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THE VISION OF THE CHAIRMAN

 “  
 

Roularta presents a whole host of digital 
and multimedia investments? 
Rik De Nolf: “We see the future of 

Roularta as a combination of print and 

digital – and that is also reflected in our 

new logo. Our printed magazines will still 

be greatly appreciated showpieces, of 

course, but in an age when e-commerce 

is sending the price of new and recycled 

paper through the roof because of all 

the cardboard boxes needed for parcel 

deliveries, investing in a combination 

of media is an obvious choice. Our goal 

is to make our lavish offering available 

to our readers any time and anywhere, 

on any device at all. That is why we 

launched the Mijn Magazines app that 

brings together all our Dutch and French 

titles. Our subscribers can read the out-

pourings of editorial teams that include 

more than three hundred journalists 

and thousands of correspondents – the 

best in the country. Thirty titles for the 

price of one magazine: as far as I know, 

that’s unique in the world. Incidentally, 

a subscriber can share their access to 

our digital kiosk with their family mem-

bers. No, this is not a crazy experiment: 

it is a deliberate choice that we have 

been testing for a couple of years with 

our news titles in the form of our ‘New 

Deal’, under which it was already pos-

sible to read Knack, Trends and Sport/

Voetbalmagazine with a single subscrip-

tion. Subscribers also have access to 

the websites of all our magazines, with 

updates around the clock. The overall 

model is based on our greatest strength: 

our subscribers and our subscription 

management.”

“Roularta Local Media also offers a 

combination of print and digital with 

De Zondag on the one hand and, on the 

other, geolocalised digital advertising on 

the group’s websites and the Mijn Stad 

network, which includes hundreds of TV 

screens in shops with large customer in-

fluxes in all the central cities in Flanders.” 

After 67 years, De Streekkrant offi-
cially retired on 27 October 2021. The 
free, informative door-to-door news-
paper – which had 2.5 million copies 
in 50 regional editions and sometimes 
up to 100 broadsheet pages in its glo-
ry days – indisputably laid the founda-
tions for Roularta’s ballooning success 
today. Didn’t you have a bit of a lump in 
your throat when you said goodbye to 
De Streekkrant?
Rik De Nolf: “Putting flyers inside the 

free newspaper was the very first job 

my sister Caroline and I had in the early 

1960s. Roularta delivered the papers 

itself before that task was taken over 

by BD Belgische Distributiedienst. I have 

many pleasant memories of the door-to-

door newspaper, whose first incarnation 

– Advertentie – dates back to 1954.”

RIK DE NOLF 
Executive Chairman of  

Roularta Media Group
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“It was Roularta’s first publication, along with 

the paid newspaper De Weekbode. Today, KW 

Krant van West-Vlaanderen is continuing the 

tradition of De Weekbode, Het Wekelijks Nieuws, 

De Zeewacht, Brugsch Handelsblad and so on, 

in the form of all the West Flemish weekly pa-

pers rolled into one. The paid provincial news-

paper (in print and digital) is now a West Flem-

ish phenomenon, with around 400,000 readers. 

Originally, the intention was to back up the paid 

newspaper with the free one.”

“The newspapers delivered from door to 

door became a national project. My parents 

(Willy De Nolf, 1917-1981 and Marie-Thérèse 

De Clerck, 1925-2018) launched most of the 

titles in all the major cities in Flanders, with 

their own team, their own office and local man-

agement: in 1970 that became Groep E3. It 

was named after the new motorway between 

Kortrijk, Ghent and Antwerp with the Antwerp 

region and Ghent region as its biggest editions. 

By 1970, the whole of Flanders was already 

covered through media agency contracts with 

existing newspapers. In the 1970s, we grad-

ually took over our partner newspapers and 

grew into a single formula with one format and 

title: De Streekkrant, with more than 2.5 million 

copies delivered every week and an advertis-

ing revenue of 100 million euros. For 60 years, 

De Streekkrant powered local businesses with 

its local reporting.”

“That door-to-door newspaper deliveries might 

not last forever was something we realised 

back in the early seventies. The tradition-

al press viewed the growth of the group from 

Roeselare with suspicion, and the threat of a 

local tax or other form of taxation was looming 

even then. That was reason enough for us to 

start looking for diversification as a publishing 

company and, later, to grow into an interna-

tional multimedia business.”

“My father had the ambition to put a quality, 

independent, weekly news magazine on the 

market in a Flanders that only had segregat-

ed publications for different political view-

points at the time. Following in the footsteps 

of Time and Newsweek in the USA, Elsevier in 

the Netherlands, Der Spiegel in Germany and 

L’Express in France, the very first Knack maga-

zine appeared in 1971, when I was in my penul-

timate year at law school. So it was fifty years 

old last year. Newsweek, Business Week and 

Sports Illustrated became Knack, Trends and 

Sportmagazine, and now our magazines divi-

sion puts 30 leading magazines on the mar-

ket, in Dutch and French, print and digital. Plus 

the Mijn Magazines digital kiosk and a 24/24 

website. Roularta launched most of these titles 

itself, although it took over the women’s mag-

azines.”

“Twenty years ago, we were already looking for 

an alternative to the ‘push’ formula of putting 

free newspapers through all the letterboxes 

in all the towns and cities in the country. We 

launched De Zondag in 1999, which is still dis-

tributed free of charge everywhere today, us-

ing a network of thousands of bakers and local 

shops. This is a ‘pull’ formula that also results 

in mass distribution in 16 major regions, collec-

tively accounting for more than 500,000 copies 

in every town and city in Flanders. People pick 

up De Zondag on Sunday mornings, and it is a 

way for us to reach more than 1.5 million read-

ers. Thanks to its strong editorial team and its 

exclusivity on a Sunday, it is the most frequent-

ly quoted paper in the country, with the larg-

est print run and widest coverage. De Zondag 

is ideal for campaign-based advertising, and it 

is the only newspaper with an enormous range 

of job vacancies, in combination with regio-

talent.be. That makes it a good alternative to 

De Streekkrant, which struggled to hold its own 

against local taxes, online ads, Google, Face-

book and the problems facing shopkeepers: 

e-commerce, wholesale distribution and then 

a lockdown on top of everything else. In 2022 

De Zondag will be enhanced with the addition 

of a lifestyle magazine: DZ Magazine for quality 

boutiques and people in search of extra value. 

Along with the magazine titles and our printing 

business for third parties, local media brought 

in 300 million euros of revenue again in 2021.” 
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4. STRIVE FOR  

SUSTAINABLE VALUE, 

INNOVATION  

AND GROWTH.

5. CONSIDER EACH 

CHALLENGE AS AN 

OPPORTUNITY.

2. PASSION FOR THE  

MEDIA CONSUMER.

3. GO FOR BRAND  

AND QUALITY.

VISION

Roularta Media Group aims  

to remain the most relevant 

media partner for the long term.

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.

MISSION, VISION AND VALUES*

1.
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 FINANCIAL CAPITAL

80 million EUR 
capital

13,141,123 shares
listed on Euronext Brussels

243 million EUR  
equity

101 million EUR 
net cash position

 FINANCIAL CAPITAL

300 million EUR 
turnover

98 million EUR 
personnel

 MANUFACTURED CAPITAL

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

Office in the Netherlands
Baarn

Office in Germany
Augsburg

6 advanced full-colour offset printing presses

650 data servers

1 petabyte storage capacity

2,000 computers

 MANUFACTURED CAPITAL

512,373,585
rotations of rotary presses

More than 90 events 
(Trends Manager of the Year, Trends Summer 

University, She goes ICT,…)

Printed copies

317,428,836 magazines and

101,613,167 newspapers

 SOCIAL CAPITAL

Websites: 

5.6 million 
unique visitors (B/NL/D)

per month and 

31.1 million
page views per month (B/NL/D)

8,928,892
magazine readers (print & digital in Belgium  

and the Netherlands)***  

1,814,749 
readers of the newspapers De Zondag and 

De Krant van West-Vlaanderen

Weekly

1.3 million
viewers for Kanaal Z/Canal Z

Co-creator
Een Hart voor West-Vlaanderen

 SOCIAL CAPITAL

•  Membership of various organisations, e.g. Council  

for Journalism, Febelgra

•  Chairmanship of WE MEDIA (Belgian magazine association)  

and EMMA (European magazine association)

•  Relationships with suppliers and professional organisations

917,162 subscribers (Belgium, The Netherlands, Germany)

 INTELLECTUAL CAPITAL

•  Innovation Lab and Roularta Digital Hub 

•  Strong media brands

 INTELLECTUAL CAPITAL

140
innovative projects tested by the Innovation Lab

43
magazine titles

4
newspaper titles

 HUMAN  CAPITAL*

1,317 permanent employees

692 men,  625 women

198 journalists

Network of more than 1,600 freelancers

 HUMAN  CAPITAL**

19,835  
hours of training for personnel

85  
new recruitments

 NATURAL CAPITAL

66,118 tonnes
100% TCF paper of which 2.25% is FSC paper 

and 92.42% is PEFC paper

1,401.6 tonnes
of ink

16,238 m³ 
water

146,138 m²
aluminium plates

38,744 litres
of cleaning agents

74,600 litres
of additives

32,867 MWh 
= CO

2
 emission of 9,610 tonnes

66,000 m²
area of greenery surrounding the company,  

planted in 2021 with ca 15,000 trees

 NATURAL CAPITAL

0%
use of isopropyl alcohol as an additive in the 

printing process thanks to state-of-the-art 

printing presses

INPUT OUTPUT

* Belgium (100% companies), Germany and the Netherlands. ** Only Belgium.

*** No official figures of the German magazines available.

12 
 
ANNUAL REPORT 2021 ANNUAL REPORT 2021 

 
13



ROULARTA IN FIGURES

INCOME STATEMENT

IN MILLIONS OF EUROS

Sales 300.2

EBITDA(1) 41.0

 

EBIT (2) 12.8

NET RESULT 16.0

SALES
IN THOUSANDS OF EUROS

BALANCE SHEET - 31/12/21

IN MILLIONS OF EUROS

Non-current assets 208.2

Current assets 174.5

 

BALANCE SHEET TOTAL 382.7

Equity - Group’s share 229.6

Liabilities 140.1

Liquidity (3)  1.5

Solvency (4)  63.4% 

NET CASH POSITION (5)  101.0

Gearing (6)  -41.6%

(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) Net financial cash/(debt) = current cash and cash  

 equivalents - financial debt.

(6) Gearing = - net financial cash/(debt) / equity  

 (Group’s share + minority interests).  

More information concerning the consolidated figures of Roularta Media Group 

on: www.roularta.be/en/roularta-stock-market 

300,000
2019

2020

2021

250,000

200,000

300.2 M€
41.0 M€

SALES DISTRIBUTION

8.1%
Line extensions & rights

Sales increased by 17.1% or 43.9 M€.

2.4%
Audiovisual 
Brands

3.7%
Newspaper Brands

15.6%
Local Media 
Brands

12.1% 
Printing for third parties

66.2%
Magazines 
Brands

12.1% 
Printing for 
third parties

42.3% 
Subscriptions  
& newsstand sales

37.5%

Advertising

MEDIAFIN IN FIGURES

CAPEX

EVOLUTION IN SUBSCRIPTIONS

23.1 M€

+ 22.6% or + 18.0 M€

SALES

EBITDA

CAPEX

EVOLUTION IN SUBSCRIPTIONS

The contribution of Mediafin to the  

EBITDA of Roularta Media Group amounts 

to 3.7 M€ for 2021. Compliant with the 

IFRS regulations, this contains 50% of 

Mediafin’s net result (50% is 5.4 M€) 

minus the annual depreciation of brands  

including De Tijd and L’Echo (50% of the 

total adjustments is 1.8 M€).

73.7 M€

3.0 M€

+ 11.3% or 
+ 3.4 M€

17.5 M€

EBITDA
IN THOUSANDS OF EUROS

KEY FIGURES PER SHARE

EBITDA increased 

by 110.5%.

EBITDA  

per share

20202019 2021

50,000 

40,000 

30,000 

20,000 

10,000

1.57

1.83  

€ 3.50

2020 20212019 

3.50
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News & Business
DISTRIBUTION AND REACH PRINT (+ DIGITAL) + ONLINE

DE TIJD / L’ECHO

Reach Total Brand  

509,229
Print run

41,829
TIJD.BE / LECHO.BE

Real users 1,144,960 Visits 7,968,890

Page views 20,971,741

SABATO D+F

Reach Total Brand  

130,004
Print run

82,372
SABATO.BE D+F

Real users 69,993 Visits 165,930

Page views 231,524

NETTO / MON ARGENT

Reach Total Brand 

745,781
Print run

88,916
NETTO.BE / MONARGENT.BE

Real users 518,532 Visits 947,775

Page views 1,306,286

KNACK + LE VIF

Reach Total Brand

1,498,473
Print run

154,866

KNACK.BE / LEVIF.BE

Real users 892,730
Visits 2,641,016
Page views 4,409,717

KNACK FOCUS + FOCUS VIF

Reach Total Brand 

409,222
Print run

155,792

 

DE VROUW  
DIE HET  

ALLEMAAL  
VOORSPELD  

HEEFT

GEWELD TEGEN VROUWEN 
DADERS GETUIGEN: ‘Ik wist heel  

goed waar niet te slaan’

NOËL SLANGEN ontmoet  
CONNER ROUSSEAU: ‘Ik zou  
oppassen met boerenverstand’

DIRK DRAULANS:  
‘De omikronvariant is misschien  

precies wat we nodig hebben’

‘Kerstmis 
wordt niet zo  
eenzaam als 

vorig jaar’
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‘Ik word óók lastiggevallen 
door paparazzi, 
maar ik heb nooit moeten 
vechten of vluchten’

Het 
verschil 
tussen 
Lady Di 
en Kristen 
Stewart

EEN BLIK IN DE SOUL VAN GABRIELS  BELLA CIAO VOOR LA CASA DE PAPEL

ÇA SUFFIT ?

3
DOSES

ZEMMOUR, LE PEN...
Pourquoi l’extrême droite est

si puissante en France

PENSIONS
Une réforme à prendre, 

à moduler ou à jeter ?

Michaël Gillon « LA VIE 
DOIT EXISTER AILLEURS 

DANS L’UNIVERS »

N°48 DU 2 DÉCEMBRE 2021
EN VENTE CHAQUE SEMAINE

AVEC LE VIF/L’EXPRESS
ET LE VIF WEEKEND

ISSN 2031-6631

T R A N C H E  
N A P O L I T A I N E  
Avec The Hand of God, l’esthète Paolo Sorrentino  
signe son film le plus personnel. Un hommage 
émouvant à sa jeunesse, à Fellini, à sa ville natale  
et au dieu du foot Diego Maradona.

SPORT/VOETBALMAGAZINE +  

SPORT/FOOT MAGAZINE

Reach Total Brand

471,512
Print run

46,679

SPORTMAGAZINE.BE D+F

Real users 125,442
Visits 231,878
Page views 335,891

PHILIPPE CLEM
ENT

ER
NS

T H
AP

PE
L

DENIZ UNDAV
SMAAKMAKER 

BIJ UNION

NATIONS LEAGUE 
DE TOEKOMST VAN 

DE DUIVELS

JACK GREALISH
CULTSPELER MET 

LITTEKENS

NIKOLA STORM 
LAATBLOEIER BIJ 
KV MECHELEN

Interview Analyse Portret Interview

DÉCEPTION 
DES DIABLES

DENIZ UNDAV
SE RACONTE

DU SUCCÈS 
D'EUPEN

LES JEUNES 
D'ANDERLECHT ?

TRENDS + TRENDS-TENDANCES

Reach Total Brand

538,251
Print run

52,259

TRENDS.BE / TENDANCES.BE

Real users 568,019
Visits 1,264,551
Page views 3,004,561

F I N A N C I E E L - E C O N O M I S C H  W E E K B L A D

 N
R.

41
 · 

€6
,6

0 
· 1

4 
OK

TO
BE

R 
20

21

DOSSIER ERVEN  
EN SCHENKEN
Zeven cruciale  
beslissingen voor  
de opbouw van  
uw vermogen

A A R D G A S  M A A K T  O N S 

KWETSBAAR
Extreme schommelingen 
gaan niet meer weg

BERT DE GRAEVE
 ‘Gelukkig zijn onze 
kmo’s veerkrachtig’

REGERING-DE CROO
Heeft vooral  
tijd gekocht

BELEGGEN IN  
PRIVATE EQUITY

Iets voor u?

É C O N O M I E  E T  F I N A N C E S

ET SI 
LA CRISE 
ÉTAIT UNE 
CHANCE ?

Elle change 
les mentalités
Elle dope 
les investissements
Elle ouvre 
d’énormes 
opportunités
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PRIVATE 
EQUITY
Le capital-
investissement, 
nouvelle 
Bourse ?

DOSSIER 
SPÉCIAL
Check-list 
pour planifi er 
votre 
succession

DATANEWS D+F

Reach Total Brand 

211,372
Print run

24,984

DATANEWS.BE D+F

Real users 81,784
Visits 150,268
Page views 242,294

28 SEPTEMBER 2021 TWEEMAANDELIJKS INFORMATICABLAD
AFGIFTEKANTOOR: GENT X P 309 872, ISSN 1374-4283
WWW.DATANEWS.BE 4

met: She Goes ICT: Els Blaton  Stappen de hulpdiensten over op 4G?  Skipr

De toekomst 
van COAX

DATA NEWS 
AWARDS

alle winnaars

FABIEN 
PINCKAERS

ICT Personality 
of the Year

©
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M
Y 

EL
LE

B
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O
G

630 NOVEMBRE 2021 MAGAZINE D’INFORMATIQUE BIMESTRIEL
BUREAU DE DÉPÔT: GENT X P 309 872, ISSN 1374-4291
WWW.DATANEWS.BE

avec: Project of the Year  Low code  Gartner   Tendances stratégiques  RV

CIO of the Year
Elke Laeremans

CIO & COO  Torfs

Q
ue

réserve 2022 au CIO
?

©
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N
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TRENDS STYLE D+F

Reach Total Brand

131,171
Print run 

54,990

TRENDSSTYLE.BE D+F

Real users 4,186
Visits 6,732
Page views 9,019

TOM DINGENEN
DS BEST DRESSED MAN 2021
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STYLE
SPECIAL HORLOGERIE

THE TIMES, 

THEY ARE A CHANGIN

LOUIS TALPE

GENTLEMAN

ONDER VUUR

CHEF-KOK SEPPE NOBELS

EEN BORD

VOL NATUUR
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STYLE
MODE

UN AIR D’ÉTÉ 
POUR L’HIVER

DS BEST DRESSED MAN
LES 20 NOMINÉS 

DE 2021

FORMULE 1
LA PAROLE À 

LEWIS HAMILTON

SPÉCIAL DURABILITÉ 
LE LUXE AU SECOURS 
DE LA PLANÈTE

 

Angelina Jolie
The Queen 
of Bees 
de Guerlain

Source reach: CIM NRS, 2019-2020, Total Brand = Paper + Digital + Online  

Source print run: CIM Brand Reports, 2021   

Source online: CIM Internet Survey, 2021, average per month  

 

Source reach: CIM NRS, 2019-2020, Total Brand = Paper + Digital + Online  

Source print run: CIM Brand Reports, 2021   

Source online: CIM Internet Survey, 2021, average per month  

 

TÉLÉPRO

Reach Total Brand 

445,751
Print run

115,154

TELEPRO.BE

Real users 71,447
Visits 106,421
Page views 288,353
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09

56
7 –

 N
° 3

53
5 –

 JE
UD

I 2
 D

ÉC
EM

BR
E 2

02
1 –

 BE
LG

IQ
UE

 : 1
,80

 €.
 

PH
OT

O 
: ©
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N 
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AY
 - 

FT
V

QUIZ ENCHANTÉS
Jouez avec Disney et
les comédies musicales

SOURIEZ, LIKEZ !
La dictature du bonheur
sur les réseaux sociaux

Les bons conseils
d’Harold Hessel

(«Affaire conclue»)

Juste 
valeur

LE + COMPLET

4 AU 10 DÉCEMBRE

QUEL VOYAGE !
Le marbre grec fait
carrière en Chine

INSOLITE
À l’école
des majordomes
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Lifestyle & Women
DISTRIBUTION AND REACH PRINT (+ DIGITAL) + ONLINE

LIBELLE MAMA + FEMMES MAMAN

FEELING + GAEL

Reach Total Brand  

762,499
Print run

87,314

FEELING.BE / GAEL.BE

Real users 279,898
Visits 721,628
Page views 1,031,449

PLUS MAGAZINE D+F

Reach Total Brand

539,014
Print run

132,201

PLUSMAGAZINE.BE D+F

Real users 58,527
Visits 101,746
Page views 194,965

KNACK WEEKEND + LE VIF WEEKEND

Reach Total Brand

675,372
Print run

156,093

KNACKWEEKEND.BE / LEVIFWEEKEND.BE

Real users 179,828
Visits 427,163
Page views 644,118

LA MAISON VICTOR D+F

Reach Total Brand

136,530
Print run

31,833

LIBELLE + FEMMES D’AUJOURD’HUI

Reach Total Brand

1,403,751
Print run

276,727

LIBELLE.BE / FEMMESDAUJOURDHUI.BE

Real users 541,355
Visits 1,194,525
Page views 2,133,519

Real users 141,287
Visits 275,090
Page views 379,999

LIBELLE NEST + FEMMES NEST

Reach Total Brand

380,613
Print run

191,004

LIBELLE LEKKER + FEMMES DÉLICES

Reach Total Brand  

1,596,628
Print run

125,943

LIBELLE-LEKKER.BE / FEMMESDAUJOURDHUI.BE

Real users 912,236
Visits 2,723,282
Page views 5,351,024

FLAIR D+F

Reach Total Brand 

1,245,478
Print run

73,446

FLAIR.BE D+F

Real users 1,115,357
Visits 3,628,370
Page views 4,919,387

Source reach: CIM NRS, 2019-2020, Total Brand = Paper + Digital + Online  

Source print run: CIM Brand Reports, 2021   

Source online: CIM Internet Survey, 2021, average per month  

Source reach: CIM NRS, 2019-2020, Total Brand = Paper + Digital + Online  

Source print run: CIM Brand Reports, 2021   

Source online: CIM Internet Survey, 2021, average per month  
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NEST
BIEN CHEZ SOI ET AILLEURS
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SHOPPING ET LOOKS

SECRETS DE CHEF
COMMENT BIEN 

CHOISIR SES ÉPICES ?

ÉVASION
UNE TRAVERSÉE MAGIQUE 

EN MER ROUGE

COUPLES EN DIFFICULTÉ
SURMONTER LA 

MALADIE MENTALE

Romantiek
in kant

NR. 2 | maa-apr 2022JOUW CREATIEVE COMMUNITY

feestelijk
lentejurkje

Chanel-style
mini is terug

comfy  
blousejurk

ZELF HAKEN
Beautysetje

EXTRA LEZEN 
Trendrapport
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PATRONEN
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favoriet

1

20X blij met PREI
EINDELOOS VARIËREN MET DÉ TOPPER VAN BIJ ONS

WWW.LIBELLE.BE
DOSSIER
ZELFZORG

+

WANDEL
VAKANTIES

“Mijn man twijfelde 
geen seconde: ‘Ga maar 

opnieuw studeren, 
je kunt het’ ”

POETSVROUW WERD 
MAGISTRATE

GOED GEORGANISEERD 
& BETAALBAAR

Tips van de
experten

dicht bij huis

met 100% 
Belgische merken

LENTE
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N I E U W E

1
FEMMES D'AUJOURD'HUI XX - 2022

NOS EXPERTS VOUS RÉPONDENT

TÉMOIGNAGES
«Je cumule plusieurs jobs»

SHOPPING DÉCO
50 coups de cœur à moins de 50 €

PSYCHO
DIS-MOI COMMENT 

TU JUGES, 
JE TE DIRAI 

QUI TU ES
LISSES OU BOUCLÉS
NOS CHEVEUX 
AUX PETITS SOINS

BUDGET
SPÉCIAL

SANTÉ
HIBERNER, 

ÇA A DU BON

Le féminin belge le plus lu

CUISINE BONNE HUMEUR
9 ALIMENTS QUI DONNENT 
LA PÊCHE

49 ASTUCES D’EXPERTS 
POUR GAGNER DE L’ARGENT

GRATUIT
    

+ GRATIS 
KRUIDEN

SALADES XXL
ROYAAL GEVULD

EN TOCH HEERLIJK LICHT

GEHAKT
BALLETJES
VERRASSEND ANDERS

ZALIGE 
LENTEPASTA

HEERLIJKE 
PAASBRUNCH
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met het beste van het seizoen
 Alison Roman 

 Yotam Ottolenghi 

 Donna Hay 

 Jamie Oliver 

Laat je 
inspireren 
door deze 

chefs!

Votre magazine culinaire préféré

 TOUT SAVOIR SUR LES RADIS 
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XXL

Aneth, menthe, persil…

LES HERBES

En famille à Pâques

UN MENU JOYEUX
+ 5 vins blancs frais

À DÉCOUVRIR
LA CUISINE ITALIENNE 
DE CARLO DE PASCALE

PÂTES  
ÉPATANTES
NOTRE TOP 7

Variez

 LE RIZ AU FOUR DE NATHALIE  10 IDÉES DE RILLETTES 

les couleurs

FONT LEUR SHOW

les goûts et
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IMMOVLAN.BE

Real users 

871,927
Visits

3,319,228
Page views

13,406,703

GOCAR.BE

Real users 

425,599
Visits

1,055,121
Page views

3,069,760

DE ZONDAG

Reach Total Brand

1,434,292
Print run

458,423

Luide kreet
om hulp

OPROEPEN VAN KINDEREN EN JONGEREN BLIJVEN STIJGEN

Awel, de vroegere kinder- en jongerentelefoon, had het nooit eerder zo druk
als in 2021. Meer dan ooit blijkt dat de mentale gezondheid van jongeren 
onder druk staat. “De pandemie maakte dat jongeren het mentaal moeilijker
kregen, maar het einde van de pandemie zal niet alle problemen oplossen.”
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Ben
Segers

De mooiste rol 
van

GENIET

De terugkeer van 

Kristof
Calvo

MANDELHOF: 
ZO GROEN KAN STADSWONEN ZIJN
• Grote variatie aan (duplex)appartementen met 1 tot 3 slaapkamers

• Ruime terrassen, afwerking op maat

• Prachtige binnentuin en groot gedeeld dakterras

• Zeer gewilde centrumlocatie, vlakbij Grote Markt en stadspark

• Unieke investeringskans

OPENDEURDAG
ZATERDAG 12 FEBRUARI
SINT-MICHIELSPLEIN 1, ROESELARE

OOK GEÏNTERESSEERD OM TE WONEN 
OF TE INVESTEREN IN MANDELHOF? 
Bekijk het aanbod op mandelhof.be of bel 051 49 01 53

*bij aankoop voor eigen bewoning. De beelden in deze advertentie zijn louter illustratief en niet bindend. SKYLINE EUROPE kan in geen geval aansprakelijk gesteld 
worden voor de inhoud van deze advertentie. Verantwoordelijke uitgever: Kristof Schellekens.

D
B

74
13

62
K

1

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

Reach Total Brand

624,774
Print run

58,307

KW.BE

Real users 492,223
Visits 1,264,134
Page views 1,978,983

NICOLE EN HUGO

Vitamines
voor het leven

pagina 20-23 

D R I E K A N D I D A T E S U I T O N Z E R E G I O W A G E N H U N K A N S

Zij dromen van

kroontje Miss België

BRUGGE/ICHTEGEM/ZUIENKERKE Wie volgt Kedist Deltour op uit Harelbeke? Dat is zaterdag dé grote

vraag tijdens de finaleshow van Miss België in het Plopsa Theater in De Panne. Drie knappe dames uit

onze regio maken nog kans op het felbegeerde kroontje: Miss West-Vlaanderen Gaëlle Sauvillers uit

Ichtegem, Alana Hanegreefs uit Zuienkerke en Maïté Lescroart uit Brugge. 
pagina 4
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BRUGGE

Vrederechter

Albert Billiet te

zien op televisie
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Gretel is eerste

afvaller in De Mol
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Man met Down

exposeert

in De Ster
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BRUGGE • TORHOUT 

18 maart 2022 

Hoe 
oud is 

jouw 
rug?

staat onze rug centraal. Maar hij heeft het soms 

zwaar te verduren. Wist je dat zelfs zitten en slapen 

je rug kunnen verouderen?

Onderzoek wijst uit dat de rugleeftijd van de 

gemiddelde Belg 26% hoger is dan zijn echte leeftijd. 

Hoe zit dat bij jou?

Doe de test op 

rugleeftijd.be

Een initiatief van Ergodôme en Howest

BEREK

EN
J
O
U
W

RUGLEEFT
IJ
D DB752011C2

Hoe goed ken jij 

Beernem? pagina 38

G E M E E N T E

QUIZ

ICHTEGEM

Restaurant 

De Engel heeft

nieuwe uitbater
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TWEEDE DEEL VAN TITEL
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G E N I E T V A N H E T G O E I E W E S T - V L A A M S E L E V E N

GOOSE OVER HUN VIJFDE PLAAT 

“WE KIJKEN ER OPNIEUW

NAAR UIT LOS TE GAAN

VOOR EEN GROOT PUBLIEK”

G E N I E T V A N H E T G O E I E W E S T - V L A A M S E L E V E N
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+ jouw Brugsch Handelsblad
en een inspirerend KW Weekend 

MET EXTRA

VASTGOED
GIDS

Komt Ventilus 
er sneller door...
Poetin? pagina 3

De koers 
is bij ons
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DUBBELINTERVIEW

Nico Mattan en
Zico Waeytens

pagina 34-35

PORTRET

De man achter 
de gekste affiches
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ANALYSE

Wat kunnen de
West-Vlamingen?
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Frontpagina

BRUGGE • TORHOUT
25 maart 2022 • 4,10 €

Weekblad • 1 16 de jaargang • P509581 • Week 12 • REDACTIE : Meiboomlaan 33 , 8800 Roese lare • www.kw.be • K lantend ienst 078 35 33 13

STELLING NODIG?
CONTACTEER ONS VIA info@steigerbouw.be

Steigerbouw.be

Pathoekeweg 1A  | 8000 Brugge  | T. 050 60 79 70
DB753372C2

ROULARTA BRANDS BELGIUM

REAL USERS 

3,029,657
VISITS

14,682,111
PAGE VIEWS

24,700,354

Source reach: CIM NRS, 2019-2020, Total Brand = Paper + Digital + Online  

Source print run: CIM Brand Reports, 2021   

Source online: CIM Internet Survey, 2021, average per month  

DISTRIBUTION AND REACH 
PRINT (+ DIGITAL) + ONLINE
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ARTSENKRANT /  

LE JOURNAL DU MÉDECIN

Print run*

26,681

DE APOTHEKER / LE PHARMACIEN

Print run*

8,716

GRAFISCH NIEUWS /  

NOUVELLES GRAPHIQUES

Print run**

4,854

Het programma van de antifraudecommissie 4 PB-PP | B-331
BELGIË(N) - BELGIQUE

Scan deze QR-code 
en lees als abonnee 
onze krant digitaal 
op iPad en iPhone.

DDDD gat staat in de langverwachte her-
vormingsplannen voor de ziekenhuis-
financiering van minister van Sociale
Zaken en Volksgezondheid Frank

Vandenbroucke (Vooruit). Hij stelde ze vorige vrijdag
voor aan de sector.

Vanzelfsprekend verandert de tanker niet meteen
van koers, stelt de nota. Wel is het de bedoeling om de
fundamenten te leggen voor een meerjarenaanpak. 
Waarbij de financiering van de ziekenhuizen op zich
belangrijk is maar de vergoedingswijze van de artsen 
en de samenwerking tussen ziekenhuizen onderling
en met de eerste lijn evenzeer.

Momenteel is de berekening van het ziekenhuis-
budget bijzonder ingewikkeld en weinig transparant.
Correcties volgen vaak pas jaren later. Vandenbroucke
wil de financiering helder krijgen door in de toekomst
aan elk ziektebeeld– hartinfarct, appendicitis… – een
forfaitair bedrag toe te kennen. Dat bedrag, de ‘all-in
pathologieforfait’ per opname, is de som geld nodig 
om goede zorg te kunnen verstrekken. Het omvat alle

p gkosten behalve de professionele verloning van de arts.
Tegen 2024 zou de berekening van de forfaits per 
pathologie rond moeten zijn.

Volgens het kabinet vermindert dit model de nei-
ging tot overconsumptie. Het zal leiden tot een ver-
nieuwde samenwerking tussen artsen en ziekenhui-
zen. Geld staat niet langer centraal, wel de noden van
de patiënten, de zorgorganisatie én de kwaliteit.

Het ereloon splitst Vandenbroucke in een deel wer-
kingskosten en een deel professionele vergoeding. 
Wat precies onder de twee delen valt, wordt globaal
en objectief vastgelegd. Individuele onderhandelin-
gen tussen artsen en ziekenhuizen zijn dus niet langer
nodig. Op financieel vlak hoeven ziekenhuizen hele-
maal niets meer te vragen aan de artsen. Samen beslis-
sen moet wel het doel blijven en het zou niet de bedoe-
ling zijn dat artsen niets meer te zeggen hebben.

Geert Verrijken

Het pathologieforfait 
als het nieuwe normaal

Vanaf 2024 zouden ziekenhuizen gefinancierd worden via een all-in 
pathologieforfait per opname. Dat bedrag omvat onder andere de werkingskosten 
voor medische prestaties, geneesmiddelen, medische hulpmiddelen en de 
zorggerelateerde onderdelen van het huidige Budget Financiële Middelen.

Hervorming ziekenhuisfinanciering 
in de steigers  8

Meer werkplezier, 
meer zin in zorg

Meer werkplezier en meer tijd voor de patiënt. 
Dat is het streefdoel van Zin in Zorg, de 

Nederlandse beweging voor en door jonge artsen. 
Twee jaar na de start in 2019 zijn de eerste, 
concrete resultaten zichtbaar. Vier ‘startkits’ 
waarmee jonge maar ook ervaren artsen én 
zorginstellingen mee aan de slag kunnen om 
inspraak in de organisatie structureel te 
organiseren, meer ruimte voor persoonlijke 
ontwikkeling te creëren, een positieve werkcultuur 
te bewerkstellingen waarin pauze nemen oké is, 
en aandacht vaker te plaatsen op de mens achter 
de dokter – met andere woorden zijn 
kwetsbaarheid. Stappenplannen, handleidingen, 

sociale media-ideeën, bewustmakingsacties... De 
jonge artsen hebben ze allemaal gebundeld op 
één website: zininzorg.nl. Vaso, de Vlaamse 
vereniging voor arts-specialisten in opleiding, 
vindt het alvast een waardevol initiatief. “Heel wat 
elementen zijn hier makkelijker toepasbaar. Een 
inspiratie.”

Emily Nazionale

Zin in Zorg: zo doet Nederland het  12-13

42STE JAAR NR2701 - DONDERDAG 3 FEBRUARI 2022 - 3,00 € - WEEKBLAD - P309577 - ROULARTA HEALTHCARE - RAKETSTRAAT 50, BUS 14 - 1130 BRUSSEL

• www.artsenkrant.com
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Artsen 
buizen 

Vandenbroucke 
4,6 op 10 
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www.deapotheker.be

VOORAAN

Huisapotheker 
krijgt goed rapport

DEONTOLOGIE

Beslissingstabel 
beroepsgeheim

De stille epidemie van 
chronische wonden

D O S S I E R

L’ABD estime que l’avant-projet de loi relatif au « trai-
tement des données à caractère personnel autorisant 
aux assureurs l’accès systématique à des données de 
santé sans consentement préalable des candidats pre-

neurs d’assurance » est totalement inacceptable.
Les Prs Régis Radermecker et Laurent Crenier, respecti-

vement secrétaire général et président de l’ABD, ont analysé 
attentivement ce texte qui vise à « (…) encadrer, en matière 
d’assurance, le traitement de données à caractère personnel 
concernant la santé dans le cadre de certaines finalités. Les 
sous-objectifs sont d’offrir d’une part, une sécurité juridique au 
traitement, par l’assureur et/ou le réassureur, des données à 
caractère personnel concernant la santé et, d’autre part, une 
protection à la personne dont les données à caractère personnel 
concernant la santé sont transmises et utilisées. (…) Enfin, de 
telles dispositions visent aussi à permettre une meilleure efficience 
dans la gestion des contrats d’assurance et en particulier des 
sinistres avec lésions corporelles. »

Consentement explicite
Les Prs Radermecker et Crenier soulignent que l’avant-

projet de loi souhaite supprimer l’obligation, pour l’assureur, 
de recueillir le consentement explicite de son assuré ou du 
bénéficiaire de l’indemnisation lors de la communication de ses 
données de santé. « L’auteur du texte justifie cette mesure par le 
fait que les assureurs exerceraient une mission d’intérêt public 
destinée à protéger le patrimoine de l’assuré en cas de sinistre. 
Toujours selon l’auteur, ce revirement législatif s’inscrirait dans 
l’intérêt de l’assuré dès lors que la mesure aurait pour effet 
notamment d’accélérer le processus d’indemnisation. »

Selon l’ABD le texte est en contradiction totale avec l’article 
9.1 du RGPD. L’association rappelle que seules deux excep-
tions sont possibles à l’application de cet article : si la personne 
concernée a donné son consentement explicite au traitement 
de ces données pour une ou plusieurs finalités spécifiques, ou 
encore, lorsque le traitement de ces données est nécessaire 
pour des motifs d’intérêt public important. Or, les traitements 
réalisés par les assureurs ne font pas partie de la loi sur le 
RGPD. « Les entreprises d’assurance et de réassurance ne rem-
plissent pas un rôle d’intérêt public », ajoute encore l’associa-
tion, « ces dernières étant des sociétés à but lucratif dont l’objectif 
premier est de dégager un bénéfice. »

Laurent Crenier et Régis Radermecker s’interrogent égale-
ment sur l’utilité de cet avant-projet de loi. « En effet, confor-
mément à l’article 58 de la loi du 4 avril 2014 relative aux assu-
rances, le candidat preneur a l’obligation de déclarer, à la 
conclusion du contrat, toutes les circonstances connues de lui et 
qu’il doit raisonnablement considérer comme constituant pour 
l’assureur des éléments d’appréciation du risque. (…) Il est donc 
permis de s’interroger sur la raison pour laquelle un assureur 
pourrait avoir accès à l’ensemble du dossier médical d’un assuré, 
et ce, sans obtenir son consentement préalable. Le texte de 
l’avant-projet de loi est d’autant plus choquant qu’il permettrait 
potentiellement à tout assureur, en ce compris ceux n’ayant 
aucun lien contractuel avec le patient, d’avoir accès aux données 
médicales de ce dernier sous prétexte d’accélérer le processus 
d’indemnisation. »

Secret médical : une brèche 
à colmater rapidement

Pour l’Association belge du diabète (ABD), un avant-projet de loi relatif « au traitement des 
données à caractère personnel concernant la santé » menace le secret médical. En outre, 
ce texte ne respecterait pas le RGPD. Suite aux critiques, le ministre Dermagne a déclaré 
être disposé à tenir compte des remarques des associations de patients.

Lire en page 32
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Omicron, la vague 
de la médecine générale

Télémédecine : les 
recommandations du GBO

Wonca Europe se déroulera 
à Bruxelles en 2023

Comment les jeunes 
gèrent-ils la dépression ?
«La dépression est encore (trop) sous-

diagnostiquée chez les adolescents, en partie à 
cause des changements d’humeur et de l’irritabilité 
qui accompagnent cet âge », constate l’Union 
nationale des Mutualités libres, suite à une enquête 
ayant porté sur ses 204.710 affiliés (chiffres 2020) 
de 12 à 18 ans pendant trois ans, entre 2018 et 2020. 
Le troisième organisme assureur du pays estime entre 
quatre à 19% le nombre de jeunes touchés par la 
dépression. 
Seuls un peu plus d’un pourcent consomment des 
antidépresseurs mais ce pourcentage augmente avec 
l’âge. Il y a environ deux consommatrices pour un 
consommateur.
Les ML regrettent que les adolescents soient traités 
trop peu de temps (moins de six mois) au regard de 
l’EBM. Les prescriptions émanent essentiellement des 
MG et des psychiatres. 3% des 12-18 ans font appel 
à la psychothérapie et à l’aide psychologique. 
Les ML recommandent davantage de prévention 
comme la psychoéducation.

Lire page 6

Prix du Spécialiste de l'année : réservez le 19 mars  En page 32
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Femke Helon (3Motion)
«La durabilité est depuis toujours 

au cœur de notre approche»
Photo: Emy Elleboog

Rétrospective: 
les faiseurs 

de tendances 
de 2021

G/GESCHICHTE

Print run

41,479

G-GESCHICHTE.DE

Unique visitors 26,972
Page views 42,024

G/GESCHICHTE PORTRÄT

Print run

39,563

PLUS MAGAZIN

Print run

78,154

PLUS-MAGAZIN.COM

Unique visitors 15,592
Page views 65,773

HAPPY

Print run

110,640

RENTE & CO

Print run

46,428

UNSER GELD

Print run

46,161

FRAU IM LEBEN

Print run

100,325

FRAU-IM-LEBEN.COM

Unique visitors 17,945
Page views 70,853

GERMANY

THE NETHERLANDS

* Source: CIM 2021

** Info publisher

Source print run Plus Magazin + Frau im Leben: IVW German circulation audit office, 2021 

Source print run other German titles: internal statistics 2021

Source online: internal statistics 2021, average per month 

LANDLEVEN

Brand reach   

741,000
Circulation

125,700

LANDLEVEN.NL

Unique visitors  232,000
Page views 621,000

PLUS MAGAZINE

Brand reach 

1,257,000
Circulation

217,700

PLUSONLINE.NL

Unique visitors  1,000,000
Page views 3,300,000

G/GESCHIEDENIS

Circulation 

11,950

GEZONDHEIDSNET.NL

Unique visitors  1,250,000
Page views 2,300,000

Source: Nom, average per month Source: Nom, average per month
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PREFACE BY THE CEO

 “

Saying goodbye to the old logo is like 
taking off old clothes. But what exactly 
will the new logo say?
Xavier Bouckaert: “Nobody knows exactly 

how long that R was our calling card – al-

though we know it was for at least three 

decades – but if you realise that the print-

ing works ‘only’ represents 14 per cent of 

our consolidated revenue today, then you 

will understand that the logo no longer 

represented anything like our entire com-

pany. Roularta is far more than a printer 

from Roeselare. The new logo describes 

what we stand for far more accurately: we 

are a Belgian media company with no less 

than forty media brands.

“The circle refers to the reader’s eye and 

Roularta’s own eyes: we look at the world 

with an open mind. The diamond is a ref-

erence to our multimedia approach: it 

could be a sheet of paper, a TV screen, 

an iPad, a smartphone... We deliberately 

left it a bit abstract with space for inter-

pretation because we want our logo to be 

a conversation starter. If we give context 

to explain our logo, we automatically talk 

about our values and our vision for the 

future. That’s not unimportant, because 

you can invest in strategy and innovation 

but if you don’t project them, you’ve only 

done half the work.”

Is a wind of change blowing through 
Roularta?
“We have invested heavily in recent years, 

and a lot has changed as well. The most 

important principle is that we are opting 

resolutely for an innovative digital strat-

egy. That means we have brought many 

new profiles on board: people with skills 

we didn’t use to have. It also means that 

we are approaching internal processes 

differently at a strategic level. All in all, 

the result is a positive vibe. The knowl-

edge that they are working for a compa-

ny that has a strong vision for the future 

XAVIER BOUCKAERT
CEO of Roularta Media Group
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Roularta is a dynamic business in a rapidly changing 
world. The new corporate branding embodies that vision, 
but so does the way it was created. In just under six 
months, the whole of Roularta got a new look: everything 
from the flags to the website. 

Nele Baeyens: “Roularta has changed immensely in 

recent years, and the new corporate branding enables 

the entire company to radiate that modern, multi media 

character. It was a really nice challenge, especially 

because we went so fast. Hardly four or five months 

passed between the first briefing on the new corporate 

branding and the roll-out. The efficiency of that process 

alone demonstrates that we are a dynamic company 

with a strong position in a rapidly changing world. It 

wasn’t stressful or chaotic: we really enjoyed it. It gave 

us a huge energy rush to get to work on the project.”

“The way we tackled it emphasises our values. Roularta 

is and remains a family business. So we got everyone 

involved and took a very structured, phased approach 

in a multidisciplinary team with input from staff. A new 

corporate branding has an enormous impact on the 

whole company. So it was extremely important to get 

everyone who works here involved in the entire process. 

To guarantee this, we encouraged all the staff to work 

actively and creatively with the logo. We received very 

many enthusiastic reactions to that. I’m proud of our 

achievement, and I’m not the only one. I believe all our 

employees were already proud of the company, and the 

new corporate branding only increased that pride.”   

“Every challenge is an opportunity. The future offers 

opportunities to take big steps forward, and we are 

taking them. Our new corporate branding is part of that. 

It is a fresh, dynamic story based on strong brands and 

an intense family feeling. I am really proud of being able 

to contribute to that story and to have been part of this 

project that sparked off Roularta’s new look.”

makes our employees feel good. After all, a com-

pany that does not reinvent itself may be irrele-

vant five years from now. We also make sure that 

they can keep a firm hold of the wheel in this 

challenging drive towards the future, for example 

by committing to lifelong learning with training 

and the Roularta Academy.”

Committing to lifelong learning is part of the 
bigger sustainability picture – which is also a 
focal point for Roularta.
“Decent work and economic growth are indeed 

included in the Sustainable Development Goals. 

I’d even dare say we have traditionally had a sus-

tainable policy in that respect. We see it as a core 

task to ensure we have a pleasant and stimulat-

ing working environment that feels like a family. 

After all, everyone spends a large part of their life 

at work. If you don’t feel good about it or can’t 

find meaning in it... That is also why we stimulate 

and coach our employees by inviting people like 

the cooking guru Sandra Bekkari or sports coach 

Paul Van Den Bosch to come and speak to us.

“We don’t aim for untrammelled growth, but for 

meaningful growth. Our sector is experiencing 

a gigantic trend towards consolidation, which 

means we find potential acquisition files landing 

on our desk every week. If you want to grow sus-

tainably, there is no point accepting all of them. 

You generate external growth with acquisitions, 

but you don’t always know what you’re getting 

yourself into. Internal growth gives you a bet-

ter overview, but it sometimes takes longer to 

achieve results. The one thing we certainly invest 

in constantly is innovation and the development 

of our own organisation, for example by forming 

flexible teams.” 

“There are other areas of sustainability, such 

as the climate and environment and our big 

tree-planting campaign or the electrification of 

our fleet, where we intend to continue playing a 

pioneering role.”

In terms of financial results, 2021 has been an 
excellent year.
“And that hasn’t just appeared out of nowhere. It 

was the result of many people’s work over many 

years. And the right strategic choices, of course. 

The acquisition of the Women Brands met with 

scepticism at the time, but those voices have 

gone quiet now. Since 2017 we have been growing 

every year, which is always the ultimate confir-

mation that your strategy is working and that you 

are making the right choices.”

NELE BAEYENS 
Director of Marketing  

Magazine Brands and 

Digital Brand Innovation
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On 25 September 2015, the UN General Assembly 

approved the 17 Sustainable Development Goals. They 

are a successor to the Millennium Goals, whose deadline 

was 2015 and most of which were focused on solutions to 

put an end to extreme poverty in the world. The 17 SDGs 

form a broader frame of reference for sustainable devel-

opment: 2015 was also the year in which the Paris Climate 

Agreement was signed.

The deadlines for the 17 SDGs is 2030. They are universal 

and have been adopted by 193 countries. The goals are 

interconnected, and as such they support and reinforce 

each other. They can be divided into 5 topics: people, 

planet, prosperity, peace and partnerships.

To clarify the 17 goals, the United Nations formulated 

an additional 169 targets and 232 indicators. These are 

also universal and generally applicable to all continents, 

countries and regions. However it is important to adapt 

the SDGs to the specific situation of a person, company 

or government. In that specific situation, it is also impor-

tant to investigate the extent to which one or more of the 

17 SDGs may be relevant.

THE IMPORTANCE OF THE BRAINPRINT
Convinced that it can genuinely contribute to building 

the future, Roularta Media Group has drawn inspiration 

from the United Nations’ 17 SDGs for its own sustainability 

ambitions. As a media company, it understands its unique 

position within the sustainability narrative. Roularta 

Media Group’s footprint is less heavy than its brainprint. 
The brainprint is the potential impact on others’ behav-

iour. Roularta Media Group reaches millions of readers, 

internet users and viewers with its various media. This 

enables it to inform them about all aspects of sustaina-

bility and thus make them aware of all 17 SDGs.

The 17 SDGs of the United Nations are repre-

sented symbolically as you see them below.

SUSTAINABILITY AMBITIONS

SDG goal: Promote sustained, inclusive and sustainable economic growth, full and 

productive employment and decent work for all.

Roularta’s ambition: Roularta Media Group aims for sustainable economic 

growth in a strategically agile organisation focused on innovation. Attracting new 

talent and encouraging employees to continue developing in a pleasant family 

environment with attention to wellbeing, lifelong learning and respect for each 

other’s uniqueness are priorities. 

Relevance: Investment in economic growth and innovation with attention to 

sustainability. Put decent work and wellbeing into practice in the workplace for all 

employees.

Impact: Human capital / Health and safety / Human rights / Diversity and 

inclusion / Training

SDG goal: Ensure sustainable consumption and production patterns. 

Roularta’s ambition: Roularta Media Group is committed to sustainable 

production and consumption and chooses partners who share this vision.

Relevance: A clear and explicit choice to use raw materials efficiently, reduce 

waste, purchase sustainably and choose suppliers in accordance with our values. 

Impact: Purchasing / Production / Consumption / Energy use / Innovation

SDG goal: Take urgent action to combat climate change and its impacts. 

Roularta’s ambition: Roularta Media Group is opting resolutely for a more 

sustainable energy and raw materials policy and is aiming for a significantly 

smaller ecological footprint, in particular CO
2
 neutrality in 2040.

Relevance: A commitment to make concrete efforts to fight climate change, 

reduce our ecological footprint and develop an action plan to neutralise CO
2 

emissions.

Impact: CO
2 
emissions / Greenhouse gases / Reduce-Reuse-Recycle / Biodiversity  

Focus on four SDGs
ROULARTA MEDIA GROUP HAS SELECTED THE FOLLOWING FOUR SDGs AS ITS PRIORITIES. 

SDG goal: Ensure inclusive and equitable quality education and promote lifelong 

learning opportunities for all.

Roularta’s ambition: Roularta Media Group is helping to make future generations 

smarter and more aware through reliable, relevant information and targeted 

activities that stimulate sustainable behaviour.

Relevance: Investment in education and increasing awareness among all 

stakeholders (internal and external) through reliable, independent content and the 

stimulation of more sustainable behaviour.

Impact: Human capital / Brainprint / Individual development / Wellbeing / Social 

role of the media  
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ONE TEAM, ONE FAMILY, ONE PLANET
As a media company, Roularta Media Group has an important brain-

print: it reaches and informs millions of people and, with its relia-

ble, relevant, substantiated and transparent high-quality journalism, 

Roularta Media Group has a potential impact on the sustainable 

behaviour of today’s generations and those of the future. Roularta 

Media Group believes in ‘One Team, One Family, One Planet’ and 

is helping today to build a better world for tomorrow. In this way, 

Roularta Media Group wishes to make it clear that all the other 

aspects of sustainability encapsulated in the 17 SDGs really are fun-

damental to the realisation of that ‘better’ One Planet. 

Furthermore, this overarching sustainability ambition goes beyond 

emphasising the ultimate goal that Roularta Media Group wants to 

reach: it also stresses the way in which Roularta Media Group aims 

to achieve this ambition, by acting as One Team and One Family. 

Roularta Media Group can and will succeed in achieving the sustain-

ability ambitions with and by means of the active commitment of all 

its staff as One Team, across all the different parts of the organi-

sation. Together we respect and care for each other as One Family, 

heading for a sustainable future. 

Strengthening general awareness of the urgency surrounding the 

global UN goals is thus clearly inscribed in Roularta Media Group’s 

strategic ambitions. This was already part of Roularta Media Group’s 

DNA, with clear, historic, long-term investments in the production 

environment, quality journalism and staff wellbeing. Now it is more 

pronounced, visible and situated in the context of the UN’s SDGs and 

sustainability ambitions.

With the new Roularta Cares logo we also want to give these 

ambitions a clear face, both to our employees and to our customers 

and partners. 

 
 
 



KAREN HELLEMANS & WIM VERHOEVEN

 

What are the editorial implications of the 
noble aim to create greater awareness 
among readers – a bigger ‘brainprint’, as 
we say?
Karen Hellemans: “Obviously editorial 

teams have always had their finger on the 

pulse. For example, Flair regularly picks up 

on sustainability trends and topics such 

as inclusivity, while Libelle’s recipes are 

as delicious as ever but often contain less 

meat. We want to provide even more con-

text for that approach and offer our read-

ers tools to apply it in their daily lives.”

Wim Verhoeven: “Our readership consists 

of entrepreneurs and leaders, who are 

confronted with sustainability challeng-

es every day: the law changes, the pub-

lic turn their backs on companies with 

an inappropriate mission, talented job 

applicants or employees are particularly 

critical of the direction strategy is taking 

and so on. Big companies might be able 

to afford a think tank where a dozen great 

minds gather and implement ideas, but in 

many small and medium businesses the 

reality is hard work from dawn to dusk 

to make ends meet. For them, it’s not a 

question of not wanting to take any steps, 

but not being able to. Trends and Kanaal Z 

offer them practical ways to get started.”

Hellemans: “Which is exactly what we do, 

except that we do it for families. The real-

isation that we need to take care of this 

planet has been boosted by the pandemic. 

By taking care of the planet you are also 

taking good care of your children, grand-

children and future great-grandchildren.”

Verhoeven: “We need to inspire. Not to 

preach – there are plenty of people al-

ready doing that. Our mission is to change 

the game: to get a strong hold on busi-

nesses as a pioneer of sustainable, ethical 

and socially responsible enterprise. Every 

week, we share best practices under the 

banner of ‘the new business’. That way, we 

all get smarter together. The same goes 

KAREN HELLEMANS
Publisher of Women Brands  

and General Editor-in-Chief  

of Libelle & Femmes d’Aujourd’hui

WIM VERHOEVEN
Editor-in-Chief of  

Trends and Kanaal Z
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to deny ourselves anything. This idea of a 

flexible approach to new things is also an 

element of lifelong learning.”

Sustainability is often equated with a 
sober, boring lifestyle.
Hellemans: “Although it’s actually much 

nicer and more fun. Aiming for sus-

tainability and a circular economy has 

encouraged creative people to come up 

with fantastically cool new ideas and 

designs. If you look at what is going on in 

lifestyle and fashion... sure, fast fashion 

exists, where you see something on the 

catwalk one day and in the high street the 

next. But you can also sense the opposite 

trend, with people preferring to buy bet-

ter, more expensive items that they will 

go on wearing for longer. Or retailers that 

are trying to make sustainability afforda-

ble. And that’s really important, because 

ultimately many more people buy clothing 

because they like the look of it or because 

it suits their budget than simply because 

it’s sustainable. But one thing doesn’t ex-

clude the other; on the contrary. The mes-

sage of sustainability is that it makes life 

more fun, exciting, enjoyable and comfort-

able, and not necessarily more expensive.”

Verhoeven: “That’s how you get people 

on board. From an economic perspective, 

I think this is a wonderful time to live. If 

you go back in time ten years and look at 

all the things that have changed and are 

still changing... it’s turning me into a huge 

optimist for progress. It’s not that I’m be-

ing naive: of course there are huge chal-

lenges. But if you take the electric car as 

an example of a sustainable solution, the 

speed at which it is taking over our roads 

is stupefying, isn’t it? Ten years ago it was 

still a marginal phenomenon. The first 

Tesla drivers tended not to be doing it for 

the environment. And now we are all going 

to have to adapt at short notice, partly 

because of the new regulations.”

Hellemans: “People have to accommo-

date new things in every aspect of life and 

learn to cope with change. Our titles play 

an important role in that. Like Wim, I be-

lieve we are living at a fantastic point in 

history, where what we do or don’t do will 

help to shape the future. After all, many 

of our rules from the past are now being 

turned upside down. And that’s the role of 

the brainprint: we have to make sure peo-

ple keep up with us. By the way, keeping 

up to date is a great antidote to the fear 

of change.”

Keeping up to date with everything going 
on around us has become a whole lot 
easier with the My Magazines app that 
allows you to read all the news brands. 
The price for that generous offer is just a 
subscription to one title. 
Hellemans: “The concept is unique. A sin-

gle app where you can read all our brands 

together, with content for very diverse 

target groups. It’s like a kind of Spotify for 

magazines. Each title retains and guaran-

tees the quality typical of Roularta Media 

Group. As a reader, you can pick and mix 

our news brands: read Trends for inspira-

tion, then see a recipe in Libelle. You can 

personalise the things that interest and 

enrich you. The same platform also gives 

your family digital access to all the titles. 

Everyone gets a personalised service.”

Verhoeven: “Karen just mentioned quali-

ty, and that is indeed the common theme 

throughout the brand portfolio. Libelle is a 

for investing. Readers who want to invest 

are faced with a jungle of possibilities, 

and we try to guide them through it. Inci-

dentally, sustainability is about more than 

ecologically responsible behaviour: it also 

has to do with diversity, gender and social 

responsibility.”

Hellemans: “What I find so exciting about 

what Wim is saying is that there is a 

finality behind it: ultimately you want to 

improve your company by developing it in 

a sustainable manner. It’s not based on 

naive idealism. The same principle applies 

in your family or neighbourhood: if you 

make the world a bit better, you also im-

prove life for your nearest and dearest. It is 

not our intention to promote sustainability 

by denying ourselves all kinds of things or 

going without everything that makes life 

fun. The inspiration we aim to offer often 

lies in new things or insights that make 

life better. For example, you won’t eat less 

meat if the alternative isn’t tasty, because 

you won’t stick to your intentions. The rec-

ipes we offer are really delicious, but if you 

make them, you’ll end up eating less meat 

and more vegetables. That is good for us 

and good for the planet, but we don’t have 

If you didn’t see it, hear it or read about it, you 
must have been on Mars: the ‘Maai Mei Niet’ 
(No Mow May) campaign was all over the media 
in spring 2021. The initiative was part of the green 
wave flooding Roularta. 

Simon Demeulemeester: “We put an iconic Flemish symbol up for discussion 

and that makes me proud. 4 to 5% of the surface area of Flanders is lawn. We 

succeeded in raising awareness with a positive message that managing our 

gardens really can make a difference to the environment. The fact that 60 local 

communities joined in filled me with hope.”

“As a brand that stands for quality journalism, Knack is all about capturing 

what is going on in society, asking questions about what is happening and 

pointing out where things are going wrong. As a media player, though, it is 

also our responsibility to suggest solutions ourselves now and then. ‘Maai Mei 

Niet’ won’t stop climate change or restore biodiversity, but it’s a first step. It 

seems logical to me that a business, a brand of journalism, would organise an 

initiative like this one.”

“Roularta Roeselare has taken major ecological steps, and I hope that the 

Brussels Media Centre (BMC) – our editorial house in Brussels (Haren) – will 

follow suit soon. The potential is there. The garden here is still being managed 

traditionally, with spraying and fertilizers. During ‘Maai Mei Niet’, I did at least 

cordon off two large areas of grass that were not mown. Along with our CEO 

Xavier, we are looking into how we can make the garden here more ecological. 

Hopefully, ‘Maai Mei Niet’ will continue to grow until it is no longer necessary. 

I’d like to give a shout-out to Anne Nijst: we led the project together, and I’m 

proud of the result.”

 “

SIMON DEMEULEMEESTER
Editor of Knack

6200 registered individual 

participants plus 60 par-

ticipating towns and cit-

ies. 2500 participants also 

joined in with the flower 

counting weekend. Those 

participants produced 

56 kg of nectar sugar in 

their gardens each day in 

May 2021, providing food 

for 5 million bees every 

day. Altogether, the par-

ticipating communities 

left 8.5 million square me-

tres of lawn unmown in 

May 2021, the equivalent 

of 44,000 tennis courts.

Wil N-VA straks besturen 
met VLAAMS BELANG?

‘Een deur die niet dicht is en 
toch niet openstaat’

Vriendschappen 
NA CORONA:

‘Er komt een grote 
schoonmaak’

‘Het net-nietteam’: 
hoe buitenlandse 

media de RODE DUIVELS
inschatten

‘Zonder 
Maai Mei Niet 

was de toestand 
catastrofaal 

geweest’

5 miljoen
bijen 

te eten gaf

Hoe u met Maai Mei Niet elke dag
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In parallel to Knack’s ‘Maai Mei Niet’ (No Mow May) 
campaign, Flair launched ‘Happy Planet’ month in 
2021. Everything the magazine had to say was pulled 
into the slipstream of Roularta’s broader rebranding, 
which is increasingly characterised by an ecological 
message. And the readers couldn’t get enough of it.

Eva Van Driessche: “We want to inspire our read-

ers ecologically, with stories about a more beautiful 

world and tips for making smarter choices. Our tar-

get group is young, so our editors play on that with 

relevant articles. When we run articles on shopping, 

for example, we regularly focus on consuming less 

or sustainable purchasing, without being conde-

scending.”

“The Happy Planet campaign was a great success. 

I’m really pleased with it. It’s easy to get a lot of 

clicks online with articles about Temptation Island, 

but what makes me proud is how well we scored 

online with socially relevant content about the 

environment and the climate. As an extension to this 

campaign, we also launched the Ecobox, available 

at an attractive price through our magazines. The 

Ecobox was full of products proving that a sustain-

able lifestyle can be accessible: reusable make-up 

pads, ecological cleaning products, a shampoo bar 

and so on. The boxes sold out within two weeks.”

“So we do more than merely produce editorial con-

tent. We try to make ecological choices in everything 

that Flair is. Our events are no longer held in big 

shopping malls: we go for city centres. That draws 

attention to local businesses, and anyone who wants 

to can easily get there on public transport. The cam-

paigns with free products that our printed version of 

Flair is so famous for have also become greener. We 

don’t give people free Chinese nail varnish anymore 

but opt for partnerships with Belgian beauty brands 

instead. In all honesty, we’re not quite there yet, but 

we’re moving in the right direction.”

 

quality magazine for the target group that reads 

it, just like Trends and Knack and all the other 

titles. So a reader of one title can find things they 

like with the same level of content in other news 

brands. We’re not going to start a cookery column 

in Trends, but our readers can find that content 

in several of the Women Brands titles. And vice 

versa.”

Hellemans: “For practically every area of interest, 

the app provides access to a trusted brand.”

And now for something completely different. How 
do you stay on the right editorial track in an age 
when people seem to take offence at everything, 
and controversy is all the rage?
Verhoeven: “Setting people against each other is 

not what we should be doing. It is our task to get 

people on board, inspire them and move forward 

together. Our readers don’t log in 28 times a day 

to view the latest breathless message. We offer 

reflection. We think things over and then explain 

what is really going on. If you don’t let yourself 

be led so much by sensationalist reporting, you 

are automatically less inclined to contribute to 

polarisation. And, yes, there is a market for this. 

A growing market, because the crazier things get, 

the greater the need for reflection becomes.”

Hellemans: “It is important to continue to offer 

that nuance. Anyone can post an opinion on 

social media, but expertise is something different. 

We need to be careful about inflaming polarisa-

tion. When we discuss sustainability in Libelle, for 

example, as well as issues such as diversity and 

inclusiveness, we deliberately look for things that 

connect us, things we have in common. All the 

media need to be aware of that responsibility.”

 “

EVA VAN DRIESSCHE
Editor-in-chief of Flair
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Does the rebranding also offer new 
opportunities for HR policy?
Katrien De Nolf: “Indisputably. The new 

logo and the corresponding look and feel 

announce to the world that we are going 

all out for digital – in a smart combination 

with print media. For a long time, the fa-

miliar old R stood for ‘Roularta’ and ‘rotary 

presses’, but those labels no longer really 

say it all. The R referred to a history that 

we are quite proud of, but it doesn’t really 

radiate confidence in the future. That con-

fidence is genuinely there, though. Imme-

diately after the rebranding presentation, 

we adjusted our social media (Instagram, 

Facebook and LinkedIn) and freshened up 

our website and internal communications. 

All of those platforms are now absolute-

ly brimming with that confidence: peo-

ple interested in working for the Roularta 

Media Group are looking to the future.”

Veerle Hofman: “When we revealed the 

logo and rebranding, we organised a 

webinar to inform everyone and fire up 

their enthusiasm. In our internal magazine 

Insight – which has also had a facelift to 

make it less old-fashioned and stuffy – we 

made the rationale behind the rebrand-

ing clear. We broadcast our ‘new face’ in 

every possible way: on our coffee mugs, 

the Roularta cycling kits, you name it.”

De Nolf: “We also started communicating 

differently: in a less stiff, more dynamic 

style. Our imagery has also become fresh-

er and more cheerful. Every job vacancy 

makes it clear that we are an innovative 

company that sees and offers opportu-

nities. We post something on LinkedIn, 

Facebook and Instagram every day, con-

tinuing to add strength to the new route 

our communications are taking. Let’s not 

forget one other important thing: we are 

doing this in combination with commu-

nication in our printed media. We still 

believe strongly in the power of that com-

bination.”

How did employees and the outside world 
react?
De Nolf: “There was a lot of enthusiasm. 

Mainly because the Women Brands have 

KATRIEN DE NOLF & VEERLE HOFMANVEERLE HOFMAN
Sales, training and coaching

KATRIEN DE NOLF
Director of Human Resources
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story. In other words: they are looking 

for meaningful, relevant jobs. There also, 

the rebranding helps to tell the story we 

have actually been writing for some time 

now: Roularta is strongly committed to 

sustainability in the widest sense of the 

term, to the development and support of 

employees that enables them to grow. To 

recruit new talent, we are experimenting 

with new formulas – exactly the way an 

innovative company should. For example, 

we organised a free, no-obligations online 

training session for sales. Anyone could 

participate. However, we did approach the 

participants with the hope of recruiting 

employees: sales profiles aren’t that easy 

to attract.”

De Nolf: “That campaign was success-

ful. We recruited a new colleague via that 

route. During the pandemic, we made 

a particular commitment to offering an 

alternative to the negative, often depress-

ing daily reports. Under the banner of 

‘lifelong learning’, we fired up the Roularta 

Academy and increased the number of 

webinars. It was all about continuing 

to learn new things and to create new 

opportunities.”

Is it an advantage to be a family company 
if you want to attract talent and ensure 
recruits flourish in the company after 
onboarding?
De Nolf: “When you start work at Roularta, 

you really do become part of the family. 

Our motto for the past five years has been: 

one team, one family. We have found that 

many colleagues spontaneously use that 

motto if they are proud of an achieve-

ment: they don’t hesitate to use the 

hashtag #oneteam with their message. 

To emphasise the sustainability aspect, 

we have now added ‘one planet’ to that 

motto. Another characteristic of Roularta 

as a family company is the cheery atmos-

phere, the helpfulness, the kindness.”

Hofman: “And let’s not forget: the short 

lines of communication and decision- 

making. If you want to draw attention to 

something, you don’t need to wrestle your 

way through a hierarchy a mile high. That 

means we can make decisions fast: this 

is an organisation that really gets things 

done. We achieve a lot in a very short 

time. Another result of that is that you 

find entrepreneurship at every level. That 

is also reflected in a high level of engage-

ment: the number of registrations for an 

initiative such as ‘brunch with the CEO’ is 

high. People used to expect instructions; 

now they expect more to have their say.”

De Nolf: “We also try to encourage that. 

People sometimes used to perceive a bar-

rier that was never actually there.”

That approach creates expectations 
among employees and also requires 
something from management.
De Nolf: “That’s right. One of our action 

points is that we don’t actually want an-

yone sitting in an individual office any-

more. That doesn’t fit our vision of how we 

want to interact with employees. Wher-

ever we can, we get rid of those offices, 

demonstrating that a manager is part of 

the team. Incidentally, our new CIO (Luc 

Neyens, who joined on 27 September 2021) 

says: ‘I hold my meetings within earshot 

of all the employees. Not to disturb them, 

but to create an atmosphere of trust. And 

to exchange as much knowledge and as 

many ideas as possible.’”

Sustainability in HR terms means respect 
for one another, inclusion and diversity. 
How does Roularta go about that?
De Nolf: “What counts for us is talent, not 

gender or background or whatever. Every-

been part of our group since 2018. Even 

more than our ‘veteran’ brands, they have 

the sense of something new being creat-

ed that explicitly includes them. The big-

ger picture is clearer than ever: we have 

continued to grow from specialists in local 

news, general news and business into an 

even wider range of topics and lifestyles. 

Our target group has become considera-

bly bigger.”

Hofman: “We get a lot of spontaneous 

reactions on Facebook and other social 

media. People were making the new logo 

with their hands, the way you can shape 

your hands into a heart.”

In the war to attract the right talent, 
expectations of both employers and 
future employees are high. Anyone looking 
for a job is bound to consider the reward 
package but will also be interested in the 
opportunities for personal development 
that the company represents.
Hofman: “That’s absolutely true, and job 

seekers are right to do so. Millennials are 

much more concerned with a compa-

ny’s values and how the company com-

mits to sustainability, corporate social 

responsibility, diversity, inclusivity and 

so on. They also want to know how they 

can make a valuable contribution to that 

With pleasant offices that offer employees light and air, Roularta’s working envi-
ronment has undergone a rebranding along with everything else. The refreshing 
changes to benefit the wellbeing of our staff in the workplace illustrate the 
modern path that Roularta is taking.  

Vincent Desmet: “We are convinced that it is essential for a company to make everyone feel at home. An 

attractive workplace is a really important aspect of that. We have put a lot of effort into it over the past few 

years, by painting rooms in fresh white with warm colour accents here and there. We are also integrating 

more and more decorative elements such as works of art, atmospheric lighting, carpeting and so on. In 

addition, we provide opportunities for relaxation such as a seating corner, a darts board and tables for table 

tennis and billiards.” 

“Another aspect that has a big impact is the greenery that we are bringing indoors. Plants immediately 

change the atmosphere of an office. We want to bring in more and more of them. We prefer living plants, 

although they obviously need looking after. So we get the people in the department involved: they help decide 

what plants they want, take turns looking after them and make arrangements for the holidays. Some employ-

ees even take the plants home with them when they are on leave. That interaction with the environment they 

work in gets very positive feedback.”

“All the things I have just mentioned have featured in our merger in Brussels over the past year. The commer-

cial and editorial departments were in two separate buildings there, but the combination with working from 

home made it possible to accommodate everyone in the Brussels Media Centre – Roularta’s editorial building 

in Brussels (Haren). We used all the elements I have mentioned to give that building the restyling it needed. 

I think it was the most attractive achievement of the past year.”

VINCENT DESMET
Roularta Site Manager

 “  
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one has the opportunity to take the same tests 

and do the same interviews. We don’t focus on 

a specific target group, but by default we work 

with people from many different countries. The 

much-appreciated column ‘Back to the roots’ in 

our Insight Magazine bears witness to that. What 

we have done is write the Happie code with that 

sustainability in mind, in which we emphasise how 

important we believe it is to treat each other with 

respect and to value each other’s uniqueness, 

background, preferences etc. The CEO, Xavier 

Bouckaert, signed that charter and 364 employ-

ees followed his lead in a single day. We will be 

asking all our new employees to sign that docu-

ment and live by its principles.”

Speaking of Happie: what did the Gallup satisfac-
tion survey bring to light and what are the next 
steps?
Hofman: “That survey and Happie do indeed com-

plement each other. After all, the aim of satis-

faction surveys is to grow internally. We do that 

by learning from each other, so we have asked 

departments that score higher than average to 

talk about their approach on film. We share these 

testimonials with departments who aren’t doing 

so well, so that they can extract the quick wins. 

Obviously, that is combined with training such as 

the Lead programme, which offers tools to leaders 

in a development process. It goes further than a 

model with a bit of training: we also monitor them 

and the way they apply it in their team and embed 

it in reality. That way we stay constantly in motion, 

heading in the right direction: forwards.”

 “

Body positivity, mental resilience, stress… topics 
linked to wellbeing are an increasingly frequent 
feature of Roularta’s magazines. They matter out-
side the covers of the magazines as well, however, 
because Roularta ‘walks its talk’, applying articles 
about physical and mental wellbeing at work to its 
own corporate culture. 

Margaux Vandamme: “Wellbeing at work is im-

mensely important, and the pandemic has only 

increased its importance. People who work at home 

all the time have less contact with their colleagues. 

That takes a toll on their mental health and frustra-

tions can build up. I notice that in myself and those 

around me. So I am glad Roularta is committed to 

wellbeing at work.”

“Part of that is the Fun@Work team, of which I am 

a member. We do activities to bring colleagues 

together. Over the past year, we have organised 

(online) seminars on topics such as first aid, phys-

ical wellbeing and healthy living. A colleague also 

gave a virtual yoga session. Online, we obviously 

have to make do with what we have. The digital 

after-work drink was a great success. The informal 

setting and small groups made it easy to talk about 

personal things for once instead of work-related 

matters. A psychologist paid us a digital visit to talk 

about mental health and also ran a workshop for 

those who were interested. This year we installed 

a bowling alley and there are currently plans in the 

pipeline for a padel court, which is great because 

we all need some down time now and again.” 

“Wellbeing at work is also important for our newest 

recruits. To begin with we hardly even said ‘hello’ to 

each other. Initiatives to help people get to know 

each other better are creating a good atmosphere. 

Internally, we call that ‘happie’. I’m convinced that a 

positive working environment and happy employees 

contribute to better operating profits.”

MARGAUX VANDAMME
Brand manager of

Feeling/GAEL 

Knack Weekend/

Le Vif Weekend
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General director of  

Roularta Printing

JEROEN MOUTON
CFO

 

 

Anyone thinking about the combination 
of sustainability and Roularta soon starts 
looking in the direction of the printing 
works. How do you limit the ecological 
impact of these business activities?
Steven Renders: “It seems as though 

sustainability is a brand-new concept, 

but I’d like to point out that our first sus-

tainability report dates back to 2006. 

Back then, though, it was called ‘Vlaams 

Auditconvenant’ (Flemish Audit Cove-

nant). Since that time, we have produced 

very regular overviews of sustainable 

activities we could undertake to achieve 

an optimal effect. It is true that there real-

ly is profit to be reaped – in terms of both 

ecology and business economics – from 

the responsible use of energy and raw 

materials in the printing works.”

Jeroen Mouton: “The pioneering role that 

Roularta played by signing the Audit Cov-

enant was reconfirmed in 2015 when we 

endorsed the Flemish ‘Energiebeleidsover-

eenkomst’ or EBO (Energy Policy Agree-

ment). That meant that we were reporting 

on sustainability and energy consump-

tion anyway. In 2019, we also gained our 

ISO 50001 certificate for energy manage-

ment systems. As a consequence of that, 

we have almost entirely mapped out our 

energy consumption and identified 14 pro-

cesses that consume the most energy.”

Renders: “For each of those 14 processes, 

we set a goal of becoming four per cent 

more energy efficient within four years, 

i.e. by 2023. We are halfway through that 

period now and we’re on track, as our EPI 

(energy efficiency indicator) shows. The 

EPI measures the average efficiency of 

the 14 subprocesses. It’s important to look 

at the overall picture because sometimes 

one subprocess consumes a little bit more 

in order to make another subprocess more 

efficient.”

Mouton: “This energy exercise is part of 

our far wider narrative: reduce, reuse, 
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test cases will be conducted in 2022 and 

we will be up to full speed in 2023.”

It’s impossible to imagine a printing works 
without energy, ink and print plates. What 
can you do about them to make produc-
tion more sustainable?
Renders: “We reuse the heat released by 

the printing process to heat our offices 

and factory in the winter or cool it in the 

summer. The effect is that we are wit-

nessing our consumption decrease year 

by year. Print plates for offset printing 

are made of aluminium: we buy and use 

them, then take them straight back into 

the recycling circuit. The advantage is 

that aluminium can be recycled indefi-

nitely without compromising on quality; in 

comparison, paper can be recycled about 

seven times. However aluminium recycling 

is a specialist process.”

Mouton: “Over the past 16 years, we have 

overhauled almost the entire printing 

works. That has meant an investment 

of 60 million euros in our buildings and 

machine park. Everything is state-of-the-

art. The importance of a capital invest-

ment on this scale for our sustainability 

is hard to overstate. At the end of 2020 

we started up our last new printing press, 

which only uses half as much energy as 

its predecessor. Continuing to make the 

right investments with a long-term vision 

allows you to make serious profits.”

Renders: “We are also making tangible 

progress in ink consumption. To begin 

with, there has been a jump in quali-

ty. In 2020, we started working with inks 

that are 100 per cent compliant with the 

German Blauwe Engel certificate. That 

guarantees that we are printing with inks 

that are as sustainably produced as pos-

sible: with a minimum of mineral oil and a 

maximum of vegetable oil. Secondly, there 

is ink coverage. We are hard at work test-

ing a technology that makes it possible to 

achieve final results of the same quality 

with 10 per cent less ink. If the tests pro-

duce the desired results, we can roll out 

that technique across the board, because 

it is an add-on to our existing presses.”

Mouton: “Another example is the fre-

quency control on the fans in our ovens. 

Because we use a heat setting process, 

our ovens are major energy consumers 

that need constant ventilation. The trou-

ble is that if you don’t use frequency con-

trol, you sometimes extract hot air from 

the ovens, which isn’t the idea. We have 

already seen a significant reduction in our 

gas consumption by making the ventila-

tion speed dependent on the temperature. 

Incidentally, we can use the same tech-

nology on older machines. In other words, 

we are constantly making literal and figu-

rative adjustments on our way to a better 

future.”

And that makes sustainability a stepping 
stone to greater profits?
Mouton: “The two aspects really are inter-

connected. As the CFO, it is my job to 

point out that making a profit, adding val-

ue, is the reason for any company to exist. 

Reducing energy has a positive impact 

on costs, of course. But don’t forget that 

serious investments – and that means 

calculated risks – are needed. By making 

wise choices, Roularta has shown that it 

is choosing to be a company that is both 

healthy and sustainable. It is always a 

matter of weighing up what is good for the 

company, the employees, the environment 

and so on. And we mustn’t forget that we 

can’t do everything. That is also the rea-

son we have selected four of the 17 SDGs. 

recycle. We use as little as possible, we 

reuse as much as possible of what we use 

and if that’s not possible, we go all out for 

as much recycling as possible.”

Renders: “We try to do that for the various 

raw material flows. For example, paper is 

our most important raw material. What we 

can directly control in the printing works 

is minimising set-up waste and getting 

good copies as quickly as possible. We sell 

the remainders and offcuts that are left 

to paper producers, who are hunting more 

eagerly than ever for recycled fibres to 

incorporate into newsprint and cardboard. 

By the way, for every tree that gets cut 

down for paper, we plant three new ones. 

We do this by only working with suppliers 

who guarantee they are committed to a 

sustainable forestry policy.”

“One of the most recent investments is 

the paper wrap machine that enables us 

to send publications in paper envelopes. 

We are taking the lead in that area as well, 

because even though biofilm is made of 

maize, we assume those wrappings will be 

banned in the foreseeable future as well. 

We don’t wait until we have no choice – 

that’s just not the way we are. The first 

With an efficient energy management system, Roularta Printing is consist-
ently reducing its energy consumption in the workplace. That has resulted in 
ISO 50001 certification for the company. The new rotary press alone saves the 
amount of energy that eighty families would use in a year.

Peter Leroy: “When you imagine energy savings in a printing works, the first things you think of are efficient 

machines and installations, and new technologies. But that is low-hanging fruit that Roularta has been 

plucking for a very long time. An efficient energy management system goes further than that. We have defined 

fourteen business processes and formulated a goal for each of them. It’s all very specific. For example, the 

number of square metres of printed paper per kilowatt hour consumed. Or the number of square metres of 

heated floor surface per kilowatt hour consumed.”

“Besides making the processes more energy-efficient, we also achieve our goals by integrating energy sav-

ings into all our business practices. That has to do with how we organise work, the planning, maintenance, 

purchasing goods and training our staff. The energy aspect is considered everywhere.”

“There is still room for improvement. For example, we are considering at the moment whether we can further 

reduce our ink consumption by optimising the printing screens. Less ink means both less energy and fewer 

raw materials consumed. We are also planning more solar panels. BMC currently has 832 solar panels with a 

total capacity of 228 kWp. Roeselare has 1138, with a total capacity of 376 kWp. But opting for sustainability 

doesn’t actually affect the energy management system. This is because you are fully focused on what you do 

with your energy, not where it comes from.”

PETER LEROY
Production manager, Roularta Printing

 “
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It’s not because we want to scale down on our 

efforts: on the contrary, it’s because we want to 

see real impact resulting from our actions.”

When it came to electrifying the fleet, Roularta 
was also the first at the charging stations.
Mouton: “When we made that choice in 2019, it 

wasn’t as obvious as it seems today. By choosing 

electric cars for our pool, we wanted to offer our 

employees their first experience of them. There 

was quite a bit of suspicion at first, but now we 

often see that people who have driven them don’t 

want anything else. Eight out of ten cars ordered 

are now electric. Between 2019 and 2021, we 

halved the CO
2
 emissions of the new cars in our 

fleet.”

 “

 
All the paper Roularta purchased in 2021 bears 
the PEFC or FSC label. That guarantees that the 
paper for our magazines comes from sustainably 
managed forests. Roularta was the first publish-
ing group in the country to opt for PEFC labelled 
paper.

Franky Noyez: “The PEFC label is not new. 

Roularta obtained its ‘PEFC Chain of Custody’ 

certificate back in 2009, following an independent 

audit. This means that when we sell paper with a 

PEFC label, we can also guarantee that it really is 

certified paper. We do this with clear, documented 

paper flows and by separating certified from non- 

certified paper.”

“In 2010, Roularta printed its first titles on PEFC 

paper: Knack, Sport/Voetbalmagazine and Trends. 

Now, in 2021, all the publisher’s paper has a 

PEFC label. PEFC stands for Programme for the 

Endorsement of Forest Certification Schemes. So 

anyone who reads one of our magazines on paper 

knows that the paper does not come from illegal 

logging and that the forestry practices take social, 

ecological and economic factors into account. No 

more timber is harvested than what is replanted 

or grows naturally. That prevents the loss of for-

ests.”

“Incidentally, we also use the FSC or Forest 

Steward ship Council label. PEFC is a European 

certification system; FSC imposes worldwide 

forestry standards. That provides an extra guar-

antee that our paper comes from responsibly 

managed forests.”

FRANKY NOYEZ
Purchaser 

Roularta Printing
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The Green Deal that Roularta signed in 
2019, with the then Minister Joke Schau-
vliege in attendance, was more than 
the stroke of a pen under a list of good 
intentions.
Francis De Nolf: “Within the group, 

we focus on four of the 17 Sustaina-

ble Development Goals set down by 

the United Nations. And every action 

we are taking to promote biodiversity 

reflects SDG 13: Climate Action. When 

we signed the plan to shape the idea of 

a biodiverse company site, we realised 

we had been taking care of the natu-

ral environment already for some time. 

There are green areas, gardens, shrubs, 

trees and plants on all our sites. Around 

our headquarters and printing works in 

Roeselare, there is a green area inside 

the ring road covering more than five 

hectares, including the flowering border 

more than 200 metres long alongside 

the Meiboomlaan. This was a conscious 

choice back in the day, because we didn’t 

want the biggest printing works in the 

country, which worked day and night, to 

be a nuisance to the neighbours. We are 

now gearing up our efforts by planting a 

1.2-hectare wood. We are a media com-

pany, not tree specialists, so we put our 

heads together with Natuurpunt Mandel-

streke, the Flemish Agency for Nature 

and Woodland, the City of Roeselare and 

the Province of West Flanders. Natuur-

punt drew up an inventory of the insects, 

amphibians, bee species and birds that 

were already there, and the results were 

downright spectacular.”

Mario Paret: “You should understand 

that the special development plan for 

the business zone where the forest is 

now growing only provided for a strip 

of greenery eight metres wide. When 

we wanted to apply for an environmen-

tal permit to extend the company site 

in 2005, we realised that the local resi-

dents were concerned. So we took every 

possible measure back then to create a 

noise buffer, including a green hedge five 

metres high. At that point we also took 

measures to collect rainwater and use it 

for our cooling installations.”
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versity of Applied Sciences. We also planted a 

traditional Flemish wood beside our Miyawaki 

forest, so we have a point of comparison. The 

woods are surrounded by a green area with 

flower meadows, water features and foot-

paths. We do ask our employees, local resi-

dents and other walkers to keep to the paths 

and keep dogs on a lead. We are also going to 

put up permanent information panels along 

the path. We hope the Miyawaki forest will 

inspire people to take similar action them-

selves. The message is: even in an area as 

limited as an urban garden, you can contrib-

ute to biodiversity.”

So the neighbours have swapped their worries 
for admiration?
Paret: “We have an outstanding relationship 

with them. We meet up with local residents 

every year and tell them completely openly 

what we are doing in terms of environmental 

policy and safety in and around our company. 

They really appreciate that. Something else 

they reacted to enthusiastically is our invita-

tion to help us plant the forest, along with lots 

of Roularta employees and other volunteers. 

The pupils of the schools in the Sint-Michiel 

school group in Roeselare also helped us out. 

The tree-planting campaign attracted the 

attention of Minister Zuhal Demir, Governor 

Carl Decaluwé and the mayor of Roeselare, 

Kris Declercq, and we completed it success-

fully in spite of the rain and snow.”

De Nolf: “That is another wonderful aspect of 

our initiative. Let me point out that Roeselare 

is the least green city in West Flanders, that 

West Flanders is the least green province in 

Belgium and that Belgium is the least green 

country in Europe. The moral of the story 

is: Roeselare has the greatest green poten-

tial in the world. The city intends to plant 

100,000 trees over the next four years, and 

we say: here are the first 15,000.”

Planting a forest is good for biodiversity, but 
is it good for business too?
De Nolf: “The commitment to the ‘Vlaamse 

Green Deal Biodivers Bedrijventerrein’ (Flem-

ish Green Deal for biodiverse business sites) 

includes an engagement to draw up a pro-

gramme every year. For example, we have 

banned pesticides, teamed up with a bee-

keeper, created green footpaths, installed 

nesting boxes for kestrels and so on. When 

the future of the land surrounding the com-

pany was on the agenda for the board of 

directors, we soon agreed: if we come up with 

initiatives like ‘Maai Mei Niet’ (No Mow May) 

in Knack and ‘Change the Game’ in Trends, 

it goes without saying that we should take 

a serious step forward ourselves in terms 

of preserving nature and biodiversity. And is 

that good for business? Sustainability is an 

essential component of good entrepreneur-

ship. We are a listed company, and it is no 

secret that investment funds and investors 

care about sustainability more than ever. Our 

surroundings and local residents are actually 

important stakeholders in Roularta. The law 

is also heading increasingly in that direction, 

with increasing speed. Our current and future 

employees care about working for a company 

that does not just assume its responsibilities 

but takes things a step further. The next step 

is to ensure that all our partners, stakehold-

ers and suppliers make commitments too – 

if they are not already doing so. As a media 

company, it would also be totally inappropri-

ate to engage in greenwashing. You simply 

can’t be a bit sustainable when it suits you. 

So, yes, this initiative is good for business.”

It’s not just a forest: it’s the first of its 
kind in Flanders.
De Nolf: “Working with external experts, 

we started learning about urban forestry. 

We ended up with something that even the 

specialists at Natuurpunt had never heard 

of, the Miyawaki method. It is named af-

ter the Japanese botanist Akira Miyawaki. 

He promotes a new principle that involves 

planting three trees (one tall species 

combined with two shrubs) per square 

metre, whereas we usually plant one tree 

every three square metres in Flanders. 

We selected about twenty native species 

bred here in West Flanders. We planted a 

varied mixture of three different species 

in every square metre: oak, hazel, rowan, 

broom and so on. A Miyawaki forest is said 

to grow ten per cent faster than a tradi-

tional wood because the trees stimulate 

each other’s growth. Except in the early 

stages, where we might need to add extra 

soil and leaf litter or do some weeding to 

prevent unwanted weeds from taking over, 

the forest won’t need any particular care. 

In twenty years, the biodiversity should be 

as great as in a mature forest two centu-

ries old.”

Paret: “To verify that scientifically, 

Natuurpunt and the Agency for Nature 

and Woodland will be monitoring the pro-

ject closely in partnership with Vives Uni-

Since mid-2021, employees who order a new company car in a high category 
no longer have a choice: it has to be an electric car. This obligation does not yet 
apply to mid-range cars because there is simply not enough choice yet. But even 
so, six out of ten employees take an electric car by choice.

Luc Vandoorne: “The government has created clarity by only allowing fully electric company cars from 2026 

onwards. There is a tax break system to support this. Thanks to this tax stimulus, it is more advantageous for 

a company to go for electric cars than their petrol or diesel equivalents. So we are eager to promote them 

to our employees.”

“Just before the summer, Roularta decided to make electric cars obligatory for those who are entitled to a 

new company car in a higher category. There is sufficient choice, but that is not yet the case for mid-range 

vehicles. A large, electric family estate car simply doesn’t exist yet. So we allow our employees to choose. 

Even so, we see that the majority are going for electric cars.”

“We have invested in extra charge points. There are now seven in Roeselare and another six at our site in 

Brussels. Two cars can charge simultaneously at each charge point. Employees also have the opportunity to 

get a charge point fitted at home, financed by the company. Some of that cost price is compensated: it costs 

them 40 euros per month that is deducted from their car budget.”

LUC VANDOORNE
Director of purchasing
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Roularta Media Group has been committed to sus-

tainable and eco-efficient enterprise for more than 

two decades.

This sustainable, eco-efficient way of doing business 

is also embedded in the mission, vision and values of 

the company (see pages 10-11 of this annual report), 

under the motto One Team, One Family, One Planet.

The intention of sustainable and socially responsible 

enterprise is to find a harmonious balance between 

three main principles: People, Planet and Profit.

You can also find out how our sustainable and 

socially responsible enterprise is converted into 

non-financial performance indicators in our value 

creation model (see pages 12-13 of this annual 

report), in which Roularta Media Group makes it 

clear at a glance how it creates values for its stake-

holders with its activities.

Our customers and stakeholders in general attach 

increasing importance to transparency about the 

origin of our products and services, and to the 

extent to which a company makes eco-efficient and 

sustainable use of raw materials and energy.

 

STAFF

SHAREHOLDERS

CUSTOMERS/
READERS

CUSTOMERS/
ADVERTISERS

Focus on quality content for the reader
Roularta Media Group is well-known in the media 

landscape for its high-quality content. Roularta 

intends to continue playing the quality card, offer-

ing its readers (including online readers and podcast 

listeners etc.) quality content in an ongoing commit-

ment to reinforcing its ‘brainprint’.

We would also like to refer here to the double 

interview in this annual report with Karen Hellemans 

and Wim Verhoeven on page 34 onwards, in which 

they talk about their ambition to inspire the readers 

of the Roularta Media Group brands. They want to 

make them aware that sustainability is something 

that affects us all and that a commitment to sus-

tainability can make the world we live in a little bit 

better for all of us. Editorial initiatives such as ‘Maai 

Mei Niet’ (No Mow May – see page 36 – box text) 

are the prototype for how a brand/magazine in the 

Group can contribute to the ‘brainprint’.

 

The right media partner for advertisers
Roularta Media Group has been successfully of-

fering customised multimedia solutions to adver-

tisers for many years. The wide range of possibil-

ities sometimes makes it exceedingly complex for 

the customer to make the right choices. It is and 

remains Roularta Media Group’s ambition to focus 

on advertisers and offer the right media solutions 

based on their wishes and concerns.

More than ever, advertisers are looking for creative 

ways to communicate credibly and reliably with 

their target groups about their brand, especially in 

an age of fake news and fake advertising. It is also 

important for advertisers to convey their message 

to their specific target group in a socially responsi-

ble manner.

Given the experience it has built up in native adver-

tising, cross-media creativity and content market-

ing, all brought together in a single skill centre that 

can develop total solutions for advertisers, Roularta 

is the right media partner for advertisers.

STAFF 
Roularta Media Group is committed to human 
capital, employees and freelance staff
With the ‘war for talent’ in mind, it is important as 

an employer/client to highlight our ambitions clearly 

for responsible and sustainable enterprise in order 

to attract and retain new people. It is only with com-

mitted employees and freelance staff that we can 

achieve our ambitious sustainability goals.

Roularta Media Group applies an inclusive staff 
policy here, with the goal of attracting talented 

employees and freelancers and keeping them on 

board.

Roularta Media Group is convinced that a reflection 

of the diversity in society among its staff is the best 

way to prepare itself for the challenges we face in a 

highly competitive media world.

We also devote our full attention to the principle 

of inclusiveness, with the goal of ensuring that our 

employees/staff work together efficiently despite 

personal differences and strengthen each other 

with an open mind and spirit.

We apply this basic philosophy to the influx of new 

people joining the company, but also to the flow of 

people changing roles, growing and developing with-

in the company.

During the selection process for a job vacancy, pro-

motion, training or other HR-related matters (such 

as pay rises etc.), our policy is based on honesty, 

fairness and inclusiveness for all staff, irrespective 

of their age, background, preferences or gender.

Considering eligibility for a vacancy, promotion, 

training or other HR-related decisions is always 

a completely independent and transparent affair, 

based on the merits of the person in question: that 

means their suitability and skills, along with other 

objective criteria where appropriate (such as dis-

cussions reflecting on their skills, documents con-

cerning their evolution, career conversations etc.).

Independently of its staff policy, Roularta Media 

Group also attaches considerable importance to 

treating colleagues with respect. The Happie code 

of conduct was launched to reinforce this.

H ello
A ll
P ositiveness
P roperty
I nnovation
E xecution

This code of conduct emphasises the importance of 

treating each other respectfully, working together in 

harmony and giving and receiving trust.

Roularta Media Group’s permanent employees (at 

Roularta Media Group and 100% subsidiaries, in-

cluding the German and Dutch participation) on 

31/12/2021 came to 1,317 people, of whom 692 were 

men and 625 were women, spread over various age 

categories.

Roularta Media Group also calls on an extensive 

group of more than 1,600 freelance journalists, 

graphic designers and photographers to provide 

high-quality content in Belgium, the Netherlands 

and Germany.

BEE  HAPPIE

STATEMENT ON NON-FINANCIAL INFORMATION [*]
based on the Global Reporting Index guidelines for sustainability reporting.  
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[*] Part of the annual report of the board of directors.
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SOCIAL ROLE
Besides our sustainable approach to our employees 

and staff, Roularta Media Group also voluntarily 

fulfils a social role beyond the company itself by 

investing in talent, culture and new initiatives.

For example, Roularta Media Group is one of the 

founding partners in ‘Een Hart voor West-Vlaanderen’ 

(‘A Heart for West Flanders’), which is committed to 

socially vulnerable youngsters up to the age of 18.

Various initiatives by associations and organisations 

(non-profits, volunteer campaigns, neighbourhood or 

parents’ groups etc.) that are committed to socially 

vulnerable children and young people in their neigh-

bourhood, district or city are supported by ‘Een Hart 

voor West-Vlaanderen’. The focus is on projects that 

make the difference, sometimes at a very local level, 

and may provide leverage for wider initiatives that 

create new opportunities for this vulnerable target 

group.

‘Een Hart voor West-Vlaanderen’ is an initiative by 

the West Flanders Regional Fund, in partnership with 

Roularta Media Group, Focus & WTV, De Krant van 

West-Vlaanderen and De Zondag, supported by the 

Province of West Flanders. Over the past year, Rou-

larta Media Group allocated an amount of 25,000 

euros to support ‘Een Hart voor West-Vlaanderen’.

Roularta Media Group also wholeheartedly supports 

many other non-profit organisations such as Vocatio, 

the Salvation Army, King Baudouin Foundation etc. 

Roularta Media Group allocated a total amount of 

60,916 euros in donations to these non-profit organ-

isations during the 2021 financial year.

UPHOLDING HUMAN RIGHTS - FIGHTING 
CORRUPTION AND BRIBERY
Roularta ensures that its management, employ-

ees, freelance staff and business partners respect 

human rights, including the fundamental labour 

standards.

To prevent corruption and bribery, Roularta Media 

Group has drawn up an ethical code that is signed 

by all employees and freelance staff.

Under this ethical code, both employees and free-

lance staff commit to not accepting any personal 

advantages (discounts, gifts etc.) for themselves 

and/or their families when negotiating with third 

party suppliers or customers.

All gifts (new year’s presents and other corporate 

gifts) that the freelance worker or employee may 

receive in the context of the relationship between 

the supplier/customer and Roularta Media Group 

and/or one of its associated companies must be 

reported to the head of department and/or the HR 

department, who will ensure that these gifts and/or 

advantages are distributed transparently and objec-

tively among all the staff.

ENVIRONMENTAL ISSUES 
Energy, paper, ink, printing plates and additives are 

the most important raw materials in the production 

process for our print newspapers and magazines. 

Here, likewise, Roularta Media Group is continuing 

to commit to further reducing its ecological foot-

print with the motto ‘reduce, reuse and recycle’.  

To achieve this ambition, Roularta Media Group is 

continuing to invest in (i) state-of-the-art printing 

presses and other ecologically friendly machines 

such as the paper wrap machine; (ii) inks that com-

ply 100% with the German Blue Angel certificate; 

(iii) printing on paper with the PEFC or FSC label and 

applying an efficient energy management system. 

For more information about our efforts in terms of 

responsible production, please see the double inter-

view with Steven Renders and Jeroen Mouton in this 

annual report (see page 46 onwards).

When it comes to mobility, Roularta Media Group 

took ground-breaking steps in 2021 in the form of a 

further, far-reaching electrification of the company’s 

extensive fleet of company vehicles. At present, six 

out of ten employees consciously choose an electric 

car (see also the interview with Luc Vandoorne on 

page 54 of this annual report).

Last but not least, Roularta Media Group planted 

15,000 trees on its own company premises at the 

end of November, in an initiative by our director 

Francis De Nolf. Some of them have been planted 

according to the Miyawaki method. For more info 

and explanations, please see the interview with 

Francis De Nolf and Mario Paret on page 52 of this 

annual report. 

Roularta Media Group links specific goals or targets to be achieved to 

these four SDGs.

To measure our progress as a company objectively in terms of achieving our sustainability ambitions, we 

provide more information on the following pages about the status as per 31/12/2021 of the SDG targets 

to be achieved.

FOUR SPECIFIC SUSTAINABILITY AMBITIONS

Good communication about our company’s efforts and achievements in the field of sustainable 

and socially responsible enterprise is essential in a competitive market.

In every project, Roularta bears the sustainability factor in mind and attempts to reduce the 

ecological footprint of our organisation and our products as far as possible whilst increasing its 

brainprint.

Following a materiality exercise conducted over the past year at Roularta Media Group based 

on the SDGs, four SDGs were identified to which Roularta Media Group wishes to commit very 

specifically in the years to come in the context of its strategic goals.

 
(See also page 31)
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STAFF AWARENESS OF SDGs

Target: baseline measurement of staff SDG  

awareness in 2021. By the end of 2022, 70% of 

staff are aware of the SDGs. By the end of 2025, 

more than 80% of staff are aware of the SDGs.

Indicator: number based on baseline in survey. 

Number based on survey compared to total  

staff number.

Result: 

STAFF DEVELOPMENT

Target: average number of hours of training per employee over a period  

of 3 years equals at least 18 hours.

Indicator: registration of hours.

Result: 

STAFF PARTICIPATION

Target: by the end of 2022, at least 50% of staff have actively 

participated in an activation relating to sustainability. By the 

end of 2025, at least 50% of staff have actively participated in 

an activation relating to sustainability 1x per quarter.

Indicator: number based on survey.

Result: 

not yet started.

READER/ADVERTISER AWARENESS

Target: 80% of readers associate their title  

with an SDG goal by the end of 2025.

Indicator: number based on survey. 

Result: 

not yet started.

READER/ADVERTISER AWARENESS

Target: baseline measurement of reader/web 

user/advertiser SDG awareness in 2021.

Indicator: number based on baseline in survey.

Result: 

STAFF DEVELOPMENT

Target: at least 20 academies per year  

(live & webinar - can also be watched later).

Indicator: count number of information sessions.

Result: 

2021: 22% know 
roughly what they 
entail.

2021: 6% know 
exactly what 
they entail.

2021: 4% know 
exactly what 
they entail.

2021: 10% know 
roughly what they 
entail.

STAFF COMMITMENT

Target: by the end of 2021, at least 50% of staff have signed 

the sustainability & Happie* commitment. By the end of 2022, 

at least 75% of staff have signed the sustainability & Happie* 

commitment.

Indicator: % of staff (digital + appendix to employment  

contract).

54.9%

Result: 

2021: 749 out of 1,365  
(1,256 + 109) or 54.9%

READERS/WEB USERS -  
BRAINPRINT

Target: at least 2,000 positive,  

activating articles on SDGs in 2022.

Indicator: count of articles.

Result: 

not yet started.

STAFF COMMITMENT

Target: by the end of 2022, 75% of staff  

are aware of the abbreviation Happie*.

Indicator: staff survey.

Result: 

not yet started.

INNOVATION

Target: each year in 2022, 2023 and 2024, RMG will 

either invest at least 5,000,000 euros in innovative 

projects or achieve at least 10 innovative new projects.

Indicator: registration of innovative projects + budget. 

Result: 

not yet started.
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NEW STAFF

Target: new staff give the onboarding process  

a satisfaction score of 90%.

Indicator: % of employees satisfied/very satisfied.

Result: 
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STAFF DEVELOPMENT

Target: at least 10 Fun@Work sessions/ 

initiatives per year to promote inner  

and mental development and/or info  

about SDGs.

Indicator: session count.
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EMPLOYEE HEALTH

Target: number of healthy working 

hours at least 95%.

Indicator: 100 - percentage of time 

lost to illness.

Result: 
2021: 95.4% 

2020: 95.3% 

2019: 94.9% 

EMPLOYEE HEALTH

Target: number of employees with  

no time lost to illness at least 50%.

Indicator: percentage 0 for lost time.

Result:
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2019
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2021

53.1%

38.3%

2022: 70% 

2025: 80% 

  Quality education 

  Decent work and economic growth 

  Responsible consumption and production 

  Climate action 

  Goal achieved 

  Goal on track 

  Goal not achieved 

  Not yet started
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READERS/WEB USERS -  
BRAINPRINT

Target: at least 200,000 participations  

in activations to encourage a change of  

behaviour related to the SDGs in 2022.

Indicator: count participation in activations.

Result: 

not yet started.

47.6%

* Happie = a code of conduct that stands for Hello, 

All, Positiveness, Property, Innovation, Execution.
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COMPANY CARS

Target: reduce the total fleet emissions  

by 80% by 2028 compared to 2019.

Indicator: diesel km, petrol km and respective  

average CO
2
 emissions.

Result:

 
EMPLOYEE SAFETY

Target: number of accidents at 

work per 1,000,000 hours worked 

less than 5.

Indicator: number of accidents at 

work and number of hours worked.

RETENTION OF NEW STAFF

Target: 90% still in service  

1 year after recruitment.  

80% still in service  

2 years after recruitment.  

75% still in service  

3 years after recruitment. 

Indicator: recruitments per year 

and end of service.
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EMPLOYEE SAFETY

Target: number of days lost to 

accidents at work per 1,000,000 

hours worked less than 150.

Indicator: number of days lost to 

accidents at work and number of 

hours worked.
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SUPPLIERS

Target: 30% of suppliers of goods and 

services have signed the sustainable  

purchasing charter by 2023. 50% of  

suppliers of goods and services have 

signed the sustainable purchasing  

charter by 2025.

Indicator: count/registration and 

monitoring.

PAPER

Target: all the paper for our  

own activities is PEFC certified.

Indicator: certificates

INKS

Target: all inks have  

the Blue Angel certificate**.

Indicator: certificates

Result: 

not yet started.

Result: 

2021: 100% 

2020: 100%

EMISSIONS

Target: do 50% better every year 

than the legally imposed standard 

set by VLAREM II*** in terms of total 

emissions compared to total ink 

consumption.

Indicator: solvent records 

 

Result: 

PACKAGING

Target: replace plastic  

packaging sent to subscribers 

with paper wrap by 2026.

Indicator: % wrap compared 

to total.
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52.9% 
better

61.7% 
better

91.5% 
better

Result:

ISO 50001****

Target: score better each year in 

terms of energy performance.  

Indicator: EnPI (Energy Perfor-

mance Indicator) must be ‘higher’ 

each year, i.e. we get more out of 

the same amount of energy.

Result: 

ISO 50001****

Target: retain the certificate each year.

Indicator: DNV certificate

Result: 

Result: 

2021: 100% 

2020: 100%

Result: 

not yet started.
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RENEWABLE ENERGY

Target: double quantity of solar panels in Roeselare  

by the end of 2025 compared to 2020.

Indicator: count

Result: 

BIODIVERSITY

Target: stable population of 

the following target species by 

2026: hedgehog, kestrel, green 

woodpecker, long-tailed tit, green 

frog, small newt, black-tailed 

skimmer, goldfinch, reed warbler, 

marsh marigold.

Indicator: count
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Result: 

CO2 MEASUREMENT  
AND PLAN

Target: map RMG’s CO
2
 footprint by 

the end of 2022 and plan approach  

to achieving neutrality.

Indicator: mapping and calculation.

Result: 

not yet started.

** The Blue Angel ecolabel is a German certificate for environmentally 

friendly products.

*** VLAREM = Flemish Regulation for Environmental Permits.

**** ISO 50001 is the international standard for the design, implementation, management and 

improvement of an energy management system. 

2021

  Quality education 

  Decent work and economic growth 

  Responsible consumption and production 

  Climate action 

  Goal achieved 

  Goal on track 

  Goal not achieved 

  Not yet started

PROGRESS ON CO2

Target: CO
2
 neutral by 2040 with  

annual calculation and report.

Indicator: Measure/calculate CO
2
  

and monitor development.

Result: 

not yet started.
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CAPITAL AND SHARES
The 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 capital have the same 

social rights.

In accordance with article 7:53 of the Compa-

nies and Associations Code and article 34 of the 

articles of association of Roularta Media Group 

shares paid in full and that are registered for at 

least two years without interruption in the name 

of the same shareholder in the register of named 

shares have double voting rights.

PURCHASE OF OWN SHARES 
In the course of the 2021 financial year, no treas-

ury shares were purchased based on the statuto-

ry authorisation of the board of directors.

As at 31 December 2021, the company has 

1,389,309 treasury shares in portfolio, represent-

ing 10.57% of the capital.

SHAREHOLDING STRUCTURE 
The shareholding structure is as follows:

Number  
of shares %

Koinon Comm.VA (1) 9,352,977 71.17%

S.A. West Investment Holding (1) 522,136 3.97%

Capfi Delen Asset Management NV 394,201 3.00%

Own shares (2) 1,389,309 10.57%

Individual and institutional 

investors 

1,482,500 11.28%

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 concern-

ing 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 - Publish-

ing. ISIN Code BE0003741551 and Mnemo ROU.

The Roularta share is included in the BEL Small 

Cap Index (BE0389857146).

VOLUMES AND CLOSING PRICES IN 2021

Month Average  
closing price Volumes in EUR  

millions

Jan 21 13.81 30,111 0.41

Feb 21 13.03 42,216 0.55

Mar 21 14.24 84,236 1.20

Apr 21 14.92 37,347 0.56

May 21 14.75 45,412 0.67

Jun 21 14.75 34,861 0.52

Jul 21 14.50 14,905 0.22

Aug 21 14.75 94,530 1.42

Sep 21 15.41 39,239 0.60

Oct 21 15.80 46,360 0.74

Nov 21 15.49 59,784 0.93

Dec 21 17.57 99,871 1.74

628,872 9.56

(1) The Comm.VA Koinon and the S.A. West Investment Holding, 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 31/12/2021.
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€

€

Mio €Volume

VOLUMES AND FIGURES IN EUR MILLIONS - 2021

GROSS DIVIDEND

The highest price during 2021 was 

EUR 19.1 on 28 December. The low-

est price during 2021 was EUR 12.8 on 

12 February. The largest daily trading 

volume was 25,595 shares on 17 August 

2021.

LIQUIDITY OF THE SHARE
Roularta Media Group has a proactive in-

vestor relations policy, aimed at increas-

ing the visibility of the share and in this 

way supporting its liquidity.

DIVIDEND POLICY
The general assembly pursues – as ad-

vised by the executive board – a policy 

which tries to pay out a dividend, whilst 

keeping a close watch on preserving the 

healthy balance between a distribution 

of dividends and the investment possi-

bilities.

THE COMPANY’S CAPITAL
Roularta Media Group was founded on 

11 May 1988 as Roularta Financierings-

maatschappij. The table on the follow-

ing page lists the events that since then 

have affected the company’s capital and 

the securities representing it.

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

2019 June Merger Roularta Media Group NV with Bright Communications BVBA 13,141,123 80,000,000.00 EUR

2020 June Merger Roularta Media Group NV with Senior Publications NV 13,141,123 80,000,000.00 EUR

2021 July Merger Roularta Media Group NV with Belgomedia SA 13,141,123 80,000,000.00 EUR

ANALYSTS WHO FOLLOW THE ROULARTA SHARE:
Bank Degroof Petercam  Kris Kippers   k.kippers@degroofpetercam.com

KBC Securities   Guy Sips   guy.sips@kbcsecurities.be

Merodis Equity Research  Arnaud W. Goossens ago@merodis.com
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INCOME STATEMENT
IN THOUSANDS OF EUROS 

Trend
2021-2020 2021 2020 2019 2018 2017

Sales 17.1% 300,205 256,269 295,798 277,008 256,768

EBITDA (1) 110.5% 40,975 19,467 22,989 6,336 1,927

EBITDA - margin 13.6% 7.6% 7.8% 2.3% 0.8%

EBIT (2) 110.6% 12,754 6,056 9,978 -65,547 -12,035

EBIT - margin 4.2% 2.4% 3.4% -23.7% -4.7%

Net finance costs -183 -276 -75 -5,075 -4,858

Operating result after net finance costs 117.5% 12,571 5,781 9,903 -70,622 -16,893

Income taxes 3,465 8 429 -1,539 -14,578

Net result from continuing operations 177.0% 16,036 5,789 10,332 -72,161 -31,471

Net result from discontinued operations - - - 151,093 18,510

Net result 177.0% 16,036 5,789 10,332 78,932 -12,961

    Net result attributable to minority interests -185.6% -557 -195 -521 -1,010 -2,030

  Net result attributable to equity holders of RMG 177.3% 16,593 5,984 10,854 79,942 -10,931

 Net result attributable to equity holders of RMG - margin 5.5% 2.3% 3.7% 28.9% -4.3%

BALANCE SHEET
IN THOUSANDS OF EUROS 

Trend
2021-2020 2021 2020 2019 2018 2017

Non-current assets 10.8% 208,214 187,928 182,720 184,108 166,259

Current assets 16.6% 174,476 149,644 170,695 171,000 250,849

Balance sheet total 13.4% 382,690 337,572 353,414 355,108 417,108

Equity - Group's share 2.7% 229,564 223,481 227,846 222,561 202,999

Equity - minority interests 3,301.3% 13,027 383 578 1,100 1,906

Liabilities 23.2% 140,099 113,708 124,990 131,447 212,203

Liquidity (3) -2.4% 1.5 1.5 1.6 1.5 1.3

Solvency (4) -4.4% 63.4% 66.3% 64.6% 63.0% 49.1%

Net financial cash/(debt) (5) 17.5% 100,994 85,920 95,937 95,658 -62,552

Gearing (6) -8.5% -41.6% -38.4% -42.0% -42.8% 30.5%

(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) Net financial cash/(debt) = current cash and cash equivalents - financial debt.

(6) Gearing = - net financial cash/(debt) / equity (Group’s share + minority interests).  

(1)

DESCRIPTION     
IN EUROS

2021 2020 2019 2018 2017

Equity - Group’s share 19.59 18.02 18.16 17.75 16.19

EBITDA 3.50 1.57 1.83 0.51 0.15

EBIT 1.09 0.49 0.80 -5.23 -0.96

Net result RMG 1.00 0.48 0.87 6.37 -0.87

Net result RMG after dilution 1.00 0.48 0.86 6.35 -0.87

Gross dividend (paid) 1.00 - 0.50 5.50 -

 Price/earnings (P/E) (2)  13.89  30.31  17.06  2.33 -21.23

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 11,719,515 12,399,598 12,545,621 12,541,645 12,534,766

Weighted average number of shares after dilution 11,736,202 12,409,631 12,560,022 12,597,381 12,609,509

Highest share price 19.10 17.00 15.50 25.40 28.95

Share price at year-end 19.00 14.15 14.05 14.65 21.95

Market capitalisation in million euros at 31/12  249.7  186.0  184.6  192.5  288.5 

Yearly volume in million euros 9.60 19.10 11.10 15.60 30.60

Yearly volume in numbers 628,872 1,491,456 845,340 753,405 1,342,752

(1) Based on the weighted average number of shares.

(2) Earnings = net result.
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1. RIK DE NOLF I Chairman  2. XAVIER BOUCKAERT I CEO 
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1. RIK DE NOLF I Executive Chairman of the Board of Directors (2022)

2. XAVIER BOUCKAERT I Permanent Representative of Koinon Comm.VA I 

Executive Director I Managing Director (2022)

3. CAREL BIKKERS I Independent Director (2022) I Chairman of the Audit Committee I 

Member of the Appointments and Remuneration Committee

4. LIEVE CLAEYS I Non-executive Director (2022)

5. CORALIE CLAEYS I Permanent Representative of Verana NV I Non-executive Director (2024)

6. FRANCIS DE NOLF I Permanent Representative of Alauda NV I Executive Director (2023)

7. KOEN DEJONCKHEERE I Permanent Representative of Invest at Value NV I Independent Director (2022) |

Member of the Audit Committee | Member of the Appointments and Remuneration Committee

8. CAROLINE PAUWELS I Independent Director (2022)

9. RIK VANPETEGHEM I Independent Director (2026)
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• 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 uncer-

tainties they are faced with.

XAVIER BOUCKAERT, CEO | JEROEN MOUTON, CFO

Annu

nnu
THE UNDERSIGNED DECLARE THAT, TO THEIR KNOWLEDGE:

MAIN EVENTS AND CHANGES IN THE GROUP DURING THE 2021 FINANCIAL YEAR 

to the ordinary general meeting of shareholders of 17 May 2022 concerning the consolidated 

financial statements for the period ended 31 December 2021. 

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 consol-

idated financial statements were approved by the board of directors on 1 April 2022. 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 2021 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. 

 

• A new entity, Immovlan BV, was established on 

6 January 2021 by Roularta Media Group (35%), 

Groupe Rossel (35%) and Belfius (30%). The entity 

includes the activities of Immovlan and Vacances-

web that were part of CTR Media SA in 2020 (50% 

RMG/50% Rossel). 

• At the end of March 2021, Roularta became 100% 

owner of, among others, the magazines Télépro, Plus 

Magazine Netherlands and G/Geschiedenis through 

Roularta Media Group’s acquisition of the remain-

ing shares (50%) of the French media group Bayard 

Presse in Belgomedia SA and Senior Publications 

Nederland BV. As a result of this transaction, RMG 

also acquired 100% of the shares of Press Partners 

(Gezondheidsnet). Via the subsidiaries, the German 

brands Plus Magazine Germany, Frau im Leben and 

G/Geschichte were also fully acquired by Roularta.

• Payment of the dividend of one euro per share for 

the 2020 financial year on 1 June 2021.

• As part of a simplification of the group structure, 

the German publishing activities were transferred at 

the beginning of June 2021 to a permanent estab-

lishment of Roularta Media Group in Germany, 

namely Roularta Media Deutschland. This reduced 

the number of German entities to two. The last two 

remaining German entities, which have no activities 

or staff, will also disappear in the near future. 

• Dissolution and liquidation of Holding Echos NV, a 

50% subsidiary of Mediafin NV, on June 30, 2021.

• On 19 July 2021, Roularta acquired the business 

information division of Black Tiger Belgium with the 

transaction being closed on 1 December 2021. In 

accordance with the notarial deed concerning the 

transfer of the business, all income resulting from 

the business taken over will be for the account of 

RMG from 1 December. Its yearly revenue amounts 

to approximately € 1.0 million with a positive EBITDA. 

The activities were brought together with Roularta’s 

Trends Business Information division and there were 

immediate synergies.

• On 1 August 2021, also as part of a simplification of 

the group structure, the 100% subsidiary Belgome-

dia NV was merged with Roularta Media Group NV.

• On 15 September 2021, the entity Senior Publica-

tions Nederland BV was renamed Roularta Media 

Nederland BV.

• Dissolution and liquidation of Storesquare NV on 

17 December 2021.

• In 2021, Roularta Media Group has taken a clear 

position on sustainability, focusing on 4 SDGs: 

human capital, decent work and economic growth, 

responsible consumption and production, and 

climate action.

ANNUAL REPORT 2021 
 
7372 

 
ANNUAL REPORT 2021 ANNUAL REPORT 2021 

 
73



INCOME STATEMENT
IN THOUSANDS OF EUROS 31/12/2021 31/12/2020 Trend (%)

Sales 300,205 256,269 17.1%

Adjusted sales (1) 273,492 256,269 6.7%

EBITDA (2) 40,975 19,467 110.5%

EBITDA - margin 13.6% 7.6% 79.7%

EBIT (3) 12,754 6,056 110.6%

EBIT - margin 4.2% 2.4% 79.8%

Net finance costs -183 -276 33.7%

Income taxes 3,465 8 43,212.5%

Net result 16,036 5,789 177.0%

   Net result attributable to minority interests -557 -195 -185.6%

   Net result attributable to equity holders of RMG 16,593 5,984 177.3%

BALANCE SHEET   
IN THOUSANDS OF EUROS

31/12/2021 31/12/2020 Trend (%)

Non-current assets 208,214 187,928 10.8%

Current assets 174,476 149,644 16.6%

Balance sheet total 382,690 337,572 13.4%

Equity - Group's share 229,564 223,481 2.7%

Equity - minority interests 13,027 383 3,301.3%

Liabilities 140,099 113,708 23.2%

Liquidity (4) 1.5 1.5 -2.4%

Solvency (5) 63.4% 66.3% -4.4%

Net financial cash/(debt) (6) 100,994 85,920 17.5%

Gearing (7) -41.6% -38.4% -8.5%

(1) Adjusted sales is the comparable revenue with last year, i.e. excluding change in the consolidation scope.

(2) EBITDA = EBIT + depreciations, write-downs and provisions.

(3) EBIT = operating result (including the share in the result of associates and joint ventures).

(4) Liquidity = current assets / current liabilities.

(5) Solvency = equity (Group’s share + minority interests) / balance sheet total.

(6) Net financial cash/(debt) = current cash and cash equivalents - financial debt.

(7) Gearing = - net financial cash/(debt) / equity (Group’s share + minority interests).

CONSOLIDATED INCOME STATEMENT
Consolidated revenue for 2021 increased 17.1%, from 

€ 256.3 million to € 300.2 million. If we disregard the 

change in the scope of consolidation due to acquisitions 

and establishment of the new entity Immovlan BV, the 

absolute revenue increase year on year was € 17.2 million 

or an increase of 6.7% compared to the previous year. 

The increase was visible in all markets. The advertis-

ing market was up by 21.7% compared to 2020, but 

total revenue is not yet at pre-Covid levels due to 

the semi-lockdowns of the first half of the year that 

impacted complimentary local media. Subscription 

revenue, after the historic increase of 10.3% in 2020, 

was up 22.6% in 2021, or 3.7% excluding acquisitions. 

Newsstand sales were up slightly (1.6% versus last 

year), but were down 12.7% without the newly acquired 

companies. Miscellaneous revenue increased by 19.8% 

despite the fact that not all reader trips and events 

were able to take place. Finally, printing for third parties 

also increased again (+4.1% versus -18.2% last year).

The increase is visible in all business units and most 

pronounced in Local Media (+18.4%), active in the local 

advertising market, which was heavily affected by 

Covid-19 in 2020. Kanaal Z posted a record 47.0% ver-

sus last year gain. 

EBITDA increased from € 19.5 million to € 41.0 million 

in 2021. By way of comparison, EBITDA in pre-corona-

virus year 2019 was € 23.0 million. The EBITDA mar-

gin increased from 7.6% in 2020 to 13.6% in 2021. The 

EBITDA of the fully consolidated entities amounted to 

€ 36.7 million compared to € 17.4 million last year and 

€ 20.5 million in 2019; the share in the net result of 

joint ventures amounted to € 4.2 million compared to 

€ 2.1 million in 2020 and € 2.5 million in 2019. 

Strongly increased revenue, without a proportional 

increase in costs, is the main reason for the increased 

EBITDA.

In addition, in accordance with IFRS regulations, a cap-

ital gain of € 5.8 million was recognised on the histor-

ical participation that the Group had in the recently 

fully acquired joint ventures. In the 100% acquired JVs 

and Immovlan, a total of € 4.8 million EBITDA was gen-

erated versus € 1.3 million last year (for the JVs, the 

equity method was used for EBITDA). 

EBIT evolved from € 6.1 million in 2020 to € 12.8 million 

in 2020, or 4.2% of revenue versus 2.4% last year. This 

increase is only partly in line with the EBITDA increase, 

because in addition to higher provisions, among oth-

ers for restructuring, there are also increased depre-

ciations following the establishment of the new entity 

Immovlan and the recently acquired joint ventures. In 

addition, on 30 June 2021, an impairment loss of € 7.6 

million was booked on a number of the Group’s brands 

(Sterck, Flair, Le Vif). The event sector, in which Sterck 

is active, underwent several shutdown waves due to 

the coronavirus. Flair, with significant reliance on out-

door activities via coupon books in its newsstand sales, 

was also significantly impacted by the coronavirus. At 

Le Vif, revenue from the readership market increased 

above 2020 levels, but the impact of the coronavirus 

on the sale of advertising was greater.

Net financial expenses were limited in 2021 (€ -0.2 

million) since the Group had no outstanding financial 

debts. 

Taxes in 2021 (€ 3.5 million) included current tax 

expenses of € 1.3 million and deferred tax revenue of 

€ 4.7 million. Current tax expenses are part prepaid 

and part estimated taxes, of which approximately half 

in Belgium and half in the Netherlands. Deferred tax 

revenue is mainly: 1/ a temporary difference following 

the establishment of the entity Immovlan BV where-

by RMG sold its customer portfolio with a capital gain 

of € 8.3 million or € 2.1 million deferred tax revenue; 

2/ a deferred tax liability of € 1.6 million that was 

definitively cancelled due to the mergers of the enti-

ties Senior Publications GmbH and Belgomedia SA and 

later Belgomedia SA with RMG. In 2021, deferred tax 

assets of € 0.3 million were recognised as a result of 

a higher recovery of tax losses carried forward by the 

Plus Magazine brand.

The amount of € -0.6 million minority interest in 2021 

is mainly due to Immovlan, a classified activity with 

a positive EBITDA but high depreciation of the brand 

and customer portfolio resulting in a negative result. 

The losses in 2020 (€ -0.2 million) came mainly from 

the Company Open Door Day activity at Studio Aperi 

Negotium NV and was eliminated in 2021.

The net result attributable to RMG shareholders thus 

amounts to € 16.6 million or € 1.42 per share.
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Printing Services

in thousands  
of euros

31/12/2021 31/12/2020 Trend (%)

Sales 63,723 60,186 5.9%

Adjusted sales (1) 66,345 60,186 10.2%

Gross margin 37,068 32,822 12.9%

Gross margin  

on sales

58.2% 54.5%

(1) Adjusted sales is the comparable revenue with last year, 

i.e. excluding change in the consolidation scope.

Revenue from the Printing Services segment 

increased by € 3.5 million and amounted to € 63.7 

million. The increase is due to higher amounts 

(€ 4.3 million) invoiced to the Media Brands seg-

ment, while printing for external parties fell slightly 

(€ -0.8 million) largely due to the joint ventures that 

are now fully consolidated (impact € 2.6 million in 

adjusted sales).

 

Gross margin as a percentage of revenue increased 

by 3.7 percentage points, mainly due to a lower 

paper price and higher sales of paper from produc-

tion scrap.  

BALANCE SHEET
On 31 December 2021, equity - Group share was 

€ 229.6 million compared to € 223.5 million on 

31 December 2020. The movement in equity con-

sists mainly of the 2021 result (€ +16.6 million) and 

the dividend of € 11.7 million.

As of 31 December 2021, the consolidated net 

financial cash position (= current cash less finan-

cial debts) was € 101.0 million compared to € 85.9 

million the year before. 

As of 31 December 2021, Roularta also holds 

1,389,309 treasury shares. The intention is to place 

these on the market at the appropriate time in order 

to increase the Group’s free float as well as its 

equity and cash position.

2021 CONSOLIDATED RESULTS 
BY SEGMENT
RMG’s two segments are Media Brands and Print-

ing Services. The Media Brands segment refers to 

all brands that are marketed by RMG and its par-

ticipations. The Printing Services segment refers 

to premedia and print shop activities for in-house 

brands and external customers.

Consolidated sales by segment

in thousands  
of euros

31/12/2021 31/12/2020 Trend (%)

Media Brands 270,164 225,559 19.8%

Printing Services 63,723 60,186 5.9%

Intersegment sales -33,681 -29,476 14.3%

Consolidated sales 300,205 256,269 17.1%

Media Brands

in thousands  
of euros

31/12/2021 31/12/2020 Trend (%)

Sales 270,164 225,559 19.8%

Adjusted sales (1) 240,828 225,559 6.8%

Gross margin 217,576 179,428 21.3%

Gross margin  

on sales

80.5% 79.5%

(1) Adjusted sales is the comparable revenue with last year, 

i.e. excluding change in the consolidation scope.

Revenue from the Media Brands segment increased 

by 19.8% or € 44.6 million to € 270.2 million.

Advertising revenue increased by 21.7% compared to 

2020. Printed advertising revenue from the compli-

mentary magazines increased by 6.0%. Advertising 

revenue from the magazines decreased by 25.2% and 

that from the pay-to-read newspapers by 11.1%. Of all 

advertising revenue, online publicity gained the most 

in importance (+40.5%). 

Revenue from the readership market (subscriptions 

and newsstand sales) increased by 17.0% compared to 

2020. In line with the public remit of a media compa-

ny, all News & Business and Women magazines were 

consistently published during periods of semi-lock-

down. All digital channels continued to provide 24/7 

news coverage. 

Subscriptions account for 77% of the total readership 

market revenue, with 23% coming from newsstand 

sales. 

Revenue from line extensions and miscellaneous 

increased by 19.8% compared to 2020, which was 

heavily impacted then by the cancellation of events 

and trips.   

Gross margin rose from 79.5% to 80.5% due to 

increased cover prices and increased advertising rev-

enue. In absolute value, gross margin increased by 

€ 38.1 million to € 217.6 million.

Consolidated sales by region 31/12/2021Consolidated sales by various activity categories 
31/12/2021 

6.7%
The Netherlands

91.2%
Belgium

2.1%
Germany

2.4%
Audiovisual 
Brands

3.7%
Newspaper Brands

15.6%
Local Media 
Brands

12.1% 
Printing for third parties

66.2%
Magazines 
Brands
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With regard to the war in Ukraine, neither Ukraine nor 

Russia is an export market for the Group. The evolu-

tion of international paper and energy prices remains 

uncertain. 

In 2022 the Group expects – given a.o. the war circum-

stances in Ukraine – a negative impact on the (gross) 

margins due to a significant increase in paper prices, 

an increase in energy prices, indexation of wages and 

in general the (high) inflation worldwide. The afore-

mentioned costs (paper, energy and wage costs) 

largely determine the total cost price of the Printing 

Services division. Price increases in the parameters 

that determine the total cost price of the Roularta 

Printing Services division could adversely affect the 

activities, operating results and/or financial posi-

tion of the Group if these price increases cannot be 

passed on in time to its customers. To manage the 

price risk of paper, periodic contracts are concluded 

for newsprint and magazine paper. To flatten the risk 

of price increases for energy and to avoid peaks, 

‘click contracts’ are used for part of the purchase of 

energy, whereby the price is fixed in advance, regard-

less of market conditions. Interruptions to the supply 

of energy, raw materials and/or commodities are not 

currently expected, but may occur if the geopoliti-

cal situation worsens. Interruption of raw materials 

can be overcome for many of the Group’s products 

by offering readers and advertisers only the digital 

version. An interruption of energy means that both 

digital and physical products can no longer be deliv-

ered and could thus lead to a temporary loss of sales.  

RESEARCH AND DEVELOPMENT
As a multimedia company Roularta Media Group oper-

ates in various high-tech sectors. Within these it is 

constantly seeking new opportunities, with a reputa-

tion as a major innovator. 

Roularta Media Group attaches paramount impor-

tance 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 2021, the Group has 1,243 full-time 

equivalent (FTE) employees, compared with 1,182 full-

time equivalent (FTE) employees the previous year. 

These figures exclude joint ventures.

MAIN RISKS AND UNCERTAINTIES 
Economic and geopolitical conditions
Changes in general, global, regional and/or geo-

political circumstances or in the aforementioned 

circumstances in areas where the Group operates and 

which could impact consumers’ consumption patterns, 

can negatively impact the Group’s operating results. 

The Group and in particular its operating results may 

also be negatively impacted by imposed government 

measures (such as, but not limited to, mandatory lock-

downs in the context of pandemics).

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 

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 develop-

ments. 

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 fluctuate 

according to the economic situation. The evolution 

of international paper and energy 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 cus-

tomers. To manage the price risk of paper, periodic 

contracts are concluded for newsprint and magazine 

paper. In order to flatten the risk of price increases 

for energy and to avoid peaks, ‘click contracts’ are 

INVESTMENTS (CAPEX)
Total consolidated investments in 2021 amounted to 

€ 23.1 million compared to € 15.1 million in 2020. This 

amount was mainly invested in Immovlan’s customer 

portfolio (€ 10.7 million), software (€ 6.6 million) and 

tangible fixed assets (€ 4.0 million).

MAIN EVENTS AFTER THE BALANCE 
SHEET DATE
On 28 July 2021 Roularta, through its subsidiary BV 

Senior Publications Nederland, entered into an agree-

ment to acquire the remaining 50% of shares in BV 50+ 

Beurs & Festival. This transaction was closed on 3 Jan-

uary 2022. As a result, the activities focusing on seniors 

and health fairs will bring synergies to our Dutch activ-

ities. The revenue of BV 50+ Beurs & Festival in 2019 

(the year of the last edition of the trade fairs and con-

certs before Covid-19) amounted to € 5.5 million.

On 21 December 2021, Roularta Media Nederland BV 

(100% subsidiary of Roularta Media Group NV) acquired 

100% of the shares of New Skool Media BV (NSM), 

thus becoming the owner of 20 magazine brands in 

the Netherlands. The agreement on the transfer of 

NSM’s shares was signed, subject to the approval of 

the Authority for the Consumer & Market (ACM), the 

approval of the Central Works Council and the agree-

ment of the Management Board with the Editorial 

Board of EW (formerly Elsevier). Given that all suspen-

sive conditions were fulfilled, the trans action could be 

definitively completed on 25 February, as a result of 

which NSM’s results will be included in the Group’s 

results as from 1 March 2022. Its revenue amounts 

to approximately € 45 million with a positive EBITDA. 

On 1 March 2022, Roularta Media Nederland BV 

merged with Het Mediabedrijf BV, Mediaplus BV, 

Etadoro BV and Press Partners BV.

End of March, Roularta Media Group has acquired 

100% of the shares of Gezondheid NV, thus becom-

ing the owner of the largest health websites in 

Belgium, namely gezondheid.be, passionsanté.be 

and minimi.be. The acquisition price is EUR 500,000 

(enterprise value). This transaction is expected to 

have a positive impact on Roularta Media Group’s 

results already in 2022, with RMG including the 

expected sales (estimated for 2022 at EUR 600,000) 

and EBITDA of Gezondheid NV in its consolidated fig-

ures from 1 April.

No other significant events occurred that have a major 

influence on the results and financial position of the 

company. 

INFORMATION ON CIRCUMSTANCES THAT 
CAN SIGNIFICANTLY INFLUENCE THE 
DEVELOPMENT OF THE GROUP
Covid-19 also had an impact in 2021 on Roularta’s 

advertising revenue, printing revenue and revenue 

from events and travel. Given that Covid-19 is clearly 

evolving into an endemic disease, like seasonal influ-

enza, we do not expect any significant impact from 

Covid-19 in 2022. However, it is still unclear how gov-

ernment measures and in particular the Corona event 

barometer will evolve in the coming months and what 

impact they will have on the events (including reader 

trips) organised by Roularta.
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value while maintaining the desired financial flexibility 

for implementing strategic projects. 

Risks associated with assessing the useful life of the 
brands and customer portfolios
Through 30 June 2018, various brands had an indef-

inite 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. 

This split of brands according to their useful life is a 

general guideline that was developed by the manage-

ment based on their insights into the media sector on 

the one hand and the testing of these insights against 

reality on the other.

However, these management estimates can be 

adversely affected by general unfavourable mar-

ket developments, imposed government measures 

(including but not limited to government measures in 

the context of pandemics) and/or disappointing brand 

performance. This may require management to adjust 

its estimates of the life/use life of a brand or customer 

portfolio and to move it to another brand group. 

At the end of the current reporting period there are 

no indications that adjustments have to be made to 

the classification of the brands into the different brand 

groups, nor that the life/use life of a brand or customer 

portfolio has decreased more than initially estimated.

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 prepared 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 con-

tained 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 prevailing 

legal framework. Additional or changing legislation, 

including tax law or decisions by administrative author-

ities, 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 regulations, 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 pending dis-

putes, for which mostly provisions were set up. The 

Group cannot guarantee that in the future there will 

not be material litigation by third parties in relation to 

published articles, copyright infringement and more 

generally in relation to the Group’s media activities.

Roeselare, 1 April 2022

The Board of Directors

used for part of the purchase of energy, whereby the 

price is fixed in advance, regardless of market con-

ditions.

Disturbances or disruptions of the IT system
The Group is exposed to potential disturbances or 

disruptions in its computer systems. Computer sys-

tems 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 various aspects of its 

activities, including but not limited to sales, customer 

service and administration. Computer system distur-

bances can have an adverse effect on the Group’s 

activities or operating results. To date, the company 

has not experienced substantial 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 undertak-

ing 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 falling 

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. 

Credit risk 
The Group is exposed to the credit risk on its cus-

tomers, which could lead to credit losses. To control 

this credit risk, credit investigations are performed on 

customers 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 insur-

ance policy with respect to certain customers can 

have a material adverse effect on the Group’s busi-

ness, financial 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 almost € 90 

million at the end of 2021. 

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 
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INDICATION OF THE CORPORATE  
GOVERNANCE CODE
As a multimedia company, Roularta Media Group cre-

ates and distributes quality, independent and relevant 

content for the general public and for specific tar-

get 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. 

Roularta Media Group’s corporate governance pol-

icy is set out in the Corporate Governance Char-

ter, which can be found on the company’s website 

(www.roularta.be under Roularta on the stock market  

- corporate governance).  

The Corporate Governance Charter, which explains in 

an exhaustive and transparent manner how Roularta 

Media Group is governed and how accountability for 

this governance is presented, complements the cor-

porate governance clauses in the Companies and 

Associations Code and the articles of association of 

Roularta Media Group NV. 

The board believes that observing as closely as pos-

sible 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 maxim-

ise value for its shareholders, its stakeholders and its 

institutional investors.

In accordance with article 3:6 § 2 of the Compa-

nies and Associations Code, Roularta Media Group 

applies the Corporate Governance Code 2020 for 

companies listed on the stock exchange (see https://

www.corporategovernancecommittee.be/sites/

default/files/generated/files/page/2020_belgian_

code_on_corporate_governance.pdf) as its reference 

code. However, Roularta Media Group NV deviates 

from the principles 4.3, 4.4, 7.6, 7.9 and 7.12 set down 

in this reference code.

• Principle 4.3: the audit committee and the appoint-

ments and remuneration committee should be com-

posed of at least three board members.

• Principle 4.4: the board should ensure that a chair is 

appointed for each committee.

• Principle 7.6: the board of directors has decided not 

to allocate any shares to the non-executive direc-

tors as part of their remuneration. 

• Principle 7.9: neither has a minimum threshold of 

shares been set that must be held by the members 

of the executive management.

• Principle 7.12: the contracts with the CEO and oth-

er members of the executive management do not 

include any provisions that would enable the com-

pany to recover variable remuneration paid.

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

General
Roularta Media Group has an internal control and risk 

management system set up in line with the conditions 

of the Belgian Corporate Governance Code of 2020.

Roularta Media Group’s internal control and risk man-

agement system is based on the COSO framework and 

intended to create reasonable certainty with regard to 

achieving the company’s goals. This implies, among 

other things, the recognition and management of both 

operational and financial risks, the effectiveness and 

efficiency of business processes, compliance with 

laws and regulations and supervision of the reporting.

Control and risk management
Management environment
The organisational culture at Roularta Media Group 

offers space for decentralised working. Directors and 

leaders are given considerable responsibility for pro-

viding operational leadership. This decentral leader-

ship implies, among other things, ongoing vigilance 

with regard to risk management.

Specifically, the management environment includes 

the following elements:

• the mission, vision and values, which are widely 

communicated and constitute the principal main-

stays of our corporate culture;

• organisational charts and reporting lines;

• procedures and guidelines communicated on the 

intranet;

• exemplary role of management;

• expertise and appropriate mindset of our staff. 

These are ensured by means such as clearly for-

mulated job descriptions, the selection process and 

skill management (including ongoing training and 

improvement campaigns).

Risk management process 
Roularta Media Group’s risk management system is 

based on the COSO ERM framework. The main goals 

are to map the risks to which Roularta Media Group is 

exposed and to manage these risks.

The risk management process is coordinated by the 

internal auditor and is comprised of the following 

steps:

• Risk identification

• Risk analysis 

• Risk evaluation

• Risk response

• Monitoring and adjustment

Risks are identified by means of audits conducted by 

the internal auditor and annual interviews with man-

agement. The results of the audits and interviews are 

consolidated and discussed with the members of the 

executive management committee. 

Risks are divided into four categories:

• Operational risks

• Financial risks

• Compliance risks

• Strategic risks

Each risk is evaluated on the basis of, firstly, the 

chance of the risk occurring and, secondly, its impact.
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IMPACT

Management decides on suitable action based on the 

risk evaluation. Implementation and follow-up of the 

action is supported by the internal auditor.

Control activities 
Many processes at Roularta Media Group are auto-

mated. A significant component of that automation 

is risk management, with attention to accuracy, com-

pleteness, consistency, promptness and validation/

authorisation of the information.

Ongoing supervision, mainly by means of built-in con-

trols in a highly automated operational environment, 

achieves the prevention or timely detection of possi-

ble deviations. Securing the IT systems is crucial to 

this. In doing so, special attention is paid to: 

• deduplication of systems;

• access control;

• separation of test and production environments;

• electrical circuits;

• back-up procedures.

Information and communication 
Thanks to broad internal reporting and communica-

tion flows, both staff and management have access 

to the information that is relevant to them: staff can 

access the information they need to fulfil their tasks, 

and management can access the information required 

to direct their business unit. The latter mainly consists 

of the most important financial and operational KPIs.

[*] Part of the annual report of the board of directors.
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Monitoring 
The board of directors monitors the risk manage-

ment system through the audit committee. The audit 

committee is supported by the information it receives 

from the external auditors and the internal audit.

The internal audit evaluates risks and management 

measures systematically, by conducting internal 

audits. This evaluation results in a number of recom-

mendations on the basis of which a concrete action 

plan is formulated, in consultation with the business 

unit manager, to deal with any shortcomings. The 

implementation of these action plans is monitored by 

the internal audit. The results of the audits and status 

of the action plans are reported to the audit commit-

tee.

The daily monitoring is done by the management, 

based on supervision and the aforesaid information. 

Where required, action is taken to make adjustments.

Control and risk management with regard to 
financial reporting 
The risk management for the financial reporting is 

mainly characterised by:

• the accountancy rules that apply from day to day;

• the uniformity that the different companies in the 

Group strive for, in terms of both the application of 

the IFRS rules and standardised reporting; 

• control of the reported figures of associated com-

panies by the central controlling department;

• checking and monitoring of the financial reporting 

by the audit committee.

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 

shares representing an equal share of the company’s 

capital.

The shareholding structure is as follows:

Number 
of shares %

Koinon Comm.VA (1) 9,352,977 71.17%

S.A. West Investment Holding (1) 522,136 3.97%

Capfi Delen Asset Management NV 394,201 3.00%

Treasury shares (2) 1,389,309 10.57%

Individual and institutional investors 1,482,500 11.28%

TOTAL 13,141,123 100.00%

(1) The Comm.VA Koinon and the S.A. West Investment Holding, in 

their capacity as persons acting in consort who have concluded an 

agreement concerning the possession, the acquisition and transfer 

of shares, have made a definitive notification. 

(2) Situation on 31/12/2021.

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. In accord-

ance with article 7:53 of the Companies and Associa-

tions Code and article 34 of the articles of association 

of Roularta Media Group, however, the shares paid in 

full that are registered for at least two years without 

interruption in the name of the same shareholder in 

the register of named shares have double voting rights.

A shareholder agreement has been concluded be-

tween shareholders Comm.VA Koinon and S.A. West 

Investment Holding, restricting the transfer of securi-

ties. There is no ‘relationship agreement’ between the 

company and its reference shareholder. After evalua-

tion, the board of directors decided that the company 

has nothing to gain from a relationship agreement. 

The articles of association and the Corporate Govern-

ance Charter of Roularta Media Group include spe-

cific 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 prema-

turely 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 35% of the shares of the 

company.

Decisions to amend the articles of association are 

subject to special quorum and majority requirements. 

Any decision to amend the articles of association 

requires the presence, in person or by proxy, of share-

holders representing at least half of the share capi-

tal 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 com-

pany, to increase the share capital within the limits 

provided by article 7:202 of the Companies and Asso-

ciations Code by issuing shares not exceeding 10% of 

the existing shares at the time of such public bid. This 

authorisation was granted by the extraordinary gen-

eral meeting of 19 May 2020 for a term of three years. 

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, without a resolution of the general assem-

bly, to acquire and hold its own shares if necessary 

to avoid imminent and serious harm to the company. 

This authorisation was granted by the extraordinary 

general meeting of 19 May 2020 for a period of three 

years.

In the context of the Law of 1 April 2007 concern-

ing 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 
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above-mentioned law. Comm.VA Koinon is a subsid-

iary of the Stichting Administratiekantoor Cerveteri, 

which is controlled by Mr Rik De Nolf.

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

In response to the adjustments to its articles of 
association to conform to the new clauses of 
the Companies and Associations Code, the com-
pany has clearly opted for a one-tier structure.

Board of directors
During the financial year 2021 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 share-

holder, 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 representa-

tive of NV Verana (2024), Ms Lieve Claeys (2022) 

and Mr Francis De Nolf, permanent representative 

of NV Alauda (2023). 

• Three independent directors, all of whom hold exec-

utive corporate functions: 

» Mr Carel Bikkers (2022) has for nine years headed 

up the Dutch media group Audax, a multi faceted 

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 

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 expe-

rience as a dealmaker in investment banking and 

private equity in Belgium and abroad.

» Prof Caroline Pauwels PhD (2022). 

 Prof Caroline Pauwels PhD was until recently rec-

tor 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 Belgium for Sciences 

and Arts.

At the end of December 2021 and more specifically 

at the extraordinary general meeting of 21 December 

2021, the board of directors was extented with a ninth 

member:

» Mr Rik Vanpeteghem (2026):

 Mr Rik Vanpeteghem studied law and business 

management at the KU Leuven and tax law at 

the Fiscale Hogeschool. He started his career 

at Deloitte Belgium in 1985. He is specialised in 

international tax planning. Before becoming CEO 

of Deloitte Belgium (2008-2016), he was the man-

aging partner Tax & Legal (2004-2008). From 2015 

until his retirement as a partner in 2021, he was 

the Regional Managing Director of EMEA (Europe, 

Middle East and Africa) and member of Deloitte’s 

Global Executive Committee.

 Over the years, Mr Rik Vanpeteghem has been an 

active member and director of business federations 

such as VBO, Voka and AmCham. He was a mem-

ber of the support council of the King Baudouin 

Foundation West Flanders and a member of the 

management committee of the Kulak.

Mr Rik Vanpeteghem meets the independence crite-

ria, as stipulated in the Belgian Corporate Governance 

Code 2020, with the exception of principle 3.5, point 7, 

which reads as follows: “Not be or have been within the 

last three years before their appointment, a partner or 

member of the audit team of the company or person 

who is, or has been within the last three years before 

their appointment, the external auditor of the com-

pany or a related company or person.” Indeed, Mr Rik 

Vanpeteghem was active as a partner at Deloitte until 

April 30, 2021, which was also the statutory auditor of 

Roularta Media Group NV until the general meeting of 

18 May 2021.

The board of directors is of the opinion, however, and 

was followed in this respect by the extraordinary gen-

eral meeting of Roularta Media Group, that despite 

the fact that Mr Rik Vanpeteghem was until recently a 

partner within Deloitte, he can be considered an ‘inde-

pendent director’ for the following reasons:

(i)  Deloitte’s mandate as auditor of Roularta Media 

Group NV expired at the general meeting of 

18 May 2021. BDO Bedrijfsrevisoren was appointed 

as statutory auditor for a period of three years; 

(ii)  Mr Rik Vanpeteghem, as a former Deloitte partner, 

has never been active in the audit team of Deloitte 

which was responsible for the audit of the financial 

situation of Roularta Media Group, the annual ac-

counts and the regularity of the transactions with 

respect to the Companies and Associations Code, 

the articles of association and those reflected in 

the annual accounts. Nor did Mr Vanpeteghem 

actively supervise the work of Deloitte’s audit 

team and/or intervene in this in any way; 

(iii)  Mr Rik Vanpeteghem was with Deloitte from 2016 

until his departure from Deloitte in 2021 main-

ly active internationally: first, until May 2019, as 

Regional Managing Director of EMEA (Europe, 

Middle East and Africa) and subsequently, from 

June 2019 until April 2021, as Global Public Poli-

cy Leader. In these international roles, he had no 

impact as such on Deloitte’s Belgian audit activi-

ties.

The board of directors is chaired by Rik De Nolf. As 

chairman, Mr Rik De Nolf assumes the mediating role 

between the reference shareholders, the board of direc-

tors and the members of the executive management. 

As an executive director, Mr Rik De Nolf is also active 

in the executive management of the Group as a mem-

ber of the executive management committee. Given his 

business experience, he acts as a sounding board and 

advisor for the executive management. As the chair-

man and an executive director, Mr Rik De Nolf is also 

responsible for the Group’s external communication 

and investor relations. This active, executive role that 

is allocated to the chair of the board of directors en-

sures better communication and flow of information 

between the board of directors and the members of 

the executive management, and in general contributes 

to the efficient functioning of the company. All of this 

is in line with recommendation 3.16 of the Corporate 

Governance Code 2020. 

The board of directors met six times in 2021 to dis-

cuss the company’s results, the multi-year plan for the 

Group and the budget for the next financial year. In the 

past financial year, the board of directors closely mon-

itored the impact of Covid-19 on the Group’s financial 

results. 

Due to the measures imposed by the government to 

fight the coronavirus, the meetings of the board of 

directors were held in hybrid form this year, with some 

of the directors physically present and others partici-

pating in the board meetings remotely by video confer-

ence. The secretary to the board of directors, Sophie 

Van Iseghem, was responsible for reporting the meet-

ings of the board of directors and the committees set 

up by the board of directors. 
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Attendance of individual board members in 2021 (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 3

During the past year there was also a meeting of the 

independent directors. For 2022, six board meetings 

are planned.

Audit committee
The audit committee is composed of two directors 

and is composed entirely of independent directors. 

Roularta Media Group deviates here from principle 4.3 

of the Corporate Governance Code, which prescribes 

that the audit committee should be composed of at 

least three directors. The board of directors is of the 

opinion that the role and powers of the audit com-

mittee can be adequately fulfilled by two directors 

who have a collective expertise in the area of Roularta 

Media Group’s activities: see article 7:99 of the Com-

panies and Associations Code.

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 sen-

ior manager of the Dutch media group Audax and from 

his board member/supervisor mandate in a number of 

Dutch companies.

The audit committee met four times in 2021. Like the 

meetings of the board of directors, these meetings 

were organised in hybrid form (physical or video con-

ference) due to the measures imposed by the gov-

ernment to fight the coronavirus. During these meet-

ings, the audit committee has exercised control over 

the integrity of the company’s financial information, 

closely monitored the activities of both the external 

and internal auditor and, if it felt it was necessary to 

do so, made recommendations on this matter to the 

board of directors.

At the invitation of the chairman, the audit committee 

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 2021. 

The chair of the audit committee reports to the board 

of directors after each audit committee meeting on 

the topics discussed by the audit committee.

Attendance at audit committee meetings in 2021:

Carel Bikkers, Chairman 4

Koen Dejonckheere 4

Appointments and remuneration committee 
The board of directors has used the opportunity 

as provided in the Corporate Governance Code to 

establish a single, joint appointments and remunera-

tion committee. The appointments and remuneration 

committee is composed of a majority of independent, 

non-executive directors. Roularta Media Group devi-

ates from principle 4.3 of the Corporate Governance 

Code, which prescribes that the appointments and 

remuneration committee should be composed of at 

least three directors. The board of directors is of the 

opinion that the role and powers of the appointments 

and remuneration committee can be adequately ful-

filled by two directors. The board of directors has 

also decided not to appoint a chair for this commit-

tee, since the committee only meets twice a year and 

the role of the chair of such a committee does not 

add any value. The appointments and remuneration 

committee has the necessary expertise in the field of 

remuneration policy: see article 7:100 of the Compa-

nies and Associations Code.

The CEO and the chairman of the board participate in 

the meetings of the appointments and remuneration 

committee in an advisory capacity (cf. article 7:100 

of the Belgian Companies and Associations Code), 

except when the appointments and remuneration 

committee deliberates on the remuneration of the 

CEO and/or the chairman of the board. The HR direc-

tor 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 2021. The main item on its agenda 

was: preparing the remuneration policy, drafting the 

remuneration report and reviewing the remuneration 

and bonus policy of the executive management and 

the (diverse) composition of the board of directors 

and its committees.

Attendance at appointments and remuneration 
committee meetings in 2021:  

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 manage-

ment. 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 contribution of each direc-

tor 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 

composition 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 chairman of the 

board of directors for improving this interaction. 

The contribution of each director is reviewed at 

regular 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 diversi-

ty within the board of directors.

In addition to gender diversity, the board of direc-

tors values other diversity perspectives such as 

independence, age, education, professional experi-

ence and nationality. The board of directors believes 

that the diversity in its composition ensures a var-

ied input of opinions and visions. The resulting inter-

action will lead to more quality deliberations and 

decision-making.

COMPOSITION OF EXECUTIVE 
MANAGEMENT
The operational authority was delegated by the board 

of directors to the executive management committee 

under the direction of the CEO. This committee, head-

ed by the CEO, is responsible for management of the 

Group within the outlines set by the board of directors.

The CEO, executive chair of the board of directors, HR 

director and CFO are members of the executive man-

agement committee (see composition, p. 70).

The executive management committee has a diverse 

composition in terms of gender, knowledge, expertise, 

background and age. 

In the past financial year, there were no changes  

to the composition of the executive management 

committee.

In accordance with principle 2.10 of the Corporate 

Governance Code, the company has a succession 

plan in place for the CEO and the other members of 

the executive management. If the CEO were no longer 

able to fulfil this function, the tasks of the CEO would 

initially be taken on temporarily by the chair of the 

board of directors, and an appointments and remu-

neration committee meeting would immediately be 

convened. 

If another member of the executive management were 

no longer able to fulfil their function, the tasks of the 

absent member would initially be divided between the 

other members of the executive management and an 

appointments and remuneration committee meeting 

would immediately be convened.

CONFLICT OF INTERESTS
There were in the course of the financial year no con-

flicts 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.

POLICY CONCERNING TRANSACTIONS 
AND OTHER CONTRACTUAL RELATION-
SHIP BETWEEN THE COMPANY, INCLUDING 
AFFILIATED COMPANIES, AND ITS DIREC-
TORS AND MEMBERS OF THE EXECUTIVE 
MANAGEMENT NOT COVERED BY THE 
CONFLICT OF INTERESTS RULES 
Taking into account the principles and guidelines en-

capsulated in the Belgian Corporate Governance Code, 

(1) Includes one board meeting by telephone.

ANNUAL REPORT 2021 
 
8988 

 
ANNUAL REPORT 2021 ANNUAL REPORT 2021 

 
89



the company has developed a policy in its Corporate 

Governance Charter with regard to the transactions 

and other contractual links between the company, 

including its associated companies, and its directors 

and members of the executive management who are 

not covered by the legal arrangement for conflicts of 

interest. 

A transaction or any other contractual link between 

the company and its directors and/or the members of 

its executive management occurs when:

• a director or a member of the executive manage-

ment has a significant, personal financial interest 

in the legal entity with which Roularta Media Group 

wishes to make a transaction;

• a director or a member of the executive manage-

ment, his or her spouse, cohabiting partner, child 

or relative by blood or marriage up to the second 

degree is a member of the board of directors or a 

member of the executive management of the legal 

entity with which Roularta Media Group wishes to 

make an important transaction;

• the board of directors judges that such a conflict 

exists with regard to the proposed transaction.

The director or member of the executive management 

in question shall provide the board of directors with all 

possible relevant information concerning the conflict 

of interest. The director or member of the executive 

management in question shall refrain from partici-

pation in the deliberation and decision-making with 

regard to this agenda point. 

In the event that the board of directors decides to pro-

ceed with the proposed operation, this transaction will 

have to take place at least under the conditions and 

with the guarantees that usually apply on the market 

to similar transactions.

The board of directors shall record in the minutes the 

nature of the decision or operation described in the 

first paragraph and the consequences in property 

law for the company, and it shall justify the decision 

made. This part of the minutes will be included in its 

entirety in the annual report or in a document that is 

presented along with the annual report.

The minutes of the meeting are also transmitted to 

the company’s statutory auditor. In his report on the 

annual report, the statutory auditor will assess, in a 

separate section, the consequences in property law 

for the company of the board of directors’ decisions, 

as described by him, for which a conflicting interest 

exists as defined in the first paragraph.

The board of directors confirms that no such trans-

actions or situations have arisen in the past financial 

year that would have led to the procedure described 

above being applied.

PROTOCOL FOR THE PREVENTION 
OF MARKET ABUSE
The protocol for the prevention of market abuse that 

is part of Roularta Media Group’s Corporate Govern-

ance Charter imposes a ban on trading in financial 

instruments issued by Roularta Media Group, directly 

or indirectly with foreknowledge, on directors, mem-

bers of the executive management and other staff 

members or (external) staff who come into contact 

with confidential and/or price-sensitive informa-

tion due to the nature of their role. This protocol is 

issued in line with the principles set down in European 

Regulation 596/2014 on market abuse and the laws 

of 27 June 2016 and 31 July 2014 to amend the law of 

2 August 2002 on supervision of the financial sector 

and financial services. The aforementioned protocol 

also contains rules on the publication of transactions 

conducted by managers in leadership roles and their 

close relations by means of notification to the com-

pany and the Belgian Authority for Financial Services 

and Markets (FSMA). 

REMUNERATION REPORT 
General
The law of 28 April 2020 introduced new rules into Bel-

gian corporate law, in implementation of EU Directive 

2017/828 as regards the encouragement of long-term 

shareholder engagement. Among other things, these 

new rules require the company to have a remuneration 

policy that the shareholders can vote on at the general 

meeting. 

The board of directors has submitted its elaborated 

remuneration policy for its directors and members of 

the executive management for approval at the general 

meeting on 18 May 2021. 

Following any material change, and at least every 

four years, the remuneration policy is presented to 

the general meeting again for approval, in accordance 

with the conditions of the law of 28 April 2020.

The board of directors confirms that no material 

changes have been made to the remuneration policy 

as drawn up and has no intention of making any mate-

rial changes to this remuneration policy in 2022. 

You can find the remuneration policy as drawn up 

by the board of directors and approved by the gen-

eral meeting on the company’s website under the 

Corporate Governance Charter (appendix A) via 

the link www.roularta.be/en/roularta-stock-market/

corporate-governance/corporate-governance-charter.

In the remuneration report for the financial year 2021, 

you will find explanations and clarifications of the 

compensation of:

(I) non-executive members of the board of directors; 

(II) the Chief Executive Officer (CEO), who is also a 

member of the board of directors and therefore also 

an executive director;

(III) the executive directors; 

(IV) and the other members of the executive manage-

ment who are not members of the board of directors.

The projected remuneration policy for the directors 

has the aim of attracting and retaining qualified  

directors with the required background and experience 

in the various areas of business policy. 

To achieve this aim, a remuneration policy in line with 

the market is applied, taking into account the scope 

and complexity of the business and, where possible, 

making use of reference data. 

Annual remuneration of non-executive  
directors 
Non-executive directors receive only a fixed remuner-

ation 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’ remuneration is determined 

taking into account their role as a normal director, 

their specific roles as chair or member of a commit-

tee, as well as the resulting responsibilities and time 

demands. 

Each non-executive board member receives a fixed 

remuneration of EUR 10,000, plus a fee per board 

meeting of EUR 2,500. No remuneration is granted for 

board meetings by telephone. 
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Members of board committees (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. 

The non-executive directors do not receive any per-

formance-linked remuneration such as bonuses, 

long-term incentive programmes, benefits in kind or 

pension plans. There are no contributions for pen-

sions or similar rewards for directors. 

Neither are options or warrants allocated to the 

non-executive directors. Roularta Media Group 

deviates here from principle 7.5 of the Corpo-

rate Governance Code, which prescribes that the 

non-executive directors should be partly remuner-

ated in the form of shares. The board of directors 

has decided to deviate from this principle for the 

following reasons. Firstly, several non-executive 

members of the board of directors are nominated 

by and/or have a close relationship with the refer-

ence shareholder, which already has a substantial 

share package. With regard to the other non-execu-

tive (independent) directors, the board of directors is 

of the opinion that a reward for the director’s man-

date partly in the form of shares would be in con-

flict with the principle of independence and also the 

long-term perspective for the Group that the board 

of directors envisages. 

Annual remuneration of executive directors  
In addition to the managing director/CEO, the board 

of directors has two executive directors: Mr Rik De 

Nolf and NV Alauda, represented by its permanent 

representative Mr Francis De Nolf.

The chairman of the board of directors and the 

managing director were granted a fixed remuner-

ation of EUR 100,000. Because both the chairman 

of the board of directors and the managing director 

spend more time on the permanent follow-up of the 

development of the Group in general and in particu-

lar on the preparation of the board meeting and their 

derived committees, a remuneration package con-

sisting solely of a fixed fee is granted to them. This 

remuneration package is determined separately by 

the appointments and remuneration committee and 

approved by the board of directors. The fixed remu-

neration awarded to the chairman and the managing 

director in connection with their directorships was 

also submitted annually in the past to the general 

meeting for approval.

In addition, the executive chairman of the board 

of directors is granted a separate remuneration of 

EUR 187,122 as a member of the executive manage-

ment committee and in compensation for his role as 

the person responsible for the Group’s external com-

munication and investor relations. 

The (executive) director Alauda NV receives, in addi-

tion to the same remuneration as the non-executive 

directors (i.e. a fixed remuneration plus attendance 

fees), a fixed annual remuneration of EUR 50,000 for 

PR activities and participating as a representative of 

Roularta Media Group in board meetings and events. 

This remuneration package is determined separately 

by the appointments and remuneration committee 

and approved by the board of directors.

The executive directors do not receive any perfor-

mance-related remuneration such as bonuses, long-

DIRECTORS’ REMUNERATION 2021

Fixed 
remuner- 
ation in € 

Attendance 
fee board of 
directors

Attendance 
fee audit 
committee

Attendance 
fee appoint-
ments & 
remuneration 
committee

Remuneration 
executive director/
member executive 
management

Rik De Nolf  
Chairman of the board of 
directors

Executive 
director 

100,000 0 0 0 187,122

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

Executive 
director  

100,000 0 0 0 693,063

Carel Bikkers  
Chairman audit committee 
– member appointments 
and remuneration  
committee 

Independent
director

10,000 12,500 20,000 5,000 -

Coralie Claeys
permanent  
represen tative of  
NV Verana

Non-executive
director

10,000 12,500 0 0 -

Lieve Claeys Non-executive
director

10,000 12,500 0 0 -

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

Independent
director

10,000 10,000 10,000 5,000 -

Francis De Nolf  
permanent  
represen tative of  
NV Alauda

Executive 
director 

10,000 12,500 0 0 50,000 

Caroline Pauwels Independent
director 

10,000 5,000 0 0 -
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The total gross remuneration granted to the members of the executive management committee and the CEO 

in 2021 amounts to:

Member of the executive management committee  
(excl. CEO + incl. executive chairman)

CEO (Koinon Comm.VA)

Basic remuneration 686,643 euro 693,063 euro

Performance bonus 81,850 euro -  

Contributions to pensions or similar benefits - -

Overview stock options allotted to the executive management

Year of 

allotment

Member executive 

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 executive management 

committee participated in, with their most significant terms including the exercise price and the expiration 

period. No options were exercised by the members of the executive management committee during the course 

of 2021, nor did options expire. 

EVOLUTION OF THE REMUNERATION (MEMBERS OF THE BOARD OF DIRECTORS AND  
EXECUTIVE MANAGEMENT) COMPARED TO THE PERFORMANCE OF THE COMPANY  
AND THE AVERAGE REMUNERATION PER FTE

EVOLUTION 
IN K EURO

2021 2020 2019 2018 2017

Remuneration board of directors            365            335            368            403            425 

Members of the board of directors                8                8                8                8                9 

Remuneration CEO            693            689            684            670            656 

Remuneration executive management  

excl. CEO
           768  588*            644            629            625 

Members executive management excl. CEO                3                3                3                3                3 

Sales    300,205    256,269    295,798    277,008    256,768 

EBITDA      40,975      19,467      22,989         6,336         1,927 

Personnel costs      98,117      87,225      95,192      94,522      92,752 

Number of FTEs        1,243        1,182        1,217        1,287        1,276 

Average remuneration per FTE               79               74               78               73               73 

(*) No bonuses were granted because of Covid-19. 

 

As provided for in the law of 28 April 2020, Roularta Media Group is hereby communicating for 2021 the ratio 

between the CEO’s remuneration and the lowest salary (expressed in full-time equivalent). This ratio is 18.01.

term incentive programmes, benefits in kind or pen-

sion plans. Nor are options or warrants granted to 

the executive directors. There are no contributions to 

pensions or similar benefits for directors. 

Remuneration of members of executive 
management - remuneration CEO
The remuneration of the members of executive man-

agement is set by the board of directors based on 

the recommendation of the appointments and remu-

neration committee. 

The level and structure of the remuneration of the 

executive management need to enable the com-

pany to attract, retain and continually motivate 

qualified and skilled managers, taking into account 

the nature and scope of their individual responsi-

bilities.

The amount and structure of the basic remuner-

ation of the executive management is regularly 

reviewed for its compliance with market conditions 

by a specialist (international) salaries and benefits 

consultancy. 

Contrary to principle 7.6 of the Corporate Govern-

ance Code 2020, no minimum threshold of shares 

to be held by members of the executive manage-

ment has been set by the board of directors. Due 

to the regular basis on which stock option plans are 

issued by the board of directors (upon the advice 

of the appointments and remuneration committee) 

that can be subscribed to by the members of the 

executive management, the board of directors is of 

the opinion that it is not appropriate to determine 

such a minimum threshold. 

The company assumes that the outlined remu-

neration policy for the members of the executive 

management will be maintained for the next two 

financial years, unless the market test shows that 

adjustments are required.

The remuneration of the other members of 
the executive management consists of:
• basic remuneration in line with training, job con-

tent, experience and seniority;

• a performance bonus, 50% of which is linked to 

the Group’s consolidated results and 50% of which 

reflects the individual targets linked to the role and 

responsibilities of the member in question of the 

executive management committee. 

Every year, for the financial year in question, 

upon the advice of the appointments and remu-

neration committee, the board of directors deter-

mines (i) financial performance criteria linked to 

the consolidated group results and (ii) qualitative 

targets specifically linked to the individual role and 

responsibilities of the member of the executive 

management. When determining the qualitative 

targets for the other members of the executive 

management, a balanced combination of short- 

and long-term goals is sought, including targets 

linked to the company’s sustainability policy.

After the end of the financial year, the appoint-

ments and remuneration committee determines 

on the basis of the quantitative and qualitative 

performance criteria established whether and to 

what extent the bonus has been earned. 

The board of directors approves the bonuses for 

the executive management upon the recommen-

dation of the appointments and remuneration 

committee. 

The bonus amounts to a maximum of 30% of the 

basic annual pay for members of the executive 

management. The bonus is paid in cash. 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 

(claw back in the sense of article 3:6 § 3,11° of the 

Companies and Associations Code). Bonuses are 

awarded only after the close of the 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.

No bonus or long-term incentive is granted to the 

CEO and the executive chairman of the board of 

directors who are also member of the executive 

management committee.
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(1) Permanent establishment/Zweigniederlassung registered in the commercial register of Augsburg, Germany, under number HRB 36615.

(2) Senior Publications Verwaltungs GmbH has ceased operations and is gone into liquidation with effect from 01/01/2022.

(3) Bayard Media Verwaltungs GmbH has no operations and was put into liquidation in the first quarter of 2022.

* from 03/01/2022 100%.

The wholly-owned Dutch subsidiaries Mediaplus BV, 

Etadoro BV, Press Partners BV and Mediabedrijf BV 

ceased to exist on 01/03/2022 as a result of  

a merger with Roularta Media Nederland BV.

The effective date of the acquisition of 

these Dutch participations was 25/02/2022 

after the fulfilment of a number  

of suspensive conditions.  

Acquisition finalised on 29/03/2022.

  Belgium          The Netherlands          Germany          France

100%

100%

100%

100%

100%

100%

100%

50%*

100%

100%

ROULARTA SERVICES 
FRANCE SARL

HET MEDIABEDRIJF BV

ROULARTA MEDIA  
NEDERLAND BV

50+ BEURS &  
FESTIVAL BV

ETADORO BV

MEDIAPLUS BV

ROULARTA MEDIA 
DEUTSCHLAND 

(permanent establishment) (1)

SENIOR PUBLICA TIONS  
VERWALTUNGS GMBH (2)

BAYARD MEDIA  
VERWALTUNGS GMBH (3)

ONE BUSINESS BV
NEW SKOOL MEDIA 

EXPLOITATIE BV
MOTOR NL BV

PITE MEDIA BV

FIND YOUR BIKE BV

PRESS PARTNERS BV

14%

≤ 5%

100% 50%

75%

50%

35%

35%

33.8%

17.1%

16.1%

≤ 5%

BELGIAN BUSINESS
TELEVISION NV

IMMOVLAN BV

STUDIO APERI  
NEGOTIUM NV ARTLEAD CV

 
INCOFIN CV

 
KANAAL 127 CV

 
TILL ALWAYS BV

 
VENYOUS BV

PROXISTORE NV

CYBERLIBRIS SA
S.T.M. SA

MEDIAFIN NV

License2publish CV

Vlaamse 
Nieuwsmedia NV

CTR MEDIA SA

YELLOWBRICK NV

REPROPRESS CV

100%
100%

50%

100%

20%

NEW SKOOL MEDIA BV

100%
GEZONDHEID NV
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1. CONSOLIDATED INCOME STATEMENT

IN THOUSANDS OF EUROS Note 31/12/2021 31/12/2020

Sales 4 300,205 256,269

Own construction capitalised 3,375 2,232

Raw materials, consumables and goods for resale -49,963 -47,307

Services and other goods 5 -126,979 -109,539

Personnel 6 -98,117 -87,225

Other operating income 8 10,223 5,417

Other operating expenses 8 -2,001 -2,475

Share in the result of associated companies and joint ventures 15 4,232 2,096

EBITDA 40,975 19,467

Depreciation, write-down and provisions -28,221 -13,410

Depreciation and write-down of intangible and tangible assets 13&14 -16,557 -12,854

Write-down of inventories and debtors 7 333 25

Provisions 23 -4,413 -581

Impairment losses 13 -7,584 -

EBIT 12,754 6,056

Financial income 9 108 100

Financial expenses 9 -291 -376

Operating result after net finance costs 12,571 5,781

Income taxes 10 3,465 8

Net result 16,036 5,789

Net result of the consolidated companies 16,036 5,789

Attributable to:

Minority interests -557 -195

Equity holders of Roularta Media Group 16,593 5,984

EARNINGS PER SHARE
IN EUROS 

Note 31/12/2021 31/12/2020

Basic earnings per share 11 1.42 0.48

Diluted earnings per share 11 1.41 0.48

2. CONSOLIDATED STATEMENT OF COMPREHENSIVE INCOME

IN THOUSANDS OF EUROS Note 31/12/2021 31/12/2020

Net result of the consolidated companies 16,036 5,789

Other comprehensive income of the period

Other comprehensive income not to be reclassified to profit or loss in subsequent periods:

Non-current employee benefits - actuarial gain / loss -404 969

Deferred taxes relating to other comprehensive income 101 -242

Share of non-reclassifiable other comprehensive income of 

joint ventures and associates

-118 413

Other comprehensive income of the period -421 1,139

Total comprehensive income 15,615 6,928

Attributable to:

Minority interests -557 -195

Equity holders of Roularta Media Group 16,172 7,123

The consolidated financial statements below show the figures for the financial years ended on 31 December 2021 

and 31 December 2020. The accompanying notes are integral to these parts of the financial statements.
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ASSETS 
IN THOUSANDS OF EUROS

Note 31/12/2021 31/12/2020

Non-current assets 208,214 187,928

Intangible assets 13 77,614 53,257

Property, plant and equipment 14 65,578 65,744

Investments accounted for using the equity method 15 55,303 60,324

Investments in financial assets, loans, guarantees 16 2,471 3,313

Trade and other receivables 17 - 78

Deferred tax assets 18 7,248 5,212

Current assets 174,476 149,644

Inventories 19 9,424 4,838

Trade and other receivables 17 52,640 49,881

Tax receivable 1,075 919

Cash and cash equivalents 20 106,660 90,559

Deferred charges and accrued income 4,677 3,446

Total assets 382,690 337,572

LIABILITIES 
IN THOUSANDS OF EUROS

Note 31/12/2021 31/12/2020

Equity 242,591 223,864

Group's equity 229,564 223,481

Issued capital 21 80,000 80,000

Treasury shares 21 -32,028 -34,924

Retained earnings 180,188 174,335

Other reserves 21 1,404 4,070

Minority interests 21 13,027 383

Non-current liabilities 23,674 16,207

Provisions 23 7,067 7,622

Employee benefits 24 7,455 4,767

Deferred tax liabilities 18 4,611 205

Financial debts 25 4,249 3,324

Other payables 26 292 287

Current liabilities 116,425 97,501

Financial debts 25 1,416 1,315

Trade payables 26 44,750 35,613

Advances received 26 33,463 27,076

Employee benefits 26 17,792 15,126

Taxes 26 295 525

Other payables 26 10,794 10,038

Accrued charges and deferred income 26 7,915 7,808

Total liabilities 382,690 337,572

4. CONSOLIDATED CASH FLOW STATEMENT

(a) Increases and decreases in current other receivables, deferred charges and accrued income, provisions, employee benefits, other 

payables, advances received and accrued charges and deferred income.

IN THOUSANDS OF EUROS Note 31/12/2021 31/12/2020

Cash flow relating to operating activities

Net result of the consolidated companies 16,036 5,789

Share in the results of associated companies and joint ventures 15 -4,232 -2,096

Dividends received from associated companies and joint ventures 15 5,250 1,250

Income tax expense / income 10 -3,465 -8

Interest expenses 9 291 376

Interest income (-) 9 -108 -100

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

and equipment

-100 -1,364

Non-cash items 22,445 12,841

Depreciation of (in)tangible assets 13&14 16,557 12,854

Impairment losses 13 7,584 -

Share-based payment expense 6 75 -208

Increase (+) / decrease (-) in provisions 23 4,413 581

Other non-cash items 8 -6,184 -386

Gross cash flow relating to operating activities 36,117 16,688

Increase / decrease in trade receivables -119 11,069

Increase / decrease in inventories -4,086 1,131

Increase / decrease in trade payables 4,725 -10,908

Other increases / decreases in working capital (a) 4,519 -601

Increase / decrease in working capital 5,039 691

Income taxes paid -970 -510

Interest paid -293 -299

Interest received 108 102

NET CASH FLOW RELATING TO OPERATING ACTIVITIES (A) 40,001 16,672

3. CONSOLIDATED BALANCE SHEET
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IN THOUSANDS OF EUROS Note 31/12/2021 31/12/2020

Cash flow relating to investing activities

Intangible assets - acquisitions 13 -19,035 -3,935

Tangible assets - acquisitions 14 -4,019 -11,195

Intangible assets - other movements 503 -

Tangible assets - other movements 99 1,721

Net cash flow relating to acquisition of subsidiaries 29 -1,965 -299

Net cash flow relating to disposal of subsidiaries 29 -706 200

Net cash flow relating to loans to investments accounted for using the 

equity method

68 -18

Investments in financial assets, loans, guarantees - other movements 17 -817

NET CASH FLOW RELATING TO INVESTING ACTIVITIES (B) -25,038 -14,343

Cash flow relating to financing activities

Dividends paid -11,729 -

Treasury shares 340 -11,281

Capital contribution non-controlling interests 21 14,300 -

Redemption of current financial debts - -509

Repayment of leasing debt -1,784 -1,463

Decrease in non-current receivables 11 46

NET CASH FLOW RELATING TO FINANCING ACTIVITIES (C) 1,138 -13,207

TOTAL DECREASE / INCREASE IN CASH AND CASH EQUIVALENTS (A+B+C) 16,101 -10,879

Cash and cash equivalents, beginning balance 90,559 101,438

Cash and cash equivalents, ending balance 106,660 90,559

NET DECREASE / INCREASE IN CASH AND CASH EQUIVALENTS 16,101 -10,879

5. CONSOLIDATED STATEMENT OF CHANGES IN EQUITY

2021 
IN THOUSANDS OF EUROS

Issued 
capital

Treasury 
shares

Retained 
earnings

Other 
reserves

Equity - 
Group's 

share

Minority 
interests

Total 
equity

Balance as of 01/01/2021 80,000 -34,924 174,335 4,070 223,481 383 223,864

Net result - - 16,593 - 16,593 -557 16,036

Other comprehensive income for 

the period, net of tax

- - -256 -165 -421 - -421

Total comprehensive income - - 16,337 -165 16,172 -557 15,615

Consideration for business com-

bination through treasury shares

- 1,225 - - 1,225 - 1,225

Capital contribution through 

minority interests

- - - - - 14,300 14,300

Written put option on minority 

interests

- - - - - -394 -394

Dividends - - -11,729 - -11,729 - -11,729

Exercise of options - 340 - - 340 - 340

Recognition of share-based 

payments

- - 2,576 -2,501 75 - 75

Effect of transactions with own 

shares

- 1,331 -1,331 - - - -

Liquidation of subsidiary - - - - - -706 -706

Balance as of 31/12/2021 80,000 -32,028 180,188 1,404 229,564 13,027 242,591

2020
IN THOUSANDS OF EUROS

Issued 
capital

Treasury 
shares

Retained 
earnings

Other 
reserves

Equity - 
Group's 

share

Minority 
interests

Total 
equity

Balance as of 01/01/2020 80,000 -23,643 166,610 4,879 227,846 578 228,424

Net result - - 5,984 - 5,984 -195 5,789

Other comprehensive income for 

the period, net of tax

- - 487 652 1,139 - 1,139

Total comprehensive income - - 6,471 652 7,123 -195 6,928

Purchase own shares - -11,365 - - -11,365 - -11,365

Exercise of options - 84 - - 84 - 84

Recognition of share-based 

payments

- - 1,297 -1,505 -208 - -208

Other increase / decrease - - -43 43 - - -

Balance as of 31/12/2020 80,000 -34,924 174,335 4,070 223,481 383 223,864
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 BELGIUM  THE NETHERLANDS  GERMANY

ACTIVE COUNTRIES

HEAD OFFICE ROULARTA MEDIA GROUP
Meiboomlaan 33, 8800 Roeselare

BRUSSELS MEDIA CENTRE 
Editorial office and advertising department, Raketstraat 50, 1130 Brussels

MEDIAFIN (PUBLISHER DE TIJD/L’ECHO)
Tour & Taxis, Havenlaan 86C box 309, 1000 Brussels

ROULARTA MEDIA NEDERLAND BV
Amalialaan 126 H, 3743 KJ Baarn

ROULARTA MEDIA DEUTSCHLAND
Böheimstraße 8, 86153 Augsburg

FINANCIAL CALENDAR

General Meeting 2021 I 17 May 2022
Half year 2022 results I 19 August 2022

Full year 2022 results I 3 March 2023

General Meeting 2022 I 16 May 2023

INVESTOR RELATIONS

Rik De Nolf 
Phone I +32 51 26 61 11 

Email I rik.de.nolf@roularta.be 

Website I www.roularta.be 

NV Roularta Media Group, Meiboomlaan 33, 8800 Roeselare, 

VAT BE 0434.278.896, Register of Companies Ghent, department Kortrijk 
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