 
neuf annonces sur dix sur Gocar.be émanent de 
clients professionnels, ce qui fait du portail le lea-
der du marché dans ce segment. Wim Moyson : 
« Il existe deux raisons pour se focaliser davantage 
sur les clients particuliers. D’une part, ce sont évi-
demment des clients potentiels pour les annon-
ceurs professionnels. La possibilité de toucher un 
plus grand nombre de particuliers rend donc notre 
site beaucoup plus attrayant pour le groupe cible 
des professionnels. Et d’autre part, les clients par-
ticuliers peuvent poster gratuitement des petites 
annonces sur le site, mais moyennant paiement ils 
peuvent aussi mettre ces annonces un peu plus en 

Avec quelque 60.000 
annonces, Gocar.be est 
l’un des principaux 
acteurs du marché 
automobile en ligne 
dans notre pays. Dans 
les prochains mois, 
une série d’innovations 
technologiques 
devraient booster le 
nombre de clients 
particuliers.

wAvec quelqu
annonces, G
l’un des pri
acteurs du évidence. De ce point de vue, les clients particu-

liers constituent donc aussi un marché de crois-
sance intéressant. »

Taille du marché

En chiffres absolus, le marché automobile en ligne 
n’a pas vraiment progressé au cours des dernières 
années, mais force est de reconnaître que son im-
portance grandit pour la majorité des acheteurs 
qui veulent s’informer au préalable ou trouver des 
conseils. Il sera aussi de plus en plus fréquent que 
des voitures totalement neuves soient achetées 
totalement en ligne. Le fait que Gocar.be soit la 
propriété de Roularta et de Rossel offre certains 
avantages à cet égard. « Le soutien de deux 
grands groupes de médias constitue un argument 
intéressant aux yeux des clients professionnels », 
souligne Wim Moyson. « Et n’oublions pas la taille 
du marché. Aujourd’hui, les gens sont prêts à faire 
jusqu’à 100 km, le cas échéant de l’autre côté de la 
frontière linguistique, pour acheter une voiture si le 
prix annoncé est intéressant. »

Pour rendre le site plus attrayant pour les acheteurs 
et vendeurs particuliers, Gocar.be prévoit essentiel-
lement des innovations technologiques dans les 
mois et années à venir. Un User Experience Consul-
tant a été engagé dans cette optique. « Concrète-
ment, nous voulons par exemple donner aux clients 
la possibilité de sauvegarder leurs favoris sous leur 
propre profil client. Il leur sera bientôt également 
possible de comparer des modèles sur la base de 
divers critères qu’ils peuvent définir librement. Si 
nous arrivons à rendre le site encore plus accessible 
et attractif grâce à ce genre d’innovations, il y aura 
automatiquement plus de particuliers qui trouve-
ront le chemin de Gocar.be. »

« Entre-temps, nous avons aussi créé une base de 
données séparée pour les ancêtres, pour lesquels 
nous avons aujourd’hui la plus grande offre du 
marché. Nous lancerons bientôt une nouvelle 
newsletter B2C pour les amateurs d’ancêtres, pour 
devenir les leaders sur ce segment du marché. 
Seul, le marché belge est un peu petit pour cela, et 
nous avons dès lors acheté l’an dernier l’URL au-
toclassic.nl. Il y a donc à notre avis encore pas mal 
d’opportunités de croissance à l’international. »©
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De Kust wil rust
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Ook op deze eerste échte lentezondag wil de overheid geen 

toeristen of tweedeverblijvers zien aan de kust. De politie voert 

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
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West-Vlaamse lokale handelaars verweren 
zich creatief tegen de coronacrisis
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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

OOSTENDE 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.
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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

renovat
ies

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
DB65

5822B
0

Batibouw

Promotie!!!

D
B
6
5
5
8
3
1
B
0

D
B
6
5
5
8
7
0
B
0

 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

DB65
6123B

0

www.vtizeebrugge.be

INFO-AVOND

DONDERDAG

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 ZZZZZZZZZZEEEEEEEEEEEEEEEEETTTTTTTTTTTTTTTEEEEEEEEEEEEEEELLLLLLLLLLLLLLLLLLLLLLLLLLLLBEDDEN

Kleur : CMYK versch : 27-02-2020 User: nvandool

■
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1.510.136

342.808

1.100.000

494.347

249.654
Lecteurs

Lecteurs

Lecteurs

Diffusion

Diffusion

Diffusion

 ( print + numérique)

Des médias locaux
Source : Cim NRS 2018-2019 



59Real users, visits et views des médias locaux

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 ou laptop

tablet

smartphone
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Views

1.664.667
Visits

4.036.954
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Numérique  (Reals users, visits, views par mois)

Source : Cim Internet 03/2020 – Moyenne par mois
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Des infos 
régionales 
en formule 
hybride 

Le Krant van West-Vlaanderen 

Couvre les  

64  communes 

de Flandre occidentale, 
plus trois ‘cas 
frontaliers’ : Zulte, 
Comines et Maldegem.  

377.000*

personnes lisent chaque 
semaine les éditions 
papier : cela correspond à 
une augmentation 
annuelle de 13,2 pour 
cent. 

Le site KW.be accueille 
chaque semaine  

68.000*
visiteurs. C’est 60 pour 
cent de plus que pendant 
la période 2017-2018. 

 Touche chaque semaine  

405.241*

personnes (print + 
online) : soit 14,4 pour 
cent de plus que l’année 
précédente. 

 L’âge moyen des lecteurs 
online est 

44 ans.

La médiane se situe à 
43 ans. 

*Chiffres CIM pour 2018-2019. 
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Le Krant van West-Vlaanderen 
touche plus de 400.000 
personnes chaque semaine. Le 
modèle hybride combine les 
canaux numériques et papier, et 
fonctionne selon le principe du 
‘digital first, best print’.

i l y a 1,2 million d’habitants en Flandre 
occidentale. Environ un tiers d’entre 
eux lisent KW De Krant van 

West-Vlaanderen. « Chaque jour, nous cou-
vrons et développons l’actualité de la région 
sur notre site KW.be », explique le directeur 
général Stefaan Vermeersch. « Et chaque 
vendredi, les lecteurs trouvent dans leur ma-
gasin ou leur boîte aux lettres la version pa-
pier du journal provincial KW De Krant van 
West-Vlaanderen, assorti de l’une des cinq 
éditions locales et du magazine lifestyle et 
de divertissement KW Weekend. » 

clusivement à la version en ligne progresse 
chaque année mais reste limité par rapport 
aux 377.000 personnes qui choisissent la for-
mule hybride. Ces personnes reçoivent 
donc chaque jour les actualités, y compris la 
zone+ (réservée aux abonnés), et chaque 
vendredi un pack print et un accès via notre 
site Web aux cinq éditions régionales 
qu’elles peuvent lire sur PC, tablette ou 
smartphone. »

2.  Le passage à l’approche 
hybride a-t-il entraîné un 
réagencement de votre 
rédaction ?  

Stefaan Vermeersch: « Notre équipe édito-
riale compte actuellement une cinquantaine 
de personnes : journalistes, éditeurs, news 
managers, managers régionaux, respon-
sables des magazines et éditions spéciales, 
metteurs en page, etc. Nous avons égale-
ment un directeur de rédaction, un rédac-
teur en chef, un rédacteur en chef d’opinion 
ainsi qu’un community manager. »

1.   À quel point la 
combinaison print/online 
est-elle importante ? Ce 
genre de modèle hybride 
est-il un must ?

Stefaan Vermeersch: « Cette combinaison 
est une étape indispensable pour chaque 
marque d’information. Notre règle est ‘ver-
sion électronique en semaine, version papier 
le week-end’. Un week-end qui pour nous 
commence d’ailleurs déjà le vendredi, car le 
vendredi est le ‘jour du KW’. Les deux canaux 
sont complémentaires : des récits courts et 
concis sur le site Web, et un développement 
plus élaboré dans la version papier. Notre 
objectif est de mettre les infos en ligne le plus 
rapidement possible et de les développer 
dans la version papier si cela apporte une 
valeur ajoutée. C’est le principe du ‘digital 
first, best print’. »

« Nous proposons deux formules de lecture : 
print plus online d’une part, ou uniquement 
online. Le nombre de lecteurs abonnés ex-
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« Les deux canaux sont 
complémentaires : chaque 

jour des récits courts et 
rapides sur le site Web, et 
le vendredi un développe-

ment plus élaboré en 
version papier. »

« Les gens sont bel et bien 
prêts à payer pour des 
actualités régionales. »
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de soutenir cette marque KW De Krant van 
West-Vlaanderen avec un marketing fort. »

« Le journal provincial s’accompagne d’un 
titre traditionnel local pour chaque région. 
Nous avons défini des régions plus grandes, 
et le lecteur reçoit beaucoup plus d’informa-
tions pour une zone plus vaste. Nous sui-
vons maintenant la même répartition que la 
province, qui elle aussi fonctionne avec cinq 
régions. Notre rédaction a également été 
englobée dans cette évolution. Tout cela 
sera soigneusement évalué en été, et nous 
ferons alors l’une ou l’autre correction qui 
s’imposerait. »

5.  Le magazine KW 
Weekend contient-il des 
informations régionales ?

Stefaan Vermeersch: « Le sous-titre de 
KW Weekend est ‘Geniet van het goeie 
West-Vlaamse leven’ (littéralement : profiter 
de la belle vie en Flandre occidentale). Les 
lecteurs y trouveront donc tout ce que notre 
province a à offrir, et bien plus encore. Par 
exemple des idées pour le week-end, une 
liste des activités, un calendrier des balades 
à pied ou à vélo, etc. Nous sommes en train 
d’élargir sensiblement notre rubrique ‘Waar 
naartoe’ (Où aller ?). 

6.  Votre plateforme 
numérique propose aussi 
le son et l’image. Pour 
quel contenu utilisez-
vous ce média ? 

Stefaan Vermeersch: « Nous proposons 
des vidéos et des podcasts. Il y a déjà pas 
mal de belles choses qui ont été faites. Par 
exemple la vidéo d’un fleuriste, qui est deve-
nue complètement virale en 2018. Kurt Van-
demaele, le journaliste qui a réalisé la vidéo, 
lui a donné une suite avec la série ‘Wie zieje 
gie’ (Qui es-tu ?). Il travaille actuellement sur 
‘10 000 stappen in...’. Ces vidéos sur les per-
sonnes et communautés de chez nous ont 
beaucoup de succès sur notre site Web et 
sur les réseaux sociaux qui font référence 
au KW. » Stefaan Vermeersch

Il est possible de s’inscrire sur 
KW.be pour recevoir à la 
mi-journée et/ou le soir une mise 
à jour des principales actualités 
de Flandre occidentale. Il y a 
aussi quelques autres 
newsletters, notamment une 
sélection hebdomadaire d’articles 
et un aperçu des promotions et 
actions intéressantes. Stefaan 
Vermeersch : « De tels points de 
contact sont importants car ils 
permettent aux gens de goûter à 
notre contenu. Avec nos 
newsletters, nous les gardons à 
bord et nous les incitons à 
revenir. » 

L’INFO 
MISE À JOUR, 
PAR E-MAIL  

« Nous pouvons en outre compter sur un 
réseau de non moins de 400 pigistes. En-
semble, nous nous efforçons de mettre 
chaque jour en ligne au moins deux actuali-
tés pour chaque commune couverte, il y en 
a 64. Si quelque chose se passe quelque 
part en Flandre occidentale, nous voulons 
être les premiers à être sur place. »

3.  Quelle est la pertinence 
de l’actualité régionale ? 
Quelle est sa valeur 
ajoutée pour le lecteur ? 

Stefaan Vermeersch: « Les fils conduc-
teurs de nos reportages sont la politique 
locale, les actualités familiales et la vie des 
associations. Le sport aussi, évidemment. 
Les nouvelles régionales ont toujours été 
importantes, et cela ne changera pas. C’est 
lié à l’identité ouest-flamande. Dans une 
province comme Anvers, un tel sentiment 
d’appartenance est beaucoup moins mar-
qué. »

« Je retrouve aussi cet intérêt pour les infos 
locales dans les groupes d’information sur 
Facebook qui relatent tout ce qui se passe 
dans leur commune. Les chaînes de télévi-
sion régionales partagent ce succès. Nous 
investissons de façon cohérente dans une 
grande rédaction professionnelle et offrons 
aux abonnés une couverture complète des 
actualités régionales. Les lecteurs sont prêts 
à payer un prix correct pour un service per-
tinent, à savoir KW De Krant van West-Vlaan-
deren, en versions papier et électronique. »

4.  Le nombre de quotidiens 
a été ramené de onze à 
cinq. Pourquoi cette 
décision ? 

Stefaan Vermeersch: « C’est un mouve-
ment d’intégration logique. Avant cela, le 
Krant van West-Vlaanderen était un regrou-
pement de titres traditionnels qui avaient été 
repris ou lancés au fil des ans. L’évolution 
vers un journal provincial, avec conservation 
de l’identité locale, nous donne l’opportunité 
de nous exprimer sous une seule marque et 
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Pour l’amour de
la presse papier

Reportage
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Poids d’une bobine de papier :

2.880 
kilos

Cela fait plus de 36 ans que William Metsu, 
Managing Director Roularta Printing, tra-
vaille chez Roularta. Au fil des ans, il a vu 
l’imprimerie de Roulers prendre des dimen-
sions énormes, tant en superficie qu’en ca-
pacité. « Quand je suis arrivé, c’était trois 
presses rotatives et une superficie totale 
d’environ 2.500 mètres carrés. Aujourd’hui, 
l’espace de production avoisine les 35.000 
mètres carrés. » 

Cela s’explique bien sûr par la forte crois-
sance de Roularta Media en tant qu’éditeur. 
« Trends, Knack, Le Vif ont commencé à 
sortir des rotatives en 1983, suivis quelques 
années plus tard de Plus Magazine. Nous 
avons progressivement accueilli une série 
de magazines français, et Roularta a misé 
sur encore plus de clients internationaux et 
sur l’impression commerciale. Aujourd’hui, 
ces publications commerciales représentent 
la moitié de notre volume. »

« Avant, nous n’avions pas la capacité né-
cessaire, mais voyez tout ce qui sort au-
jourd’hui comme publications rédaction-
nelles et commerciales. » Il se lève de son 
bureau et nous montre une impressionnante 
pile de magazines : cela va de toutes sortes 
de dépliants publicitaires et du magazine 
professionnel Naily News au bimestriel du 
VAB et à l’édition européenne de The Econo-
mist, en passant par le Limburg Vakantie-
gids 2020. 

Bien que le print ait pris de sérieux coups 
ces dernières années, Roularta a continué à 
investir sans relâche dans de nouvelles ca-
pacités d’impression ultramodernes. Et cela 
porte ses fruits. William Metsu se souvient : 
« Jusqu’au milieu des années 1990, nous 

avons investi de façon assez constante, et 
puis cela s’est arrêté pendant une dizaine 
d’années. Si la direction n’avait pas décidé 
en 2005 de lancer un énorme programme 
d’investissement de 100 millions d’euros, 
notre imprimerie n’existerait probablement 
plus aujourd’hui. Les presses d’imprimerie 
ont connu une telle évolution technologique 
ces dernières années, que ce soit en matière 
de technique ou de capacité, qu’on ne pour-
rait pas suivre avec des machines des an-
nées 1990. Ces gros investissements nous 
ont aussi permis de continuer à grandir, mal-
gré les revers encaissés par le marché. De 
plus, le marché belge a perdu une part im-
portante de sa capacité d’impression ces 
dernières années, ce dont Roularta a natu-
rellement pu profiter. »

Marché de luxe

Mais tout n’est pas morose pour autant. Les 
quotidiens ont effectivement vu leurs tirages 
papier baisser considérablement, mais le 
marché des magazines a bien résisté pen-
dant toutes ces années. William Metsu : 
« Roularta a d’ailleurs toujours cru au poten-
tiel des magazines papier. Surtout pour les 
magazines d’information ou les publications 
de niche qui ciblent principalement le seg-
ment du luxe. »

Et W. Metsu de retourner à l’impression-
nante pile de magazines contre les murs de 
son bureau, et d’en extirper quelques exem-
plaires de The Good Life et du magazine de 
luxe français Ideat. Quelques centaines de 
pages de plaisir de lecture, avec de magni-
fiques photos imprimées sur un beau papier 
épais. « Comparez donc ça avec la même 
édition sur tablette », dit-il avec une certaine 

Les entreprises de médias qui investissent encore massivement dans 
leurs imprimeries ne sont pas nombreuses, mais Roularta est une 
de celles-là. Des investissements réguliers qui lui permettent d’avoir 
aujourd’hui une infrastructure ultramoderne et un impressionnant 
portefeuille de titres belges et étrangers.
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Vitesse d’impression de la 
nouvelle presse : 50.000 

cahiers de 64 pages par heure.

l’imprimerie à Roulers :
35.000 mètres carrés.

Dimensions de la nouvelle presse 
d’imprimerie de Roularta, qui sera 
installée en juin : 10 mètres de haut et 
66 mètres de long.

Une imprimerie en 
©
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w
tendresse. « Le toucher du papier, la façon 
dont le magazine s’ouvre, et même l’odeur. 
Un éditeur ne ferait pas tous ces efforts si les 
lecteurs n’y étaient pas sensibles. Non, une 
édition en ligne n’y arrivera jamais. »

L’an dernier, Roularta annonçait encore un 
nouvel investissement substantiel de 12 mil-
lions d’euros pour une nouvelle presse rota-
tive. « C’est pour remplacer une presse 48 
pages qui a déjà 27 ans et sur laquelle nous 
réalisons encore toujours des cahiers d’in-
fos. Si cette presse devait tomber en panne, 
ce serait une catastrophe. D’une semaine à 
l’autre, certains magazines ne pourraient 
plus paraître. »

« N’oubliez pas que, purement sur le plan 
des magazines, Roularta est aujourd’hui 
aussi le plus grand acteur de Belgique, et la 
capacité pour nous remplacer est dès lors 
quasiment nulle. Nous avons en outre le 
grand avantage que tout se trouve ici sous 
un même toit : l’impression, la finition et 
l’emballage sous film. C’est un argument de 
poids pour nos clients, car grâce à notre lo-
gistique tendue, ils peuvent eux aussi prati-
quer des délais beaucoup plus serrés. Cela 
aussi est un facteur important dans la ba-
taille que le papier doit mener face au numé-
rique : des magazines comme Le Vif ou 
Trends-Tendances peuvent ainsi rester très 
actuels, même en print. Ce n’est pas un ha-
sard si nous avons maintenant des clients 
dans plus de 20 pays, avec les Pays-Bas, la 
France et l’Angleterre comme principaux 
exemples. Bloomberg magazine et The Eco-
nomist (près de 90.000 exemplaires par se-
maine) sont aussi imprimés ici. »

L’œuvre d’une vie

Nous avons aussi droit à une visite guidée 
de l’imprimerie : un gigantesque labyrinthe 
avec des palettes chargées de magazines, 
des machines cliquetantes et d’énormes bo-
bines de papier, et une odeur un peu 

écœurante, mélange d’alcool et d’encre. Les 
cahiers les plus divers défilent à une vitesse 
impressionnante, et W. Metsu nous entraîne 
en haut d’une des grandes presses, 12 
mètres au-dessus du sol.

« Regardez, c’est là que sera bientôt notre 
nouvelle presse. Un peu moins de 10 mètres 
de large sur environ 66 mètres de long. Elle 
vient de chez Manroland à Augsburg, qui est 
depuis plusieurs dizaines d’années un des 
quatre principaux producteurs de presses 
d’imprimerie dans le monde. Les Allemands, 
c’est le top absolu pour les presses pour ma-
gazines. Avec celle-là, cela fera six presses 
de cette société installées ici. »

La nouvelle presse pourra imprimer 50.000 
cahiers de 64 pages par heure. « Cette vi-
tesse maximale ne sera évidemment at-
teinte que pour les gros tirages, car il faut 
toujours compter un certain temps de dé-
marrage. C’est pour cela que ce seront sur-
tout des magazines à gros tirage qui seront 
imprimés sur cette presse, comme Le Vif ou 
le magazine néerlandais Spoor Magazine, 
qui paraît quatre fois par an à 1 million 
d’exemplaires. Nous imprimons également 
ici les folders pour Overstock, ce qui repré-
sente aussi plus d’1 million d’exemplaires. »

W. Metsu sera bientôt pensionné. Tandis 
qu’il passe rapidement d’une machine à 
l’autre dans l’imprimerie, chacun de ses 
mots et de ses mouvements trahit son 
amour du métier. « C’est en fait l’œuvre de 
toute ma vie. J’ai moi-même négocié l’achat 
des terrains pour permettre l’expansion sys-
tématique de l’imprimerie. L’expansion du 
volet prépresse, la construction des nou-
veaux bâtiments, l’arrivée de toutes ces nou-
velles machines : je m’en souviens comme si 
c’était hier. Tous ces investissements portent 
leurs fruits aujourd’hui, c’est la force vitale de 
Roularta. Je suis fermement convaincu que 
le print a lui aussi encore un bel avenir de-
vant lui. »

« Quand je suis arrivé, c’était trois 
presses rotatives et une superficie 

totale d’environ 2.500 mètres carrés. 
Aujourd’hui, l’espace de production 
avoisine les 35.000 mètres carrés. »

William Metsu, Managing Director 

Roularta Printing
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À la fin de l’année dernière, 
l’imprimerie de Roularta à 
Roulers a été la première (et 
seule) dans notre pays à obtenir 
la certification ISO 50001. Une 
belle performance pour une 
entreprise aussi énergivore.

t ous les processus d’impression qui se 
déroulent ici sont désormais couverts 
par cette certification énergétique », 

explique Peter Leroy, Production Manager 
chez Roularta Printing. « Concrètement, 
cela veut dire que nous nous engageons à 
réduire chaque année la consommation 
d’énergie de notre processus de production. 
C’est moins simple qu’il n’y paraît : nous 
avons en effet depuis plusieurs années un 
chef de projet qui travaille à améliorer notre 
efficacité énergétique, et tous les fruits fa-
ciles ont donc déjà été cueillis. »

Les mesures prises par Roularta pour faire 
des économies d’énergie ne datent pas 
d’hier. En 2005, la société a adhéré à la 
convention d’audit du gouvernement fla-
mand, dont le but est de permettre d’at-
teindre les objectifs de Kyoto. Un expert en 
énergie a élaboré le plan que Roularta a mis 

en œuvre et qui a ensuite été soumis à un 
audit flamand.

Papier et électricité

Avec la certification ISO 50001, Roularta 
place la barre encore plus haut. « Nous de-
vons établir un indicateur de performance 
distinct pour chaque processus dont la 
consommation d’énergie est élevée », ex-
plique Peter Leroy. « À nous ensuite de faire 
en sorte de respecter ces indicateurs, par 
toutes sortes d’interventions intelligentes. 
En termes de presse d’imprimerie, cela veut 
dire que nous devons imprimer toujours plus 
de mètres carrés de papier par kWh d’élec-
tricité utilisé. Au total, nous avons aujourd’hui 
14 processus pour lesquels nous devons 
prendre en compte un tel indicateur de per-
formance énergétique. Tout cela devra bien 
sûr à terme permettre de réduire systémati-

quement la consommation d’énergie glo-
bale. »

Obtenir un certificat ISO 50001 n’est pas fa-
cile, et Roularta a donc fait appel aux ser-
vices d’un spécialiste externe. Il a fallu près 
de deux ans pour clôturer l’exercice. « Nous 
nous sommes maintenant fixé de nouveaux 
objectifs pour 2022, et nous évaluons 
chaque année si nous sommes dans le bon. 
La barre est légèrement relevée chaque an-
née. C’est une pression constante. Les gros 
gains d’efficacité ont déjà été engrangés, et 
nous pourrons au mieux encore progresser 
de quelques pour cent d’ici 2022. Nous re-
cevrons bientôt notre nouvelle presse d’im-
primerie. Elle est équipée des dernières 
technologies et nous permettra d’encore 
réduire quelque peu notre consommation 
d’énergie. »

« Tous les processus 
d’impression qui se 

déroulent ici sont 
désormais couverts 

par cette certification 
énergétique. 

Concrètement, cela 
veut dire que nous 
nous engageons à 

réduire chaque année 
la consommation 

d’énergie de notre 
processus de 

production. »

Primeur ISO 
pour Roularta 
Printing

 Peter Leroy,
Production Manager chez Roularta Printing
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La crédibilité,
notre USP

« Nous avons progressé

de 2,3 millions d’euros sur le marché

des lecteurs, ce qui est énorme,

d’autant plus que 2018 avait déjà été

une année fantastique. »

Frederik Delaplace, CEO Mediafin

2019 a été ... » Frederik Delaplace, 
CEO de Mediafin, hésite en cher-
chant le bon qualificatif pour dé-

crire l’année écoulée. « Particulièrement 
délicate », répond-il enfin. « Pourquoi ai-je 
hésité pour le qualificatif ? Parce que notre 
année a été très différente selon qu’il s’agit 
des lecteurs ou de la publicité. »

« Commençons par le positif. Sur le marché 
des lecteurs, 2019 a été la meilleure année de 
notre histoire. Nous n’avons jamais vendu au-
tant d’abonnements et comptons désormais 
plus de 60.000 abonnés payants, avec une 
croissance explosive sur nos canaux numé-
riques. Cela signifie que la base de cette en-
treprise exerce une traction incroyable sur le 

Mediafin, l’éditeur des journaux d’affaires L’Echo 
et De Tijd, vient de connaître une année à deux 
vitesses. « Une croissance phénoménale sur le 
marché des lecteurs et un marché de la publicité 
légèrement à la traîne. Au final, l’équilibre est bon. 
Le chiffre d’affaires total s’est légèrement tassé, 
mais les bénéfices sont restés élevés. Décrocher 
l’argent c’est bien, mais c’est l’or que nous 
visons », déclare Frederik Delaplace, CEO. 
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à propos d’une tempête avec des vents de 
75 kilomètres à l’heure, ni d’interminables 
articles sur la question de savoir s’il y a fina-
lement deux ou trois loups qui se baladent 
en Belgique. »

Selon F. Delaplace, l’approche journalistique 
de Mediafin ne change pas d’un canal à 
l’autre : « L’information donnée sur l’applica-
tion est tout aussi fiable que celle qui figure 
dans le journal papier. Cela remonte à la plus 
importante décision que nous ayons jamais 
prise, il y a de cela dix ans : celle de rendre 
nos canaux numériques payants. C’était im-
portant d’un point de vue économique, mais 
aussi pour l’ADN de l’entreprise. Le modèle 
payant est la garantie que nos titres puissent 
offrir la même qualité partout, y compris sur 
les mobiles. Ce principe de mobilité s’im-
pose d’ailleurs à une vitesse hallucinante, et 
le mobile est devenu notre canal principal en 
seulement quelques années. En semaine, la 
consommation d’informations se fait désor-
mais aux deux tiers via le smartphone. »

Nouveaux métiers

Ce beau succès sur le plan éditorial est un 
peu tempéré par un volet commercial diffi-
cile. « La façon dont les entreprises et les 
marques communiquent a changé très rapi-
dement en quelques années. Nous réagis-
sons aussi à cette évolution : avant, nous 
n’étions consultés qu’à la fin du trajet lors-
qu’un client achetait une page dans le jour-
nal, mais cette relation a changé depuis 
quelques années. Nous voulons être là au 
début du cycle de publicité ou de communi-
cation. C’est la raison pour laquelle nous 
commençons par étudier avec nos parte-
naires leurs besoins en communication, et 
ensuite nous proposons des solutions sur 
mesure. Des solutions qui se résument de 
moins en moins souvent à une page dans le 
journal ou à l’exécution d’annonces sur un 
site Web. »

« Pour répondre à ces nouveaux besoins, 
nous développons de nouveaux métiers, par 

exemple dans l’édition de contenu, les rela-
tions publiques ou la communication basée 
sur les données. Tout cela tourne relative-
ment bien, mais pas encore assez bien. 
L’évolution de la publicité traditionnelle nous 
a posé des problèmes l’an dernier, en partie 
conjoncturels et en partie structurels. Nous 
avons perdu 4 millions d’euros de revenus 
publicitaires, que nous n’avons pu compen-
ser qu’en partie par des revenus alternatifs. 
En cela, nous ne sommes pas une exception 
sur le marché, mais c’est une maigre conso-
lation. »

« Et c’est bien le défi le plus important pour 
2020 : maintenir notre croissance en matière 
de lecteurs, et trouver suffisamment vite des 
réponses aux défis posés par le marché pu-
blicitaire. Nous devons faire en sorte de pou-
voir procurer à l’annonceur des données et 
des solutions numériques de la même façon 
que de grands acteurs tels que Facebook et 
Google. Mais dans un contexte avec beau-
coup plus de valeur, sachant que nous n’al-
lons jamais pouvoir les battre sur la quantité. 
Nous voulons greffer un modèle de qualité 
sur ces nouvelles technologies. » 

Encore plus d’indépendance

Mediafin poursuit sur sa voie en tant qu’en-
treprise indépendante. « Les deux dernières 
années ont été les meilleures de notre his-
toire. Mais c’est aussi tout bonnement notre 
devoir envers les actionnaires. Je veux que 
nous continuions à remplir ce rôle de pion-
nier, pas seulement pour nos actionnaires, 
mais aussi parce que les 260 collaborateurs 
de Mediafin sont des gagnants et entendent 
bien le rester. »

marché. Nous avons progressé de 2,3 mil-
lions d’euros sur le marché des lecteurs, ce 
qui est énorme, d’autant plus que 2018 avait 
déjà été une année fantastique. »

« Les gens veulent de la qualité, et c’est bon 
pour nous. Mais la voile ne peut prendre le 
vent que si elle est bien déployée. Notre seul 
USP, c’est la crédibilité, et Mediafin est de 
plus en plus souvent le seul acteur du mar-
ché qui continue à tenir cette promesse. Et 
c’est une chose sur laquelle nous ne faisons 
pas de compromis. Dans le modèle numé-
rique de nombre de nos confrères, je re-
marque que ‘faire le meilleur article’ n’est 
pas toujours la motivation première. Chez 
nous, vous ne serez pas inondé d’alertes info 

« Rendre nos canaux numériques 
payants, il y a dix ans de cela. C’était 

important d’un point de vue 
économique, mais aussi pour 

l’ADN de l’entreprise. »
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Il y a une énorme diversité 
parmi les 1.300 collaborateurs 
de Roularta. Journalistes, 
rédacteurs en chef, 
reprographes, directeurs 
artistiques, informaticiens, 
développeurs, comptables, 
product managers, employés 
administratifs, agents 
commerciaux, imprimeurs, 
brand managers… ce n’en sont 
que quelques exemples.

La politique
RH s’inscrit
dans notre
vision à long terme 



k
Katrien De Nolf , Directeur RH de Roularta Media Group

« Toute cette frénésie numérique autour de nous

ne doit bien sûr pas occulter nos valeurs

fondamentales. Nous sommes une entreprise

de médias, et le contenu est roi. »

à cela s’ajoutent continuellement 
de nouveaux collaborateurs pos-
sédant des compétences qui 

n’existaient même pas il y a quelques an-
nées. Aujourd’hui, nous avons par exemple 
besoin de spécialistes marketing expéri-
mentés, capables de s’orienter facilement 
dans les nouveaux canaux médiatiques. Et 
de spécialistes data qui savent interpréter 
les énormes quantités de données dont 
nous disposons. Ces nouvelles fonctions of-
frent à nos services commerciaux et à nos 
rédactions la chance unique d’encore mieux 
connaître nos clients et nos lecteurs.

Toute cette frénésie numérique autour de 
nous ne doit bien sûr pas occulter nos va-
leurs fondamentales. Nous sommes une 
entreprise de médias, et le contenu est roi. 
Nous recherchons sans relâche des plumes 
fortes capables d’écrire des récits capti-
vants, des enquêteurs qui vont au fond des 
dossiers, et des investigateurs qui élèvent le 
journalisme de données à un niveau supé-

rieur. Avec Trends Business Information, 
nous avons la plus grande base de données 
détaillées sur toutes les sociétés belges, de 
la plus grande entreprise à la plus petite 
structure unipersonnelle. Ces informations 
sont certes très utiles pour tous ceux qui re-
cherchent des données financières et de 
marketing, mais elles représentent avant 
tout un matériel fantastique pour le journa-
liste moderne.

Secteur passionnant 

Les personnes possédant une grande ex-
pertise numérique et les analystes de don-
nées sont des talents très convoités par 
toutes les entreprises, mais ces collabora-
teurs ne sont pas faciles à trouver. Nous pu-
blions des offres d’emploi dans le print et 
online, et nous avons embauché l’an dernier 
un HR Researcher pour rechercher active-
ment les profils dont nous avons besoin. Des 
profils que nous devons convaincre qu’il n’y 
a pas de secteur plus passionnant que les 
médias. Nous sommes aussi en contact 
avec des écoles, de manière à être top of 
mind chez les jeunes qui arrivent sur le mar-
ché du travail.

La révolution numérique ne doit en tout cas 
pas nous faire perdre de vue nos propres 
collaborateurs. Nous sommes une entre-
prise qui évolue en permanence. Et avec les 
lignes de communication et de décision ra-
pides, il y a toujours un risque que certains 
n’arrivent pas à suivre quand nous passons 
à une vitesse supérieure. Éviter cela est un 
défi majeur. On ne peut rester impliqué que 
si on connaît la direction qu’emprunte l’en-
treprise. C’est pour cette raison que nous 

avons créé la Roularta Academy, un en-
semble d’exposés, de présentations, de 
séances d’information et de formations in-
ternes et externes. En suivant ces forma-
tions, les collaborateurs peuvent mieux sou-
tenir des objectifs de Roularta et participer à 
leur réalisation. Et aussi grandir sur le plan 
personnel et se développer sur le plan pro-
fessionnel.

Entreprise familiale

Nous devons convaincre les gens par notre 
culture d’entreprise et l’ambiance agréable 
de travail. Et nous arrivons à le faire. En tant 
qu’entreprise familiale, nous pratiquons une 
vision claire et à long terme qui se reflète 
aussi dans notre politique RH. Si nous vou-
lons réussir sur le long terme, il est essentiel 
que nous nous souciions du bien-être et de 
la santé de nos collaborateurs.

Le burnout, la dépression et la solitude sont 
aujourd’hui des problèmes sociétaux ma-
jeurs, que nous ne voulons pas ignorer en 
tant qu’entreprise. C’est la raison pour la-
quelle nous autorisons nos collaborateurs à 
prendre des moments pour faire des choses 
qui leur permettent de respirer un peu, et ce 
pendant les heures de travail même si ces 
choses n’ont pas grand-chose à voir avec le 
travail. Nous organisons des ateliers et des 
formations, nous donnons la possibilité de 
faire de l’exercice physique, nous encoura-
geons la tenue de réunions courtes et de 
préférence en station debout… Tout cela ne 
peut que contribuer au bien-être de nos col-
laborateurs. Au final, je suis convaincue que 
nos clients et nos lecteurs le ressentent 
aussi.
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Flower border with footpath along the Roularta car park on the Meiboomlaan in Roeselare.

STATEMENT ON 
NON-FINANCIAL INFORMATION [*]

For more than two decades, Roularta Media Group 
has been committed to sustainable and eco -efficient 
entrepreneurship.

The aim of sustainable and socially responsible entre-
preneurship is to achieve a harmonious balance 
between three pillars: People, Planet and Profit.

Customers and our stakeholders in general attach 
increasing importance to transparency about the ori-
gin of our products and services, as well as the extent 
to which a company deals eco- efficiently with raw 
materials and energy.

The social dimension is also gaining in importance. 
Committed and involved employees and independent 
contractors take more initiative, allowing us to realise 
our objectives together with them.

Good communication about the efforts and achieve-
ments of our company in the area of sustainable and 
socially responsible entrepreneurship is a must in a 
competitive market.

In this statement, we briefly discuss our efforts and 
achievements in the field of corporate social responsi-
bility. This statement is based on the GRI guidelines for 
sustainability reporting. For our detailed sustainability 
report, we refer you to our corporate website.

[*] Part of the annual report of the board of directors.
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VISION

“Roularta Media Group aims  
to remain the most relevant 

media partner for the long term.”

Mission, vision and values

“Strive for value, 

innovation and growth.”

“Consider each 

challenge as 

an opportunity.”

“Go for brand 

and quality.”

MISSION

“As a multimedia company, Roularta Media Group creates  
and distributes quality, independent and relevant content  

for the general public and for spe cific target groups.  
It links to this advanced marketing and advertising platforms  

for its partners. Roularta Media Group aims to create sustainable  
added value for its stakeholders and for all of society.”

“One Team, One Family.” 

“Passion for the  

media consumer,  

and the rest will follow.”
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How Roularta Media Group creates value
I N P U T
F i n a n c i a l  c a p i t a l

• 80 million EUR registered capital

• 13,141,123 shares, listed on Euronext Brussels

• 228 million EUR equity

• 96 million EUR net cash position

M a n u f a c t u r e d  c a p i t a l 

• 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

S o c i a l  c a p i t a l

• Different memberships e.g. Council for 

Journalism, Febelgra 

• Chairmanship of WE MEDIA (Belgian 

magazine association) and EMMA (European 

magazine association)

• Relationship with suppliers and professional 

organisations

• 23,597 advertisers

• 792,247 subscribers 

I n t e l l e c t u a l  c a p i t a l

• Innovation Lab and Roularta Digital Hub

• Strong media brands

H u m a n  c a p i t a l

• 1,265 permanent employees

• 712 men, 553 women

• 186 recognised professional journalists

• Network in excess of 1,300 freelancers

N a t u r a l  c a p i t a l

• 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

• 66,000 m² area of greenery beside the 

company plant
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Spreading 
quality, relevant, 
and independent 
content for our 

readers and 
advertisers

Taking care 
of our people 

and 
community

O U T P U T
F i n a n c i a l  c a p i t a l

• 296 million EUR turnover

• 95 million EUR personnel

• 6.8% growth in turnover

M a n u f a c t u r e d  c a p i t a l 

• 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

S o c i a l  c a p i t a l

• 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

• 9,504,539 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’

I n t e l l e c t u a l  c a p i t a l

• 48 innovative projects tested by 

the Innovation Lab 

• 70 magazine titles

• 5 newspaper titles

H u m a n  c a p i t a l

• 14,500 hours of training for 

personnel

• 63 new recruitments

Connecting people 
locally through 
providing free 
regional news, 

digital platforms 
and the organisation 

of events N a t u r a l  c a p i t a l

• 3.57% energy saving*  

on the site in Roeselare  

= 390 tonnes less CO
²
 emission 

or an average yearly 

consumption of 89 families

Lowering  
our footprint 

with high-tech  
printing  
facilities

(*) Compared to reference year 2016



Stakeholders
Goals can only be achieved with good cooperation on 
the part of all stakeholders. They each in their own 
way are influenced by our activities or products, or 
build on them. For us they are all important.

EMPLOYEES

SHAREHOLDERS

CUSTOMERS/ 

READERS

CUSTOMERS/ 

ADVERTISERS

The special attention that Roularta Media Group 
devotes to its stakeholders can be illustrated by 
means of the ‘Customer Journey’.

Roularta Media Group puts with its ‘Customer 
Journey’ project, which started in 2017, the customer 
at the heart of the company’s entire operation under 
the motto together we aim not for ‘good’ or ‘better’, 
but for ‘best’.

In the project ‘Customer Journey’ is in a first phase, 
the focus on 2 types of customers: the reader and 
the advertiser. Different ‘customer journeys’ are 
developed for each type of customer. During a 
customer journey, an analysis is made of the operation 
of the organisation from the customer’s point of view.

FOCUS ON QUALITY CONTENT  
FOR THE READER
In the media landscape, Roularta Media Group is 
known for its quality content. With the ‘Customer 
Journey’, Roularta Media Group wants to significantly 
increase the level of service it provides to its readers. 
Readers potentially have many questions that they 
want to see answered quickly and correctly. 

Under the impetus of the ‘Customer Journey’, the 
internal work processes are adapted to achieve this 
goal. Transparent and clear communication with 
the reader are the building blocks to achieve the 
desired level of service and to increase customer 
satisfaction.

THE BEST MEDIA PARTNER FOR 
ADVERTISERS
Roularta Media Group has for many years 
succeeded in offering custom multimedia solutions 
to advertisers. The many possibilities sometimes 
make it very complex for the customer to make the 
right choices. The ‘Customer Journey’ therefore 
aims to put the advertiser at the centre and to offer 
the right media solution to customers based on 
their desires and wishes.

Advertisers more than ever are looking for creative 
ways to communicate credibly and reliably with 
their target groups about their brand, especially in 
times of fake news and fake advertising. 

Therefore Roularta has bundled all of its expertise 
in native advertising, cross-media creativity and 
content marketing in one competence centre that 
can develop total solutions for the advertiser: the 
Roularta Brand Studio.

In close collaboration with Roularta Media Group’s 
sales teams, Roularta Brand Studio offers creative 
cross-media total solutions for advertisers, tailor-
made for the advertiser, and in line with the target 
groups and the DNA of the various media brands of 
Roularta Media Group.
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Environment
Roularta Media Group has been striving for years to 
use the best available and most efficient techniques 
in its production process. The various measures 
that are taken with regard to eco- investments are 
concentrated mainly in the print shop environment 
at the head office in Roeselare.

Energy

Energy in the production environment
Energy is and remains an important factor in the 
production process. Thanks to numerous interven-
tions, Roularta Media Group has already realised 
significant reductions in the use of gas and electri-
city and thus also in the area of CO2 emissions.

In 2016, Roularta Media Group was the only graphics 
company to become party to the Flemish Govern-
ment’s Energy Policy Covenant (EBO) 2015-2020. The 
EBO is the successor to the energy benchmark and 
audit covenant. In the framework of the EBO, in addi-
tion to an energy plan and the associated reporting, 
an energy management system must also be put in 
place. In the context of organising this energy man-
agement system, it was decided to start the process 

for an ISO 50001 certification. This certificate was 
obtained in the autumn of 2019. It also extends the 
scope from the print shop activities to the entire 
Roeselare site. Thus all employees at this site are 
involved in the project.

Energy in office environments
In recent years, good results in the area of energy 
efficiency have been realised through the introduc-
tion of diverse measures in the office environments. 
Some examples:
• At the Brussels Media Centre site in Haren, 

832 275 watt peak solar panels were installed. 
• On the Roeselare site, 1,138 330 watt peak solar 

panels were installed on the roof of the production 
halls.

Water

Water is an important and costly raw material in the 
world and in the production process. The aim thus 
is to be as economical as possible with its use. In 
recent years, various interventions took place in 
the production process, as a result of which the 
consumption of mains water declined systematically.

The cooling installation was converted to reuse 
a part of the cooling water in the production envi-
ronment. This has allowed us to save more than 
7,000 m3 of water per year.
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Paper

PAPER IS A VALUABLE  
RAW MATERIAL

Paper is the basic raw material for printing news-
papers and magazines. We purchase an average 
of 70,000 tonnes of paper per year. All paper is 
chlorine -free (100% TCF).

Roularta obtained both FSC and PEFC ‘chain of cus-
tody’ certification in 2009. The certificate is awarded 
for periods of 5 years. In 2019, we passed an audit 
conducted by an independent monitoring body, 
allowing us to renew our certificates.

In order to obtain the certificates, we had to demon-
strate that we were able to organise a chain of custody 
in the company. The chain of custody is a reliable sys-
tem for tracking certified wood flows, step by step, 
from tree management to the finished products. This 
is a closed chain, which means that each link must 
have a chain of custody certificate (which is verified 
annually by an independent cer tification body). Only 
then may the product carry the PEFC label and does 
the end user receive the assurance that the product 
comes from sustainably managed forests.

By obtaining the 
certi fi cates, Roularta 
Printing is able to 
purchase, process 
and sell certified 
paper with the FSC or 
PEFC label. 

The PEFC and FSC certificates guarantee 
responsi ble forest management. 

PEFC (Programme for the Endorsement of Forest 
Certification Schemes) is a forest certification system 
that was established in Europe in 1999. Products with 
the PEFC logo are guaranteed to come from respon-
sibly managed forests. In concrete terms, this means 
forest management that is economically viable, envi-
ronmentally friendly as well as socially beneficial.

The PEFC label guarantees consumers that the prod-
uct they buy comes from sustainably managed forests.
• Ecologically:
 Harvesting a tree = replanting a tree. 
 Preserving biodiversity in the forest.
• Socially:
 Respecting the rights of people who live from 

and in the forest. Foreseeing strict safety 
requirements for forest workers.

• Economically:
 Paying forest managers a fair price for their timber.
 Stimulating the local economy.

PEFC Belgium, the non- profit association that 
promotes the PEFC label in our country, has published 
a ‘Guide to PEFC -certified companies’. This guide 
contains the details of all companies that are allowed 
to produce and sell products with the PEFC label. Our 
print shop is in the list (under ‘Roularta Printing’).

Complete information about PEFC and the guide can 
be found at www.pefc.be. (source: PEFC Belgium)

WHY CHOOSE PEFC?
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The FSC (Forest Stewardship Council) also pro-
motes ecologically suitable, socially correct and 
economically viable forest management of forests 
worldwide. It has set the bar very high. The FSC is an 
international organisation that was founded in 1993. 
It sets global standards for forest management, 
with a quality mark attached to compliance.

The FSC has also published a guide for FSC- certi fied 
companies, in which you will find our print shop 
(Roularta Printing).

Complete information about the FSC and the guide 
can be found at www.fsc.be.

Ink, additives and solvents

As with paper, the efficient use of ink, additives 
and solvents in the production process is always a  
pri ority.
• Approximately 1,400,000 kg of ink is consumed 

each year on average. We constantly strive for the 
minimum use of ink, without sacrificing quality.

• In addition to ink, there are also the cleaning 
agents (about 35,000 litres per year) and the 
dampening additives. We use approximately 
165,000 litres of dampening additives per year. 
In recent years, much effort has been made to 
reduce the use of isopropyl alcohol (IPA). Its use 
has dropped by 40% since 2008.

Fully alcohol-free printing is not feasible since it 
compromises the quality of the printed matter.

Packaging

Each company producing a certain volume of 
packaging waste is obliged to submit a three-
yearly prevention plan to the Interregional 
Packaging Commission. Companies can submit 
their own plan or register via a sector federation. 
In 2019, Roularta once again subscribed to the 
Febelgra/Fedustria sector plan. Specific points 
of attention are regularly addressed, resulting 
in substantial accomplishments with respect to 
ecology.

Mobility

Mobility is becoming increasingly important in busi-
ness. This aspect also deserves our eco -attention.

Initiatives supporting bicycling, carpooling and free 
train use are offered to personnel and pro moted 
by the company. In recent years, Roularta Media 
Group started a Blue- bike bicycle sharing service.  
In the context of the flexible remuneration plan 
introduced at Roularta Media Group in 2019, some 
50 company bicycles were selected, a significant 
proportion of which were electric. These company 
bicycles include theft and damage insurance as 
well as a voucher for maintenance up to a certain 
amount (valid for the term of the lease). 

We also aim for an eco- efficient purchasing policy 
with regard to our vehicle fleet. This has resulted in 
a constant decrease in average CO2 emissions from 
our company cars. Since 2014, CO2 emissions have 
remained more or less stable. Since 2018 Roularta 
Media Group included petrol -hybrid vehicles in the 
selection of company cars.

Companies  

and Biodiversity 

Green Deal 

Roularta Media Group 
has subscribed to the 
Companies and Bio-
diversity Green Deal. This is an initiative of among 
others the Flemish Government (the Department of 
Environment, and the Nature and Forest Agency), 
Natuurpunt and Corridor. The Companies and Bio-
diversity Green Deal aims to increase biodiversity 
in business parks and strengthen support for this. 
Attention to biodiversity can bring many benefits to 
the company, employees, customers, stakeholders, 
etc. With the Green Deal, Roularta wants to further 
stimulate biodiversity at its sites by implementing 
a number of biodiversity projects over the coming 
years. These include the further planting of trees and 
berry-bearing shrubs, installing nesting boxes, bee-
hives, insect hotels, etc.
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Personnel
Roularta Media Group focuses on human capital, 
employees and freelance professionals.

On 31/12/2019, Roularta Media Group (Roularta 
Media Group and its 100% subsidiaries) was home 
to 1,265 permanent employees – 712 men and 
553 women – in diverse age categories.

In addition, Roularta Media Group relies on an 
extensive group of more than 1,300 freelance jour-
nalists, graphic artists and photographers to deliver 
high-quality content. 

One Team, One Family

Our employees are the great strength and driving 
force behind everything the company realises. We 
therefore strive for sustainable interaction with 
our personnel. We want to spark their energy, 
capa bilities, competences, talents, commitment 

and dedication. The big ambition is to also ensure 
that they are able to continuously renew them-
selves at Roularta Media Group.

We work here as one team, as one big family, in which 
everyone has their own, specific and impor tant place. 
Hence our slogan ‘One Team, One Family’.

Training, information and documentation 

Ongoing attention is paid to the personal 
development of all employees. To this end, we 
provide much training each year, both in- house 
and external. 

We also regularly organise no -obligation evening 
information sessions on general topics, especially 
in the area of health. Past topics have included 
nutrition, burn -out, sleep, …
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Speakers’ Corners 
and Academies are 
also organised at the 

various sites in which departments present them-
selves and new initiatives.

BAR HR

A ‘BAR HR’ for employees was introduced in 2019. 
This is a flexible remuneration system whereby 
employees can spend their BAR HR budget on 
specific remuneration elements related to the pil-
lars Mobility, ICT & Mobile Devices and Work-Life 
Balance. The budget is created by replacing the 
end-of-year and purchasing power bonuses with a 
flexible remuneration budget at company level. 

Fun@Work

The company set up a Sports Committee a decade ago. 
Originally, this committee organised initiation lessons 
in various sports in order to allow employ ees to sample 
a sport unknown to them. From 2013, the Sports 
Committee went a step further and also organised 
moments for relaxation and social interaction among 
colleagues in workshops on flower arranging or colour 
analysis. In addition, the Sports Committee was also 
responsible for organising diverse presentations on 
current health issues such as sleep, nutrition, …

Because the title Sports Committee no longer cov-
ered all the diverse activities it organised, a new 
name was sought. Since September 2018, all these 

activities have been offered to colleagues under the 
name Fun@Work.

The social role of Roularta Media Group

Roulactief
For employees, Roularta Media Group has developed 
‘Roulactief’. Roulactief obtains the resources for its 
work from activities and from contributions from 
employees.

Roulactief organises numerous activities each year. 
We look for activities that appeal to employees. 
Examples of such activities that take place each year 
are the New Year’s reception, the Saint Luke party 
(staff party, named after St. Luke, the patron saint of 
printers and the graphic industry), St. Nicholas day 
and the St. Nicholas party, excursions to a specific 
region, a museum visit,…

In addition, Roulactief is also a solidarity fund. In the 
case of special events or emergency situations, sup-
port can be given via campaigns or the Roulactief 
‘cash desk’. Finally, Roulactief donates to the senior 
citizen activities of the company.

We also fulfil a social, non -company- related role by 
investing in talent, culture and new initiatives. 

For example, Roularta 
Media Group is one of 
the founding partners of 

‘A Heart for West Flanders’, 
dedicated to vulnerable 
young people up to 
18 years of age. 

‘A Heart for West Flanders’ supports vari-
ous initia tives by associations or organisations 
(non- profits, voluntary activities, community or 
parent commit tees, etc.) that focus on socially 
vulnerable children and young people in their 
neighbourhood, district or city. The focus here is 
on projects that – sometimes quite locally – can 
make a difference and that can also be a lever for 
broader initiatives that cre ate new opportunities for 
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this vulnerable target group. ‘A Heart for West Flan-
ders’ is an initiative of the West Flanders Regional 
Fund in collaboration with Roularta Media Group, 
regional television channels Focus & WTV, the publi-
cations De Krant van West-Vlaanderen, De Streekkrant/ 
De Zondag, and with the support of the Province of West 
Flanders.
 

RESPECT FOR HUMAN RIGHTS – FIGHT 
AGAINST CORRUPTION AND BRIBERY
Roularta ensures that its management, employees, 
freelancers and business partners respect human 
rights, including fundamental labor standards.
 
To prevent corruption and bribery, a code of ethics 
has been developed by Roularta Media Group, which 
is signed by all employees and freelancers.

Roularta in the graphic and media sector
Roularta aims to play a pioneering role in the graphic 
and media sectors. We also defend the interests of 
the sector through various channels and through 
our membership in numerous associations (Council 
for Journalism, Conseil de déontologie journalis-
tique, WE MEDIA, JEP, the Belgian federation for the 
graphic industry Febelgra, EMMA …) and we strive 
for innovation.

             

 

             

Roularta Innovation Lab
In September 2018, the Innovation Lab (IL) was 
established within Roularta Media Group. The 
Innovation Lab is at the service of all business 
units of Roularta Media Group (RMG) and performs 
a radar function. It searches ‘beyond the horizon’ 
for the latest technologies and trends, and func-
tions as a crossroads of digital and technological 
innovation.

The IL investigates new technologies, tools and 
software, and evaluates their possible added value 
for Roularta Media Group.
 
The Innovation Lab scans the world of start-ups, 
develops a strong network within this environment 
and thus is the first point of contact for start-ups 
within the world of media tech. 

In addition, the Innovation Lab enters into partner-
ships with technological suppliers and research 
groups from colleges and universities. With these 
partners Roularta Media Group forms a triple helix 
(collaboration between government or private fund 
organisations, business and education) with the aim 
of bringing to the market advanced technological 
solutions that users truly need. 

An example of such collaboration is reflected in 
‘Trendify'. The goal is to provide a solution to help 
journalists be more creative and efficient using a 
collection of AI media-monitoring tools. This will 
enable them to discover surprising perspectives 
and opinions, thereby further improving the quality 
of the content while reducing research time. 

These tools will consist of a trend detection engine 
(detecting time-bound changes in the themes or 
topics), an opinion mining engine (bringing to light 
opinions related to these trends) and a trending 
content detection engine (finding content that is 
generating a lot of user interaction over a short 
period of time).

The research results and new technologies increase 
cost efficiency and offer innovative tools for high-
quality content.

For this project, the Roularta Innovation Lab has 
concluded partnerships with ML2Grow (AI service 
provider), YesItCan.be (technology provider) and 
research groups imec-SMIT-VUB and VUB Artificial 
Intelligence Research Group.

Innovation
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In addition, Roularta Media Group together with 
the Vrije Universiteit Brussel (VUB) introduced the 
new chair ‘Personalisation, trust and sustainable 
media’. In this initiative, chair holders Prof. Dr. Karen 
Donders, Prof. Dr. Ike Picone and PhD researcher 
Pauljan Truyens of the VUB will conduct and 
stimulate research into ways in which news media 
companies can sustainably innovate. The 4-year chair 
will take a largely holistic approach to innovation in 
positioning (brand strategy), mindset (editorial focus, 

relationship of trust with the public) and social impact 
(investigative journalism, fact-checking).
Therefore in the context of the new ‘Personalisation, 
trust and sustainable media’ chair, Prof. Dr. Donders 
and Prof. Dr. Picone, both affiliated with the Smart 
Media unit of research group imec-SMIT-VUB, will 
search for sustainable information media innovations. 
In this, they will also take into account the dual nature 
of news media: media companies are both commer-
cial in nature and social actors.
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CAPITAL AND SHARES
The registered capital of NV Roularta Media Group 
amounts to EUR 80,000,000.00. It is represented by 
13,141,123 shares paid up in full, without par value, 
representing each an equal part of the capital.

All shares representing the registered capital have 
the same social rights.

Purchase of own shares 

In the course of the financial year 2019, the company 
did not purchase any own shares on the basis of the 
statutory authorisation of the board of directors.

The company has 588,960 of its own shares in port-
folio, representing 4.482% of the registered capital.

Shareholding structure 

The shareholding structure is as follows:

Number of 
shares %

Koinon Comm.VA (1) 9,352,977 71.173%

S.A. West Investment Holding (1) 522,136 3.973%

Bestinver Gestión  
S.G.I.I.C. S.A.

998,725 7.600%

Capfi Delen Asset Management NV 394,201 2.999%

Own shares (2) 588,960 4.482%

Individual and institutional 
investors 

1,284,124 9.772%

(1) The Comm.VA Koinon and the S.A. West Investment Hold-
ing, in their capacity as persons acting in concert who have 
concluded an agreement concerning the possession, the 
acquisition and transfer of shares, have made a definitive 
notification.
(2) Situation on 31/03/2020.

9,407,428 of the total number of outstanding shares 
are nominative.

Takeover Bid law

In the context of the Law of 1 April 2007 concerning 
public takeover bids, Comm.VA Koinon, as the direct 
holder of more than 30% of the Roularta Media 
Group shares, updated its registration with the 
FSMA on 30 August 2018 pursuant to Article 74 § 6 of 
the above-mentioned law.

STOCK MARKET TREND 
Roularta Media Group's shares are listed on Euro-
next Brussels under the section Media - Publishing, 
ISIN Code BE0003741551 and Mnemo ROU.

The Roularta share is included in the BEL Small Cap 
Index (BE0389857146).

Volumes and closing prices in 2019

Month Average 
closing price Volumes in EUR 

millions

Jan 19 14.818 23,950 0.35

Feb 19 14.395 37,585 0.53

Mar 19 14.579 60,290 0.88

Apr 19 13.948 49,483 0.69

May 19 14.080 21,002 0.29

Jun 19 13.365 19,501 0.26

Jul 19 12.720 31,897 0.41

Aug 19 12.193 67,558 0.83

Sep 19 12.733 29,754 0.38

Oct 19 12.605 22,322 0.28

Nov 19 13.395 455,885 5.77

Dec 19 14.653 26,113 0.38

845,340 11.05

The Roularta Media Group Share 
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The highest price during 2019 was EUR 15.500 on 
1 March. The lowest price during 2019 was EUR 
11.600 on 12 August. The largest daily trading vol-
ume was 366,350 shares on 14 November 2019.

Liquidity of the share

Roularta Media Group has a proactive investor rela-
tions policy, aimed at increasing the visibility of the 
share and in this way supporting its liquidity.

Dividend policy

The general assembly pursues – as advised by the 
executive board – a policy which tries to pay out a 
dividend, whilst keeping a close watch on preserv-
ing the healthy balance between a distribution of 
dividends and the investment possibilities.

The spread of the COVID-19 virus and the strict pre-
cautions taken by governments worldwide to combat 
the virus are having a huge impact on our society. 
The stagnation of economic life will clearly have an 
unpredictable impact on the company, its activi-
ties and its financial results. For these reasons, the 
board of directors decided not to pay a dividend for 
the financial year 2019.

Gross dividend
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THE COMPANY'S CAPITAL
Roularta Media Group was founded on 11 May 1988 
as Roularta Financieringsmaatschappij. The table 
on the following page lists the events that since then 
have affected the company's capital and the securi-
ties representing it.
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Year Month Transaction Number of 
shares Capital BEF / 

EUR

1988 May Foundation as Roularta Financieringsmaatschappij 12,510 381,000,000 BEF

1993 July Merger - capital increase 13,009 392,344,000 BEF

1997 December Split - capital increase 18,137 546,964,924 BEF

1997 December Merger - capital increase 22,389 675,254,924 BEF

1997 December Capital increase 24,341 734,074,465 BEF

1997 December Name changed into Roularta Media Group 

1998 June Issue of 300,000 warrants - amendment of articles of association 2,434,100 734,074,465 BEF

1998 June Merger - capital increase 2,690,400 1,545,457,541 BEF

1998 June Contribution of debt receivable - capital increase 8,277,700 2,496,457,541 BEF

1998 December Contribution of debt receivable - capital increase 9,611,034 4,479,791,791 BEF

2001 June Conversion of capital into euros - capital increase by conversion of 
61,950 warrants 

9,672,984 111,743,000.00 EUR

2001 October Destruction of 119,305 own shares 9,553,679 111,743,000.00 EUR

2002 June Capital increase by conversion of 35,350 warrants 9,589,029 112,138,000.00 EUR

2003 June Capital increase by conversion of 43,475 warrants 9,632,504 112,623,000.00 EUR

2003 July Capital increase by contribution in kind 9,884,986 118,463,000.00 EUR

2004 June Capital increase by conversion of 43,625 warrants 9,928,611 118,950,000.00 EUR

2005 June Capital increase by conversion of 28,350 warrants 9,956,961 119,267,000.00 EUR

2006 January Capital increase by conversion of 39,090 warrants 9,996,051 120,054,000.00 EUR

2006 February Capital increase by contribution in cash 10,985,660 131,939,204.09 EUR

2006 May Incorporation of an issue premium 10,985,660 170,029,300.00 EUR

2006 June Capital increase by conversion of 19,825 warrants 11,005,485 170,250,500.00 EUR

2007 January Capital increase by conversion of 9,340 warrants 11,014,825 170,439,000.00 EUR

2007 June Capital increase by conversion of 22,225 warrants 11,037,050 170,687,000.00 EUR

2008 January Capital increase by conversion of 7,864 warrants 11,044,914 170,846,000.00 EUR

2008 May Capital increase by conversion of 17,375 warrants 11,062,289 171,040,000.00 EUR

2008 December Capital increase by contribution in cash 13,131,940 203,040,000.00 EUR

2011 January Capital increase by conversion of 9,183 warrants 13,141,123 203,225,000.00 EUR

2015 May Capital decrease 13,141,123 80,000,000.00 EUR

2015 June Merger - Roularta Media Group NV with Roularta Printing NV, 
Biblo NV, De Streekkrant - De Weekkrantgroep NV, Euro DB NV, 
Le Vif Magazine SA, New Bizz Partners NV, Press News NV, Regie 
De Weekkrant NV, Roularta Business Leads NV, Roularta IT-Solutions 
NV, Roularta Publishing NV and West-Vlaamse Media Groep NV

13,141,123 80,000,000.00 EUR

Analysts who follow the Roularta share:

- Bank Degroof Petercam: Michael Roeg m.roeg@degroofpetercam.com
- KBC Securities: Ruben Devos ruben.devos@kbcsecurities.be
- Kepler Cheuvreux: Kris Kippers kkippers@keplercheuvreux.com
- Merodis Equity Research: Arnaud W. Goossens ago@merodis.com
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Income statement in thousands of euros 2015 2016(*) 2017 2018 2019 Trend

Sales 290,226 276,464 256,768 277,008 295,798 +6.8%

EBITDA (1) 33,598 16,930 1,927 6,336 22,989 +262.8%

EBITDA - margin 11.6% 6.1% 0.8% 2.3% 7.8%

EBIT (2) 31,363 7,412 -12,035 -65,547 9,978 +115.2%

EBIT - margin 10.8% 2.7% -4.7% -23.7% 3.4%

Net finance costs -5,441 -4,687 -4,858 -5,075 -75 -98.5%

Operating result after net finance costs 25,922 2,725 -16,893 -70,622 9,903 +114.0%

Income taxes 46,089 72 -14,578 -1,539 429 -127.9%

Net result from continuing operations 72,011 2,797 -31,471 -72,161 10,332 +114.3%

Result from discontinued operations -7,770 17,475 18,510 151,093 0 -100.0%

Net result 64,241 20,272 -12,961 78,932 10,332 +86.9%

  Attributable to minority interests -127 -1,201 -2,030 -1,010 -521 +48.4%

  Attributable to equity holders of RMG 64,368 21,473 -10,931 79,942 10,854 +86.4%

  Net result attributable to equity holders of RMG - margin 22.2% 7.8% -4.3% 28.9% 3.7%

Balance sheet in thousands of euros 2015 2016 2017 2018 2019 Trend

Non-current assets 319,007 307,445 166,259 184,108 182,720 -0.8%

Current assets 130,674 135,756 250,849 171,000 170,695 -0.2%

Balance sheet total 449,681 443,201 417,108 355,108 353,414 -0.5%

Equity - Group’s share 207,649 222,293 202,999 222,561 227,846 +2.4%

Equity - minority interests 1,868 1,762 1,906 1,100 578 -47.4%

Liabilities 240,164 219,146 212,203 131,447 124,990 -4.9%

Liquidity (3) 1.1 1.4 1.3 1.5 1.6 +6.0%

Solvency (4) 46.6% 50.6% 49.1% 63.0% 64.6% +2.6%

Net financial debt 75,680 57,443 62,552 -95,658 -95,937 +0.3%

Gearing (5) 36.1% 25.6% 30.5% -42.8% -42.0% -1.8%

(*) Restated for retrospective application of IFRS 5 Discontinued Operations.

(1) EBITDA = EBIT + depreciations, write-downs and provisions.
(2) EBIT = operating result, including the share in the result of associates and joint ventures.
(3) Liquidity = current assets / current liabilities.
(4) Solvency = equity (Group's share + minority interests) / balance sheet total.
(5) Gearing = net financial debt / equity (Group's share + minority interests).
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Description  in euros 2015 2016(*) 2017 2018 2019

Equity - Group’s share 16.63 17.76 16.19 17.75 18.16

EBITDA 2.69 1.35 0.15 0.51 1.83

EBIT 2.51 0.59 -0.96 -5.23 0.80

Net result RMG 5.16 1.72 -0.87 6.37 0.87

Net result RMG after dilution 5.14 1.70 -0.87 6.35 0.86

Gross dividend 0.50 0.50 0.00 5.50 0.50

Price/Earnings (P/E) (2) 10.12 15.01 -21.23 2.33 17.06

Number of shares at 31/12 13,141,123 13,141,123 13,141,123 13,141,123 13,141,123

Weighted average number of shares 12,486,031 12,515,767 12,534,766 12,541,645 12,545,621

Weighted average number of shares after dilution 12,517,300 12,611,966 12,609,509 12,597,381 12,560,022

Highest share price 25.10 26.93 28.95 25.40 15.50

Share price at year-end 24.50 24.32 21.95 14.65 14.05

Market capitalisation in million EUR at 31/12 321.96 319.59 288.45 192.52 184.63

Yearly volume in million EUR 25.90 25.66 30.55 15.58 11.06

Yearly volume in number 1,516,330 1,069,743 1,342,752 753,405 845,340

(*) Restated for retrospective application of IFRS 5 Discontinued Operations.

(1) On the basis of the weighted average number of shares.
(2) Earnings = current net profit of the consolidated companies. From 2016 it is assumed that the current net profit equals net result.

 (1)
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DECLARATION REGARDING THE INFORMATION GIVEN IN THIS 2019 ANNUAL REPORT

The undersigned declare that, to their knowledge:
• the annual accounts, prepared in accordance with 

the standards applicable to annual accounts, give a 
true and fair view of the assets, financial condition 
and results of Roularta Media Group NV and the 
consolidated companies;

• the annual report gives a true and fair view of 
the development, the results and the position of 
Roularta Media Group NV and the consolidated 
companies, as well as a description of the main 
risks and uncertainties they are faced with.

Xavier Bouckaert, CEO | Jeroen Mouton, CFO

to the ordinary general meeting of shareholders of 
19 May 2020 concerning the consolidated financial 
statements for the period ended 31 December 2019.

Dear Shareholders,
This annual report should be read in conjunction 
with the audited financial statements of Roularta 
Media Group NV (hereinafter ‘the Group’) and the 
accompanying notes. These consolidated financial 
statements were approved by the board of directors 
on 3 April 2020. Roularta Media Group, with its 
registered offices at 8800 Roeselare, Meiboomlaan 
33, has been listed on Euronext Brussels since 1998. 
Roularta Media Group operated in 2019 in the media 
business, in particular in magazines, newspapers, 
local media, TV, internet, line extensions, exhibitions 
and graphic production.

COMMENTS ON THE CONSOLIDATED 
FINANCIAL STATEMENTS
The consolidated financial statements have been 
prepared in accordance with the International 
Financial Reporting Standards (IFRSs) issued by the 
International Accounting Standards Board (IASB) 
and with the interpretations issued by the IASB’s 
International Financial Reporting Interpretation 
Committee (IFRIC), which have been ratified by the 
European Commission. The consolidated financial 
statements give a general overview of the Group’s 
activities and the results obtained. They give a true 
and fair view of the entity’s financial position, financial 
performance and cash flows, and have been prepared 
on the assumption that continuity is guaranteed.

MAIN CHANGES IN THE GROUP DURING 
THE 2019 FINANCIAL YEAR

• In March 2019, the companies Tvoj – Magazin 
D.O.O., Vogue Trading NV and Living & More Verlag 
GmbH were liquidated. 

• A small magazine ‘Leben & Erziehen’ was sold 
by our joint venture Bayard Media GmbH on 
1 April 2019. This had a negligible impact on the 
consolidated figures.

• Bright Communications BVBA was merged with 
Roularta Media Group in July 2019.

• In November 2019, Woonkijker NV was liquidated. 

Annual report of  
the board of directors

23R e p o r t  b o a r d  o f  d i r e c t o r s



24 Roular ta  A n n u a l  r e p o r t  2 0 1 9

KEY FINANCIAL DATA

Income statement   in thousands of euros 31/12/2019 31/12/2018 Trend (%)

Sales 295,798 277,008 6.8%

EBITDA (1) 22,989 6,336 262.8%

EBITDA - margin 7.8% 2.3%

EBIT (2) 9,978 -65,547 -115.2%

EBIT - margin 3.4% -23.7%

Net finance costs -75 -5,075 -98.5%

Income taxes 429 -1,539 -127.9%

Net result from continuing operations 10,332 -72,161 -114.3%

Net result from discontinued operations 0 151,093 -100.0%

Net result 10,332 78,932 -86.9%

Attributable to minority interests -521 -1,010 -48.4%

Attributable to equity holders of RMG 10,854 79,942 -86.4%

  Net result attributable to equity holders of RMG - margin 3.7% 28.9%  

Balance sheet   in thousands of euros 31/12/2019 31/12/2018 Trend (%)

Non-current assets 182,720 184,107 -0.8%

Current assets 170,695 171,000 -0.2%

Balance sheet total 353,415 355,107 -0.5%

Equity - Group’s share 227,846 222,561 2.4%

Equity - minority interests 578 1,100 -47.5%

Liabilities 124,990 131,447 -4.9%

Liquidity (3) 1.6 1.5 8.1%

Solvency (4) 64.6% 63.0% 2.6%

Net financial debt -95,937 -95,658 0.3%

Gearing (5) -42.0% -42.8% -1.8%

(1) EBITDA = EBIT + depreciations, write-downs and provisions.
(2) EBIT = operating result, including the share in the result of associates and joint ventures.
(3) Liquidity = current assets / current liabilities.
(4) Solvency = equity (Group’s share + minority interests) / balance sheet total. 
(5) Gearing = net financial debt / equity (Group’s share + minority interests). 



CONSOLIDATED INCOME STATEMENT
Consolidated revenue for 2019 enjoyed an increase 
of 6.8%, from € 277.0 to € 295.8 million. This is 
mainly due to the acquisition of the Women Brands 
in June 2018, which made a positive contribution of 
€ 67.1 million to revenue. Part of this is advertis-
ing income that was partly able to compensate for 
a declining market in Local Media (-20.1%) and the 
pay-to-read newspapers (-13.7%).  

On the one hand, driven by rising ‘consumer’ sales, 
adequate cost control and, on the other hand, due to 
the better net result of the joint ventures (which is 
included in EBITDA), EBITDA increased from € 6.3 
million to € 23.0 million in 2019. EBITDA as a per-
centage of revenue increased from 2.3% to 7.8%.

The EBITDA of the fully consolidated entities 
amounts to € 20.5 million compared to € 8.2 mil-
lion last year; the net result of joint ventures is € 2.5 
million compared to - € 1.8 million in 2018. The nor-
malisation in 2019 comes after major impairments 
in 2018 in the German activities for the entities J.M. 
Sailer Verlag GmbH and Bayard Media GmbH & Co 
KG, in which Roularta owns 50% of the shares. 

As of January 2019 IFRS 16 Lease Agreements is 
applied, giving rise to a € 1.2 million positive impact 
on EBITDA in the 2019 figures. 

EBIT contains no impairment losses this year, unlike 
in 2018 where an impairment of € 69.2 million was 
booked on brands with an indefinite lifetime. Due to 
this, EBIT evolved from - € 65.5 million in 2018 to 
€ 10.0 million or 3.4% of revenue.

Thanks to full repayment of the bond loan in 2018 
and the early repayment of other financial debts, 
almost no net financial expenses were incurred in 
2019 (- € 0.1 million).

Taxes include, on the one hand, expected cash-out 
payments (- € 0.5 million) and, on the other hand, 
deferred tax income of € 0.9 million. The latter is 
due to the merger of Roularta Media Group with one 
of its 100% subsidiaries, Bright Communications 
BVBA, which had a net deferred tax liability of € 1.0 
million. The deferred tax revenues that will result 
from this will ensure a higher recovery of tax losses 
brought forward. A deferred tax asset of € 1.0 mil-
lion has been booked for this.

There will be no discontinued operations in 2019, 
where in 2018 the net result from discontinued 
operations was related to the sale of 50% of the 
shares in Medialaan (the TV channels VTM, Q2, 
Vitaya, CAZ, the radio channels Qmusic and Joe FM, 
Mobile Vikings, etc.) to DPG (De Persgroep).

Of the amount of - € 0.5 million minority interest in 
2019, - € 0.6 million comes from the loss at Store-
square NV, where RMG owned 65% of the shares 
at the end of 2019. This loss-making activity was 
stopped in the course of 2020. 

The net result attributable to RMG shareholders 
thus amounts to € 10.9 million or € 0.87 per share.

Consolidated sales by various activity 
categories 31/12/2019 

Consolidated sales regional 31/12/2019 

Belgium

The Netherlands

97.8%

2.2%

Printing for 
third parties 57.6%

4.0%

14.4%

21.9%

2.1%
Newspaper 
Brands

Audiovisual
Brands

Magazines 
Brands

Local Media
Brands
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2019 CONSOLIDATED RESULTS  
BY SEGMENT

Consolidated sales by segment
 

in thousands  
of euros

31/12/2019 31/12/2018 Trend (%)

Media Brands 258,520 241,570 +7.0%

Printing Services 77,222 78,180 -1.2%

Intersegment sales -39,944 -42,742

Consolidated sales 295,798 277,008 +6.8%

Roularta Media Group reports on two segments. The 
first segment, Media Brands, refers to all brands that 
are operated by RMG and its participations. It includes 
all sales of advertising, subscriptions, newsstand sales 
and line extensions of the brands. The second seg-
ment, Printing Services, is responsible for pre-media 
and printing activities for in-house brands and external 
customers. Reporting on the segments in consolidated 
figures is done to Gross Margin level. There is a strong 
interrelation between these segments, and supporting 
services are extensively shared.

Media Brands

in thousands  
of euros

31/12/2019 31/12/2018 Trend (%)

Sales 258,520 241,570 +7.0%
Gross margin 198,547 179,269 +10.8%
Gross margin  
on sales

76.8% 74.2%

Revenue from the Media Brands segment increased by 
7.0% or € 17.0 million to € 258.5 million.

Advertising revenue fell by 3.1% compared to 2018. 
Advertising revenue from the complimentary maga-
zines decreased by 20.1% compared to 2018; that of the 
pay-to-read newspapers fell by 13.7%. These declines 
were slowed by the 5.2% increase in advertising in 
magazines thanks to the acquired Women Brands. 
Advertising income from the various internet sites fell 
slightly by 0.9%.

Revenue from the readership market (newsstand 
sales and subscriptions) increased by 22.8% compared 
to 2018. This is fully thanks to the Women Brands that 
are now included in revenue for a full year, while in 2018 
this was only for half a year. Without these magazines, 
the readership market would have fallen by -3.8%, 
mainly due to a fall in newsstand sales. 

Subscriptions account for 70% of the total readership 
revenues and newsstand sales for 30%. 

Revenue from Line Extensions and miscellaneous 
rose by 8.9%. 

Gross margin increased from 74.2% to 76.8%, partly 
due to lower printing costs and partly due to higher 
selling prices within the Women Brands.

Printing Services

in thousands  
of euros

31/12/2019 31/12/2018 Trend (%)

Sales 77,222 78,180 -1.2%
Gross margin 38,959 40,286 -3.3%
Gross margin  
on sales

50.5% 51.5%

Revenue for the Printing Services segment was 
stable and amounted to € 77.2 million. The lower 
amounts (- € 2.4 million) invoiced to the Media 
Brands segment were largely offset by higher 
external sales (+ € 1.5 million). 

Gross margin compared to revenue decreased 
slightly by 1% due to the lower charges passed on to 
the Brands segment. The margins on external sales 
remained stable or increased slightly.  

BALANCE SHEET
On 31 December 2019 equity - Group share was 
€ 227.8 million compared to € 222.6 million on 
31 December 2018. The movement in equity mainly 
consists of the result over 2019 (+€ 10.9 million) less 
the dividend (- € 6.3 million).

As of 31 December 2019, the consolidated net 
financial cash position (= current cash less financial 
debts) was € 95.9 million vs. € 95.7 million the 
year before. The slight improvement is due to the 
cash generated of € 5.5 million, which is mainly 
offset by the financial debts that have been on the 
balance sheet since 2019 as a result of IFRS 16 Lease 
Agreements with a value of € 5.0 million.  

INVESTMENTS (CAPEX)
Total consolidated investments in 2019 amount to 
€ 9.6 million compared to € 39.9 million in 2018. 
This amount was mainly invested in tangible fixed 
assets (€ 6.2 million, of which an advance on the 
new printing press of € 2.6 million) and software 



(€ 3.4 million). The high amount in 2018 was due 
to the acquisition of the Sanoma Women Brands 
(€ 32.9 million), € 2.8 million in investments in 
software and € 4.2 million in tangible fixed assets 
(mainly machines for the Printing Services segment).

MAIN EVENTS AFTER THE BALANCE 
SHEET DATE
At the beginning of January 2020, Roularta Media 
Group and its co-shareholders (KBC, ING and Unizo) 
decided to stop the Storesquare activity by the end 
of February 2020.

In February 2020, RMG received an offer for its 50% 
investment in Regionale Media Maatschappij (RMM). 
The statutory procedure of pre-emptive and resale 
rights was initiated by the RMM Board of Directors. 
The sale of RMG's investment in RMM will be com-
pleted in the month of April.

At the end of February 2020, RMG acquired the 50% 
shares of Senior Publications NV (Plus Magazine in 
Belgium), owned by Bayard Groupe. Bayard Groupe 
likewise acquired the 50% shares of Sailer (chil-
dren's magazines Bimbo, Olli & Molli,...), owned by 
RMG. 

INFORMATION ON CIRCUMSTANCES  
THAT CAN SIGNIFICANTLY INFLUENCE 
THE DEVELOPMENT OF THE GROUP
The spread of the COVID-19 virus and the strict pre-
cautions taken by governments worldwide to combat 
the virus are having a huge impact on our society. 

Roularta Media Group too has taken important and 
far-reaching safety measures to ensure the safety and 
health of its employees, customers and business part-
ners.
 
In these difficult times, Roularta – together with all 
its employees – continues to assume its civic respon-
sibility as a media company and independently and 
reliably provide high-quality information to the popu-
lation about COVID-19 and other important topics. As 
One Team, One Family, we continue to produce and 
distribute all our brands via press outlets and by post, 
as requested by the government. Our digital channels 
also continue to provide 24/7 reporting.

The stagnation of economic life will clearly have an 
unpredictable impact on the company, its activities 
and its financial results.

RESEARCH AND DEVELOPMENT
As a multimedia company Roularta Media Group 
operates in various high-tech sectors. Within these 
it is constantly seeking new opportunities, with a 
reputation as a major innovator.

In 2019 Roularta Media Group decided to make 
a replacement investment in its machinery by 
purchasing a new eco-efficient rotary press, a 
Lithoman IV 72-page printing press. This will solve 
the current shortage of printing capacity. The 
total investment amounts to € 12 million. The new 
printing press is expected to be operational by the 
end of November 2020.

Roularta Media Group attaches paramount 
importance to research and development. These 
efforts obviously benefit the Group’s own internal 
operating processes, but in many cases also drive 
fundamental market developments.

STATEMENT REGARDING THE COMPANY’S 
USE OF FINANCIAL INSTRUMENTS WHERE 
SIGNIFICANT FOR THE ASSESSMENT OF 
ITS ASSETS, LIABILITIES, FINANCIAL 
POSITION AND PROFIT OR LOSS
In the past financial year, the Group did not make use 
of financial instruments as referred to in Article 3:6, 
8° of the Companies and Associations Code.

STAFF
As at 31 December 2019, the Group has 1,217 full-time 
equivalent (FTE) employees, compared with 1,287 full- 
time equivalent (FTE) employees the previous year. 
These figures exclude joint ventures.

MAIN RISKS AND UNCERTAINTIES
Economic conditions

Changes in general, global or regional economic 
conditions or economic conditions in areas where 
the Group operates and which could impact 
consumers’ consumption patterns, can negatively 
impact the Group’s operating results.

Risks relating to market developments

The media market is constantly changing. The 
profit generated by the Group is largely determined 
by the advertising market, the readers market and 
viewing figures.

The Group tracks market developments in the 
media world so that it can capitalise at all times 
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on changes and new trends in the environment in 
which the company operates. Thanks to the Group’s 
multi-media offer, it can suitably respond to a shift 
in focus in the advertising world and on the part of 
its readership from one form of media to another.

Strategic risk associated  

with markets and growth

The Group may be faced with unfavourable market 
conditions or unfavourable competitive developments.

Risks relating to suppliers

The various costs that to a large extent determine 
the total cost in the Printing Services division, such 
as printing, distribution and staff costs, can fluctu-
ate according to the economic situation.
The evolution of international paper prices is 
uncertain and may adversely affect the business, 
operating results and/or financial position of the 
Group if price increases cannot be passed on in 
time to its customers. To manage the paper price 
risk, the Group concludes periodical contracts for 
newspaper and for magazine paper.

Disturbances or disruptions of the  

IT system

The Group is exposed to potential disturbances or 
disruptions in its computer systems.
Computer systems are a central part of the Group’s 
business. A disturbance in the Group’s computer 
systems due to malfunctioning, malicious attacks, 
viruses or other factors could seriously impact vari-
ous aspects of its activities, including but not limited 
to sales, customer service and administration. Com-
puter system disturbances can have an adverse 
effect on the Group’s activities or operating results. 
To date, the company has not experienced substan-
tial problems with its computer systems. Year after 
year the Group invests substantial means to optimise 
its IT systems and to reduce possible disturbances.

Risks associated with  

intellectual property

The enforcement of intellectual property rights is 
costly and uncertain. The Group cannot guarantee 
that it will be successful in preventing abuse of its 
intellectual property rights.

Risk of reduced brand recognition or 

negative brand image

The Group’s position could be significantly 
adversely affected if brand recognition were 
significantly to reduce or if the Group’s leading 
brands, publications and products were to suffer 
reputational damage.

Risk of non-renewal of licences for  

TV activities

The Group has the necessary approvals for under-
taking its television activities in Belgium. An inability 
to extend these could potentially negatively impact 
the Group’s financial position and/or results.

Risks related to current and  

future acquisitions

In takeover situations, the Group is exposed to risks 
related to the integration of the entities acquired.

Innovation risk

The Group needs to develop new applications on an 
ongoing basis. Without this, it runs the risk of fall- 
ing behind its competitors and being unable to catch 
up again, which could negatively impact the Group’s 
financial position and/or results.

Currency risks

The Group is exposed to a minimal currency risk 
as both purchases and sales are primarily made in 
euros.

Interest rate risk 

The Group’s level of debt and the related interest 
expense can have a major influence on the Group’s 
result and/or the financial position. In order to hedge 
the risks of unfavourable interest rate fluctuations 
the Group may use financial instruments. Since the 
end of 2018 this risk became minimal because of the 
low debt ratio.

Credit risk 

The Group is exposed to the credit risk on its custom-
ers, which could lead to credit losses. To control this 
credit risk, credit investigations are performed on cus-
tomers which request major credit facilities. Where 
the outcome is negative, credit is refused or restricted.

In addition, the Group also uses trade finance instru-
ments, such as letters of credit, to cover part of its 
credit risk and credit insurances are concluded for 
a small percentage of foreign clients of the printing 
works.

There is no significant concentration of credit risks 
with a single counterparty.

Despite the Group’s intention of limiting its credit risk, 
it can face a deterioration of the creditworthiness of its 
customers. Any failure to conclude a credit insurance 
policy with respect to certain customers can have a 
material adverse effect on the Group’s business, finan-
cial condition and/or results.



Liquidity and cash flow risk

The Group’s indebtedness and the restrictions 
agreed upon in the financing agreements may 
adversely affect the Group’s liquidity position.

The Group expects to meet its obligations through 
operating cash flows and current cash and cash 
equivalents. Roularta is fully debt-free and has a 
cash position of more than € 101 million at the end 
of 2019. 

Capital structure 

The Group is constantly seeking to optimise its capital 
structure (mix of debt and equity). The main objective 
of the capital structure is to maximise shareholder 
value while maintaining the desired financial flexibil- 
ity for implementing strategic projects.

Risks associated with assessing the useful 

life of the brands 

Through 30 June 2018, various brands had an indefi-
nite useful life. As of 1 July 2018, it was decided to 
change the useful life of the brands in the portfolio 
to a specific useful life. From 1 July 2018, the value 
of the brands will be depreciated according to their 
estimated useful life. Estimating and evaluating the 
specific useful life of the brands is based on estimates 
by management, with the brands being subdivided as 
follows:  ‘super’ brands, ‘growth’ brands, ‘mature’ 
brands and ‘young’ and ‘small’ brands. However, 
these management estimates can be adversely 
affected by market developments, generally unfa-
vourable economic developments or disappointing 
brand performance, as a result of which the assess-
ments/evaluations made about the specific useful 
life of a brand need to be adjusted. 

Risks relating to possible impairments of 

goodwill and tangible and intangible fixed 

assets 

An impairment loss is recognised when the book 
value of an asset, or the cash-generating unit 
to which the asset belongs, is higher than the 
recoverable amount. This recoverable amount is 
determined on the basis of business plans pre-

pared by management and approved by the board 
of directors. The Group points to the sensitive 
nature of these business plans. When, owing to 
market circumstances, the assumptions contained 
in the aforementioned business plans cannot be 
achieved, impairments are recognised in the profit 
and loss account, with an effect on the net income 
and shareholders’ equity of the Group.

Regulatory risks 

The Group strives to always act within the pre-
vailing legal framework. Additional or changing 
legislation, including tax law or decisions by admin-
istrative authorities, could limit the Group’s growth 
or entail additional costs and/or taxes. 

In the area of tax regulations, the Group makes use 
of the possibilities offered by tax laws and regu-
lations, without in so doing running unnecessary 
risks. The Group is supported in this by external 
tax advisers.

Risks relating to legislation and arbitration 

The Group is involved in a number of disputes, 
currently pending. For these disputes, mostly pro- 
visions were set up. The Group cannot guarantee 
that it will not in future face material litigation by 
third parties in relation to published articles, other 
forms of communication and more in general the 
activities of the Group.

A detailed description of the most important 
pending disputes is included in Note 26 to the con-
solidated financial statements.

Roeselare, 3 April 2020.
The Board of Directors 
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INDICATION OF THE CORPORATE 
GOVERNANCE CODE
As a multimedia company, Roularta Media Group 
creates and distributes quality, independent 
and relevant content for the general public 
and for specific target groups. It links to 
this advanced marketing and advertising 
platforms for its partners. Roularta Media 
Group aims to create sustainable added value 
for its stakeholders and for all of society. In 
the light of this task, Roularta Media Group 
NV, as a listed Belgian company, subscribed 
in 2019 to the Belgian Corporate Governance 
Code (2009) as its reference code (available at 
www.corporategovernancecommittee.be). 

The Corporate Governance Charter, which 
is pu  blished on the company’s website  
(www.roularta.be – Roularta on the stock market – 
management), sets out in an exhaustive and transparent 
fashion how Roularta Media Group is governed and how 
account for this governance is rendered.

The board believes that observing as closely as 
possible the principles set out in the Charter 
will ensure more efficient, more transparent 
governance and better risk management and control 
of the company. Roularta Media Group’s aim in so 
doing is to maximise value for its shareholders, its 
stakeholders and its institutional investors.

Starting in financial year 2020, Roularta Media Group 
will be using the Corporate Governance Code 2020 
(available at www.corporategovernancecommittee.be) 
as a reference code.

Roularta Media Group intends to respect as much as 
possible the principles laid down in the Corporate 
Governance Code 2020.

The current Corporate Governance Charter of 
NV Roularta Media Group will be adapted taking 
into account the new provisions of the Corporate 
Governance Code 2020 and will be made available 
on the company’s website.

DESCRIPTION OF THE PRINCIPAL 
FEATURES OF THE INTERNAL CONTROL 
AND RISK MANAGEMENT SYSTEM 

Enterprise Risk Management

Roularta Media Group has set up a risk assessment 
and internal control system in line with the require-
ments of the 2009 Belgian Corporate Governance 
Code.

The internal control of Roularta Media Group is 
based on the COSO ERM model (version 1) and is 
designed to provide reasonable assurance regard-
ing the achievement of the objectives of the company. 
This implies, among other things, recognising and 
managing both operational and financial risks, com-
pliance with laws and regulations, and monitoring 
reporting.

The Roularta Media Group organisational culture 
allows for decentralised operating. Executives and 
managers are to a large extent responsible for 
providing operational management. Decentralised 
control implies, among other things, maintaining 
continuous watch over risk.

The budget as a direction-indicating 

instrument

A key element in risk management is the annual 
budget exercise, consisting of multiple consul-
tations and discussions on business risks, the 
strategy, business plans and intended results. 
The final result is a set of objectives and targets, 
together with projects which should contribute to 
the better management or control of risks. 

Continuous automation with built-in controls

Many processes within Roularta Media Group are 
automated. An important component of automation 
consists of risk management with a focus on 
accuracy, completeness, consistency, timeliness 
and authentication/authorisation of information.

Continuous monitoring, primarily on the basis of 
built-in controls in a highly automated operational 

declaration [*]

[*] Part of the annual report of the board of directors.



submitted to the business unit manager concerned. 
In consultation it is then determined which control 
measures are feasible and should be implemented 
by priority.

Following the aforementioned KAPLAN method, the 
identified risks are divided into three types: 

  Avoidable risks 
3  Type description:
 Risks arising inside the organisation and offer-

ing no strategic advantage.
3  Risk limitation objective:
 Avoiding or eliminating risk (probability and 

impact) in a cost-effective way.

  Strategic risks
3  Type description:
 Risks taken in expectation of a major strategic 

benefit.
3  Risk limitation objective:
 Limiting potential risk and impact in a cost-

effective way.

  External risks
3 Type description:
 External, uncontrollable risks.
3 Risk limitation objective:
 Limiting impact cost-effectively should risk 

event occur.

These risks are then further divided into the following 
categories:

1

2

3

environment, ensures the prevention or timely 
detection of potential risks. The security of IT 
systems is crucial in this. Particular attention is paid 
here to:
• mirrored systems;
• access security;
• keeping apart of test and production environments;
• back-up power generation;
• back-up procedures.

HR tools to support operational functioning

Besides IT-technical control, operational risk manage-
ment is mainly characterised by the following measures:
• organisation charts and reporting lines;
• clear employee functional descriptions;
• procedures and guidelines communicated via the 

intranet;
• continuous training activities and improvement 

initiatives. 

Environment with a focus on financial 

controls and reporting 

Risk management in terms of financial reporting 
consists primarily of:
• the accounting rules that are applicable on a daily 

basis;
• the uniformity aimed for within the different 

companies of the Group, both in terms of the 
application of the IFRS rules as well as in terms of 
standardised reporting;

• the audit of the reported figures by the associated 
companies by the central budget and management 
reporting department;

• the control, the monitoring of the financial reporting 
by the audit committee.

Internal audit as an engine for risk 

management

At the initiative of the audit committee, work has 
begun on developing a risk management system, 
based on the KAPLAN method. The internal auditor 
of Roularta Media Group is responsible for develop-
ing and monitoring this risk management system. The 
post of internal auditor is currently vacant.  

The tool of choice for managing risks in a structured 
way is internal audits. In a process approach, risks are 
identified during an internal audit and then analysed. 
This risk assessment leads to the formulation of a cer-
tain number of management measures that are then 
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Ultimately, each risk is evaluated for both its prob-
ability of occurrence and its impact:

P
ro

ba
bi

li
ty

Very high

High

Medium

Low

Very low

Very low Low Medium High Very high

Impact

Pentana, audit software, is used for effectively man-
aging the identified risks. From here, a report is 
prepared at the end of each internal audit. Each such 
report includes an action plan of the various action 
points to be implemented. Progress in the imple-
mentation of the listed action points is monitored in 
periodic follow-up meetings. 

PUBLICATION IMPORTANT 
PARTICIPATIONS AND NOTE WITH 
RESPECT TO THE ITEMS LISTED IN 
ARTICLE 34 OF THE ROYAL DECREE  
OF 14/11/2007, IN SO FAR AS THESE 
COULD POTENTIALLY AFFECT A  
PUBLIC TAKEOVER BID
The capital of the company amounted to 
EUR 80,000,000.00 and is represented by 13,141,123 
similar shares with the same rights.

The shareholding structure is as follows:

Number 
of shares %

Koinon Comm.VA (1) 9,352,977 71.173%

S.A. West Investment Holding (1) 522,136 3.973%

Bestinver Gestión  
S.G.I.I.C. S.A.

998,725 7.600%

NV Capfi Delen Asset 
Management

394,201 2.999%

Treasury shares (2) 588,960 4.482%

Individual and institutional 
investors 

       1,284,124 9.772%

(1) The Comm.VA Koinon and the S.A. West Investment Hold-
ing, in their capacity as persons acting in consort who have 
concluded an agreement concerning the possession, the acqui-
sition and transfer of shares, have made a definitive notification.
(2) Situation on 31/03/2020.

All treasury shares held in portfolio by the company 
have no voting rights as long as they remain in the 
treasury portfolio. Each share entitles its holder to 
one vote, under Article 33 of the articles of associa-
tion, on the understanding that no one person may 
vote at the general meeting in respect of more than 
thirty-five per cent (35%) of the number of votes 
attached to all the shares issued by the company. 
Several shareholders whose securities, according 
to the criteria laid down in Article 6 § 2 of the Law 
of 2 May 2007 on disclosure of major holdings in 
issuers whose shares are admitted to trading on a 
regulated market, are joined together, cannot vote, 
either, at the general meeting, in respect of more 
than thirty-five per cent (35%) of the number of votes 
attached to all the shares issued by the company. 
The restrictions do not, however, apply if the vote 
relates to an amendment of the articles of associa-
tion of the company or to decisions for which, under 
the Companies Code, a special majority is required.

A shareholder agreement has been concluded 
between shareholders Comm.VA Koinon and 
S.A. West Investment Holding, restricting the 
transfer of securities.

The articles of association and the Corporate Gov-
ernance Charter of Roularta Media Group include 
specific provisions on the (re)appointment, training 
and evaluation of directors. Directors are appointed 
for a maximum period of four years by the general 
meeting of shareholders, that can remove them at 
any time. A resolution to appoint or dismiss requires 
a simple majority of votes. Should a directorship fall 
prematurely vacant, the remaining directors can 
themselves appoint (co-opt) a new director. In this 
case, the next general meeting proceeds to the final 
appointment.

The articles of association of NV Roularta Media 
Group give Comm.VA Koinon a binding right of nomi-
nation. Based on this nomination right, the majority of 
the directors are appointed from candidates put for-
ward by Comm.VA Koinon as long as the latter holds, 
directly or indirectly, at least thirty-five percent of the 
shares of the company.

Decisions to amend the articles of association are 
subject to special quorum and majority require-
ments. Any decision to amend the articles of 
association requires the presence, in person or by 
proxy, of shareholders representing at least half of 



the share capital and the approval of at least three 
fourths of the capital present or represented at the 
meeting. If the quorum is not met, then a second 
meeting must be convened, at which the quorum 
requirement does not apply. The requirement of a 
special majority remains, however.

The board of directors is expressly authorised, in 
the case of public takeover bids on securities of the 
company, to increase the share capital within the 
limits provided by former Article 607 of the Com-
panies Code by issuing shares not exceeding 10% 
of the existing shares at the time of such public 
bid. This authorisation was granted by the extraor-
dinary general meeting of 16 May 2017 for a term 
of three years. At the extraordinary general meet-
ing of 19 May 2020, a motion will be made to renew 
the authorisation regarding authorised capital in 
accordance with the provisions of Article 7:198 and 
following of the Belgian Companies and Associa-
tions Code.

The company may acquire, divest or pledge its own 
shares, profit certificates or other certificates to 
the extent that the relevant statutory provisions are 
complied with.
 
The board of directors is expressly authorised, with-
out a resolution of the general assembly, to acquire 
and hold its own shares if necessary to avoid immi-
nent and serious harm to the company. 

This authorisation was granted by the extraordi-
nary general meeting of 16 May 2017 for a period 
of three years, starting on 15 June 2017, being the 
date of publication in the annexes to the Belgian 
Official Gazette of the authorisation, and may be 
renewed. At the extraordinary general meeting of 
19 May 2020 a motion will be made to renew this 
authorisation in accordance with Article 7:215 of 
the Belgian Companies and Associations Code.
 
In the context of the Law of 1 April 2007 concerning 
public takeover bids, Comm.VA Koinon, as the direct 
holder of more than 30% of the Roularta Media 
Group shares, updated its registration with the FSMA 
on 30 August 2018 pursuant to Article 74 § 6 of the 
above-mentioned law.

Comm.VA Koinon is a subsidiary of the Stichting 
Administratiekantoor Cerveteri, which is controlled 
by Mr Rik De Nolf. 

ADAPTATION OF THE ARTICLES OF 
ASSOCIATION TO THE NEW BELGIAN 
COMPANIES AND ASSOCIATIONS CODE
At the extraordinary general meeting to be con-
vened on 19 May 2020, a motion will be made to 
bring the articles of association of Roularta Media 
Group fully in line with the provisions of the Belgian 
Companies and Associations Code.

COMPOSITION OF AND REPORT BY 
THE BOARD OF DIRECTORS AND ITS 
COMMITTEES, AND THE PERSONAL 
ATTENDANCE LEVELS OF THEIR 
MEMBERS

Board of directors

The company has adopted a monistic structure and 
will retain such as a result of the amendments to 
the articles of association to bring it fully in line 
with the provisions of the Belgian Companies and 
Associations Code. 

During the financial year 2019 the board of directors 
of NV Roularta Media Group had eight members: 
• Mr Rik De Nolf, executive director and chairman of 

the board (2022).

• Four directors representing the reference 
shareholder, in accordance with the proposal 
rights under the articles of association, 
Mr Xavier Bouckaert, permanent representative 
of Comm.VA Koinon (2022), Ms Coralie Claeys, 
permanent representative of NV Verana (2020), 
Ms Lieve Claeys (2022) and Mr Francis De Nolf, 
permanent representative of NV Alauda (2023).

• Three independent directors, all of whom hold 
executive corporate functions: 
» Mr Carel Bikkers (2022) has for the past nine 

years headed up the Dutch media group 
Audax, a multifaceted organisation that is 
involved in the broadest sense of the term 
with the publishing, distribution and retailing 
of media and related products. Prior to this 
Mr Carel Bikkers worked as general manager of 
Kwik-Fit Europe BV, Europe’s largest car service  
chain. 

» Mr Koen Dejonckheere (2022), permanent repre-
sentative of NV Invest at Value.
Mr Koen Dejonckheere was appointed Chief 
Executive Officer of Gimv in 2008. Before, he 
was Managing Director and head of Corporate 
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Finance at KBC Securities. Previously, Mr Koen 
Dejonckheere worked for Nesbic, Halder, Price 
Waterhouse Corporate Finance Europe and 
the BBL. Mr Koen Dejonckheere has extensive 
experience as a dealmaker in investment bank-
ing and private equity in Belgium and abroad.

» Prof Caroline Pauwels PhD (2022). 
 Prof Caroline Pauwels PhD is rector of the 

Vrije Universiteit Brussel. Until 2016, she was 
director of the SMIT research centre, which 
specialises in the study of information and com-
munication technologies, and since 2004 has 
been part of iMinds, which merged with IMEC 
in 2016. At iMinds, Prof Caroline Pauwels PhD 
led the Digital Society department that brings 
together research groups from Ghent, Leuven 
and Brussels. She was awarded the national 
Francqui Chair from the University of Ghent in 
2014, and was holder of the Jean Monnet Chair 
between 2012 and 2016. In addition, she serves 
on various boards of directors, she served as 
government commissioner at the VRT, and is a 
member of the Royal Flemish Academy of Bel-
gium for Sciences and Arts.

On the advice of the appointments and remuneration 
committee the following proposals will be made to 
the next general meeting: 
• To reappoint NV Verana, represented by its 

permanent representative, Ms Coralie Claeys, 
whose mandate ends at the coming general 
meeting, as a director for a four-year term until 
the 2024 general meeting.

The Corporate Governance Code (2009) recom-
mends that the board of directors be chaired by 
a non-executive director. Deviations from this 
recommendation (principle 4.2) need to be set out 
according to the “comply or explain” rule. Rou-
larta Media Group has indeed decided to deviate 
from this recommendation by assigning the role 
of chairman to an executive director. Given the 
transformation phase that the media world is 
going through due to the digitisation of society 
and the emergence of new media, it is important 
that Mr Rik De Nolf remains active in the executive 
management committee as a sounding board and 
advisor. Mr Rik De Nolf is as chairman and execu-
tive director also responsible for the Group’s 
external communications and investor relations. 
This active executive role given to the chairman of 
the board of directors facilitates better communi-

cation and an improved information flow between 
the board and executive management, and gener-
ally contributes to the proper functioning of the 
company.

The board of directors met six times during 2019 
to discuss the company’s results, the Group’s 
multi-annual plan and the following year’s budget. 
The secretary of the board of directors, Sophie 
Van Iseghem, is responsible for the reporting of 
the board of directors and the committees estab-
lished by the board of directors.

Attendance of individual board members in 2019 (1):

Rik De Nolf, Chairman 6

Xavier Bouckaert, CEO 6

Carel Bikkers 6

Lieve Claeys 6

Coralie Claeys 6

Francis De Nolf 6

Koen Dejonckheere 5

Caroline Pauwels 5

During the past year there was also a meeting of 
the independent directors. For 2020, six board 
meetings are planned.

Audit committee

The audit committee consists solely of independent 
directors. The expertise in accounting and auditing of 
Mr Carel Bikkers, chairman of the audit committee, is 
evident among other things from his former position 
as a senior manager of the Dutch media group Audax 
and from his board member/supervisor mandate in 
a number of Dutch companies. The members of the 
audit committee have collective expertise related to 
the activities of Roularta Media Group cf. Article 7:99 
of the Belgian Companies and Associations Code (and 
before 1 January 2020, Article 526a of the former Bel-
gian Companies Code).

The audit committee met four times in 2019. Dur-
ing these meetings the audit committee controlled 
the integrity of the financial information of the 
company, closely monitored the activities of the 
external auditor, and where it deemed necessary, 
made recommendations in these respects to the 
board of directors.

(1) Includes one board meeting by telephone.



At the invitation of the chairman, the audit commit-
tee was attended by the statutory auditor, the CEO, 
the chairman of the board of directors, the CFO and 
the internal auditor. The statutory auditor attended 
two times the meetings of the audit committee in 
2019. The job opening for internal auditor has not 
yet been filled.
 
Attendance at audit committee meetings in 2019:

Carel Bikkers, Chairman 4

Koen Dejonckheere 3

Appointments and remuneration committee

The board of directors has used the opportunity as 
provided in the Corporate Governance Code to estab-
lish a single, joint appointments and remuneration 
committee. The appointments and remuneration 
committee is composed of independent, non-execu-
tive directors. 

Pursuant to Article 7:100 of the Belgian Companies 
and Associations Code, the nomination and remu-
neration committee has the necessary expertise in 
the field of remuneration policy (and before 1 January 
2020, Article 526c of the former Belgian Companies 
Code).

The CEO and the chairman of the board of directors 
participate in the meetings of the appointments and 
remuneration committee in an advisory capacity (cf. 
Article 7:100 of the Belgian Companies and Associa-
tions Code (and before 1 January 2020, Article 526c of 
the former Belgian Companies Code) except when the 
appointments and remuneration committee delib-
erates on the remuneration of the CEO and/or the 
chairman of the board of directors.

The HR director of the Group is also invited to attend 
the meetings of the appointments and remuneration 
committee.

The appointments and remuneration committee 
met two times during 2019. The main item on its 
agenda was: preparing the remuneration report and 
reviewing the remuneration and bonus policy of the 
executive management and the (diverse) composi-
tion of the board of directors and its committees.

Attendance at appointments and remuneration 
committee meetings in 2019: 

Carel Bikkers 2

Koen Dejonckheere 2

ASSESSMENT OF THE BOARD AND 
BOARD COMMITTEES
Every year the board of directors undertakes a review, 
led by the chairman and assisted by the appointments 
and remuneration committee, of its size, composition, 
functioning and interaction with executive man-
agement. This assessment has four objectives: (i) 
assessing the operation of the board of directors; (ii) 
examining whether important issues are thoroughly 
prepared and discussed; (iii) assessing the actual con-
tribution of each director to the activities of the board of 
directors, on the basis of his or her presence at board 
and committee meetings and his or her constructive 
involvement in discussions and decision-making; (iv) 
establishing a comparison between the current com-
position of the board of directors and the pre-defined 
desired composition of the same.
Every year the non-executive directors assess 
their interaction with senior management and, 
where appropriate, make proposals to the chair-
man of the board of directors for improving this 
interaction. 
The contribution of each director is reviewed at reg-
ular intervals. In the event of a reappointment, the 
engagement and the effectiveness of the director is 
evaluated.

GENDER DIVERSITY
The board of directors has three female and five 
male board members. With this, Roularta Media 
Group meets the legal quota under Article 7:86 of 
the Belgian Companies and Associations Code on 
gender diversity within the board of directors (and 
before 1 January 2020, Article 518 of the former Bel-
gian Companies Code).

In addition to gender diversity, the board of directors 
values other diversity perspectives such as inde-
pendence, age, education, professional experience 
and nationality. The board of directors believes that 
the diversity in its composition ensures a varied input 
of opinions and visions. The resulting interaction 
will lead to more quality deliberations and decision-
making.

COMPOSITION OF EXECUTIVE 
MANAGEMENT
In the course of 2019, Roularta Media Group made 
changes to its executive management to bring it into 
line with the Belgian Corporate Governance Code 2020 
and the new Belgian Companies and Associations 
Code.
Operational authority was delegated by the board 
of directors to the executive management commit-
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tee under the direction of the managing director. 
This committee, headed by the managing director, is 
responsible for management of the Group within the 
outlines set by the board of directors. The executive 
management committee consists of the managing 
director, the chairman of the board of directors, the 
director of human resources and the CFO.

CONFLICT OF INTERESTS
There were in the course of the financial year no 
conflicts of interest of a financial nature giving rise 
to the application of Articles 7:96 and 7:97 of the 
Belgian Companies and Associations Code (before 
1 January 2020, Articles 523 and 524 of the former 
Belgian Companies Code). 

POLICY CONCERNING TRANSACTIONS  
AND OTHER CONTRACTUAL RELATIONSHIP 
BETWEEN THE COMPANY, INCLUDING 
AFFILIATED COMPANIES, AND ITS 
DIRECTORS AND MEMBERS OF THE 
EXECUTIVE MANAGEMENT NOT COVERED 
BY THE CONFLICT OF INTERESTS RULES 
Taking into account the principles and guidelines con-
tained in the Belgian Corporate Governance Code, the 
company has developed a policy on transactions and 
other contractual relationships between the company, 
including affiliated companies, and its directors and 
members of the executive management not covered 
by the statutory conflict of interests rules. 
A transaction or a contractual relationship of any kind is 
deemed to exist between the company and its directors 
and/or members of its executive management when:
• a director or a member of the executive management 

has a significant personal financial interest in the 
corporate body with which Roularta Media Group 
wants to conclude a transaction;

• a director or member of the executive management or 
his or her spouse, cohabiting partner, child or blood or 
other relative up to the second degree are members of 
the board of directors or the executive management of 
the corporate body with which Roularta Media Group 
wishes to conclude a major transaction;

• the board deems that such a conflict exists in 
respect of the proposed transaction.

The director or member of the executive management 
concerned shall provide the board with all possible 
relevant information relating to the conflict of inter-
ests. He or she shall refrain from participating in the 
discussion and decision-making on this agenda item.
The board of directors confirms that in the past year 
no such transactions have taken place and no situa-
tions have arisen giving rise to the application of the 
above procedure.

PROTOCOL FOR THE PREVENTION OF 
MARKET ABUSE
The protocol for the prevention of market abuse 
prohibits directors, members of the management 
team, other members of staff or external persons 
employed by the company, who, by the nature of 
their function, come into contact with confidential 
information, from trading, directly or indirectly, on 
the basis of insider information, in financial instru- 
ments issued by Roularta Media Group. In view of the 
entry into force at the start of July 2016 of European 
Regulation No. 596/2014 on market abuse, the board 
of directors has revised the existing protocol to pre-
vent market abuse in order to bring it in line with the 
uniform European market abuse regulations.

REMUNERATION REPORT 
Annual remuneration of executive 

and non-executive directors

The goal of the compensation and benefits policy for 
(executive and non-executive) directors is the attrac-
tion and retention of qualified directors with the 
required background and experience in terms of the 
various elements of corporate policy. To achieve this 
goal, the compensation and benefits policy is market 
competitive and takes into account the company’s size 
and complexity using reference data where possible. 
Non-executive directors and executive directors in 
their capacity as directors receive only a fixed remu-
neration as compensation for their membership of the 
board of directors and their attendance at the board 
meetings and the meetings of the committees of which 
they are members. The level of directors’ remunera-
tion is determined taking into account their role as a 
normal director, their specific roles as chairman of 
the board, chair or member of a committee, as well 
as the resulting responsibilities and time demands. 
The chairman of the board of directors and the man-
aging director were granted a fixed remuneration of 
EUR 100,000. Each other board member receives a 
fixed remuneration of EUR 10,000, plus a fee per board 
meeting of EUR 2,500; members of board commit-
tees (the audit committee and the appointments and 
remuneration committee) receive an additional fee 
per meeting of EUR 2,500, the chairman of the audit 
committee an additional EUR 5,000 fee per meeting of 
this committee. No remuneration is granted for board 
meetings by telephone. 
The chairman of the board of directors is granted 
separate remuneration of EUR 187,121.52 as a mem-
ber of the executive management committee. As 
compensation for PR activities and participations as a 
representative of Roularta Media Group to boards of 
directors and events, executive director Alauda NV is 
granted a fixed annual remuneration of EUR 50,000. 



The directors (executive and non-executive) receive no 
performance-related remuneration such as bonuses, 
long-term incentive programmes, benefits in kind or 
pension plans. Nor are options or warrants allotted to 
non-executive directors. There are no contributions to 
pensions or similar benefits for directors. 
The directors’ remuneration policy will not be changed 
in the two coming financial years. 

Directors’ remuneration 2019 

Fixed
Attend-

ance fee

Rik De Nolf  
Chairman of the board 
of directors

Executive EUR 
100,000.00

_

Xavier Bouckaert  
permanent  
represen tative of 
Comm.VA Koinon – 
Managing Director

Executive EUR 
100,000.00

_

Carel Bikkers   
Chairman audit com-
mittee – member 
appointments 
and remuneration 
committee 

Non-
executive

& inde-
pendent

EUR 
10,000.00 

EUR 
37,500.00

Lieve Claeys   Non-
executive

EUR 
10,000.00

EUR 
12,500.00

Coralie Claeys
permanent  
represen tative of  
NV Verana

Non- 
executive

EUR 
10,000.00

EUR 
12,500.00

Francis De Nolf  
permanent  
represen tative of  
NV Alauda

Executive EUR 
10,000.00

EUR 
12,500.00

Koen Dejonckheere  
permanent 
represen tative of 
NV Invest at Value 
– member audit com-
mittee – member 
appointments 
and remuneration 
committee  

Non-
executive

& inde-
pendent

EUR 
10,000.00

EUR 
22,500.00

Prof Caroline 
Pauwels PhD  

Non-
executive

& inde-
pendent

EUR 
10,000.00

EUR 
10,000.00

Remuneration of members of the executive 

management committee

The remuneration of the members of the execu-
tive management committee is set by the board 
of directors based on the recommendation of the 
appointments and remuneration committee. 

The level and structure of the remuneration of the 
executive management committee need to enable the 
company to attract, retain and continually motivate 
qualified and skilled managers, taking into account 
the nature and scope of their individual responsibili-
ties.

The amount and structure of the basic remuneration 
of the executive management committee is regularly 
reviewed for its compliance with market conditions 
by a specialist (international) salaries and benefits 
consultancy. The company is assuming that the 
remuneration policy for members of the executive 
management will remain unchanged for the next 
two years unless testing against market practice 
shows that changes are urgently needed.

In 2019, the remuneration policy of the members 
of the executive management committee did not 
change from that of previous years. The remu-
neration of the executive management committee 
consists of:
• basic remuneration in line with training, job content, 

experience and seniority;
• a performance bonus linked for 30% to the 

consolidated results of the Group and for 70% to 
individual objectives linked to the responsibilities of 
the relevant member of the executive management 
committee. Every year financial performance 
criteria are established for the year in question 
at the level of the consolidated Group results. 
The objectives to be achieved each year consist 
of a combination of financial and qualitative 
targets. At the end of the year it is determined by 
the appointments and remuneration committee, 
based on the established performance criteria, 
both quantitative and qualitative, whether and 
to what extent the bonus has been earned. 
On the recommendation of the appointments 
and remuneration committee, the board of 
directors approves the bonuses of the executive 
management. The bonus for the members of the 
executive management committee may not exceed 
30% of the basic annual remuneration. There is no 
provision for a right of recovery in favour of the 
company in cases where variable remuneration 
has been given based on inaccurate financial data. 
Bonuses are awarded only after the close of the 
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year and the requisite verification of the figures by 
the auditors. In this way the likelihood of paying 
a bonus based on inaccurate financial data is 
negligible;

• a long-term incentive consisting of rights to acquire 
shares in Roularta Media Group. This long-term 
incentive is not performance-related. The option 
plans issued by the company each run for ten years, 
with exercise possible no earlier than the third 
calendar year after subscription.

The CEO and the chairman of the board of directors 
who is also a member of the executive management 
committee are not granted any bonus or long-term 
incentive.

The total gross remuneration granted to the mem-
bers of the executive management committee and the 
CEO in 2019 is as follows:

Member execu-
tive management 

committee 
(excl. CEO)

CEO
Comm.VA  

Koinon

Basic 
remuneration

EUR 587,684.49 EUR 684,019.44

Performance 
bonus

 EUR 56,000.00 -  

Overview stock options allotted to the 

executive management committee

Year of 
allotment

Member execu-
tive management 

committee

Number of options 
allotted

Exercise price 
(in EUR)

First exercise 
period

Last exercise 
period

2019 Jeroen Mouton* 20,000 14.39 01/01-31/12/2023 01/01-31/12/2029

In the table above you can find an overview of 
the stock options plans members of the execu-
tive management committee participated in, with 
their most significant terms including the exer-
cise price and the expiration period.

No options were exercised by the members of 
the executive management committee during the 
course of 2019, nor did options expire. 

Severance pay for executive managers

All members of the executive management com-
mittee, with the exception of the chairman of the 
board of directors, are bound to the company by a 
management agreement.

For the managing director, the period of notice 
is 12 months. For Katrien De Nolf (director of 
human resources) there is a notice period of 
6 months or equivalent severance pay. For Jeroen 
Mouton (CFO) there is a notice period of 5 months 
or equivalent severance pay.[*] Permanent representative of Caro's Kranten BV.



Consolidated financial statements 
 

1. CONSOLIDATED INCOME STATEMENT 

in thousands of euros Note  2019 2018 

Sales   3 295,798 277,008 

Own construction capitalised    2,239 1,407 

Raw materials, consumables and goods for resale  -62,651 -61,730 

Services and other goods   4 -118,942 -112,276 

Personnel   5 -95,192 -94,522 

Other operating income   7 3,796 4,824 

Other operating expenses   7 -4,533 -6,544 

Share in the result of associated companies and joint ventures   17 2,475 -1,831 

EBITDA    22,989 6,336 

Depreciation, write-down and provisions    -13,011 -71,883 

Depreciation and write-down of intangible and tangible assets  -13,156 -11,658 

Write-down of inventories and debtors 6 225 888 

Provisions  -80 2,091 

Impairment losses  - -63,204 

EBIT    9,978 -65,547 

Financial income   9 144 268 

Financial expenses   9 -219 -5,343 

Operating result after net finance costs    9,903 -70,622 

Income taxes   10 429 -1,539 

Net result from continuing operations    10,332 -72,161 

Net result from discontinued operations   11 - 151,093 

Net result of the consolidated companies    10,332 78,932 

Attributable to:      
Minority interests    -521 -1,010 

Equity holders of Roularta Media Group    10,854 79,942 

in euros   Notes 2019 2018 

Earnings per share      

From continuing and discontinued operations    
Basic earnings per share   13 0.87 6.37 

Diluted earnings per share   13 0.86 6.35 

      

From continuing operations      

Basic earnings per share   13 0.87 -5.67 

Diluted earnings per share   13 0.86 -5.65 

      

39C o n s o l i d a t e d  f i n a n c i a l  s t a t e m e n t s



40 Roular ta  A n n u a l  r e p o r t  2 0 1 9

 
2. CONSOLIDATED STATEMENT OF COMPREHENSIVE INCOME 

 

in thousands of euros  Note 2019 2018 

Net result of the consolidated companies   10,332 78,932 

Other comprehensive income of the period     
Other comprehensive income to be reclassified to profit or loss in subsequent 
periods:     

Exchange differences   - -52 

Cash flow hedges  32 - 64 

Deferred taxes relating to other comprehensive income   - -16 
Other comprehensive income not to be reclassified to profit or loss in 
subsequent periods:     

Non-current employee benefits - actuarial gain  /loss   862 2,885 

Deferred taxes relating to other comprehensive income   -215 -721 

Share of non-reclassifiable other comprehensive income of joint ventures and 
associates   -62 -10 

Other comprehensive income of the period   585 2,150 

Total comprehensive income   10,917 81,082 

Attributable to:     
Minority interests  -521 -1,010 

Equity holders of Roularta Media Group  11,438 82,092 
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3. CONSOLIDATED BALANCE SHEET 

 

in thousands of euros  Note  2019 2018

ASSETS    

Non-current assets  182,720 184,108

Intangible assets   15  54,734 57,796

Property, plant and equipment   16  59,894 54,078

Investments accounted for using the equity method   17  60,042 63,686

Investments in financial assets, loans, guarantees   18  2,402 2,526

Trade and other receivables   19  100 219

Deferred tax assets   20  5,548 5,803

Current assets  170,695 171,000

Inventories   21  6,047 6,348

Trade and other receivables   19  60,061 65,756

Tax receivable    688 483

Cash and cash equivalents   22  101,438 95,956

Deferred charges and accrued income    2,460 2,457

Total assets  353,414 355,108
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in thousands of euros   Note 2019 2018

LIABILITIES    

Equity    228,424 223,661

Group's equity   227,846 222,561

Issued capital   23  80,000 80,000

Treasury shares   23  -23,643 -23,705

Retained earnings    166,610 162,134

Other reserves   23  4,879 4,175

Translation differences   - -43

Minority interests   578 1,100

Non-current liabilities    17,626 15,211

Provisions   25  8,268 8,083

Employee benefits   27  5,180 5,778

Deferred tax liabilities   20  142 1,063

Financial debts   28  3,748 -

Other payables   29  287 287

Current liabilities    107,364 116,236

Financial debts   28  1,754 298

Trade payables   29  45,321 52,790

Advances received   29  25,794 25,175

Employee benefits   29  16,513 16,025

Taxes   29  338 259

Other payables   29  10,884 14,814

Accrued charges and deferred income   29  6,759 6,875

Total liabilities    353,414 355,108
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4. CONSOLIDATED CASH FLOW STATEMENT 

 

in thousands of euros                                                                                                                  
Note 2019 2018

Cash flow relating to operating activities  

Net result of the consolidated companies 10,332 78,932

Share in the results of associated companies and joint ventures                                                         17 
-2,475 1,046

Dividends received from associated companies and joint ventures                                                      10
5,530 5,550

Income tax expense / income -429 1,539

Interest expenses 219 5,343

Interest income (-) -144 -268

Losses (+)/ gains (-) on disposal of intangible assets and property, plant and equipment -436 -764

Losses (+)/ gains (-) on disposal of business - -150,396

Non-cash items 13,589 71,990

Depreciation of (in)tangible assets                                                                                              15 & 16 13,156 11,658

Impairment losses                                                                                                                                 15 - 63,204

Share-based payment expense                                                                                                             5 57 102

Increase (+)/ decrease (-) in provisions 80 -2,091

Other non-cash items 296 -883

Gross cash flow relating to operating activities 26,186 12,972

Increase / decrease in trade receivables 6,409 -10,360

Increase / decrease in inventories 391 -779

Increase / decrease in trade payables 399 5,799

Other increases / decreases in working capital (a) -3,037 6,447

Increase / decrease in working capital 4,162 1,107

Income taxes paid -643 -810

Interest paid -219 -6,485

Interest received 144 267

NET CASH FLOW RELATING TO OPERATING ACTIVITIES (A) 29,630 7,051

 
(a) Changes in current other receivables, deferred charges and accrued income, provisions, employee benefits, other payables, 
advances received and accrued charges and deferred income. 
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in thousands of euros                                                                                                                  
Note 2019 2018 

Cash flow relating to investing activities   

Intangible assets – acquisitions                                                                                                               15 
-3,433 -2,757 

Tangible assets – acquisitions                                                                                                                  16 
-6,187 -4,232 

Intangible assets - other movements - 79 
Tangible assets - other movements 523 51 

Net cash flow relating to acquisition of subsidiaries                                                                             33 
-8,218 -73,994 

Net cash flow relating to disposal of subsidiaries                                                                                  34 - 294,947 

Net cash flow relating to loans to investments accounted for using the equity method 350 -86 

Available-for-sale investments, loans, guarantees – acquisitions                                                       18 
- -451 

Available-for-sale investments, loans, guarantees - other movements 82 25 

NET CASH FLOW RELATING TO INVESTING ACTIVITIES (B) -16,882 213,582 

Cash flow relating to financing activities   

Dividends paid -6,273 -62,713 
Treasury shares 62 82 
Other changes in equity - 416 
Proceeds from current financial debts 211 - 
Redemption of current financial debts - -102,850 
Redemption of non-current financial debts - -2,425 
Repayment of leasing debt -1,385 - 
Decrease in non-current receivables 119 129 
Increase in non-current receivables - -300 

NET CASH FLOW RELATING TO FINANCING ACTIVITIES (C) -7,266 -167,661 

TOTAL DECREASE / INCREASE IN CASH AND CASH EQUIVALENTS (A+B+C) 5,482 52,972 

Cash and cash equivalents, beginning balance 95,956 42,984 
Cash and cash equivalents, ending balance 101,438 95,956 

NET DECREASE / INCREASE IN CASH AND CASH EQUIVALENTS 5,482 52,972 

 
Note to the consolidated cash flow statement 
 
The cash flow statement shows positive cash generation of € 5.5  million in 2019  compared to a € 53.0  million cash 
generation in 2018. 
 
Cash flow from operational activities increased by € 22.6 million to € 29.6  million in 2019, mainly driven by a € 12.3 
million increase in EBITDA (excluding the joint ventures), lower interest costs paid (€ 6.3 million) and decreased 
working capital of € 3.0 million.  
 
Cash flow from investing activities was - € 16.9 million in 2019. The largest cash outflows resulted from the last 
payment to Sanoma for the acquisition of the Women’s brands (€ 7.9 million), investments in software for € 3.4 
million, the advance paid on the new printing press (€ 2.6 million), and the earnout on the Sterck brand (€ 0.4 million).  
The large cash inflow in 2018 was mainly due to the sale of Medialaan (€ 279.6 million) less the purchase of Mediafin 
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(€ 58.0 million) and the Women’s brands (€ 15.9 million).  
 
Cash flow from financing activities evolved from  - € 167.7  million in 2018 to  -€ 7.3  million in 2019. This includes 
the dividend paid of € 6.3 million and the repayment of the IFRS 16 leasing debts of € 1.4 million. In 2018, the 
repayment of the bond loan in the amount of € 100 million took place and there was an interim dividend payment of 
€ 62.7 million. 
 
Changes in liabilities arising from financing activities: 
 

in thousands of euros     

2019  1 Jan 
2019 

Financing 
cash 

flows 

Non cash change 
– change in 
accounting 
principles 

(IFRS16)

31 Dec 2019 

Financial debt – current (note 28)  298 211 - 509 

Lease liabilities – current & non-current (note 16)  - -1,385 6,378 4,992 

Total  298 -1,174 6,378 5,502 
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5. CONSOLIDATED STATEMENT OF CHANGES IN EQUITY 

in thousands of euros Issued 
capital 

Treasury 
shares

Retained 
earnings 

Other 
reserves

Translation 
differences 

Equity - 
Group's 

share 

Minority 
interests 

Total 
Equity 

Balance as of 1/1/2019 80,000 -23,705 162,134 4,175 -43 222,561 1,100 223,661 

Net result - - 10,811 - 43 10,854 -521 10,333 

Other comprehensive income for 
the period, net of tax - - -62 647 - 585 - 585 

Total comprehensive income - - 10,749 647 43 11,439 -521 10,918 

Operations with own shares - 62 - - - 62 - 62 

Dividends - - -6,273 - - -6,273 - -6,273 

Recognition of share-based 
payments - - - 57 - 57 - 57 

Balance as of 31/12/2019 80,000 -23,643 166,610 4,879 - 227,846 578 228,424 

 

in thousands of euros Issued 
capital

Treasury 
shares 

Retained 
earnings 

Other 
reserves

Translation 
differences 

Equity - 
Group's 

share

Minority 
interests 

Total 
Equity 

Balance as of 1/1/2018 80,000 -23,787 145,549 1,228 9 202,999 1,906 204,905 

Net result - - 79,942 - - 79,942 -1,010 78,932 
Other comprehensive income for 
the period, net of tax - - - 2,202 -52 2,150 - 2,150 

Total comprehensive income - - 79,942 2,202 -52 82,092 -1,010 81,082 
Capital increase through minority 
interests - - - - - - 1,750 1,750 

Operations with own shares - 82 - - - 82 - 82 

Dividends - - -62,713 - - -62,713 - -62,713 
Recognition of share-based 
payments - - - 102 - 102 - 102 

Effect of purchase/sale of minority 
interests - - - - - - -1,278 -1,278 

Dividend paid to minority interests - - - - - - -3 -3 

Other increase / decrease - - -644 643 - -1 -265 -266 

Balance as of 31/12/2018 80,000 -23,705 162,134 4,175 -43 222,561 1,100 223,661 

 
See note 23  for details. 
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Notes to the consolidated financial 
statement 
NOTE 1 – MAIN FINANCIAL REPORTING 
PRINCIPLES APPLIED  
 
1.1 Presentation basis 
The consolidated financial statements are prepared 
in accordance with the International Financial 
Reporting Standards (IFRS) issued by the 
International Accounting Standards Board (IASB), 
and with the interpretations issued by the 
International Financial Reporting Interpretation 
Committee (IFRIC) of the IASB that were approved by 
the European Commission. 
 
The consolidated financial statements provide a 
general overview of the Group’s activities and the 
results achieved. It provides a true and fair view of 
the financial position, financial performance and cash 
flows of the entity, and is based on the assumption 
that continuity is guaranteed.  
The consolidated financial statements were approved 
by the board of directors on 3 April 2020 and can be 
amended until the general meeting of 19 May 2020. 
 
1.2 New and revised IFRS standards and 
interpretations 
The following standards and interpretations are 
applicable to financial years from 1 January 2019: 
• IFRS 16 Leases  
• IFRIC 23 Uncertainty over income tax treatments  
• Restatement related to IAS 19 Plan amendments, 
curtailments and settlements  
• Restatement related to IAS 28 Long-term 
investments in associates and joint ventures  
• Restatement related to IFRS 9 Prepayment features 
with negative compensation  
• Annual improvements to the IFRS 2015-2017 cycle 
 
IFRS 16 Leases 
 
This note explains the impact on the Group’s financial 
statements of the introduction of IFRS 16 Leases. The 
Group has applied the simplified transition method 
permitted under IFRS 16, so that the comparative 

figures have not been restated for the 2018 reporting 
period. The reclassifications and restatements 
resulting from the new leasing rules will be included 
in the opening balance sheet on 1 January 2019. 
 
(a) Group leasing activities 

 
The Group leases various offices, vehicles and some 
machines. Lease contracts are usually concluded for a 
fixed period of 3 to 9 years, possibly with options to 
extend; two have a lease term of more than 20 years. 
Lease terms are negotiated on an individual basis and 
contain a series of different general terms and 
conditions. The leases contain no covenants, but 
leased assets may not be used as a guarantee for 
financing purposes. 
 
(b) Classification and valuation 
 
Up to and including the 2018 financial year, leases of 
tangible fixed assets were classified as operating 
leases in accordance with the principles of IAS 17 
Leases. Payments made under operating leases were 
charged to the income statement using the straight-
line method during the lease period. 
From 1 January 2019, leases are recognised as a right 
of use and a corresponding liability on the date that the 
leased asset is available for use by the Group. Each 
lease payment is allocated between the liability and 
the financing cost. The financing cost is charged to 
profit or loss over the lease period to generate a 
constant periodic interest rate for the remaining 
balance of the liability for each period. The right to use 
the asset is depreciated over the shortest of the useful 
life of the asset and the lease term on a straight-line 
basis. 
Assets and liabilities arising from a lease are initially 
valued on the basis of their present value. The lease 
payments are discounted based on the marginal 
interest rate of the lessee, because the interest rate 
implicit in the lease could not be determined. The 
weighted average marginal interest rate of the lessee 
applied to the lease obligations on 1 January 2019 was 
3.2%. 
The reconciliation between IAS 17 and IFRS 16 is as 
follows for the position on 1 January 2019: 
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in thousands of euros 01/01/2019 

Non-cancellable operating lease 
commitments disclosed as at 31 December 
2018 

5,807 

Discounted using the Group’s incremental 
borrowing rate 4,658 

Lease liability recognised as at 1 January 
2019 4,658 

Of which are:  

Current lease liabilities 1,411 

Non-current lease liabilities 3,248 

 
All rights of use of assets were valued at the amount 
that is equal to the lease obligation. There were no 
loss-making lease contracts that would require a 
restatement of the rights of use on the date of first 
application. 
 
The recognised rights of use relate to the following 
types of assets: 
 

in thousands of euros 31/12/2019 01/01/2019

Buildings 2,518 2,199

Vehicles 2,290 2,301

Other 125 159

Total right-of-use assets 4,934 4,658

Total lease liabilities 4,992 4,658

 
Cash flows relating to leases are presented as follows: 
- Cash payments for the principal part of the lease 
obligation as cash flows from financing activities 
- Cash payments for the interest part in accordance 
with the presentation of interest payments chosen by 
the Group, and 
- Short-term lease payments, payments for leases of 
assets with a low value, and variable lease payments 
that are not included in the valuation of the lease 
liabilities as cash flows from operational activities 
 
(c) Impact on segment information and earnings per 
share 
 
The Group retains its definition of EBITDA and net debt, 
as a result of which they both increase as a result of 
the application of IFRS 16. The segment assets and 
segment liabilities also increased before December 
2019. Lease liabilities are now recognised under 
segment liabilities, whereas financial leases were 
previously excluded from segment liabilities. 
 
The table below shows the impact per segment on 31 
December 2019. 
 

                                                                 
1 not yet approved within the European Union 

in thousands of 
euros EBITDA Segment 

assets
Segment 
liabilities 

Media Brands  - 4,767 4,823 

Printing Services  - 168 170 

Totaal  1,219 4,934 4,992 

 
The application of IFRS 16 has no material impact on 
earnings per share for the twelve months ending 31 
December 2019. 
 
(d) Ageing analysis of the lease liabilities 
 
On 31 December 2019, the ageing analysis of the lease 
liabilities was as follows: 
 
 
in thousands of euros 31/12/2019 

Less than one year  1,245 

Between one and two years  1,024 

Between two and five years  1,381 

More than five years  1,992 

Total lease liability  5,642 

 
(e) Practical exceptions applied 
 
When applying IFRS 16 for the first time, the Group 
made use of the following practical exceptions allowed 
by the standard: 
- The use of a single discount rate for a lease portfolio 
with reasonably similar characteristics; 
- Short-term leases 
- Leases for which the underlying asset is of low-value  
- The use of knowledge obtained after the fact when 
determining the lease period when the contract 
contains options to extend or terminate the lease. 
 
The application of the other IFRS standards from 
2019 had no significant impact on the consolidated 
financial statements of the Group. 
 
The following standards and interpretations have 
been published, but are not yet applicable for the 
financial year starting 1 January 2019: 
• Restatements of IAS 1 and IAS 8 Definition of material 
(applicable for financial years from 1 January 2020)  
• Restatements of IFRS 3 Business Combinations 
(applicable for financial years from 1 January 2020)1)  
• Restatements based on IFRS 9, IAS 39 and IFRS 7 
Interest rate benchmark reform (applicable for 
financial years from January 1, 2020)1)  
• Restatement of the references to the conceptual 
framework in IFRS standards (applicable for financial 
years from 1 January 2020)1)  
• Restatements of IFRS 17 Insurance Contracts 
(applicable for financial years from 1 January 20221) 
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• Restatements of IAS1 for classification of liabilities 
as current or non-current (applicable for financial 
years from 1 January 20221) 
 
1.3 Consolidation principles 
The consolidated financial statements consolidate the 
financial data of Roularta Media Group NV, its 
subsidiaries and joint ventures, after the elimination 
of all material transactions within the Group. 
 
Subsidiaries are entities over which Roularta Media 
Group NV exercises decisive control. This is the case 
when Roularta Media Group NV is exposed to, or 
entitled to, variable revenue from its investment in the 
entity and has the ability to influence this revenue 
through its power over the entity. All intra-group 
transactions, intra-group balances and unrealised 
gains on intra-group transactions are eliminated; 
unrealised losses are also eliminated unless it 
concerns permanent impairments. The part of the 
equity and of the result that is allocable to the 
minority shareholders is stated separately in the 
balance sheet and the profit and loss account 
respectively. Changes in the Group’s shareholding in 
subsidiaries where the Group does not lose control 
are accounted for as equity transactions. In addition, 
the net carrying amounts of the group and minority 
interests are restated to the changed investment 
ratios in these subsidiaries. Differences between the 
restatement of minority interests and the fair value of 
the paid or received takeover premium are recognised 
directly in equity. When the Group loses control of a 
subsidiary, the gain or loss on the disposal is 
determined as the difference between: 

• the fair value of the takeover premium received 
plus the fair value of any remaining participating 
interest, and 

• the net carrying amount of the assets (including 
goodwill), liabilities and any minority interests in 
the subsidiary before its disposal. 

 
The financial statements of subsidiaries are 
recognised in the consolidated financial statements 
from the date on which the parent company acquires 
control until the date on which it loses control. 
 
The financial statements of subsidiaries are prepared 
for the same financial year as that of the parent 
company and on the basis of uniform accounting 
principles for comparable transactions and other 
events in similar circumstances. 
 
Acquisitions from subsidiaries are recognised using 
the acquisition method. 
 
Joint ventures and associates 
A joint agreement is present when Roularta Media 
Group NV has a contractual agreement to share 
control with one or more parties, which is only the 
case if decisions about the relevant activities require 

the unanimous approval of the parties that have joint 
control. A joint agreement can be treated as a joint 
activity (when Roularta Media Group NV has rights to 
the assets and commitments for the liabilities) or as 
a joint entity/joint venture (when Roularta Media 
Group NV is only entitled to the net assets). 
 
Associates are companies in which Roularta Media 
Group NV, directly or indirectly, has significant 
influence and which are not subsidiaries or joint 
ventures. This is assumed to be the case if the Group 
holds at least 20% of the voting rights attached to the 
shares. 
 
The financial information included with regard to these 
companies has been prepared in accordance with the 
Group’s accounting principles. If the Group acquires 
joint control in a joint venture or has acquired 
significant influence in an associate, the share in the 
acquired assets, liabilities and contingent liabilities is 
initially revalued at the fair value on the acquisition 
date and accounted for using the equity method. 
 
If the purchase price exceeds the fair value of the 
acquired share in the acquired assets, liabilities and 
contingent liabilities, this difference is recognised as 
goodwill. If the goodwill calculated in this way is 
negative, this difference is immediately recognised in 
the result. The share of the Group in the result of joint 
ventures and associates is subsequently recognised 
in the consolidated financial statements according to 
the equity method until the day that joint control or 
significant influence comes to an end.  
 
If the Group’s share in the losses of a joint venture or 
associate exceeds the carrying amount of the 
investment, the carrying amount is set to zero and 
additional losses are only recognised to the extent 
that the Group has taken on additional liabilities. In 
this case the accumulated loss is recognised under 
the provisions for other risks and costs. 
 
Unrealised gains from transactions with joint ventures 
and associates are eliminated in the amount of the 
participating interest of the Group vis-à-vis the 
investment in the joint venture or associate. 
 
The net carrying amount of participating interests in 
joint ventures and associates is re-evaluated if there 
are indications of an impairment, or indications that 
previously recognised impairments are no longer 
justified. Participating interests in joint ventures and 
associates in the balance sheet also include the 
carrying amount of related goodwill. 
 
The share in the result of associates and joint 
ventures is included in the operating income of the 
Group. 
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Acquisitions of subsidiaries 
The acquisition price (the transferred remuneration 
of a business combination) is valued as the total of the 
fair value at the acquisition date of the transferred 
assets, liabilities entered into or taken over and the 
equity interests issued by the acquiring party. The 
acquisition price also includes all assets and 
liabilities arising from a contingent compensation 
scheme. 
 
Acquisition-related costs are recognised as expenses 
in the period in which these costs are incurred. 
 
The identifiable assets and the liabilities acquired are 
valued at their fair value on the acquisition date. 
For each business combination, any minority 
interests in the acquired party is valued at fair value 
or the proportionate share of the minority interests in 
the identifiable net assets of the acquired party. The 
choice of the measurement basis is made on a 
transaction-by-transaction basis. 
 
 
Acquisitions of subsidiaries before 1 January 2010  
These are booked in accordance with the previous 
version of IFRS3. 
 
1.4 Foreign currencies  
Foreign currency transactions 
A transaction in a foreign currency is recognised upon 
initial recognition in the functional currency by applying 
the spot rate prevailing on the date of the transaction to 
the foreign currency amount. On each balance sheet 
date, the monetary items that are denominated in a 
foreign currency are converted based on the closing 
exchange rate. 
 
Non-monetary assets and liabilities are converted at 
the exchange rate for the date of the transaction. 
Exchange rate differences arising from the settlement 
of monetary items, or from the conversion of monetary 
items at a rate different from the rate at which they 
were first recognised, are recognised in the profit and 
loss account as other operating income or expenses in 
the period in which they occur. 
 
Financial statements of foreign entities 
Monetary and non-monetary assets and liabilities of 
foreign entities, the functional currency of which is not 
the euro and is not the currency of a hyperinflationary 
economy, are converted at the closing rate on the 
balance sheet date. The income and expenses for each 
profit and loss account (including the comparative 
figures) are converted at the exchange rates on the 
transaction dates. All resulting exchange rate 
differences are recognised as a separate component of 
equity. 
 
 
 

1.5 Intangible assets other than goodwill  
Intangible assets include titles, software, 
concessions, property rights and similar rights 
acquired from third parties or acquired through 
contributions, as well as internally generated 
software. 
 
Research expenses, undertaken with a view to 
acquiring new scientific or technical knowledge and 
insights, are recognised as costs in the financial 
statements as they arise. 
 
Development expenses, where the results of the 
research are applied in a plan or design for the 
production of new or substantially improved products 
and processes, are only included in the balance sheet 
if the product or process is technically or 
commercially feasible, the Group has sufficient 
resources available for completion, and it can be 
demonstrated that the asset is likely to generate 
future economic benefits. 
 
The capitalised amount includes the costs of materials, 
direct wage costs and a proportional part of the 
overhead costs. 
 
The intangible assets are booked at their cost, less 
any cumulative depreciation and any cumulative 
impairment losses. 

 
Depreciation 
Intangible assets are depreciated according to the 
straight-line method over the expected useful life 
from the date the asset is available. 

 
The following useful lives are applied: 
• Development costs  3 years 
• Software 3 to 5 years 
• Concessions, property rights and related rights 

   According to the 
expected useful life 

• Brands (from 2018) 
 40 yrs/20 yrs/10 years/5 yrs 

(see also main sources of 
estimation uncertainty) 
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Total useful 

life

De Tijd/L'Echo  40

Comfi  10

BePublic-BeReal  10

Landleven  20

STERCK  20

Top Uitgaves  10

Fiscaal-juridisch  10

Le Vif/L'Express  10

Libelle/Femmes d'Aujourd'hui  20

Flair  10

Feeling/Gael  10

La Maison Victor  5

Shedeals  5

Zappy Ouders  5

Communiekrant  5

 
Prior to June 2018, various brands were classified as 
assets with an indefinite useful life in accordance with 
IAS 38.107 and were therefore not depreciated but 
subject to an impairment test each year. Other 
intangible assets with an indefinite useful life were 
also not depreciated but subjected to an impairment 
test each year. 
 
1.6 Goodwill 
When acquiring subsidiaries, goodwill is recognised 
from the acquisition date for the surplus of, on the one 
hand, the total of the fair value of the remuneration 
transferred, the amount of any minority interests and 
(in a business combination that is realised in multiple 
phases) the fair value of the previously held equity 
interest, and on the other hand, the net balance of the 
identifiable acquired assets and liabilities. If this 
total, even after reassessment, results in a negative 
amount, this profit is immediately recognised in the 
profit and loss account. 
 
In accordance with IFRS 3, goodwill is not depreciated 
but is subject to an impairment test at least every 
year, so there is also an indication that a cash-
generating entity may have undergone an impairment.  
 
Goodwill accrued on the acquisition of joint ventures 
or associates is included in the carrying amount of the 
relevant participating interest and is not tested for 
impairment separately; the full carrying amount of 
the investment is tested as a single asset according to 
the provisions of IAS 36 Impairment of assets.  
 
1.7 Tangible fixed assets  
Tangible fixed assets are valued at their cost price, 
less any cumulative depreciation and any cumulative 
impairment losses. The cost price includes the initial 
purchase price plus all directly attributable costs 
(such as non-refundable taxes, transportation). The 

cost price of a self-manufactured asset includes the 
cost price of the materials, direct wage costs and a 
proportional part of the production overhead. 
 
The exception provided for in IFRS 1 was used to value 
the most important tangible fixed assets on the date 
of transition to the IFRS, this being 1 January 2003 for 
RMG, at fair value and to use this fair value as the 
assumed cost price at that time. This fair value is 
based on the value in going concern as determined by 
third-party experts and has been applied to all sites 
and buildings of the Group, as well as to the printing 
presses and finishing lines. 
 
Leases 
 
The Group has applied IFRS 16 Leases from 1 January 
2019 under the simplified transition method. Assets that 
represent the right to use the underlying lease are 
capitalised as tangible fixed assets and are initially equal 
to the lease obligation. The lease liabilities, which 
represent the net present value of the lease, are 
recognised as non-current or current liabilities 
depending on the period in which they are due. Leased 
assets and liabilities are recognised for all leases with a 
term of more than 12 months, unless the underlying 
value is low. The lease payments are discounted based 
on the marginal interest rate of the lessee, because the 
interest rate implicit in the lease could not be 
determined. The financing cost is charged against profit 
or loss over the lease period. The rights to use the assets 
are depreciated on a straight-line basis over the 
shortest of the useful life of the asset and the lease term.   
 
Accounting principle applied until 31 December 2018 
Leases for tangible fixed assets under which the 
Group assumes substantially all of the risks and 
benefits of ownership of an asset are treated as 
finance leases. At the start of the lease period, 
financial leases are recognised as assets and 
liabilities in the balance sheet at amounts equal to the 
fair value of the leased asset or, if lower, at the 
present value of the minimum lease payments. The 
minimum lease payments are recognised partly as 
financing costs and partly as repayment of the 
outstanding liability. The financing costs are allocated to 
each period during the lease period in such a way that 
this results in a constant periodic interest on the 
remaining balance of the liability. Conditional lease 
payments are recognised as expenses in the periods in 
which they are made. 
 
Leases in which almost all the risks and benefits of 
ownership of an asset remain with the lessor are 
considered as operating leases. Lease payments based 
on an operating lease are recognised as an expense on 
a time-proportionate basis during the lease period. 
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Depreciation 
The depreciable amount of an asset (being cost less the 
residual value) is recognised in the profit and loss 
account using the straight-line method over the 
expected useful life from the date the asset is available 
for use. 
 
The following useful lives are applied: 

• Buildings 
» Revalued  20 years 
» Not revalued   33 years 
» Buildings on grounds with a  term of the ground  
long-term lease                                                        lease  
» Refurbishment with  
an appreciable gain 10 years 

• Property, plant and equipment 
» Printing presses and finishing lines 

 3 to 20 years 
» Other 5 years 

• Furniture and office equipment 5 to 10 years 
• Electronic equipment  3 to 5 years 
• Rolling stock  4 to 5 years 
• Other tangible fixed assets  5 to 10 years 
• Assets under construction no depreciation 

and prepayments  
• Leases and similar rights 

» Printing presses and finishing lines  3 to 20 
years  
 

Ground is not depreciated since it is assumed that it 
has an indefinite useful life. 
 
1.8 Financial assets 
Criteria for the initial recognition and 
derecognition of financial assets 
Financial assets are booked when the Group becomes  
party to the contractual provisions of the instrument. 
 
Financial assets are no longer recognised if the 
contractual rights to the cash flows of the financial 
asset expire or if the Group sells the financial asset and 
its risks and benefits. 
 
Classification and initial valuation of financial assets 
When first recognised, a financial asset is classified 
in one of the three valuation categories: 
(a) Financial assets valued at amortised cost 
(b) Financial assets valued at fair value with value 

adjustments recognised in the other components 
of the total result 

(c) Financial assets valued at fair value with value 
adjustments recognised in the profit and loss 
account 

 
Financial assets are initially valued at fair value, 
except for trade receivables that do not have a 
significant financing component. These are initially 
valued at their transaction price. The transaction 
costs that are directly attributable to the acquisition 
of financial assets are added to the fair value of the 
financial assets on initial recognition, with the 
exception of the category of financial assets valued at 

fair value with changes in value recognised in the 
profit and loss account, where the transaction costs 
are recognised directly in the profit and loss account. 
 
Valuation of financial assets after initial recognition 

Financial assets are valued at amortised cost if they 
meet the following conditions (and are not designated 
as valued at fair value with value changes recognised 
in the profit and loss account): 
 

The financial asset is held within a business model 
designed to hold financial assets to receive 
contractual cash flows, and,  
The contract terms of the financial asset give rise 
to cash flows on certain dates that only concern 
repayments and interest payments on the 
outstanding principal amount. 

 
After the initial valuation, they are valued at amortised 
cost using the effective interest method. 
 
When the effect of discounting is immaterial, no 
discount is made. 
 
The Group’s long-term receivables, trade receivables, 
short-term receivables, cash and cash equivalents are 
classified and valued at amortised cost. 
 

The Group values financial assets at fair value with 
recognition of changes in value in the other parts of the 
total result when the following conditions are met: 

The financial asset is held within a business model 
whose purpose is achieved by both receiving 
contractual cash flows and selling financial 
assets; and 
The contract terms of the financial asset give rise 
to cash flows on certain dates that only concern 
repayments and interest payments on the 
outstanding principal amount. 

 
A gain or loss arising from a change in the fair value of 
the financial asset is recognised in the other 
components of the total result and accumulated in the 
revaluation reserve. Only dividends are recognised in 
the profit and loss account. The amounts presented in 
the other components of the total result may not later 
be transferred to profit or loss. However, the entity may 
reclassify the cumulative gain or loss within equity. 
 

Financial assets held in a business model other than 
‘to receive contractual cash flows’ or ‘to receive 
contractual cash flows or to sell financial assets’ are 
categorised as valued at fair value through profit and 
loss. 
 
Upon initial recognition, the Group may make the 
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irrevocable choice to present in the other components 
of the total result subsequent changes in the fair 
value of an investment in an equity instrument that 
falls within the scope of IFRS 9 that is not held for 
trading, if it is also not a contingent consideration of 
an acquiring party at a business combination to which 
IFRS 3 applies. 
 
The Group also has the option of valuing a financial 
asset that is normally valued at amortised cost or at 
fair value through the recognition of changes in value 
in the other components of the total result, at fair 
value through recognition of changes in value in the 
profit and loss account if as a result an inconsistency 
in valuation or recognition (an accounting mismatch) 
is eliminated or reduced. 
 
A gain or loss arising from a change in the fair value 
of the financial asset is recognised in the profit and 
loss account. 
 
The financial assets (unlisted equity investments) that 
are classified under the item ‘Other participating 
interests’ are identified as being valued at fair value 
through the profit and loss account. 
 
Impairment of financial assets 
The Group determines the value of the provision for 
losses (impairment) on each reporting date. It 
recognises this impairment for credit losses to be 
expected during the term of all financial instruments 
for which the credit risk – whether on an individual or 
collective basis – has increased significantly since 
initial recognition, taking into account all reasonable 
and substantiated information, including forward-
looking information. 
 
Specifically, the following assets are included in the 
assessment of the Group’s impairment: trade 
receivables, accounts receivable (fixed and current), 
cash and cash equivalents. 
 
For trade receivables that do not contain a significant 
financing component (i.e. virtually all trade 
receivables), IFRS 9 provides a simplified method for 
measuring loss compensation at an amount equal to 
the expected credit losses. For more detail about this: 
see below under ‘Trade and other receivables’. 
 
1.9 Inventories 
Inventories are valued at cost price (purchase costs 
or conversion costs) according to the FIFO method 
(first-in, first-out) or at net realisable value if this is 
lower. 
 
The conversion cost includes all direct and indirect 
costs that are needed to bring the inventories to their 
current location and state. 
 
Net realisable value is the estimated selling price in 
the context of normal business operations, less the 
estimated costs of completion and the estimated 

costs necessary to realise the sale. 
 
Outdated and slowly rotating inventories are 
systematically written off.  
 
1.10 Trade and other receivables  
Short-term trade receivables and other receivables 
are valued at cost less appropriate provisions for 
estimated uncollectable amounts. 
 
At the end of the financial year, an estimate is made 
of doubtful receivables based on an evaluation of all 
outstanding amounts. Doubtful debts are written off 
in the year in which they are identified as such. 
 
For trade receivables that do not contain a significant 
financing component (i.e. almost all trade 
receivables), the provision for losses is valued at an 
amount equal to the expected credit losses during the 
term. These are the expected credit losses that arise 
from all possible defaults during the expected life of 
these trade receivables, based on a provision matrix 
that takes into account historical information about 
payment defaults adjusted for future-oriented 
information per customer. 
 
The Group considers a financial asset in default when 
the receivables have been due for more than 120 days 
or have been included in a collection procedure. 
Nevertheless, the Group also considers a financial 
asset to be in default when internal or external 
information indicates that it is unlikely that the Group 
will receive the outstanding contractual amounts in 
full, before taking into account any credit protection 
held by the Group. 
 
1.11 Cash and cash equivalents  
Cash and cash equivalents include cash and demand 
deposits, short-term investments (< 3 months), short-
term highly liquid investments that can be immediately 
converted into cash, the amount of which is known and 
that do not entail a material risk of change in value. 
 
1.12 Assets held for sale 
Fixed assets and groups of assets are recognised as 
assets held for sale if their carrying amount will be 
realised primarily through a sale transaction rather 
than through continued use. This condition is only met 
if the asset (or groups of assets) concerned is (are) 
immediately available in their current form and only 
subject to the usual conditions for the sale of such an 
asset (or groups of assets), and if this sale is very 
likely. Management must be committed to carry out 
the sale and the completion of this sale must be 
expected to take place within the year after the 
reclassification date. 
 
If the Group is committed to a sale where there is a 
loss of control of a subsidiary, all assets and liabilities 
associated with this subsidiary are reclassified as 
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soon as the conditions stated above are met, 
regardless of whether the Group will continue to have 
a minority interest after the sale.  
 
If the Group has committed itself to a plan of sale of 
an investment or unit of an investment in an associate 
or joint venture, this investment or the relevant part 
of the investment is recognised as held for sale from 
the time the conditions set out above were met. From 
that moment on, the Group ceases to recognise this 
investment or the relevant part of this investment on 
the basis of the equity method of consolidation. 
 
Each part of an investment in an associate or joint 
venture that has not been recognised as an asset held 
for sale continues to be recognised using the equity 
method of consolidation. The Group ceases to apply 
the equity method of consolidation if, at the time of the 
sale, this leads to loss of its significant influence on 
the associate or joint venture. 
 
After the sale has taken place, the Group recognises 
the remaining part of the investment in the associate 
or joint venture according to the criteria of IAS 39 
Financial instruments unless the remaining part is 
still an associate or joint venture. In the latter case, 
the Group uses the equity method of consolidation 
(see valuation rule for joint ventures and associates 
above). 
 
Fixed assets and groups of assets recognised as 
assets held for sale are valued at the lower of the 
carrying amount or the market value less transaction 
costs. 
 
1.13 Treasury shares 
Treasury shares are deducted from equity and 
reported in the statement of changes in equity. No 
gain or loss is recognised on the purchase, sale, issue 
or cancellation of treasury shares. 
 
1.14 Provisions 
Provisions are recognised when the Group has an 
existing (legally enforceable or de facto) liability as a 
result of an event in the past, when it is probable that 
an outflow of funds entailing economic benefits will be 
required to discharge the liability and if the amount of 
the liability can be reliably estimated. 
 
If the Group expects that some or all of the expenses 
required to settle a provision will be reimbursed, the 
reimbursement is recognised if and only if it is 
virtually certain that the reimbursement will be 
received. 
 
Reorganisation 
A provision for reorganisation is created if the Group 
has approved a detailed formal reorganisation plan 
and if the implementation of the reorganisation plan 
has begun, or if the main features of the 

reorganisation plan have been communicated to 
those involved. 
 
1.15 Employee benefits 
Pension obligations 
There are a number of ‘defined contribution plans’ 
within the Group. However, these plans are legally 
subject to minimum guaranteed returns in Belgium. 
Due to these guaranteed minimum returns, all 
Belgian defined contribution plans are considered 
under IFRS as a defined benefit pension plan. These 
plans, which are funded by group insurance policies, 
were recognised as defined contribution plans until 
2015. The new legislation that came into effect in 
December 2015 brought with it the mandatory 
qualification as a defined benefit pension plan. The 
present value of the gross liability is calculated 
according to the projected unit credit method, with 
actuarial calculation occurring at the end of the year. 
 
For the defined benefit pension plans, the provisions 
are formed by calculating the actuarial current value 
of future contributions to the employees concerned. 
Defined benefit pension costs are divided into two 
categories: 

• Pension costs, gains and losses on curtailments 
and settlements attributed to the year of service 
and previous years of service; 

• Net interest costs or income  
 
The costs of past service, the net interest costs, the 
revaluation of other long-term employee benefits, 
administration costs and taxes for the year are 
included under employee benefits in the consolidated 
profit and loss account. The revaluation of the net 
defined pension obligation is included in the 
consolidated statement of realised and unrealised 
results as a part of the unrealised results. 
 
The Group also includes a provision for early 
retirement. The amount of these provisions is equal 
to the present value of future benefits promised to the 
employees concerned. 
 
Share-based payment transactions  
Various warrant and share option plans allow 
management and executives to acquire company 
shares. IFRS 2 is applied to all share-based payment 
transactions granted after 7 November 2002 that had 
not yet become unconditional on 1 January 2005. The 
exercise price of an option is determined on the basis 
of the average closing price of the share during the 
thirty days preceding the date of the offering of the 
options or the last closing price before the day of the 
offering. The fair value of the option is calculated 
based on the Black and Scholes formula. When the 
options are exercised, equity is increased by the 
amount of receipts. 
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Other long-term employee benefits 
This mainly concerns the rate advantages on 
subscriptions and jubilee benefits. The amount of 
these provisions is equal to the present value of these 
future benefits. 
 
1.16 Financial debts 
Financial debts, except derivatives, are initially 
recognised at fair value of the cash received, after 
deduction of transaction costs. After initial 
recognition, loans and other financing obligations are 
valued at amortised cost based on the effective 
interest method. 
 
1.17 Trade and other payables 
Trade and other payables are recognised at cost. 
 
1.18 Taxes 
Tax on the result of the financial year is the total 
amount that is recognised in the profit or loss for the 
period with respect to current taxes and deferred 
taxes. The tax expense is recognised in the profit and 
loss account over the period, unless the tax arises 
from a transaction or event that is recognised directly 
in equity. In this case, the taxes are charged directly 
to equity. 
 
Current taxes for current and prior periods, to the 
extent that they have not yet been paid, are recognised 
as a liability. If the amount already paid with respect 
to current and prior periods is greater than the 
amount due over this period, the balance is 
recognised as an asset. For the calculation, the tax 
rates were used whose legislative process was 
materially closed on the balance sheet date. 
 
Deferred taxes are recognised on the basis of the 
liability method, for all temporary differences 
between the taxable basis and the carrying amount for 
financial reporting purposes, both for assets and 
liabilities. For the calculation, the tax rates were used 
whose legislative process was materially closed on 
the balance sheet date. 
 
According to this method, the Group must recognise 
deferred taxes in a business combination resulting 
from the difference between the fair value of the 
acquired assets, liabilities and contingent liabilities 
and their tax base resulting from the business 
combination. 
 
Deferred tax assets are only recognised if it is 
probable that there will be sufficient future taxable 
profits to be able to enjoy the tax benefit. Deferred tax 
assets are reversed if it is no longer probable that the 
related tax benefit will be realised. 
 
1.19 Government subsidies 
Government subsidies related to assets are 
recognised at fair value when there is reasonable 
assurance that the Group will meet the conditions 

attached to the subsidies and the subsidies will be 
received. Government subsidies are presented as 
deferred revenue. 
 
Government subsidies to compensate for costs 
incurred by the Group are systematically recognised 
as income under other operating income in the same 
period in which these costs are incurred. 
 
1.20 Revenue 
The Group applies the five-step model described in 
IFRS 15 for the recognition of revenue arising from 
contracts with customers. Revenue is recognised for 
the amount of compensation to which the Group 
expects to be entitled in exchange for the transfer of 
goods or services to a customer. 
 
The most important activities from which Roularta 
Media Group generates its revenue are described 
below, per segment. There are two operating 
segments within the Group: ‘Media Brands’ and 
‘Printing Services’. 
 
Within the ‘Media Brands’ segment (the brands 
operated by RMG and its investments), revenue is 
primarily generated from magazines, free press, 
newspapers, TV, events and website services. The 
typical term of customer contracts is 12 months or 
less. The revenue mainly consists of subscription 
income, income from newsstand sales, advertising 
income and income from line extensions of the 
brands.  
 
The recognition of revenue generally coincides with 
the transfer of the delivered goods. For subscriptions, 
an amount is received either at the start or 
periodically for the period in which the magazines are 
delivered. Magazine revenue is spread over time and 
allocated to the correct period, i.e. at the issue date of 
the issues. For prepayments of, for example, a 
subscription, a ‘contract liability’ is recognised until 
the end of the subscription. Revenue from newsstand 
sales are recognised according to the issue date of 
the issue. Recognition of advertising revenue occurs 
when the advertising appears. 
 
In addition, there is the ‘Printing Services’ segment, 
which includes the pre-press and printing activities 
for in-house brands and external customers. Pre-
press activities refer to the work of compiling the 
magazines before they roll off the printing presses. 
 
The recognition of pre-press or printed matter 
revenue coincides with the delivery of the 
service/goods, i.e. when the finished pre-press 
service or the printed matter is delivered. 
 
Revenue from exchange agreements concern 
transactions between two parties in which non-equal 
services and goods are sold to each other. These 
transactions are valued on the basis of the current 
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market price, taking into account the applicable 
discounts that also apply to similar transactions that 
do not constitute an exchange. In the profit and loss 
account, revenue is recorded as revenue and the costs 
as services and other goods. 
 
The terminology ‘contract assets’ and ‘contract 
liabilities’ used in IFRS 15 is not used in the balance 
sheet, but is described in the note concerning revenue. 
IFRS 15 has been applicable since January 2018 and has 
had no significant influence on the financial position 
and/or financial performance of the group. 
 
1.21 Financing costs 
Financing costs are recognised as an expense in the 
period in which they are incurred. 
 
1.22 Impairments  
For the assets of the Group, in accordance with IAS 
36, an assessment is made on each balance sheet 
date as to whether there are indications that an asset 
is subject to impairment. If such indications are 
present, the realisable value of the asset must be 
estimated. The realisable value of an asset or cash-
generating unit is the higher of the fair value less 
selling costs and its value in use. An impairment is 
recognised if the carrying amount of an asset, or the 
cash-generating unit to which the asset belongs, is 
higher than the realisable value. Impairments are 
recognised in the profit and loss account. 
 
Up to and including 30 June 2018, each cash-
generating unit represented an identifiable group of 
assets with the same risk profile, generating cash 
inflows and which is largely independent of cash 
inflows from other groups of assets.  
 
Since 30 June 2018 (see Note Intangible assets and 
goodwill), each brand is considered to be a separate 
cash-generating unit.  
 
The determination of the value in use is based on the 
discounted cash flow model, in particular the 
discounting of future cash flows resulting from 
continued operation of the unit, whereby management 
has assumed a cash flow forecast based on a five-year 
business plan. Future cash flows are discounted 
based on a weighted average cost of capital. To 
determine the cash flow projections after the most 
recent budget period, they are extrapolated on the 
basis of a growth rate. 
 
In determining the weighted average cost of capital 
and growth rate, the interest rate and risk profile for 
Roularta Media Group as a whole have been taken into 
account. The assumptions have been applied to all 
cash-generating units of the Group. 
 

The determination of the fair value less selling costs 
is based either on an empirical method, whereby a 
transaction multiple, obtained from comparable 
transactions in the media sector and from experience 
data, was applied to the revenue criterion, or on a 
market value based on similar transactions in the 
market. 
 
1.23 Derivative financial instruments 
The Group uses derivative financial instruments to 
limit the risk with regard to fluctuations in interest 
rates and exchange rates. 
 
Derivative financial instruments are initially 
recognised at fair value. After their initial recognition, 
derivative instruments are revalued to their fair value 
on the balance sheet date. 
 
Hedge accounting is applied to the hedging of cash 
flows or fair value to the extent that the hedges meet 
accounting requirements, the necessary 
documentation is available and the cover is effective. 
 
Fair value hedge 
When derivative financial instruments cover the 
changes in the fair value of a recognised asset or 
liability, or cover an unrecognised firm commitment, 
these financial instruments are qualified as fair value 
hedges. These would be valued at fair value and 
booked under the category ‘financial derivatives’. The 
gains or losses on the hedging instruments are 
recognised in the profit and loss account, the hedged 
risk is also measured at fair value, with the gains or 
losses recognised in the profit and loss account. 
 
Cash flow hedges 
Changes in the fair value of a hedging instrument that 
serves as an effective cash flow hedge are recognised in 
equity, in particular in the hedging reserve. 
 
Derivatives that are not designated as hedging 
instruments 
Some hedging transactions do not qualify for hedge 
accounting according to the specific criteria of IAS 39 
Financial instruments: recognition and 
measurement, although they provide an economic 
hedge according to the Group’s risk policy. Changes 
in the fair value of such instruments are recognised 
directly in the result. 
 
1.24 Crucial assessments and main sources of 
estimation uncertainty 
The preparation of the financial statements in 
accordance with IFRS requires management to make 
judgements, estimates and assumptions that affect 
the amounts included in the financial statements. 
 
The estimates and related assumptions are based on 
past experience and various other factors that are 
considered reasonable given the circumstances. The 
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results of this form the basis for the assessment of 
the carrying amount of assets and liabilities that is not 
easily apparent from other sources. The actual 
results may differ from these estimates. The 
estimates and underlying assumptions are reviewed 
periodically. 
 
Main sources of estimation uncertainty: 
Assessment of the useful life of the brands 
Various brands had an indefinite useful life until 30 
June 2018. From 1 July 2018 onwards, it was decided to 
change the useful life of the Group’s brands to a 
specific useful life. As of 1 July 2018 the gross value is 
being depreciated in line with the estimated definite 
useful life. Management also conducted an impairment 
test on this date. The test was performed at the level of 
the brands, in other words, each brand in itself is a 
cash-generating unit (CGU). The reason for this is that 
each brand constitutes a brand in itself, with its own 
strategic positioning, its own target group, its own 
values, its own marketing and sales approach, and will 
be managed individually to achieve the highest value 
per brand. 
 
After this impairment and ordinary depreciation in 
2019, the net carrying amount of the brands at the end 
of the reporting period amounted to € 89,998 K: € 
48,675 K in the subsidiaries and € 41,323 K in the joint 
ventures. 
 
The breakdown of useful life below provides the 
reasoning and guiding principle, but management 
carried out an individual assessment for each 
determination of useful life.  The useful life is 
estimated by management based on insights and 
realities in the media sector. Four groups are displayed 
for the initial determination of the useful life. 

A 40-year economic useful life is for ‘super’ brands 
that already have very strong name recognition 
and are still growing in terms of revenue and/or 
EBITDA and have a carrying amount that is less 
than 10 times EBITDA. These brands are also 
recognised outside the media sector (alongside 
other major brands). 
A 20-year economic useful life is for brands that 
already have name recognition and can still grow 
in terms of revenue and/or EBITDA and have a 
carrying amount that is less than 10 times EBITDA. 
These brands are also recognised outside the 
sector (alongside other major brands). 
A 10-year economic useful life is for mature 
brands whose revenue/EBITDA is stable or slightly 
decreasing over the last 5 years but with a carrying 
amount greater than € 1 M. These are brands with 
relatively significant name and value recognition in 
the sector in which they operate. 
A 5-year economic useful life is for young (a few 
years old) or small brands, which still have much 
to prove but with potential and a limited carrying 
amount (< € 1 M). The useful life here is limited but 

such a brand can be built in the coming years. 
 
Estimating and assessing the brands’ definite useful 
life is based on estimates of management where 
brands are categorised into following levels: ‘super’ 
brands, ‘growth’ brands, ‘mature’ brands and ‘young’ 
and ‘small’ brands. These management estimates can, 
however, be negatively influenced by market 
evolutions, general unfavourable economic evolutions 
or disappointing performance of the brand whereby 
adjustments must be made to the assessments and 
evaluations conducted regarding the determined 
lifespan of a brand. 
 
No deviation is expected from the expected useful life 
determined at the end of the previous reporting period 
and there are no observable indications that the 
market value of a brand has fallen much more during 
the period than would be expected as a result of the 
expiration of the time. 
 
We refer to note 15 and 17 for a sensitivity analysis 
performed in 2019 on the useful life of the different 
brands. 
 

In the event that indicators of impairment are 
identified, a specific test is performed. Testing whether 
there are impairments on intangible assets and 
goodwill requires making significant estimates of 
among others the following parameters: discount rate, 
growth rate of advertising income, growth rate of the 
number of subscribers, newsstand sales and 
subscription prices, evolution of printing and paper 
costs, and indirect costs. In conducting an impairment 
test, management will use the history of these 
parameters and the expectation of how these 
parameters will evolve over a period of five years 
compared to what they were at the time of the test. In 
addition, management makes an estimate of the 
growth rate after this period. 
 
A possible change in one or more parameters can lead 
to a significant change in the realisable value. We refer 
to notes 15 and 17 on intangible assets and goodwill. 
 

Deferred tax assets related to tax losses and tax 
deductions carried forward are only recognised to the 
extent that it is likely that the future taxable profit will 
be sufficient to recover the tax losses and tax 
deductions carried over. 
 

The Group strives to always act within the legal 
framework. Additional or changing legislation, 
including tax law or decisions by administrative 
authorities, could limit the Group's growth or face 
additional costs and / or taxes. 
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In the field of tax regulation, the Group makes use of 
the possibilities offered by tax legislation and 
regulations, without running unnecessary risks. The 

Group is supported in this by external tax advisors. 
 
 

 

NOTE 2 – GROUP STRUCTURE 
 
Changes in the scope of consolidation during 2019:  
 
Liquidated and merged investments 
 
• Tvoj – Magazin D.O.O.: liquidated on 22/03/2019 
• Vogue Trading NV: liquidated on 26/03/2019 
• Living & More Verlag GmbH: liquidated on 24/06/2019 
• Bright Communications BVBA: merged with Roularta Media Group NV on 01/07/2019 
• De Woonkijker NV: liquidated on 20/11/2019 

 
 
Changes in the scope of consolidation during 2018: 
 
New investments 
• On 12 March 2018, the acquisition of 50% of shares in Mediafin NV was completed. 
• Change in investment percentage without change in consolidation method 
• On 1 May 2018 there was a capital increase at Proxistore NV, in which RMG NV did not participate. 
• As a result, its investment percentage changed from 46.12% to 24.90%. 
• On 1 July 2018 the remaining 75% of shares of Mediaplus BV were acquired by 
•  Senior Publications Nederland BV, a 50% subsidiary of Roularta Media Group NV. 
• On 1 July 2018, CTR Media SA, a 50% subsidiary of Roularta Media Group NV, acquired  
• The remaining 28.52% shares in the company Click Your Car NV. 
• On 7 November 2018, RMG acquired the remaining 25.34% shares in Vogue Trading Video NV. 
• Repropress CVBA: investment percentage changed from 29.93% to 29.51%. 

 
Liquidated and merged investments 
• Journée Découverte Entreprises ASBL: liquidated on 16/03/2018 
• Open Bedrijven VZW: liquidated on 16/03/2018 
• Bright Communications Antwerpen BVBA: merged with Bright Communications BVBA on 06/07/2018 
• VZW Ter Bevordering van het Ondernemerschap in België: liquidated on 20/07/2018 
• Roularta Healthcare NV: liquidated on 26/12/2018 
• Regionale TV Media NV: liquidated on 26/12/2018 

 
Investments sold 
• On 31 January 2018, the sale of 50% in Medialaan NV was completed. 
• On 1 July 2018, the 51% investment in Zeeuws Vlaams Mediabedrijf BV was sold to De Persgroep. 
• On 14 August 2018, the investment in 4 All Solutions BVBA (30.11%) was sold by the company  
CTR Media SA. 
 
 
The parent company of the Group is Roularta Media Group NV, Roeselare, Belgium. As of 31 December 2019, the 
following subsidiaries, joint ventures and associates have been included in the consolidated financial statements. 
There are no restrictions with respect to the subsidiaries to realize assets and liabilities. We refer to note 17 for the 
joint ventures and associates. 
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Name of the company  Location
Effective 

interest %
 

1. Fully consolidated companies 

ROULARTA MEDIA GROUP NV  Roeselare, Belgium 100.00%  

BELGIAN BUSINESS TELEVISION NV  Brussels, Belgium 100.00%  

HET MEDIABEDRIJF BV  Baarn, The Netherlands 100.00%  

ROULARTA SERVICES FRANCE SARL  Lille, France 100.00%  

STUDIO APERI NEGOTIUM NV  Roeselare, Belgium 75.00%  

STORESQUARE NV  Roeselare, Belgium 65.00%  

2. Consolidated using the equity method 

BAYARD MEDIA GMBH & CO KG  Augsburg, Germany 50.00% joint venture 

BAYARD MEDIA VERWALTUNGS GMBH  Augsburg, Germany 50.00% joint venture 

BELGOMEDIA SA  Verviers, Belgium 50.00% joint venture 

CLICK YOUR CAR NV  Brussels, Belgium 50.00% associated company 

CTR MEDIA SA  Brussels, Belgium 50.00% joint venture 

J.M. SAILER GESCHÄFTSFÜHRUNGS GMBH  Nürnberg, Germany 50.00% joint venture 

J.M. SAILER VERLAG GMBH  Nürnberg, Germany 50.00% joint venture 

MEDIAFIN NV  Brussels, Belgium 50.00% joint venture 

MEDIAPLUS BV  Baarn, The Netherlands 50.00% joint venture 

PROXISTORE NV  Mont-Saint-Guibert, 
Belgium

24.90% associated company 

REGIONALE MEDIA MAATSCHAPPIJ NV  Roeselare, Belgium 50.00% joint venture 

REPROPRESS CVBA  Brussels, Belgium 29.51% associated company 

SENIOR PUBLICATIONS DEUTSCHLAND GMBH & CO KG  Cologne, Germany 50.00% joint venture 

SENIOR PUBLICATIONS NEDERLAND BV  Baarn, The Netherlands 50.00% joint venture 

SENIOR PUBLICATIONS SA  Brussels, Belgium 50.00% joint venture 

SENIOR PUBLICATIONS VERWALTUNGS GMBH  Cologne, Germany 50.00% joint venture 

VERLAG DEUTSCHER TIERSCHUTZ-DIENST GMBH  Nürnberg, Germany 50.00% joint venture 

YELLOWBRICK NV  Schaarbeek, Belgium 35.00% associated company 

50+ BEURS & FESTIVAL BV  Arnhem, The Netherlands 25.00% joint venture 

3. Companies of minor importance not included in the consolidated financial statements 

There are no companies of minor importance not included in the consolidated financial statements. 
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NOTE 3 - SEGMENTED INFORMATION 
 
I. Segment information 
In accordance with IFRS 8 Operating segments, the management approach for financial reporting of segmented 
information is applied. According to this standard, the segmented information to be reported must be consistent with the 
internal reports used by the main operational decision-making officers, on the basis of which the internal performance 
of Roularta’s operating segments is assessed and resources are allocated to the different segments. 
 
From 2018, the segments were redefined in the context of the sale of Medialaan. After the sale of Medialaan, the 
Audiovisual Media segment was too small compared to Printed Media. Therefore, from 2018, the internal financial 
reporting of Roularta Media Group is based on two new segments: ‘Media Brands‘ and ‘Printing Services’. The ‘Media 
Brands’ segment refers to all brands that are marketed by RMG and its investments. It includes all sales of advertising, 
subscriptions, newsstand sales and line extensions of the brands. ‘Printing Services’ on the other hand refers to pre-
press and printing activities for in-house brands and external customers. Pre-press activities refer to the work of 
compiling the magazines before they roll off the printing presses or are published on the website. 
 
Furthermore, segment reporting is published on the gross margin. After all, there is an intense interdependence between 
the two segments and support services are highly shared. A change in the allocation of these costs means a significant 
fluctuation in EBITDA, such that reporting may not be consistent. 
 
The valuation rules of the operating segments are the same as the valuation rules of the Group as described in Note 1. 
 
The price bases for transfers between segments are determined according to the ‘at arm’s length’ principle. Total assets 
and total liabilities per segment are not checked internally by management and therefore are not explained in the notes 
in accordance with IFRS 8.23. The breakdown of certain balance sheet items, i.e. trade receivables, tangible and 
intangible fixed assets and inventories, is still shown. Furthermore, in accordance with IFRS 8.32, the revenue from 
external customers was broken down by revenue type. However, the information required for this breakdown is not 
available for the new segments. 
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in thousands of euros   

2019 Media Brands Printing 
Services

Inter segment 
elimination

Consolidated 
total 

Sales of the segment 258,520 77,222 -39,944 295,798 

Sales to external customers 257,323 38,474 - 295,798 

Sales from transactions with other segments 1,196 38,748 -39,944 0 

Gross margin (*) 198,547 38,959 -2,120 235,386 

Non-allocated result (**)  -225,483 

Operating result after net finance costs  9,903 

Assets   

Intangible assets 54,556 178 54,734 

Property, plant and equipment 28,267 31,627 59,894 

Investments accounted for using the equity method 60,042 - 60,042 

Inventories 452 5,595 6,047 

Trade receivables and other receivables, current  - 

- Trade receivables, gross 48,804 8,405 57,209 

- Non-allocated trade receivables and other receivables  2,852 

Non-allocated non-current assets  8,050 

Non-allocated current assets  104,587 

Total assets  353,414 

   
in thousands of euros   

2018 Media Brands Printing 
Services

Inter segment 
elimination

Consolidated 
total 

Sales of the segment 241,570 78,180 -42,742 277,008 

Sales to external customers 239,999 37,008 - 277,008 

Sales from transactions with other segments 1,571 41,172 -42,742 - 

Gross margin (*) 179,269 40,286 -2,870 216,685 

Non-allocated result (**)  -287,307 

Operating result after net finance costs  -70,622 

Assets   

Intangible assets 57,790 6 57,796 

Property, plant and equipment 23,107 30,971 54,078 

Investments accounted for using the equity method 63,686 - 63,686 

Inventories 273 6,075 6,348 

Trade receivables and other receivables, current  - 

- Trade receivables, gross 55,028 7,720 62,748 

- Non-allocated trade receivables and other receivables  3,008 

Non-allocated non-current assets  8,548 

Non-allocated current assets  98,896 
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Total assets   355,108

II. Geographic information 
 
The group derives revenue from the transfer of goods and services in the following geographical regions: Belgium 
and the Netherlands. The following overviews provide a detail of revenue and fixed assets broken down based on the 
geographic location of the subsidiary (based on the subsidiary’s registered office). 
 

in thousands of euros  

2019 Belgium The 
Nedtherlands

Consolidated 
total

Sales of the segment 289,186 6,612 295,798

Non-current assets (*) 107,022 7,606 114,628

in thousands of euros  

2018 - from continuing operations Belgium The 
Nedtherlands

Consolidated 
total

Sales of the segment 269,007 8,001 277,008

Non-current assets (*) 103,854 8,020 111,874

(*) Intangible and tangible fixed assets 

III. Information about major customers 
Given the diverse activity of the Group and therefore also the diversity of its customer portfolio, there is no single 
external customer with whom revenue from transactions was realised of at least 10 percent of the Group’s revenue. 
In addition, there is no concentration of revenue at certain customers or a customer group. 
  

 

NOTE 4 – REVENUE  
 
I. Breakdown of revenue from contracts with customers 

 
The Group’s revenue broken down according to the different types of revenue: 

in thousands of euros   2019 2018 Trend

Advertising   125,174 129,176 -4,002

Subscriptions and sales   103,034 83,924 19,110

Printing for third parties   42,535 40,909 1,626

Line extensions & other services and goods   25,055 22,999 2,056

Total Sales   295,798 277,008 18,790

 
The consolidated revenue of 2019 increased by 6.8%, from € 277.0 M to € 295.8 M. 2019 now contains a full year of 
revenue from the acquired women’s magazines, while in 2018 this was only from their acquisition (1 July 2018). As a 
result, revenue of € 31.7 M was recognised in 2018, compared to € 67.1 M in 2019.  
  
Printing for third parties is higher than the revenue from the Printing Services segment, since commercial printing 
is also sold by the other segment, Media Brands. 
 
The Group’s revenue broken down according to the different categories of business activities consists of: 
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in thousands of euros    2019 2018 Trend 

Local Media Brands    64,796 74,862 -10,066 

Magazines Brands    170,416 143,026 27,390 

Printing for third parties and sale paper    42,535 40,934 1,601 

Newspaper Brands    11,809 12,391 -582 

Audiovisual Brands    6,243 5,795 448 

Total Sales    295,799 277,008 18,791 

Revenue from exchange agreements amounts to € 22,815 K (2018: € 17,508 K). 
 
No changes were made to the scope of consolidation in 2019, so that no adjusted revenue is reported. 
 

in thousands of euros    2019 2018 Trend 

Advertising    125,174 119,240 5,934 

Subscriptions and sales    103,034 58,225 44,809 

Printing for third parties    42,535 40,907 1,628 

Line extensions & other services and goods    25,055 19,642 5,413 

Adjusted sales    295,798 238,014 57,784 

Changes in the consolidation scope    - 38,994 -38,994 

Total sales    295,798 277,008 18,790 

 
II. Assets and liabilities related to contracts with customers 
 
After applying IFRS 15 Revenue from contracts with customers, the group recognised the following assets and 
liabilities with regard to contracts with customers: 
 
The valuation rules of the Group with regard to revenue can be found in Note 1.  
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 Note 2019 2018 Trend 

Receivables     

Trade receivabels, gross  19  57,210 62,748 -5,538 

Impairment of doubtful receivables, current (-)  19  -3,419 -3,554 135 

     

Contract assets     

To invoice  19  3,152 3,518 -366 

Accrued income    9 - 9 

     

Contract liabilities     

Advances received  29  25,794 25,138 656 

Credit notes to issue  29  2,282 2,691 -409 

Customer credit balances  29  1,031 932 99 

Deferred income  29  6,467 6,545 -78 

     

Obligations related to returns, refunds and other 
similar obligations     

Credit notes to issue: provision for unsold issues  29  4,310 4,384 -74 

Contract assets and liabilities relate to customer contracts that are generally settled within twelve months after the 
contract commences. Roularta Media Group has no contract costs, i.e. no costs that are specifically linked to only a 
single customer/contract. 
 
The contract assets are recognised in the consolidated balance sheet as ‘trade receivables and other receivables’. 
These mainly relate to performance obligations that have been fulfilled, but for which no invoicing has yet taken 
place. Upon invoicing, these contract assets are transferred to receivables and are therefore unconditional. 
Information about trade receivables is further explained in Note 19 ‘Trade and other receivables’. 
 
The contract liabilities are recognised in the consolidated balance sheet as ‘trade and other payables’ and 
‘prepayments received’. Liabilities for return, reimbursement and other similar liabilities relate to individual sales 
via newsstands. A provision for unsold issues is booked for this. This is based on data regarding the historical 
returns. 
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NOTE 5 - SERVICES AND OTHER GOODS 

Services and other goods of the Group consist of: 

in thousands of euros  2019 2018 

Transport and distribution costs   -19,420 -18,771 

Marketing and promotion costs   -31,643 -24,230 

Commission fees   -7,582 -6,093 

Fees   -39,041 -33,644 

Rent   -1,427 -10,480 

Energy costs   -1,824 -2,078 

Subcontractors and other deliveries   -11,011 -10,832 

Remuneration members of the board of directors   -370 -429 

Temporary workers   -4,483 -3,269 

Travel and reception costs   -1,043 -1,473 

Insurances   -490 -473 

Other services and other goods   -609 -504 

Total services and other goods   -118,942 -112,276 

 
Services and other goods increased by € 6.7 M or  5.9% compared to last year. The largest increase under services 
and other goods can be found in fees, and marketing and advertising costs. These increases mainly come from the 
women’s brands, which have now been recognised in the costs for a full year, whereas this was only for six months 
last year.  
 
Fees include editorial and photo fees and general fees. The subcontractors and other deliveries category mainly 
comprises maintenance and repair costs, telecommunication costs and fuel costs. Commissions are commissions 
invoiced by third parties (advertising commission, newsstand sales commission and subscriptions commission). 
 
Costs for rent have decreased because of the implementation of IFRS16 as of 1 January 2019. We refer to note 1 for 
more information. 
 
NOTE 6 - PERSONNEL CHARGES  

 

in thousands of euros  2019 2018 

Wages and salaries   -66,232 -65,597 

Social security contributions   -21,509 -21,826 

Share-based payments   -57 -102 

Post-employment benefit charges   -3,732 -3,203 

Other personnel charges   -3,662 -3,794 

Total personnel charges   -95,192 -94,522 

 
The costs related to post-employment benefits mainly relate to charges for defined contribution plans. This mainly 
concerns Belgian plans financed by group insurance policies that from 2015 are considered under IFRS as a defined 
benefit pension plan, see Note 27. 
 

Employment in full time equivalents   2019 2018 

Total full time equivalent employment at the end of the period   1,217 1,287 

 
The split between the number of full-time equivalent blue-collar workers and white-collar workers is as follows:  
316 blue-collar workers and 901 white-collar workers. 
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NOTE 7 - WRITE-DOWN OF INVENTORIES AND RECEIVABLES 

in thousands of euros  2019 2018

Write-down & reversal of write-down of inventories    90 -86

Write-down & reversal write-down of trade receivables    135 974

Total write-down of inventories and receivables    225 888

 
The write-down on inventories relates to the inventory line extensions (i.e. Roularta Books).  
 
In 2019 there was a net amount of  € 90 K impairment reversed on inventories (2018: € (86) K booked) and a net 
amount of € 135 K impairment reversed on trade receivables (2018: € 974 K reversed). The net reversal of the 
impairment in 2018 was mainly due to the reversal of an impairment loss for a customer of € 1 M, which was 
definitively booked as a loss in 2018 (See Note 8). 
 
 
NOTE 8 - OTHER OPERATING INCOME / EXPENSES 

in thousands of euros  2019 2018

Government grants    2,090 2,195

Gains on disposal of intangible assets and property, plant and 
equipment    436 829

Gains on (partial) disposal of financial fixed assets    58 364

Miscellaneous financial income    571 849

Miscellaneous cross-charges    308 379

Miscellaneous income    333 208

Total other operating income    3,796 4,824

 

in thousands of euros  2019 2018

Other taxes    -2,379 -2,875

Losses on disposal of intangible assets and property, plant and 
equipment    - -57

Losses on trade receivables    -369 -1,526

Exchange differences    -24 -4

Payment differences and bank charges    -299 -359

Miscellaneous expenses    -1,462 -1,723

Total other operating expenses    -4,533 -6,544

 
Other operating income mainly comprises company subsidies in favour of Roularta Media Group. In 2019, the capital 
gain on the realisation of (in)tangible fixed assets includes capital gains on buildings and on 2018 among others the 
sale of the brand Ik ga Bouwen & Renoveren. 
 
Other operating expenses decreased by € 2.0 M. Fewer municipal taxes were paid in 2019 as a result of the 
cancellation of Streekkrant editions. On the other hand, there was a large loss on trade receivables in 2018 due to a 
one-off impact of € 1.0 M for a 2011 bankruptcy, which was foreseen years ago but was cancelled in 2018 under 
write-down of trade receivables (see Note 7). This bankruptcy was therefore neutral with respect to the profit and 
loss account. The miscellaneous expenses include the compensation that the Group has paid to NV Kempenland. We 
refer to note 26. 
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NOTE 9 – IMPAIRMENT LOSSES AND OTHER NON-RECURRING RESULTS 

in thousands of euros   2018 

Impairment losses Roularta Media Group  -63,204 

Impairment losses joint ventures  -5,971 

Deferred taxes joint ventures  1,278 

Total other non-recurring results   -67,897 

 
No impairment losses were recorded in 2019 as there were no indications of an impairment.  
 
In June 2018 the cash generating units of Roularta were redefined (see Note 15). As a result of this change, additional 
impairments of € 69.2 M were recorded on the net carrying amount of € 198 M as at 30/06/2018 of the intangible 
fixed assets (of which € 80.5 M on the balance sheet of joint ventures). Of this, € 63.2 M came from Roularta Media 
Group NV and subsidiaries (below EBITDA) and € 6.0 M from joint ventures. Taking into account the reversal of 
deferred taxes on temporary differences due to these impairments, the impact on EBITDA was € 4.7 M.  
 
 
NOTE 10 - NET FINANCE COSTS 

in thousands of euros  2019 2018 

Interest income    144 268 

Financial income    144 268 

Interest expense    -219 -5,343 

Financial costs    -219 -5,343 

Total net finance costs    -75 -5,075 

 
Interest expenses fell sharply in 2019 thanks to the full repayment of the bond loan and the early repayment of other 
financial debts in 2018. Also in 2019, interest expense contains 149 K€ leasing interests as a result of the 
implementation of IFRS16. We refer to note 1 for further information.  
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NOTE 11 - INCOME TAXES 

 

in thousands of euros  2019 2018 

A. Income taxes - current       

Current period tax expense   -441 -638 

Adjustments to current tax expense / income of prior periods   -11 - 

Total current income taxes   -452 -638 

B. Income taxes - deferred       

Related to the origination and reversal of temporary differences    186 16,649 

Related to changes in tax rates    - -2,503 
Related to the reversal of depreciation (+) or depreciation (-) of 
deferred tax assets 

   695 -15,047 

Total deferred income taxes      881 -901 

Total current and deferred income taxes      429 -1,539 

 

in thousands of euros  2019 2018 

Result before taxes       9,903 -70,622 

Share in the result of associated companies and joint ventures    2,475 -1,831 
Result before taxes, excluding share in result of associated 
companies and joint ventures 

   7,428 -68,791 

Statutory tax rate    29.58% 29.58% 

Tax using statutory rate        -2,197 20,348 

Adjustments to tax of prior periods (+/-)    475 1 

Tax effect of non-deductible expenses (-)    -1,064 -834 

Tax effect of non-taxable revenues (+)    2,624 - 
Tax credit resulting from investment allowances and notional 
interest deduction (reversal (-)) 

   -47 -221 

Tax effect of not recognising deferred taxes on losses of the 
current period (-) 

   -700 -790 

Tax effect from the reversal (use) of deferred tax assets from 
previous years 

   1,800 -17,079 

Tax effect of recognising deferred taxes on tax losses of 
previous periods  

   -599 401 

Tax effect of change in statutory tax rates     213 -2,503 
Tax effect of different tax rates of subsidiaries in other 
jurisdictions 

   2 27 

Other increase / decrease in tax charge (+/-)    -78 -887 

Tax using effective rate        429 -1,539 

Result before taxes     9,903 -70,622 

Share in the result of associated companies and joint ventures    2,475 -1,831 
Result before taxes, excluding share in result of associated 
companies and joint ventures 

   7,428 -68,791 

Effective tax rate    5.78% -2.24% 

Total effective tax        429 -1,539 

 
The positive amount in 2019 (€ 0.4 M) is due to the deferred tax on the merger of Roularta Media Group with one of its 
100% subsidiaries, Bright Communications BVBA, which had a net deferred tax liability of € 1.0 M. This deferred tax 



69C o n s o l i d a t e d  f i n a n c i a l  s t a t e m e n t s

liability can be recovered from the tax losses carried forward in Roularta Media Group as a result of the merger. This is 
why a deferred tax asset of € 1.0 M has been booked for this. 
 
The impact of changes in tax rates in 2019 includes for the most part the impact of the Belgian corporate tax rate of 
29.58% on the impairments in 2019, while the deferred tax was booked at 25%, the tax rate applicable in coming years. 
 
The impact of reversed/applied deferred taxes on previous financial years is mainly due to the impairment on the brands 
in 2018. Due to the elimination of the deferred tax liabilities on this, fewer deferred tax assets were capitalised to 
compensate for them.  
 
Deferred taxes on costs and revenue were not recognised directly in equity in 2019 nor in 2018. 
 

 
Deferred taxes on costs and revenues included in other comprehensive income: 

in thousands of euros   2019 2018 

Cash flow hedge gains / losses  - -16 

Non-current employee benefits - actuarial gains/losses  -215 -721 

Tax included in other comprehensive income   -215 -737 

 
 
NOTE 12 - DISCONTINUED OPERATIONS 

There were no discontinued business activities in 2019. The 2018 figures include the 50% sale in Medialaan that was 
completed in January 2018. As a result, the full result of Medialaan in 2018, € 0.8 M, was included under ‘result from 
discontinued business activities’ together with the gain on sale (i.e. € 150.3 M). Medialaan was previously recognised 
in the consolidation via the equity method, since it concerned a joint venture. 
 

in thousands of euros  2018 

Sales  17,346 

Other revenues  205 

Total revenues   17,551 

Operating expenses and other expenses  -16,402 

Operating result after net finance costs  1,149 

Attributable income tax expense (-) (income)  -364 

Net result Medialaan  785 

Result of Medialaan sale  150,308 

Net result from discontinued operations  151,093 

 
The table below shows the result on the 50% sale in Medialaan. 
 

in thousands of euros   2018 

Assets available for sale as included in the 31/12/2017 balance sheet  128,541 

Share of the Group in the net result of January 2018  785 

Total net carrying amount of the investment in Medialaan  129,326 

Acquisition price obtained (including interest income)  279,634 

Capital gain on sale  150,308 
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NOTE 13 - EARNINGS PER SHARE 

  2019 2018

I. Movement in number of shares (ordinary shares)    

Number of shares, beginning balance   13,141,123 13,141,123

Number of shares, ending balance   13,141,123 13,141,123

- of which issued and fully paid   13,141,123 13,141,123

II. Other information    

Number of shares owned by the company or related parties   593,135 598,435

Shares reserved for issue under options   480,935 486,235

III. Earnings per share calculation    

1. Number of shares    

1.1 Weighted average number of shares, basic   12,545,621 12,541,645

1.2. Adjustments to calculate weighted average number of shares, 
diluted   14,401 55,736

stock option plans   14,401 55,736

1.3. Weighted average number of shares, diluted   12,560,022 12,597,381

2. Calculation    

 
The calculation of the basic earnings and diluted earnings per share are based on the following: 
 

 

 
 

 

 
 
NOTE 14 - DIVIDENDS 

   2019 2018

Amount of dividends proposed or declared after the balance sheet 
date but before authorisation of the financial statements (in thousands 
of euros) 

 - 6,272

Interim dividend (in thousands of euros)   62,713

Gross dividend per share (in euro)  - 5.50

Number of shares on 31/12  13,141,123 13,141,123

Number of own shares on 31/12  -593,135 -598,435

Mutation of own shares (before General Meeting)  4,175 1,500

Number of shares entitled to dividend on 31/12  12,552,163 12,544,188
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NOTE 15 - INTANGIBLE ASSETS AND GOODWILL 

in thousands of euros      

2019 Brands Titles Software

Concessions
, 

property 
rights 

and similar 
rights 

Total 
intangible 

assets 
Goodwill 

AT COST      

Balance on 01 January 118,467 - 32,248 15,127 165,842 997 

Movements during the period:      

- Acquisitions - - 3,433 - 3,433 - 

- Sales and disposals (-) - - -1,982 - -1,982 - 

Balance on 31 December 118,467 - 33,699 15,127 167,293 997 

DEPRECIATIONS AND IMPAIRMENT LOSSES       

Balance on 01 January 66,162 - 26,779 15,105 108,046 997 

Movements during the period:      

- Depreciations 3,630 - 2,853 11 6,494 - 

- Written down after sales and disposals (-) - - -1,982 - -1,982 - 

Balance on 31 December 69,792 - 27,651 15,116 112,559 997 

Net carrying amount at the end of the period 48,675 - 6,048 11 54,734 - 
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in thousands of euros     

2018 Brands Titles Software 

Concessions, 
property 

rights 
and similar 

rights 

Totaal 
immateriële 

activa 
Goodwill

AT COST     

Balance on 01 January - 90,063 30,872 21,677 142,612 997

Movements during the period:     

- Acquisitions - - 2,725 33 2,758 -

- Acquisitions through business combinations 32,942 - - - 32,942 -

- Sales and disposals -7,258 - -1,341 -1,780 -10,379 -

- Disposals through business divestiture -2,083 - -23 - -2,106 -

- Transfers from one heading to another 94,866 -90,063 15 -4,803 15 -

Balance on 31 December 118,467 - 32,248 15,127 165,842 997

DEPRECIATIONS AND IMPAIRMENT LOSSES      

Balance on 01 January - 15,809 25,392 10,131 51,332 997

Movements during the period:     

- Depreciations 1,825 930 2,730 489 5,974 -

- Impairment loss / reversal recognised in income 56,459 - - 6,745 63,204 -

- Written down after sales and disposals -7,258 - -1,320 -1,780 -10,358 -

- Disposals through business divestiture -2,083 - -23 - -2,106 -

- Transfers from one heading to another 17,219 -16,739 - -480 - -

Balance on 31 December 66,162 - 26,779 15,105 108,046 997

Net carrying amount at the end of the period 52,305 - 5,469 22 57,796 -

 
Since the end of 2018, the Group no longer has intangible fixed assets with an unlimited useful life. All the above 
intangible assets are depreciated on the basis of their expected useful life within the Group. 
 
Various brands had an indefinite useful life through 30 June 2018. From 1 July 2018, the board of directors and 
management of Roularta Media Group decided to change the useful life to a specific useful life and to depreciate the 
brands from this date. We refer to Note 1 for more details on this. Management also conducted an impairment test on this 
date. The test was performed at the level of the brands, in other words, each brand in itself is a cash-generating unit 
(CGU). The reason for this is that each brand constitutes a brand in itself, with its own strategic positioning, its own 
target group, its own values, its own marketing and sales approach, and will be managed individually to achieve the 
highest value per brand. 
 
In the end, the test led to the booking of an impairment of € 63,204 K (see Note 9). The total residual value of 
intangible fixed assets at the end of 2018 (incl. acquisitions) was € 57,796 K, € 52,305 K of which was related to 
brands. No new brands were added to Roularta Media Group’s range in 2019, as a result of which the net carrying 
amount of the intangible fixed assets fell further due to regular depreciation to € 54,734 K at the end of 2019, of 
which € 48,675 K concerns the brands.  
 
The Group carried out a sensitivity analysis on the useful life for the brands that had a net carrying amount of € 4 M 
or more on 31 December 2019. These results are included below for the fully consolidated companies. We refer to 
Note 17 for the same analysis on the brands of joint ventures. 
If the remaining useful life of 18.5 years for the ‘Libelle/Femmes d’Aujourd’hui’ brand, which represented 



73C o n s o l i d a t e d  f i n a n c i a l  s t a t e m e n t s

approximately 50% of the total carrying amount of the brands at 31 December 2019, were reduced to 10 years, the 
impact would be € 1.1 M annual depreciation. If the remaining useful life were reduced to 5 years, the additional 
annual depreciation charge would amount to € 3.6 M.  
If the remaining useful life of 18.5 years for the ‘STERCK’ brand were reduced to 10 years, the impact would be an 
additional € 0.2 M annual depreciation charge. If the remaining useful life were reduced to 5 years, the additional 
annual depreciation charge would amount to € 0.6 M.  
If the remaining useful life of 18.5 years for the ‘Landleven’ brand were reduced to 10 years, the impact would be an 
additional € 0.3 M annual depreciation charge. If the remaining useful life were reduced to 5 years, the additional 
annual depreciation charge would amount to € 1.1 M.  
 
At the end of the reporting period, the Group assessed on the basis of external and internal sources of information 
that there was no indication that there is a possible impairment of an asset. Therefore, no deviation is expected from 
the expected useful life determined at the end of the previous reporting period and there are no observable 
indications that the market value of a brand has fallen much more during the period than would be expected as a 
result of the passage of time. 
 
The net carrying amount of the brands on 31 December 2019 and 31 December 2018, and their total remaining useful 
lives at 31 December 2019 are shown in the table below. For more information about the useful life applied we refer 
to the valuation rules. 
 

Cash-generating unit  
Intangible 

asset 2019 
Intangible 

asset 2018 

Total 
remaining 

useful life (in 
years)

Landleven  7,554 7,978 18,5

STERCK  3,982 4,209 18,5

Top Uitgaves  2,954 3,301 8,5

Fiscaal-juridisch  2,890 3,230 8,5

Le Vif/L'Express  1,530 1,710 8,5

Libelle/Femmes d'Aujourd'hui  24,513 25,838 18,5

Flair  3,263 3,647 8,5

Feeling/Gael  991 1,108 8,5

La Maison Victor  385 495 3,5

Shedeals  209 269 3,5

Zappy Ouders  94 121 3,5

Communiekrant  310 399 3,5

Total Brand value  48,675 52,305 
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NOTE 16 - PROPERTY, PLANT AND EQUIPMENT 

in thousands of euros        

2019 Land and
buildings

Plant, 
machinery 

& 
equipment 

Furniture 
and 

vehicles 

Leasing 
and other 

similar 
rights 

Other 
property, 

plant & 
equipment 

Assets under 
construction Total 

AT COST       

Balance on 1 January 90,707 31,325 10,196 - 50 - 132,277 

Movements during the period:       

- Acquisitions 115 2,838 545 1,719 4 2,686 7,907 

- Sales and disposals -318 -199 -331 - -14 - -862 
- Change in accounting policies 
(IFRS16) - - - 4,658 - - 4,658 

Balance on 31 December 90,504 33,964 10,410 6,378 39 2,686 143,981 

DEPRECIATION AND IMPAIRMENT LOSSES  

Balance on 1 January 48,837 20,912 8,408 - 42 - 78,199 

Movements during the period:       

- Depreciations 2,768 2,006 440 1,444 4 - 6,662 
- Written down after sales and 
disposals -239 -199 -324 - -14 - -776 

Balance on 31 December 51,367 22,719 8,525 1,444 32 - 84,087 

Net carrying amount at the end of the 
period 39,137 11,245 1,885 4,934 7 2,686 59,894 

        

Assets pledged as security in thousands of euros 2019 

Land and buildings pledged as security for liabilities (mortgage included) - 

 
The item assets under construction includes the advance on the new Lithoman IV 72-page printing press with a total 
value of € 12 M. It is expected to be operational in November 2020.  
 
IFRS 16 Leases was applied from 1 January 2019, whereby leases are recognised as a right of use. The recognised 
rights of use relate to the following types of assets: 
 

in thousands of euros 31/12/2019 01/01/2019

Buildings 2,518 2,199

Vehicles 2,290 2,301

Other 125 159

Total right-of-use assets 4,934 4,658

 
The depreciations on the right-of-use assets for a total of 1,444 K€ relate to vehicles (1,066 K€), buildings (344 K€) 
and other (33 K€). The expenses relating to short-term leases amount to 146 K€; the expenses relating to leases of 
low- value assets (that are not shown as short-term leases) amount to 335 K€. 
 
Further information regarding the restatements included in the application of IFRS 16 can be found in Note 1 under 
‘New and revised IFRS standards and interpretations’.   
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in thousands of euros       

2018 Land and 
buildings 

Plant, 
machinery & 

equipment 

Furniture
and 

vehicles

Leasing 
and other 

similar 
rights

Other 
property, 

plant & 
equipment

Assets under 
construction Total 

AT COST     

Balance on 1 January 90,533 25,648 10,002 - 181 2,578 128,941 

Movements during the period:     

- Acquisitions 358 3,365 509 - - - 4,232 

- Sales and disposals -184 -251 -268 - -121 - -824 

- Disposals due to divestments - - -47 - -10 - -57 
- Transfers from one heading to 
another - 2,563 - - - -2,578 -15 

Balance on 31 December 90,707 31,325 10,196 - 50 - 132,277 

DEPRECIATION AND IMPAIRMENT LOSSES  

Balance on 1 January 45,536 19,494 8,321 - 163 - 73,514 

Movements during the period:     

- Depreciations 3,449 1,659 397 - 8 - 5,513 
- Written down after sales and 
disposals -148 -241 -266 - -122 - -777 

- Transfers due to divestments - - -44 - -7 - -51 

Balance on 31 December 48,837 20,912 8,408 - 42 - 78,199 

Net carrying amount at the end of the 
period 41,870 10,413 1,788 - 8 - 54,078 

      

Assets pledged as security 2018 

Land and buildings pledged as security for liabilities (mortgage included) - 

 
 
NOTE 17 - INVESTMENTS IN ASSOCIATES AND JOINT VENTURES 

 
The following joint venture investments have a significant impact on the Group’s financial position and results. 
 

Name of joint venture  Main activity  
Place of incorporation and 
principal place of business 

Proportion of 
ownership interest 
and voting rights of 

the group 

    2019 2018 

Bayard Groep  Printed Media    Augsburg, Germany  50.0% 50.0% 

Mediafin  Media Brands     Brussels, Belgium 50.0% 50.0% 

 
These investments in joint ventures are valued according to the equity method. No joint ventures were added in 2019. 
The participating interest in the Mediafin joint venture was acquired in 2018. Summary financial information related 
to significant Group joint ventures is presented below. This financial information corresponds to the financial 
reporting of the joint ventures according to IFRS. 
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Bayard Group  
 
Bayard Group is active in the Media Brands segment. Bayard Media is the magazine leg for those 50 and older. The 
Group also publishes magazines for children and youth (Sailer Verlag). 
 
Bayard Group comprises the companies Bayard Media GMBH & CO KG, Bayard Media Verwaltungs GMBH, Senior 
Publications SA, Senior Publications Nederland BV, Senior Publications Deutschland GMBH & CO KG, Senior 
Publications Verwaltungs GMBH, Belgomedia SA, J.M. Sailer Verlag GMBH, J.M. Sailer Geschäftsführungs GMBH, 
50+ Beurs & Festival BV, Mediaplus BV and Verlag Deutscher Tierschutz-Dienst GMBH. In July 2018, the remaining 
75% of shares of Mediaplus BV were acquired by Senior Publications Nederland BV, a 50% subsidiary of Roularta 
Media Group NV.  
 

in thousands of euros     2019 2018

Condensed financial information      

Fixed assets 7,404 5,610

Current assets 25,708 27,190

of which cash and cash equivalents  6,526 6,077

Non-current liabilities -6,926 -5,001

of which financial liabilities -1,744 -

Current liabilities -20,381 -20,939

of which financial liabilities -470 -

Net assets     5,805 6,860

Sales 53,337 55,832

Depreciation  -1,145 -1,167

Impairment loss      - -11,941

Interest income 10 13

Interest expense -121 -45

Income tax expense  -981 1,245

Net result for the period 3,005 -6,512

Other comprehensive income for the period  - -20

Total comprehensive income for the period  3,005 -6,532

Dividends received during the period 2,030 2,150

 
The increase in fixed assets and financial debts was due to the application of IFRS 16 in 2019. We refer to the valuation 
rules for further explanation.  
 
Reconciliation of the aforementioned financial information with the net carrying amount of the investment of Bayard 
Group in the consolidated financial statements: 
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in thousands of euros      2019 2018

Net assets of associated companies and joint ventures  5,805 6,860

Share of the Group in Bayard Group  50.0% 50.0%

  2,902 3,430

Other adjustments:     

The unrecognised part of the loss of 
companies of the Bayard Group (*)     2,531 2,430

Carrying amount of the investment in Bayard Group  5,433 5,860

 
The negative net result in 2018 comes from the impairment that was booked on the brands of the German companies 
(€ 11.9 M). The tax revenue on the result was mainly due to the neutralisation of deferred taxes (€ 2.6 M) on the 
impairment loss.  
 
Roularta Media Group has a total outstanding debt toward the Bayard entities of € 4.6 M. Furthermore, there were 
no contingent or other liabilities with respect to Mediafin on 31 December 2019 and 2018. The Bayard entities need 
a joint permission from Roularta Media Group and the other shareholder, Bayard Group, to distribute profit and take 
out possible loans.  
 
Mediafin
 
Roularta Media Group acquired 50% of the shares in Mediafin NV on 12 March 2018. A total acquisition price of € 58 
M was paid to De Persgroep. Mediafin is the Belgian publisher of high-quality media such as De Tijd and L’Echo, 
which are committed to top journalism: a good match for the Roularta Group which also focuses on higher target 
groups. The acquisition was part of the sale of Medialaan to De Persgroep. The other 50% of Mediafin remained in 
the hands of Groupe Rossel.  
 
The table below shows the acquisition price paid together with the recognised assets and liabilities on the acquisition 
date. 
 

in thousands of euros   2018 

Fixed assets (*)   123,306 

Current assets   35,451 

- of which cash and cash equivalents   6,313 

Non-current liabilities   -31,185 

Current liabilities   -36,168 

Net assets   91,404 

Paid purchase price for 50% of the shares   58,040 

Resulting 100% purchase price   116,080 

Goodwill   24,676 

(*) Contains o.a. customer relations (29,558 K€) and brands (De Tijd/L'Echo 82,531 K€, BePublic-BeReal 3,594 K€ and Comfi 
1,317 K€) 

Customer relationships with a fair value of € 29,558 K are valued on the basis of the multi-period excess earnings 
method, a commonly used discounted cash flow method for valuing customer relationships under IFRS. This method is 
based on the expected future cash flows that can be received from these customer relationships over a period of 20 
years, discounted to the acquisition date. To determine these cash flows, the expected revenue is multiplied by the EBIT 
margin. The revenue basis is supported by historical revenues (approx. € 59 M in 2018) and a growth rate of 3.2%, in line 
with historical growth. These revenues are subsequently reduced by a churn rate of 5% in 2018, which continues to grow 
by 5% each additional year. The adjusted EBIT margin (after contributory asset charges) amounts to 8.8% of revenue and 
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is based on historically achieved results. The discount rate used is 8.75% and is calculated based on the WACC method, 
which is based on market data. The tax rate used is 29.58% in 2018-2019 and 25% for the following years. 
 
The De Tijd/L’Echo brand with a fair value of € 82,531 K is valued on the basis of the relief from royalty method, a 
commonly used discounted cash flow method for valuing brand names or technologies under IFRS. This method is based 
on the expected future cash flows that would be received in the form of royalties if the brand is transferred to a third 
party via a license agreement for a period of 40 years, discounted to the acquisition date. The revenue basis is supported 
by historical revenues (approx. € 59 M in 2018) and a growth rate of 3.2%, in line with historical growth. The royalty rate 
used of 10% (percentage of revenue) is based on royalty rates used in comparable market transactions. The discount 
rate used is 8.25% and was calculated based on the WACC method, which is based on market data. The tax rate used is 
29.58% in 2018-2019 and 25% for the following years. 
 
At the end of December 2019, the Group performed a sensitivity analysis on the useful life of customer relationships 
and De Tijd/L’Echo. 
If the remaining useful life of the customer relationships within Mediafin of 18.2 years were reduced to 10 years, the 
additional annual depreciation charge would be € 1.2 M. If the remaining useful life were reduced to 5 years, the 
additional annual depreciation charge would amount to € 3.9 M. The share in the profit of the Mediafin joint venture 
would then fall by € 0.6 M or € 1.9 M respectively. 
If the remaining useful life of De Tijd/L’Echo was reduced from 38.2 years as a ‘super’ brand to 20 or 10 years 
respectively, the additional annual depreciation charge would be € 1.9 M or € 5.8 M respectively. The share in the 
profit of the Mediafin joint venture would then decrease by € 0.9 M or € 2.9 M respectively. 
 
The table below shows the main items of the balance sheet and the income statement on the balance sheet date. 
Before 2018, the results are included from acquisition (i.e. from 1 March 2018).  
 

in thousands of euros  2019 2018

Fixed assets  139,660 148,174

Current assets  26,029 18,606

- of which cash and cash equivalents  2,930 3,560

Non-current liabilities  -32,634 -30,485

- of which financial liabilities  -2,789 -

Current liabilities  -23,957 -22,767

- of which financial liabilities  -1,070 -

Net assets  109,098 113,528

Sales  66,101 58,813

Depreciation  -7,515 -5,371

Interest income  155 166

Interest expense  -51 -36

Income tax expense  -1,545 -2,249

Net result for the period  2,694 4,248

Other comprehensive income for the period  -123 -

Total comprehensive income for the period  2,571 4,248

Dividends received during the period  3,500 3,400

 
As of 1 January 2019, rights of use (in fixed assets) and lease liabilities have been recognised in accordance with IFRS 
16.  
 
Reconciliation of the aforementioned financial information with the net carrying amount of the investment of Mediafin 
in the consolidated financial statements: 
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in thousands of euros 2019 2018

Net assets of the joint venture/ associate 109,098 113,528

Share of the Group in Mediafin 50.0% 50.0%

Carrying amount of the investment in Mediafin 54,549 56,764

 
The table below presents the details (at 100%) of the net carrying amount and the remaining useful life of the brands, 
customer relationships and consolidation goodwill on 31/12/2019: 
 

in thousands of euros   2019 

Total 
remaining 
useful life 
(in years)

De Tijd/ L'Echo   78,748 38

Comfi   963 8

BePublic - BeReal   2,935 8

Customer relations   26,849 18

Goodwill   24,675 Indefinite

Total   134,170  

 
The total annual depreciation charge for the aforementioned intangible fixed assets within Mediafin is € 4.1 M 
(excluding deferred taxes).  
 
In view of the recent acquisition, management has not conducted an impairment test on brands mentioned above since 
there are no indicators that they might be subject to impairment losses. 
 
Roularta Media Group has an outstanding debt to Mediafin of € 2.5 M. Furthermore, there were no contingent or 
other liabilities with respect to Mediafin on 31 December 2019 and 2018. Mediafin needs a joint permission from 
Roularta Media Group and the other shareholder, Groupe Rossel, to distribute profit and take out possible loans.  
 

 
This category comprises the companies Regionale Media Maatschappij NV, Proxistore NV, CTR Media SA, Click Your 
Car NV, Yellowbrick NV, Repropress CVBA. De Woonkijker NV was liquidated in 2019. In 2018, Regional TV Media NV 
was liquidated and 4 All Solutions NV was sold.  
 

in thousands of euros 2019 2018

Share of the Group in total comprehensive income for the period -374 -699

Total carrying amount of other investments held by the Group 10 663

  

Non-current amounts receivable - other investments 50 400

 
Roularta Media Group has no contractual obligations with respect to these associates and joint ventures on 31 
December 2019 and 2018. 
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in thousands of euros 2019 2018 

Balance at the end of the preceding period 63,286 9,808 

Movements during the period:   

- Share in the result of associated companies and joint ventures 2,475 -1,831 

- Share of other comprehensive income of joint ventures and associates -62 -10 

- Dividends -5,530 -5,550 

- Provision for additional losses 370 2,245 

- Effect group change -33 58,624 

- Other changes -514 - 

Balance at the end of the period (investments, amounts receivable not included) 59,991 63,286 

 
In 2018 , the acquisition of Mediafin (€ 58,040 K) in particular had an effect on the net carrying amount of the 
participating interests according to the equity method. 
 
 
NOTE 18 – INVESTMENTS IN FINANCIAL ASSETS, LOANS AND GUARANTEES 

in thousands of euros  2019 2018 

Investments in financial assets- fair value through profit or loss   224 299 

Loans and guarantees - amortised cost   2,177 2,227 

Total investments in financial assets, loans and guarantees   2,402 2,526 

 
 

in thousands of euros  2019 2018 

AT FAIR VALUE WITH RECOGNITION OF VALUE CHANGES IN 
PROFIT AND LOSS ACCOUNT     

Balance on 1 January   513 478 

Movements during the period:     

- Acquisitions   25 50 

- Disposals   -50 -15 

Balance on 31 December   488 513 

IMPAIRMENT LOSSES (-)     

Balance on 1 January   -214 -214 

Movements during the period:     

- Impairment loss / reversal recognised in income   -50 - 

Balance on 31 December   -264 -214 

Net carrying amount at the end of the period   224 299 

 
Management has determined that the cost price is a correct estimate of the fair value for the unlisted equity 
investments of the fully consolidated companies because there is insufficient recent information available to 
measure the fair value.      
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in thousands of euros  2019 2018 

AT AMORTISED COST    

Balance on 1 January  2,227 1,840 

Movements during the period:    

- Reimbursements  -50 387 

Balance on 31 December  2,177 2,227 

Net carrying amount at the end of the period   2,177 2,227 

 
 
NOTE 19 - TRADE AND OTHER RECEIVABLES 

in thousands of euros  2019 2018 

Trade receivables  - - 

Other receivables  100 219 

Total trade and other receivables - non-current  100 219 

 
At the end of the financial year, an estimate is made of doubtful receivables based on an evaluation of all outstanding 
amounts. Doubtful debts are written off in the year in which they are identified as such. In 2019 and in 2018 there 
were no doubtful long-term receivables. 

 

in thousands of euros  2019 2018 

Trade receivables, gross  57,210 62,748 

Allowance for bad and doubtful debts, current  -3,419 -3,554 

Invoices to issue and credit notes to receive (*)  3,631 4,276 

Amounts receivable and debit balances suppliers  665 891 

VAT receivable (*)  294 231 

Other receivables, gross  2,035 1,505 

Allowance for other receivables  -355 -341 

Total trade and other receivables - current  60,061 65,756 

(*) Not considered as financial assets as defined in IAS 32    

 
There was no significant concentration of credit risks with a single counterparty on 31 December 2019. The unsettled 
receivables are spread over a large number of customers and there is no customer with an outstanding balance 
representing over 10% of total customer receivables. Trade receivables fell despite higher revenue thanks to a 
significant reduction in DSO to 61 days (67 days in 2018). DSO is defined as total current trade receivables, divided 
by (the total sales of the last 3 months /90). 
 
The table below shows the age analysis of the trade receivables in the short term: 
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in thousands of euros   2019 2018 

Net carrying amount at the end of the period   57,210 62,748 

- of which:     

* not due and due less than 30 days   47,628 52,191 

* due 30 - 60 days   2,930 2,867 

* due 61 - 90 days   1,302 1,424 

* due more than 90 days   5,349 6,266 

 
At the end of the financial year, an estimate is made of doubtful receivables based on an evaluation of all outstanding 
amounts. For trade receivables that do not contain a significant financing component (i.e. almost all trade receivables), 
the provision for losses is valued at an amount equal to the expected credit losses during the term. These are the 
expected credit losses that arise from all possible defaults during the expected useful life of these trade receivables, 
based on a provision matrix that takes into account historical information about payment defaults adjusted for future-
oriented information per customer. The Group considers a financial asset in default when the receivables have been 
due for more than 120 days or have been included in a collection procedure. Nevertheless, the Group also considers 
a financial asset to be in default when internal or external information indicates that it is unlikely that the Group will 
receive the outstanding contractual amounts in full, before taking into account any credit protection held by the Group.
  
Doubtful debts are written off in the year in which they are identified as a debtor in serious financial difficulties. 
The following table shows the evolution of the provision for doubtful debts: 
 

in thousands of euros   2019 2018 

Net carrying amount on 1 January   -3,554 -4,628 

- Amounts written off during the year   -3,395 -3,580 

- Reversal of amounts written off during the year   3,530 4,554 
- Receivables derecognised as uncollectible and amounts collected 
in the financial year   - 100 

Net carrying amount on 31 December   -3,419 -3,554 

 
For most of the Group’s companies, the provision at the end of the financial year becomes the provision 
reversed at the end of the previous financial year, and a new provision is booked. The Group applied the simplified 
method under IFRS 9 to measure the loss compensation at an amount equal to the credit losses expected during the  
period (see above). The Group analysed the impact of IFRS 9 and has decided that there is no material impact on the  
provision for doubtful debts. The realised reduction in value on receivables (also partly on receivables foreseen at 
the end of the previous financial year) can be found in Note 7. 
 
The table below shows the evolution of the provision for other doubtful debts.  
 

in thousands of euros   2019 2018 

Net carrying amount at the end of the preceding period   -341 -316 

- Amounts written off during the year   -14 -25 

Net carrying amount at the end of the period   -355 -341 
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NOTE 20 - DEFERRED TAX ASSETS AND LIABILITIES 

The deferred tax assets and liabilities included in the balance sheet can be attributed to:

in thousands of euros  2019 2018 

  Deferred tax 
assets

 
Deferred tax 

liabilities
Deferred tax 

assets  
Deferred tax 

liabilities

Intangible assets  669  1,548 1,149  1,547

Property, plant and equipment  5  5,212 5  5,314

Other investments, loans, guarantees  -  2,958 -  3,343

Treasury shares  -  15 -  15

Retained earnings  -  522 -  522

Provisions  1,075  22 918  -

Non-current employee benefits  1,271  - 1,398  -

Other payables  -  44 -  -

Total deferred taxes related to temporary differences  3,020  10,321 3,470  10,741

Tax losses  135  - 177  -

Tax credits  12,571  - 11,834  -

Set off tax  -10,178  -10,178 -9,678  -9,678

Net deferred tax assets / liabilities  5,548  142 5,803  1,063

 
The Group has not recognised deferred tax assets on tax losses of € 68,205 K (2018: € 72,367 K) on the one hand and 
on temporary differences of - € 20 K (2018: € 5 K) on the other hand, as it is unlikely that there will be taxable profits 
available in the near future from which they can be deducted. 
 
Roularta Media Group has recognised deferred tax assets for a total of € 93 K (2018: € 133 K) for subsidiaries that 
suffered losses in the current or previous period. The budgets of the subsidiaries show that sufficient taxable profits 
will be available in the near future from which the deferred tax assets can be deducted. 
 

 

in thousands of euros 2019 2018 

  
Tax losses 

carried 
forward

 Tax credits
Tax losses 

carried 
forward 

 Tax credits

Year of expiration     

2019  -  - -  -

Without expiration date  135  12,571 177  11,834

Total deferred tax asset  135  12,571 177  11,834
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NOTE 21 - INVENTORIES 

in thousands of euros 2019 2018 

Gross amount    

Raw materials   4,808 5,307 

Work in progress   787 768 

Finished goods   132 178 

Goods purchased for resale   700 562 

Contracts in progress   - 3 

Total gross amount (A)   6,427 6,818 

Write-downs (-)    

Finished goods   -118 -157 

Goods purchased for resale   -263 -313 

Total write-downs (B)   -381 -470 

Carrying amount    

Raw materials   4,808 5,307 

Work in progress   787 768 

Finished goods   14 21 

Goods purchased for resale   437 249 

Contracts in progress   - 3 

Total carrying amount at cost (A+B)   6,047 6,348 

 
There are no pledges or other securities applicable to the inventories. 
 

NOTE 22 - SHORT-TERM INVESTMENTS, CASH AND CASH EQUIVALENTS  

in thousands of euros  2019 2018 

Bank balances   66,435 60,951 

Short-term deposits   35,000 35,000 

Cash at hand   4 5 

Total cash and cash equivalents   101,438 95,956 

 
The change mainly comes from 1/ operational activities: € 12.3 M increase in EBITDA (excluding the joint ventures), 
lower interest expenses paid (€ 6.3 M) and decreased working capital of € 3.0 M; 2/ investment activities:  the final 
payment to Sanoma for the acquisition of the women’s brands (€ 7.9 M), investments in software for € 3.4 M, the 
advance paid on the new printing press (€ 2.6 M), and the earnout on the Sterck brand (€ 0.4 M); 3/ financing activities: 
the dividend paid of € 6.3 M and the repayment of the IFRS 16 leasing debts of € 1.4 M. 
 
There are no cash investments.  
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NOTE 23 - EQUITY 

As of 31 December 2019 the issued capital amounts to €80,000 K (2018: € 80, 000 K) represented by 
13,141,123 (2018: 13,141,123 ) fully paid-up ordinary shares. These shares have no nominal value. 
  
 
On 31 December 2019 the Group had 593,135 treasury shares in its portfolio (2018: 598,435). 
During the financial year 5,300 treasury shares were granted to option holders when exercising their options. 

in thousands of euros 2019 2018 

Share premium    304 304 

Costs of issuance and equity increase (net after deferred taxes)    -1,275 -1,275 

Reserves for share-based payments    5,913 5,855 

Reserves for actuarial gains/losses employee benefits    -62 -709 

Total other reserves    4,879 4,175 

 
The share-based payment reserves relate to the share options granted as described in Note 24. 
 
NOTE 24 - SHARE-BASED PAYMENTS 

Various warrant and share option plans were issued by NV Roularta Media Group with the intention of allowing 
management and executives to enjoy the growth of the company and the evolution of the Roularta share.  
In order to meet potential share option obligations, a treasury share purchase programme was set up in the past to 
allow the company to meet these future options. 
All warrant and share option plans are settled in equity instruments, with each of the plans providing for one option 
giving entitlement to one Roularta share against payment of the exercise price. The options become unconditional if 
the employment contract or director’s mandate is not terminated at the time of the next exercise period. Below 
follows an overview of the existing warrant and share option plans. 
 
Share options 
The nomination and remuneration committee decides on the granting of the option plans in function of the 
performance of management and executives, their contribution to realising the Group’s objectives and their 
commitment to the long-term development of the Group’s strategy. 
 
Share options are exercisable at the price corresponding to the average closing price of the share during the thirty 
days preceding the date of the option offering or the last closing price before the day of the offering. The maximum 
life of options granted is explained in the following table. If the option is not exercised after the last exercise period, 
the option expires. Options that are not yet exercisable are revoked if a member of management or an executive 
leaves the company before the final exercise period, except in the event of retirement or death. 
 
In 2019, a new option plan was approved by the board of directors. This option plan gave the board of directors the 
right to offer 370,000 options. Of these, 102,250 options were accepted during 2019.    
 
The fair value of the in 2019 granted options amounts to € 2.19 and was calculated at the grant date of the option 
using the Black and Scholes formula. The expected volatility is based on the historic volatility over a period of 5 
years of historic rates. It has been assumed that exercise will be immediate in every period in which exercise can 
take place. 
The inputs into the model used to calculate the fair value of the in 2019 granted options were as follows: 

- Weighted average share price in € on the date of grant 13.55 
- Weighted average exercise price in € 14.39 
- Expected volatility 34% 
- Expected life of the share option (in years) 4 
- Risk free rate 0.03% 
- Expected dividend yield 3.69% 
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Overview of the ongoing share option plans offered to management and executives: 
 

Year of offering  Options 
offered  Options 

granted  
Options to 

be 
exercised 

 
Exercise 

price in €
 

First exercise 
period

Last exercise 
period 

2006  300,000 267,050  164,950  53.53  
01/01 - 

31/12/2010
01/01 - 

31/12/2021 

2008  300,000 233,650  135,400  40.00  
01/01 - 

31/12/2012
01/01 - 

31/12/2023 

2015  203,750 114,700  101,900  11.73  
01/01  -

31/12/2019
01/01 - 

31/12/2025 

2019  370,000 102,250  92,250  14.39  
01/01 - 

31/12/2023  01/01 - 
31/12/2029 

  1,173,750  717,650  494,500      
 
Overview of the share options outstanding during the financial year: 
 

  2019 2018 

  Number of 
share options  

Weighted 
average 

exercise price 
in € 

Number of 
share options  

Weighted 
average 

exercise price   
in € 

Outstanding on 1 January  486,235  34.41 491,435  34.21 

Granted during the year  92,250  14.39 -  - 

Forfeited during the year  -2,500  11.73 -  - 

Exercised during the year  -5,300  11.73 -5,200  15.71 

Expired during the year  -76,185  15.71 -  - 

Outstanding on 31 December  494,500  33.91 486,235  34.41 

Exercisable on 31 December  402,250   363,115   

 
During the current financial year 5,300 share options were exercised. The option plan that was offered in 2009 lapsed 
at the end of the financial year, causing 76,185  to expire. In addition, another 2,500 options were removed from the 
option plan from the year of offering 2015. During the previous financial year 5,200 share options were exercised.  
The share options outstanding at the end of the period have a weighted average residual life of 4.9 years. 
 
In 2019 the weighted average share price on the exercise date was € 14.33 (2018: € 22.84). 
 
In 2019, the Group recognised € 57 K (2018:  € 102 K) in personnel charges related to settled equity instruments on 
share-based payment transactions. All option plans granted from 7 November 2002 are recognised in the profit and 
loss account. 
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NOTE 25 - PROVISIONS 

2019      

in thousands of euros 
 

Legal
proceeding
provisions

Environ- 
mental 

provisions 

Other 
provisions 

 
Total 

   

Balance on 1 January  4,498 17 3,568  8,083 

Movements during the period:      

- Increase / decrease due to existing provisions 466 - 553  1,019 

- Amounts of provisions used (-) -590 - -13  -603 

- Unused amounts of provisions reversed (-) - - -230  -230 

Balance on 31 December  4,374 17 3,878  8,268 

 
The legal proceeding provisions relate to disputes at NV Roularta Media Group. A description of the most important 
hanging disputes can be found in note 26.  
The other provisions relate mainly to the provisions for the equity accounted investments of which the losses exceed 
the carrying amount of the investment, see also note 17.  
 

2018      

in thousands of euros 
 

Legal
proceeding
provisions

Environ- 
mental 

provisions 

Other 
provisions 

 
Total 

   

Balance on 1 January  4,288 9 2,744  7,041 

Movements during the period:      

- Additional provisions 405 8 2,245  2,658 

- Amounts of provisions used (-) - - -1,358  -1,358 

- Unused amounts of provisions reversed (-) -195 - -63  -258 

Balance on 31 December  4,498 17 3,568  8,083 

 

NOTE 26 - SIGNIFICANT LITIGATIONS 

(i) NV Roularta Media Group is a party to proceedings before the commercial court with former business partner 
Bookmark. A provision of € 578 K has been set aside for these proceedings.  
 
(ii) NV Kempenland is claiming damage compensation for non-compliance with a printing contract by De Streekkrant-
De Weekkrantgroep. On 12 September 2013, the Turnhout commercial court in first instance ordered De Streekkrant-
De Weekkrantgroep to pay to NV Kempenland € 3.96 M in principal, € 4.06 M in overdue interest, plus court costs. In 
appeal, the judgement of the court of first instance was largely confirmed. Drukkerij Kempenland’s claim for 
capitalisation of interest was dismissed on appeal. The amount that NV Roularta Media Group was ordered to pay was 
paid to the counterparty at the end of December 2015. An appeal was filed by Roularta Media Group before the Belgian 
Supreme Court. The Belgian Supreme Court set aside the judgement only with respect to the amount of the litigation 
costs of appeal owed by the Roularta Media Group. The case was referred to the Ghent Court of Appeal.  The pending 
dispute between Kempenland and RMG concerning allocation of the payments made during the course of the dispute 
and deposits paid against the final amount of the sentence pursuant to the judgement of the Court of Appeal (principal, 
interest and fees) was submitted for judgement to the attachment court of the judicial district of Ghent, Kortrijk 
division. For this pending dispute, Roularta Media Group set aside a provision of € 0.5 M at the end of 2015. On 10 May 
2017, Roularta Media Group, based on its calculation, paid to Kempenland an additional amount of € 0.18 M. In a 
judgement of the attachment court of 18/12/2017, the position taken by NV Roularta Media Group regarding the 
awarding of payments by the attachment court was complied with, although the attachment court refrained from an 
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effective calculation. Kempenland appealed this judgement of the attachment court. In its judgement, the Ghent Court 
of Appeal of 8/10/2019 declared the appeal brought by Kempenland well-founded, and overturned the judgement in 
first instance. Roularta Media Group brought an appeal before the Belgian Supreme Court against the judgement of 
the Ghent Court of Appeal. Since the appeal before the Belgian Supreme Court did not suspend the enforceability of 
the judgement, Roularta Media Group paid the amount still owed to Kempenland in accordance with the contested 
judgement (€ 0.72 M) and the provision made (€ 0.55 M) was reversed. The appeal before the Belgian Supreme Court 
is still pending today. 
  
(iii) As part of the acquisition of all shares of NV Coface Services Belgium (later changed to Euro DB), NV Roularta 
Media Group also inherited a pending legal dispute with InfoBase. InfoBase claims that the counterfeiting continues 
for which Coface Services Belgium was convicted in the past by the court of first instance in Nivelles (judgement of 15 
November 2006). Pursuant to this judgement, whereby NV Coface Services Belgium was ordered to immediately stop 
the counterfeiting under penalty of 1,000 euros per day, InfoBase is systematically serving notice of penalty payments. 
In a judgement of the attachment court in Nivelles of 5 January 2015, Euro DB was ordered to pay € 1.28 M in forfeited 
penalty payments and costs. This amount were was deposited by Euro DB on 21/01/2015 to the Deposit and 
Consignment Office. In a judgement pronounced by the Brussels Court of Appeal on 5 December 2017, the penalty 
payments (including costs) served for an amount of 918,000 euros were declared well-founded. At the request of 
Infobase, this amount was released; the balance remains on deposit.   
 
The Brussels Court of Appeal ruled on 17 February 2017 that the appeal brought by Infobase against the judgement of 
the Brussels court of first instance on 12 February 2015 was well-founded, and ordered Euro DB (now Roularta Media 
Group) to pay Infobase compensation of 39,000 euros in principal, plus the statutory interest from 1 June 2011 and the 
court costs. In the same judgement, the Court of Appeal of Brussels also ruled that the sui generis right to protection 
of a database to which Infobase is appealing lapses after 15 years and the protection thus ended on 1 January 2013. 
Infobase appealed against this judgement before the Belgian Supreme Court on 5 July 2018. This appeal before the 
Belgian Supreme Court is still pending. 
 
On the basis of the judgement of the Brussels Court of Appeal in which it was ruled that the protection of the database 
lapsed with effect from 1 January 2013, Roularta Media Group started proceedings to repeal the penalty. The thirteenth 
chamber of the court of first instance of Waals-Brabant ruled in its judgment, pronounced on March 5, 2020, that from 
1 January 2013 the penalty payment which was pronounced by judgment dated November 15, 2006 has become devoid 
of purpose and that, as much as necessary, the penalty will be lifted from 1 January 2013. As far as necessary, the 
court orders the abolition of this penalty payment with effect from 1 January 2013. Infobase, however, continues to 
serve notice of periodic penalty payments. A further provision is being set aside for the penalty payments being served.  
 
(iv) In the context of a dispute regarding the use of the brand Deze Week, Roularta Media Group was ordered by the 
Commercial Court of Ghent, Kortrijk Division, on 23 October 2017, to cease using the title “Deze week” in the Kortrijk, 
Deerlijk, Harelbeke, Kuurne and Zwevegem region, subject to a penalty of 1,000 euros per infringement. Roularta 
Media Group has appealed this judgement. In a judgement of the Ghent Court of Appeal pronounced on 10 December 
2018, the appeal was declared admissible but unfounded.  
 
Regarding the judgement of 23 October 2017, and the connected judgement of 10 December 2018, a petition for 
clarification was filed with the Ghent Court of Appeal on 21 October 2019. It requests the Court to further clarify the 
scope of the prohibition imposed in the judgement of 23 October 2017.  
 
Based on a writ served by a judicial officer on 19/01/2018, the counterparty proceeded to a first enforcement of the 
judgement of 23 October 2017 by serving notice for payment of forfeited periodic penalty payments of 360,156.30 euros. 
Pending the settlement of the dispute by the attachment court, the full amount was placed on deposit by Roularta 
Media Group. In a decision of the attachment court, Roularta Media Group was ordered to pay an amount of 223,000 
euros in forfeited penalty payments. Roularta Media Group has appealed the decision of the attachment court. These 
proceedings will be heard before the Ghent Court of Appeal on 15 September 2020. 
 
Parallel to the appeal, Roularta Media Group started proceedings on the merits before the court in application of 
article 1385d Judicial Code in which the court is being requested to cancel the penalty, suspend its term for a period 
to be determined or to reduce the penalty in the event of the permanent or temporary, total or partial impossibility of 
complying with the main judgement. This claim was dismissed in a judgement of the commercial court of Ghent, 
Kortrijk division on 17 June 2019. An appeal was lodged against this judgement on 20 September 2019.  
 
As of 1/10/2019, the counterparty is proceeding with a second enforcement of the judgement of 23 October 2017, in 
which, on the basis of alleged infringements, it served notice for payment of forfeited penalty payments of € 1.2 M. 
Roularta Media Group again appealed this notice of service. Since the so-called infringements allegedly established 
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by the counterparty – quod non – do not fall within the scope of the injunction (cf. the judgement of 23 October 2017), 
it was decided by management not to make any provision for this claimed amount of penalty payments. 
 
 
NOTE 27 - NON-CURRENT EMPLOYEE BENEFITS 

   
 

in thousands of euros 2019 2018

Defined benefit plans  2,273 3,234

Other long-term employee benefits  2,908 2,544

Future tariff benefits on subscriptions  830 561

Employee retirement premiums  93 188

Jubilee premiums  1,986 1,795

Total non-current employee benefits  5,180 5,778

 
 

   
There are various pension plans, the compensation of which depends on the number of years of service and wages. 
For the Belgian plans, assets are held in funds in accordance with local legal requirements. 
 
Belgian defined contribution plans for pensions are subject by law to guaranteed minimum returns. For new deposits 
from 2016 onwards, the statutory minimum return is linked to the return on Belgian straight-line bonds with a 
maturity of 10 years, with a minimum of 1.75% and a maximum of 3.75%. This minimum return requirement is 
calculated as an average over the member’s entire career. Due to these guaranteed minimum returns, all Belgian 
defined contribution plans are considered under IFRS as a defined benefit pension plan.  
 
IAS 19 requires an entity to create a provision when an employee has rendered services in exchange for future 
benefits to be paid. For each plan, the pension costs are calculated by an actuary on the basis of the projected unit 
credit method. Based on this method, the liabilities with regard to past service and the accrued plan assets are 
calculated. The difference between the liability and the fair value of the assets is recognised by the Group in the 
balance sheet as an employee benefit.   
 
The table below provides an overview of the 2019 and 2018 gross liability resulting from defined benefit pension 
plans, the fair value of the plan assets and the changes thereto. They include multiple Belgian plans that are 
presented in aggregate because they do not differ materially in characteristics, geographic location, reporting 
segment or financing arrangement. The net pension liability decreased by  € 961 K  compared to last year. 
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in thousands of euros   2019   2018 

 

Defined 
benefit 

obligation 

Fair value 
of plan 
assets 

Net 
defined 
benefit 
liability 

Defined 
benefit 

obligation 

Fair value 
of plan 
assets 

Net 
defined 
benefit 
liability 

Pension cost charged to profit and loss       

Balance on 1 January 51,029 47,795 3,234 39,879 38,046 1,833 

Service cost 3,137 - 3,137 3,032 - 3,032 

Net interest expense 1,065 1,033 32 867 829 38 

Subtotal included in profit and loss 4,202 1,033 3,169 3,899 829 3,069 

Benefits paid -1,109 -1,109 - -1,311 -1,311 - 

      

Remeasurement gains/losses in OCI      

Increase due to effect of transfers 2,208 2,208 - 1,110 1,110 - 
Return on plan assets (excluding amounts 
included in net interest expense) - 10,528 -10,528 - 3,110 -3,110 
Actuarial changes arising from changes in 
demographic assumptions 1,355 - 1,355 - - - 
Actuarial changes arising from changes in 
financial assumptions 9,080 - 9,080 1,588 - 1,588 
Actuarial changes arising from experience 
adjustments -1,417 - -1,417 -487 - -487 
Subtotal included in other comprehensive 
income 11,226 12,736 -1,509 2,211 4,220 -2,009 

      

Contributions by employer - 2,621 -2,621 - 2,546 -2,546 

Contributions by the plan's participants 408 408 - 392 392 - 
Additions/decreases from business 
combinations/divestments - - - 5,961 3,073 2,888 

Balance on 31 December 65,757 63,484 2,273 51,029 47,795 3,234 
 
The main actuarial assumptions are as follows: 

    

Principal actuarial assumptions   2019 2018 

1. Discount rate   0.81% 1.76% 

2. Expected return on plan assets   0.81% 1.76% 

3. Expected rate of salary increase   2.50% 2.5% 

4. Future inflation   2.00% 2.0% 

 
A sensitivity analysis was performed on the above parameters on 31 December 2019. The figures below show the 
impact on the pension obligation.   
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in thousands of euros 2019

Discount rate  

Decrease of 0,25% -2,672

Increase of 0,25% 2,530

Estimated future salary change  

Decrease of 0,25% 355

Increase of 0,25% -364

Future consumer price index change 

Decrease of 0,25% 180

Increase of 0,25% -190

Future turnover change 

Decrease of 0,25% -967

Increase of 0,25% 612
 
The above sensitivity analyses are based on a change in one assumption while all other assumptions are held constant. 
In practice, this is unlikely to happen and changes in some of the assumptions can be correlated. The projected unit 
credit method was also used to calculate the sensitivity of the defined benefit obligation to significant actuarial 
assumptions. The impact on the net pension obligation will be significantly lower than the above values and the effect 
will go through unrealised period results.  
 
Defined benefit pension plans use a defensive investment strategy that primarily invests in fixed income securities to 
ensure the security, return and liquidity of the investments. This takes into account the judicious diversification and 
spread of the investments. The main categories of plan assets and the share of each major category in the fair value of 
the plan assets are: 66.5% government bonds (69.1% in 2018), 7.5% corporate bonds (7.0% in 2018), 6.0% loans (5.7% 
in 2018), 4.0% shares (5.9% in 2018), 16.0% real estate (12.4% in 2018).  
 
The expected benefits to be paid from the plan assets are as follows:  
 
in thousands of euros 2019

Within the next 12 months 519

Between 2 and 5 years 6,465

Between 6 and 10 years 17,099

Total expected payments 24,083
 
The Group expects to pay € 2.7 M employer contributions in 2020 in respect of defined benefit pension plans (€ 2.6 
M in 2019); employee contributions are expected to amount to € 0.4 M.  
 
The average term of the pension obligations at the end of the reporting period is 17.4 years.

 
See Note 24. 
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NOTE 28 - FINANCIAL DEBTS 

in thousands of euros  Current Non-current 

2019   

Financial debts  
Up to 1 

year
2 years 3 to 5 

years >5 years Total

Financial leasing debt  1,245 995 1,239 1,514 4,992

Credit institutions 509 - - - 509

Total financial debts according to their maturity 1,754 995 1,239 1,514 5,501

 
 

in thousands of euros  Current Non-current 

2018   

Financial debts  
Up to 1 

year
2 years 3 to 5 

years >5 years Total

Credit institutions 298 - - - 298

Total financial debts according to their maturity 298 - - - 298

 
As a result of the application of IFRS 16 Leases, financial leasing debts have been recognised as of 1 January 2019. 
For more information, see Note 1. The amount in credit institutions concerns a negative current account balance in 
RMG of 509 K€ (in 2018 € 298 K).  
 
As of 31/12/2019, there are no guaranteed debts outstanding with lenders.  
 
For further information regarding the Group’s exposure to interest and exchange rate risks, see Note 32 Financial 
instruments - risks and fair value. 
 
 
NOTE 29 - OTHER NOTES ON LIABILITIES 

in thousands of euros  Current Non-current  

2019     

Trade and other payables Up to 1 
year 2 years

3 to 5 
years >5 years  Total

Trade payables 45,321 - - -  45,321

Advances received 25,794 - - -  25,794

Current employee benefits 16,513 - - -  16,513

- of which payables to employees 12,691 - - -  12,691

- of which payables to public 
administrations 3,822 - - -  3,822

Taxes 338 - - -  338

Other payables 10,884 - - 287  11,171

Accrued charges and deferred income 6,759 - - -  6,759

Total amount of payables according to 
their maturity 105,610 - - 287  105,897
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in thousands of euros   Current Non-current   

2018       

Trade and other payables  
Up to 1 

year 2 years
3 to 5 
years >5 years Total 

Trade payables 52,790 - - - 52,790 

Advances received 25,175 - - - 25,175 

Current employee benefits 16,025 - - - 16,025 

- of which payables to employees 12,084 - - - 12,084 
- of which payables to public 
administrations 3,941 - - - 3,941 

Taxes 259 - - - 259 

Other payables 14,814 - - 287 15,101 

Accrued charges and deferred income 6,875 - - - 6,875 

Total amount of payables according to 
their maturity 115,938 - - 287 116,225 

 
 

in thousands of euros 2019 2018 

Trade payables  25,336 29,374 

Invoices to be received / credit notes to issue (*)  18,954 22,484 

Credit balances trade receivables  1,031 932 

Total current trade payables  45,321 52,790 

 
 

in thousands of euros 2019 2018 

Indirect tax payable (*)  3,208 3,324 

Other payables  7,676 11,490 

Total current other payables  10,884 14,814 

(*) No financial liability as defined in IAS 32.   

 
Indirect taxes mainly concern payroll tax and provincial and municipal taxes. The decrease in other debts is due on 
the one hand to a decrease in debts (current account) related to a number of joint ventures and, on the other hand, 
to the payment of the first earnout on the acquired Sterck brand. See the consolidated cash flow statement in ‘net 
cash flow related to sector takeovers and acquisitions’. The second earnout of 350 K€, which needs to be paid out in 
2020, was decreased to 175 K€. The revenue is on the line ‘other operating income’ – see note 8. 
 
The contract balances arising from contracts with customers included in these balances concern: 
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in thousands of euros   2019 2018 

Contract liabilities     

Advances received   25,759 25,138 

Credit notes to issue   2,282 2,691 

Credit balances trade receivables   1,031 932 

Deferred income   6,467 6,545 
Obligations related to returns, refunds and other similar 
obligations     

Credit notes to issue: provision for unsold issues   4,310 4,384 

 
Although some magazines have a minimum subscription length of more than one year, no prepayment was received 
for more than one year. 
 
 
NOTE 30 - FINANCE AND OPERATING LEASES 

There have been no more financial leases since late 2016. 
 
The Group leases buildings, machines, commercial vehicles and office equipment. Operating lease payments were 
recognised as an expense in the profit and loss account before 1 January 2019, spread over the lease on a straight-line 
basis. In 2018, € 10,480 K in expenses were recognised in respect of operating leases.  
 
The minimum lease payments under non-cancellable operating leases in 2018 were as follows: 
 

in thousands of euros  2018 

< 1 year   1,416 

1 tot 5 years   2,442 

> 5 years   1,950 

Total future non-cancellable lease payments   5,808 

 
IFRS 16 Leases has been applied since 1 January 2019. More information can be found in Note 1 under ‘IFRS 16 Leases’. 
 

NOTE 31 - CONTINGENT LIABILITIES AND CONTRACTUAL COMMITMENTS FOR THE 
ACQUISITION OF PROPERTY, PLANT AND EQUIPMENT 

The Group does not guarantee obligations, nor does it have any property in its business assets (both also nil in 2018). 
 
The contractual commitments for the Group’s purchase of paper from third parties amount to € 3,953 K (2018: € 
3,969 K). 
 
A bank guarantee of € 7,875 K was taken out in 2019 for the acquisition of the new Lithoman IV 72-page printing 
press. No other contractual commitments have been concluded for the acquisition of tangible fixed assets. 
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NOTE 32 - FINANCIAL INSTRUMENTS - RISKS AND FAIR VALUE 

In the course of its business activities, the Group is exposed to currency, interest, credit and market risks. Derivatives 
are used as appropriate to mitigate the risk associated with fluctuations in exchange rates and interest. 
 
A. Foreign exchange risk 
Operational Activities 
The Group is minimally subject to a foreign exchange risk since both purchases and sales are mainly in euros. 
 
Financing activities 
On 31 December 2019 there were, just as on 31 December 2018, no financing activities with a potential foreign 
exchange risk. 
 
Estimated sensitivity to foreign exchange risk 
Management is of the opinion that, given the aforementioned hedging of the foreign exchange risks, the risks of 
fluctuations in the fair value or in the future cash flows of financial instruments with an impact on the result or equity 
as a result of exchange rate changes, are not material. 
 
B. Interest risk  
The due dates of the financial debts and liabilities can be found in Note 28. 
 
On 31 December 2019, the Group had only a negative current account balance of 509 K€ relative to credit institutions 
(2018: € 298 K). These have a variable market interest rate. Loans to associates and joint ventures, which are booked 
under the category other loans, have a fixed interest rate that is revisable after three or five years. To hedge risks 
related to adverse interest rate fluctuations, the Group historically has used financial instruments, namely IRS 
contracts. There have been no such instruments used since the end of 2018. 
 
The influence of the evolution of the market values (before taxes) of these financial instruments can be summarised as 
follows for 2018: 
 

in thousands of euros   

2018 Evolution 
market values 

Recognised in
equity

Recognised in 
profit and loss 

Interest Rate Swap   

Cash flow hedge 64 64 0 

 64 64 - 

 
The changes in equity are recognised under other reserves. 
 
Estimated sensitivity to interest rate fluctuations 
Since in 2019 there are no outstanding loans with a variable interest rate, the Group is not subject to sensitivity to 
interest rate fluctuations as of 31 December 2019. 
 
C. Credit risk 
The Group is exposed to credit risk with respect to its customers, which could lead to credit losses. 
 
In order to manage credit risk, creditworthiness surveys are conducted on customers seeking significant credit 
facilities and, if these surveys are negative, credit is denied or limited. In addition, the Group uses credit instruments, 
such as bills of exchange, to cover part of the credit risk and takes out credit insurance for a limited percentage of 
the print shop’s foreign customers. 
 
There was no significant concentration of credit risks with a single counterparty on December 31 2019. 
 
Despite RMG’s intention to limit its credit risk, it may experience a deterioration in the creditworthiness of its 
customers. Any inability to take out a credit insurance policy with respect to certain customers could materially 
adversely affect RMG’s business, financial position and/or results of operations. 
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The carrying amount of the financial assets represents the Group’s maximum exposure to credit risk. The carrying 
amount is reported including downward value adjustments. An overview of this carrying amount can be found in point 
F. below; the downward value adjustments are detailed in Note 19. 
 
D. Liquidity risk 
The analysis of the life of the financial liabilities can be found in Note 28 and is summarised below, together with the 
interest expenses. 
 
The Group expects to be able to meet its obligations using operating cash flows and its current liquid assets.  
Roularta is indeed almost completely debt-free and at the end of 2019 had a net cash position of  95.9M. In addition, 
the Group no longer has various short-term credit lines, except for the bank guarantee on the new printing press 
(see note 31) for which the credit line is not drawn. Liquidity risk is therefore now minimal.  
 
RMG manages cash and financing flows and the ensuing risks through a treasury policy at group level. In order to 
optimise the equity positions and to minimise the related interest expenses, the cash flows of the subsidiaries within 
the Group are centralised as much as possible in a cash pool. 
 

Financial debts 2019  Current Non-current 

in thousands of euros  Up to 1 
year

2 years
3 to 5 
years > 5 years Total

Financial leasing debts 1,245 1,024 1,381 1,992 5,641

Credit institutions 509 - - - 509

 
E. Capital structure 
On December 31, 2019, the gearing ratio (i.e. net financial debt / total equity) was -42.0% from -42.8% the year before. 
Due to the € 5.0 million financial debts on the balance sheet as a result of the application of IFRS16, there is an impact 
of -2.2 percentage points on this ratio. Roularta Media Group continuously strives to optimise its capital structure 
(combination of debt and equity). The main objective of the capital structure is to maximise shareholder value while 
maintaining the desired financial flexibility to implement strategic projects. The Group has free access to the above-
mentioned net cash position and therefore is always able to respond to market opportunities. Given the strongly 
changing media sector in which the Group operates, debt is handled with great care. The Board of Directors of Roularta 
Media Group gives its agreement to appeal to a number of specialized financial institutions to work on an efficient 
investment strategy for the Group's cash reserves. Special attention will be paid to a balanced structure, a careful 
approach and a preference for investments in sustainable companies. In this way, these resources remain available 
for investment in the long term. 
  
The capital structure of the Group consisted mainly of capital (see details in Note 23) at the end of 2019. Note 28 shows 
the details of the limited financial debts. Note 22 shows the cash investments, cash and cash equivalents. 
 
The Group is not subject to any externally imposed capital requirements. The audit committee reviews the capital 
structure of the Group every six months. As part of this review, the cost of capital and the risk of each type of capital 
(foreign or own) are considered.  
 
F. Fair value  
The fair value and carrying amount of financial assets and liabilities recognised in the balance sheet are: 
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     2019 2018 

in thousands of euros  Note 
Classifica-
tion under 

IAS 39 

Classifica-
tion under 

IFRS 9 

Carrying 
amount  Fair value Carrying 

amount Fair value 

Non-current assets          

Other investments  18 AFS FV-P&L 224  224 299 299 

Loans and guarantees  18 L&R AC 2,402  2,402 2,227 2,227 
Trade and other 
receivables  19 L&R AC 100  100 219 219 

Current assets          

Trade and other 
receivables  19 L&R AC 60,061  60,061 65,756 65,756 

Cash and cash 
equivalents  22 L&R AC 101,438  101,438 95,956 95,956 

 
Non-current 
liabilities        

Financial debts  28 FVAC AC -3,748  -3,748 - - 

Other payables  29 FVAC AC -287  -287 -287 -287 

Current liabilities        

Financial debts  28 FVAC AC -1,754  -1,754 -298 -298 

Trade payables  29 FVAC AC -45,321  -45,321 -52,790 -52,790 

Advances received  29 FVAC AC -25,794  -25,794 -25,175 -25,175 

Other payables  29 FVAC AC -10,884  -10,884 -14,814 -14,814 

 
 

Classification under IAS 39 L&R  Loans and receivables
AFS Available-for-sale

FVAC Financial liabilities at amortised cost 
 

Classification under IFRS 9 AC Financial assets and financial liabilities at amortised cost 
FV-P&L Financial assets at fair value through profit and loss 
FV-OCI Equity instruments at fair value reported in other comprehensive 

income 
 
The main methods and assumptions used in estimating the fair values of financial instruments included in the 
statement are presented below. 
 
Other investments   
As mentioned in Note 18, management has determined that the cost price is a correct estimate of the fair value for 
the unlisted equity investments of the fully consolidated companies because there is insufficient more-recent 
information available to measure the fair value. 
 
Loans, guarantees, trade and other receivables, trade and other debts 
For receivables and payables with an original term of less than one year, the nominal value is considered to reflect 
the fair value in view of the short maturity period. For receivables of more than one year, it was determined that the 
carrying amount reflects the fair value. 
 
Financial debt 
The fair value of the loans and leasing debts is calculated on the basis of the present value of the expected future 
cash flows from repayments and interest payments. 
 
Other liabilities 
For short-term liabilities, the nominal value is considered to reflect the fair value in view of the short term to 
maturity. The fair value of the financial derivatives is determined on the basis of market valuation on the balance 
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sheet date. 
 
Fair value hierarchy  
On 31 December 2019 the Group had valued the following financial instruments at fair value: 
 
 

in thousands of euros 31/12/2019 Level 1 Level 2 Level 3

Assets measured at fair value    

Short-term investments 224 - - 224

    

On 31 December 2018 the Group had valued the following financial instruments at fair value: 
 

in thousands of euros 31/12/2018 Level 1 Level 2 Level 3

Assets measured at fair value    

Short-term investments 299 - - 299

 
The following hierarchy is used to determine and disclose the fair value of a financial instrument: 
• Level 1: market prices in active markets for identical assets or liabilities 
• Level 2: information other than level-1 information, which is observable for the asset or liability, either directly 

(through prices) or indirectly (derived from prices) 
• Level 3: information not based on observable market figures  
 
During the financial year, there were no transfers between the different levels. 
 
 
NOTE 33 – BUSINESS COMBINATIONS 

The net cash outflow in 2019 includes, on the one hand, the price still due to Sanoma (€ 7,868 K) for the acquisition 
of the women’s brands. This acquisition was completed on 30 June 2018. The acquired brands concerned the weekly 
magazines Libelle/Femmes d’Aujourd’hui and Flair (Dutch/French), the monthly magazines Feeling/GAEL and the 
magazines La Maison Victor, Communiekrant, and Loving You. In addition, the acquisition also included the e-
commerce platform with special offers Shedeals, as well as the websites, line extensions and social media channels 
of the aforementioned brands. On the other hand, in 2019 there was also the payment of a first earnout of € 350 K 
on the acquisition of the Sterck brand. The Sterck brand resulted from the acquisition of Bright Communications and 
Bright Communications Antwerpen in 2017.  
 
The acquisitions were accounted for using the acquisition method in accordance with IFRS 3 Business combinations 
(revised version). 
 
The table below summarises the amounts paid and the fair values of the acquired assets and liabilities that comply 
with the recognition principles of IFRS 3 Business combinations on acquisition date: 
 

in thousands of euros  2019 2018 

ASSETS   

Non-current assets   - 33,942 

Intangible assets  - 32,941 

Deferred tax assets  - 1,001 

Current assets  - 107 

Inventories  - 107 

Total assets  - 34,049 
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LIABILITIES   2019 2018 

Non-current liabilities   - 3,001 

Employee benefits   - 3,001 

Current liabilities   8,218 7,226 

Trade payables   7,868 297 

Employee benefits   - 5,866 

Taxes   - 1,063 

Other payables   350 - 

Total liabilities   8,218 10,227 

Total net assets acquired   -8,218 23,822 

Net assets acquired   -8,218 23,822 

Consideration paid / to pay in cash and cash equivalents   -8,218 23,822 

Acquisition price still owed   - -7,868 

Net cash outflow   -8,218 15,954 

 
The acquisition of the women’s brands resulted in € 31,121 K revenue and a € 8,786 K net result in 2018.  
If the acquisition of the aforementioned women’s brands had taken place on 1 January 2018, the likely contribution to 
consolidated revenue for the financial year by these brands would be € 62.8 M. However, the revenue information for the 
first 6 months of 2018 could not be verified by RMG. No reliable information is available for the impact on the net result. 
 
On 12 March 2018, Roularta Media Group acquired 50% of the shares in Mediafin NV from DPG Media (De Persgroep), for 
a total acquisition price of € 58 M. This acquisition and the purchase of the women’s brands described above result in a 
net cash outflow with regard to sector takeovers and acquisitions of € 74 M. Mediafin is consolidated according to the 
equity method. More information can be found in Note 17. 
 
On 1 July 2018, the remaining 75% of shares of Mediaplus BV were acquired for € 1.0 M by Senior Publications Nederland 
BV, a 50% subsidiary of Roularta Media Group NV. Both companies are consolidated according to the equity method. 
More information can be found in Note 17.  
 
 
NOTE 34 - DISPOSAL OF SUBSIDIARIES AND SECTOR DISPOSALS

The table below provides an overview of the net cash flow related to divestments and disposals of  
business sectors: 
 

in thousands of euros 2018 

Sale of the French operations (2015)    15,000 

Sale of Medialaan    279,634 

Other sales    313 

Net cash flow relating to disposal of subsidiaries  294,947 

No subsidiaries or business sectors were sold in 2019.  
 
In 2018 Medialaan was sold to DPG Media (De Persgroep). We refer to Note 12 for more information regarding the 
acquisition price obtained. The last tranche of € 15 M was received already in 2018 for the sale of the French activities 
in 2015.  
 
The other sales related to the sale on 30 June 2018 of the brands ‘Ik ga Bouwen & Renoveren’ and ‘Je vais Construire 
& Rénover’ to Sanoma. On 1 July 2018, the 51% stake in Zeeuws Vlaams Mediabedrijf was also sold to De Persgroep. 
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The effect of these sales on the assets and liabilities of the Group was as follows: 

in thousands of euros 2018 

ASSETS  

Non-current assets 302 

Intangible assets   292 

Property, plant and equipment   6 

Deferred tax assets   4 

Current assets 645 

Trade and other receivables   214 

Accrued charges and deferred income   384 

Cash and cash equivalents   47 

Total assets 947 

LIABILITIES  

Non-current liabilities 24 

Employee benefits   24 

Current liabilities 382 

Financial liabilities   53 

Advances received   187 

Employee benefits   111 

Taxes  1 

Other payables  30 

Total liabilities 406 

Total disposed net assets 541 

Minority interests  -265 

Gain (loss) on disposal  421 

Cash consideration received 697 

Deposits and cash and cash equivalents disposed of   -384 

Net cash inflow 313 

 
 
NOTE 35 – IMPORTANT EVENTS AFTER THE BALANCE SHEET DATE 

At the beginning of January 2020, Roularta Media Group decided to stop the Storesquare activity from 28 February 2020. 
This will have a limited financial impact on the consolidated and statutory results of Roularta Media Group because the 
asset was already largely written off last year. A positive impact on the results of Roularta Media Group is expected in 
2020 as the loss-making operation of Storesquare will be discontinued. 
 
In February 2020, RMG received an offer for its 50% investment in Regionale Media Maatschappij (RMM). The pre-emptive 
and drag along rights procedure according to the articles of association was initiated by the RMM board of directors.  The 
sale of RMG's stake in RMM will be completed in April. A positive impact on the results of Roularta Media Group is 
expected in 2020 as RMM was loss-making.  
 
At the end of February 2020, RMG acquired the 50% of shares of Senior Publications NV (Plus Magazine in Belgium), 
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which were owned by Bayard Group. Bayard Group took over the 50% shares of Sailer (children’s magazines Bimbo, 
Olli&Molli, …), held by RMG. Roularta Media Group expects a positive impact on the EBITDA for 2020 through the purchase 
of 50% of Senior Publications and the sale of 50% of Sailer. Half of the net result of Sailer and Senior Publications that 
was included in EBITDA for this transaction is lower than 100% of the EBITDA for Senior Publications that will be 
consolidated in the future. Senior Publications achieved revenue and EBITDA of € 6.6 million and € 400k respectively in 
2019. The intangible asset that arises from this acquisition will be depreciated in line with the other Roularta brands. The 
sale of Sailer will have a limited financial impact on the consolidated balance sheet because the asset was already largely 
written off in 2018. 
 
The spread of the COVID-19 virus and the strict precautions taken by governments worldwide to combat the virus are 
having a huge impact on our society. Roularta Media Group too has taken important and far-reaching safety measures to 
ensure the safety and health of its employees, customers and business partners. In these difficult times, Roularta – 
together with all its employees – continues to assume its civic responsibility as a media company and independently and 
reliably provide high-quality information to the population about COVID-19 and other important topics. As requested by 
the government, Roularta continues to produce and distribute all newspapers and magazines via press outlets and by 
post. All editors remain operational and all digital channels continue to provide 24/7 reporting. However, publication of 
the complimentary free sheets De Streekkrant and De Zondag are currently stopped for 5 weeks, taking into account the 
closure of local businesses. Temporary unemployment has been widely introduced for the related activities. The 
stagnation of economic life will clearly have an unpredictable impact on the company, its activities and its financial 
results. The results for the first two months of the year were better than in 2019, and the readership market is evolving 
favourably during a period in which reliable sources of information are being consulted more than ever. But the 
advertising market, which still represents 40% of Roularta’s revenue, is substantially suffering from the corona virus. 
Also the printing activities for third parties, representing 15% of Roularta’s revenue, are considerably affected by 
cancellations or requests of customers to delay. The magazines owned by Roularta Media Group are being prepared, 
printed and distributed as normal.  

COVID-19 is a non-adjusting subsequent event. By means of a stress test, the management investigated the implications 
of the halt of economic activity in Belgium due to the Corona virus on its activities. It concluded that the going concern of 
the group and its activities is still ensured. However, as mentioned above, it is impossible to predict the ultimate impact 
of the coronavirus on our business performance. 

The board of directors will propose to the general meeting that a dividend will not be distributed. 

No other significant events occurred that have a major influence on the results and financial position  
of the company.  
 

NOTE 36 - FEES TO THE AUDITOR AND TO PERSONS RELATED TO THE AUDITOR 

The statutory auditor’s fee was € 193 K (in 2018 € 201 K). The statutory auditor’s fee for additional audit engagements 
of the statutory auditor was € 17 K (in 2018 € 71 K). 
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NOTE 37 - RELATED PARTY TRANSACTIONS 

in thousands of euros    

2019  
Associated 

companies and 
joint ventures 

Other related 
parties  Total

I. Assets with related parties 2,535 47  2,582

Other investments, loans and guarantees 50 -  50

Loans 50 -  50

Current receivables 2,485 47  2,532

Trade receivables 2,152 47  2,199

Other receivables 333 -  333

II. Liabilities with related parties 9,729 199  9,928

Financial liabilities 37 -  37

Other payables 37 -  37

Payables 9,692 199  9,891

Financial debts 509 -  509

Trade payables 2,038 199  2,237

Other payables 7,145 -  7,145

III. Transactions with related parties 3,252 -2,227  1,025

Rendering of services 8,284 338  8,622

Receiving of services (-) -5,028 -2,565  -7,593

Transfers under finance arrangements -4 -  -4

IV. Remuneration board members for the execution of their 
mandate    368
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in thousands of euros   

2018 
Associated

companies and
joint ventures

Other related
parties

 Total 

I. Assets with related parties  2,849 15  2,864 

Available-for-sale investments, loans and guarantees 400 -  400 

Loans  400 -  400 

Current receivables  2,449 15  2,464 

Trade receivables  2,316 15  2,331 

Other receivables  133 -  133 

II. Liabilities with related parties  12,828 326  13,154 

Financial liabilities  37 -  37 

Other payables  37 -  37 

Payables  12,791 326  13,117 

Financial debts  298 -  298 

Trade payables  2,268 326  2,594 

Other payables  10,225 -  10,225 

III. Transactions with related parties  3,688 -4,053  1,929 

Rendering of services  8,562 535  9,097 

Receiving of services (-)  -4,896 -2,294  -7,190 

Transfers under finance arrangements  22 -  22 

IV. Remuneration board members for the execution of their 
mandate  403 

The Group has no assets, liabilities or transactions with its shareholders Comm.VA Koinon, SA West Investment 
Holding, SA Bestinver Gestión S.G.I.I.C. and Capfi Delen Asset Management NV. Assets, liabilities and transactions 
with subsidiaries are fully eliminated in the consolidation. Assets, liabilities and transactions with associates and 
joint ventures are not eliminated from the consolidation and therefore are fully recognised under this category. 
 
The list of subsidiaries, joint ventures and associates can be found in Note 2. 
 
The other affiliated parties are companies operated by management and executives of the Group and their close 
relatives or which these persons control or have significant influence over. The remuneration to management and 
executives was reported separately. There are no guarantees linked to the assets and liabilities vis-à-vis the 
affiliated parties. There were no impairments booked in 2019 nor in 2018. 
 
All claims and liabilities relate to short-term claims and liabilities that are fulfilled on the maturity date. All 
transactions are ordinary commercial transactions. For sales by the Group to these affiliated parties, the usual 
pricing applies (the same that applies to third parties). For purchases, the usual procedure is applied with regard 
to the selection of the supplier and the prices applied.  



104 Roular ta  A n n u a l  r e p o r t  2 0 1 9

Auditor’s report 

In the context of the statutory audit of the consolidated financial statements of Roularta Media Group NV (“the 
company”) and its subsidiaries (jointly “the group”), we hereby submit our statutory audit report. This report 
includes our report on the consolidated financial statements and the other legal and regulatory requirements. 
These parts should be considered as integral to the report. 
We were appointed in our capacity as statutory auditor by the shareholders’ meeting of 15 May 2018, in accordance 
with the proposal of the board of directors (“bestuursorgaan” / “organe d’administration”) issued upon 
recommendation of the audit committee and presentation of the works council. Our mandate will expire on the date 
of the shareholders’ meeting deliberating on the financial statements for the year ending 31 December 2020. Due 
to a lack of online archives dating back prior to 1997, we have not been able to determine exactly the first year of 
our appointment. We have performed the statutory audit of the consolidated financial statements of Roularta Media 
Group NV for at least 23 consecutive periods. 

 

REPORT ON THE CONSOLIDATED FINANCIAL STATEMENTS 
 
Unqualified opinion 
We have audited the consolidated financial statements of the group, which comprise the consolidated balance sheet 
as at 31 December 2019, the consolidated income statement, the consolidated statement of comprehensive income, 
the consolidated statement of changes in equity and the consolidated cash flow statement for the year then ended, 
as well as the summary of significant accounting policies and other explanatory notes. The consolidated balance 
sheet shows total assets of 353 414 (000) EUR and the consolidated income statement shows a net result of the 
consolidated companies for the year then ended of 10 332 (000) EUR. 
In our opinion, the consolidated financial statements give a true and fair view of the group’s net equity and financial 
position as of 31 December 2019 and of its consolidated results and its consolidated cash flow for the year then 
ended, in accordance with International Financial Reporting Standards (IFRS) as adopted by the European Union 
and with the legal and regulatory requirements applicable in Belgium. 
 
Basis for the unqualified opinion 
We conducted our audit in accordance with International Standards on Auditing (ISA), as applicable in Belgium. In 
addition, we have applied the International Standards on Auditing approved by the IAASB applicable to the current 
financial year, but not yet approved at national level. Our responsibilities under those standards are further 
described in the “Responsibilities of the statutory auditor for the audit of the consolidated financial statements” 
section of our report. We have complied with all ethical requirements relevant to the statutory audit of consolidated 
financial statements in Belgium, including those regarding independence. 
We have obtained from the board of directors and the company’s officials the explanations and information 
necessary for performing our audit. 
We believe that the audit evidence obtained is sufficient and appropriate to provide a basis for our opinion. 
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Key audit matters 
Key audit matters are those matters that, in our professional judgment, were of most significance in our audit of 
the consolidated financial statements of the current period. These matters were addressed in the context of our 
audit of the consolidated financial statements as a whole and in forming our opinion thereon, and we do not provide 
a separate opinion on these matters. 
 

Key audit matters How our audit addressed the key audit matters 

Intangible assets – useful life 
Considerable intangible assets are expressed in the 
balance sheet in relation to brands and a customer 
portfolio acquired by Roularta Media Group NV in the 
past. Per 31 December 2019, the value of the 
intangibles represent a total of 103 MEUR, of which 
48,7 MEUR recorded as intangible assets and 
54,7 MEUR recorded as investements accounted for 
using the equity method. 
We refer to this matter in our audit report because 
the determination of the useful life is an accounting 
estimate which includes a degree of judgement and 
is based on assumptions that are affected by 
expected future market or economic conditions.  
In case of deterioration of these economic 
conditions, the remaining economic useful life 
would need to be revisited and/or the intangible 
asset would need to be impaired.  
The valuation rules in relation to useful life and the 
remaining useful life of the intangible assets are 
disclosed in Note 1 and 15 to the consolidated 
financial statements. 

 

Our audit procedures included, amongst others, of 
obtaining an understanding of the company’s 
valuation rules and accounting estimates in relation 
to the useful life of intangibles assets.  
In addition, we have challenged managements’ 
review of the net book value and the remaining 
useful life of the intangible assets per 
31 December 2019, as well as their assessment on 
the need to revisit the amortisation period of the 
intangible fixed assets.  
Moreover, we have analysed the recent 
performance of the cash generating units of the 
intangible assets with a material net book value to 
validate the revised amortisation period decided by 
management in prior accounting year. 
Further, we have reviewed the presence of an 
important source of estimation uncertainty - as 
determined by IAS 1 - in relation to the useful life of 
the intangible assets.  
Finally, we have evaluated whether appropriate 
disclosures in relation to the intangible assets are 
made in accordance with IAS 38. 
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Key audit matters How our audit addressed the key audit matters 

Revenue recognition 

The group earns revenue from a variety of sources 
among the different business areas, including 
annual subscriptions and publicity. 
We intend to refer to this matter in our audit report 
because revenue is a key metric upon which the 
group is judged, since revenue is the major driver 
for profit generation. Given that the group has a 
cost structure in which fixed costs are more 
significant compared to the variable costs, any 
considerable change in revenue impacts the 
margins and net profit realised, primarily as 
concerns the subscriptions and publicity revenue 
streams. 
We have identified following critical areas in 
relation to revenue recognition in the respective 
revenue streams: 

recognise revenue in the incorrect period; and 

inappropriate manual adjustments. 

The accounting policies for revenue recognition are 
set out in Note 1 to the consolidated financial 
statements and the different revenue streams for 
the group have been disclosed in Note 4 to the 
consolidated financial statements. 

 
At each component with significant revenue 
streams, following procedures were performed 
to address the described risk, including: 

Reviewing the design and implementation 
of company’s internal controls related to 
the timing of revenue recognition; 

Reviewing the cut-off procedures related 
to revenue recognition and ensurring that 
these were properly applied at year-end; 

Reviewing the completeness of the sales 
rebates relating to revenue recorded at 
year-end including the period subsequent 
to year-end and prior to the issuance of the 
consolidated financial statements; 

Comparing the sales evolutions per 
revenue stream to last year in order to 
identify anomalies, indicating possible cut-
off errors; 

Performing a detailed review of a sample 
of the entity’s year-end adjusting entries 
and investigating any that appear unusual 
as to nature or amount; and 

Performing manual journal entry testing in 
order to test for suspicious manual entries 
that could indicate misstatements of 
revenue. 

 
 
Responsibilities of the board of directors for the preparation of the consolidated financial 
statements 
The board of directors is responsible for the preparation and fair presentation of the consolidated financial 
statements in accordance with International Financial Reporting Standards (IFRS) as adopted by the European 
Union and with the legal and regulatory requirements applicable in Belgium and for such internal control as the 
board of directors determines is necessary to enable the preparation of consolidated financial statements that are 
free from material misstatement, whether due to fraud or error. 
In preparing the consolidated financial statements, the board of directors is responsible for assessing the group’s 
ability to continue as a going concern, disclosing, as applicable, matters to be considered for going concern and 
using the going concern basis of accounting unless the board of directors either intends to liquidate the group or 
to cease operations, or has no other realistic alternative but to do so. 
 
Responsibilities of the statutory auditor for the audit of the consolidated financial statements 
Our objectives are to obtain reasonable assurance about whether the consolidated financial statements as a whole 
are free from material misstatement, whether due to fraud or error, and to issue a statutory auditor’s report that 
includes our opinion. Reasonable assurance is a high level of assurance, but is not a guarantee that an audit 
conducted in accordance with ISA will always detect a material misstatement when it exists. Misstatements can 
arise from fraud or error and are considered material if, individually or in the aggregate, they could reasonably be 
expected to influence the economic decisions of users taken on the basis of these consolidated financial statements. 
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During the performance of our audit, we comply with the legal, regulatory and normative framework as applicable 
to the audit of consolidated financial statements in Belgium. The scope of the audit does not comprise any 
assurance regarding the future viability of the company nor regarding the efficiency or effectiveness demonstrated 
by the board of directors in the way that the company’s business has been conducted or will be conducted. 
As part of an audit in accordance with ISA, we exercise professional judgment and maintain professional skepticism 
throughout the audit. We also: 

We communicate with the audit committee regarding, amongst other matters, the planned scope and timing of the 
audit and significant audit findings, including any significant deficiencies in internal control that we identify during 
our audit. 
We also provide the audit committee with a statement that we have complied with relevant ethical requirements 
regarding independence, and we communicate with them about all relationships and other matters that may 
reasonably be thought to bear on our independence, and where applicable, related safeguards. 
From the matters communicated to the audit committee, we determine those matters that were of most significance 
in the audit of the consolidated financial statements of the current period and are therefore the key audit matters. 
We describe these matters in our report unless law or regulation precludes any public disclosure about the matter. 

OTHER LEGAL AND REGULATORY REQUIREMENTS 
 
Responsibilities of the board of directors 
The board of directors is responsible for the preparation and the content of the directors’ report on the consolidated 
financial statements, the statement of non-financial information attached to the directors’ report on the 
consolidated financial statements and other matters disclosed in the annual report on the consolidated financial 
statements. 
 
Responsibilities of the statutory auditor 
As part of our mandate and in accordance with the Belgian standard complementary to the International Standards 
on Auditing (ISA) as applicable in Belgium, our responsibility is to verify, in all material respects, the director’s 
report on the consolidated financial statements, the statement of non-financial information attached to the 
directors’ report on the consolidated financial statements and other matters disclosed in the annual report on the 
consolidated financial statements, as well as to report on these matters. 
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Aspects regarding the directors’ report on the consolidated financial statements and other 
information disclosed in the annual report on the consolidated financial statements 
In our opinion, after performing the specific procedures on the directors’ report on the consolidated financial 
statements, this report is consistent with the consolidated financial statements for that same year and has been 
established in accordance with the requirements of article 3:32 of the Code of companies and associations. 
In the context of our statutory audit of the consolidated financial statements we are responsible to consider, in 
particular based on information that we became aware of during the audit, if the directors’ report on the consolidated 
financial statements and other information disclosed in the annual report on the consolidated financial statements, 
i.e.: 

are free of material misstatements, either by information that is incorrectly stated or otherwise misleading. In the 
context of the procedures performed, we are not aware of such a material misstatement. 
The non-financial information as required by article 3:32, § 2 of the Code of companies and associations, has been 
disclosed in the directors’ report on the consolidated financial statements that is included in section ‘Statement on 
non-financial information’ of the annual report. This non-financial information has been established by the company 
in accordance with the GRI-standards. In accordance with article 3:75, § 1, 6° of the Code of companies and 
associations we do not express any opinion on the question whether this non-financial information has been 
established in accordance with these GRI-standards.  
 
Statements regarding independence 

 Other statements 

 
Gent, 8 April 2020 
The statutory auditor 

   
Deloitte Bedrijfsrevisoren/Réviseurs d’Entreprises CVBA/SCRL 
Represented by Charlotte Vanrobaeys 
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Statutory annual accounts 
 
CONDENSED STATUTORY ANNUAL 
ACCOUNTS 

The following pages are extracts of the statutory 
annual accounts of Roularta Media Group NV, 
prepared under Belgian accounting policies. 
 
The valuation rules applied in the statutory annual 
accounts differ substantially from the valuation rules 
applied in the consolidated annual accounts: the 
statutory annual accounts are based on Belgian 
accounting legislation, while the consolidated annual 
accounts are drawn up in accordance with the 
International Financial Reporting Standards.  
 
Only the consolidated annual accounts as set forth in 
the preceding pages present a true view of the 
financial position and performance of the Roularta 
group. 
 
The report of the board of directors to the general 
meeting of shareholders and the annual accounts of 
Roularta Media Group NV, as well as the auditor’s 
report, will be filed with the National Bank of Belgium 
within the statutory stipulated periods. These 
documents are available on request from Roularta 
Media Group’s Investor Relations Department and at 
www.roularta.be/en.  
 
The auditor has issued an unqualified opinion for the 
annual accounts of Roularta Media Group NV. 
 

EXTRACT FROM THE ANNUAL REPORT OF 
THE BOARD OF DIRECTORS 

The annual accounts, which will be presented to the 
general meeting of shareholders of 19 May 2020, 
were approved by the board of directors of 3 April 
2020. 
 
Appropriation of the result  
The profit for the financial year 2019 available for 
appropriation is 10,119,296.68 euros compared to a 
profit of 186,971,925.15 euros for the financial year 
2018. 
 
Taking into account the profit carried forward of 
19,690.32 euros, the profit to be appropriated for the 
financial year 2019 amounts to 10,138,987.00 euros. 
 
The board of directors proposes to the general 
meeting not to distribute a dividend.  
 
Appropriation of profit  
We propose to give the result the following 
appropriation: 
 
A. Profit to be appropriated 10,138,987.00 

profit of the year 10,119,296.68 
retained profit of previous year 19,690.32 

B. Transfers to capital and reserves 
To other reserves 10,100,000.00 

C. Result to be carried forward 38,987.00 
D. Profit to be distributed  

 Return  on capital 0 
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CONDENSED STATUTORY INCOME STATEMENT 

 

in thousands of euros   2019 2018 

Condensed statutory income statement     

Operating income  300,282 274,243 
Operating charges  -294,509 -278,048 

Operating profit / loss   5,773 -3,805 

Financial income  20,556 210,502 
Financial charges  -15,761 -19,321 

Profit (loss) for the period before taxes   10,568 187,376 

Income taxes  -449 -404 

Profit (loss) for the period   10,119 186,972 

Profit (loss) for the period available for appropriation   10,119 186,972 

    

in thousands of euros   2019 2018 

Appropriation account     

Profit (loss) to be appropriated  10,139 187,006 
Profit (loss) for the period available for appropriation  10,119 186,972 
Profit (loss) brought forward  20 34 
Transfers to capital and reserves  -10,100 -118,000 
To other reserves  10,100 118,000 
Result to be carried forward  -39 -21 
Profit (loss) to be carried forward  39 21 
Distribution of profit  - -68,985 
Dividends  - 68,985 
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CONDENSED STATUTORY BALANCE SHEET AFTER APPROPRIATION 

 

in thousands of euros  2019 2018

ASSETS    

Fixed assets  161,268 174,219

Intangible assets  56,154 59,784

Tangible assets  34,342 33,032

Financial assets  70,771 81,403

Current assets  180,692 179,915

Amounts receivable after more than one year  100 219

Stocks and contracts in progress  5,996 6,281

Amounts receivable within one year  65,713 71,078

Investments  43,100 43,447

Cash at bank and in hand  63,332 56,455

Deferred charges and accrued income  2,451 2,435

Total assets  341,960 354,134

    

in thousands of euros  2019 2018

LIABILITIES    

Capital and reserves  229,077 218,959

Capital   80,000 80,000

Share premium account   304 304

Legal reserve   8,000 8,000

Reserves not available for distribution   8,100 8,446

Untaxed reserves   1,207 1,207

Reserves available for distribution   131,428 120,981

Profit (loss) carried forward   39 21

Provisions and deferred taxation  9,855 10,770

Creditors  103,028 124,405

Amounts payable after more than one year   37 37

Amounts payable within one year   96,384 117,581

Accrued charges and deferred income   6,606 6,787

Total liabilities  341,960 354,134
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FINANCIAL CALENDAR 

 
General Meeting 2019     19 May 2020 
Half year 2020 results     17 August 2020 
Full year 2020 results     5 March 2021 
General Meeting 2020     18 May 2021 
 
 
 
 
INVESTOR RELATIONS 

 
       Rik De Nolf 
Phone       +32 51 26 63 23 
Email       rik.de.nolf@roularta.be 
Website       www.roularta.be 
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