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ALL THE 
YOUNG 
DUDES

TEXT FREEK KROESBERGEN

‘Our success depends on how generous we are 
with our time and knowledge.’ With this Adam Grant 
quote, Ellen means it’s about giving and taking. 
She has learned much from others, and continues 
to keep learning. In her spare time she also mixes 
her work and personal interests, opportunities and 
inspiration. That’s her ‘Miracle-Gro’.

Ellen feels compelled to give something back to 
the next generation. And you’ll see some of them 
in this Dude. Together with our scouts, we selected 
30 design graduates to showcase. And we didn’t 
only choose the beautiful – ‘graduate show fripperies 
don’t exist in the real world’, says Garech Stone – 
but also looked at business insight. Budding 
entrepreneurship, in other words.

‘Entrepreneurship is something that needs to grow’, 
thinks Ellen, who with her agency is designing in 
the ‘Champions League’. It’s almost a kind of game, 
and it’s a game that can be learned. The advisors of 
the BNO know the rules of the game, recognise foul 
play and make up your fan base. Not only for the 
‘new kids on the block’, but for all Dutch designers, 
at any point in their professional career.

bno.nl/dude
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Ellen is associate partner and 
managing director at Kossmann.
dejong, an agency specialising 
in exhibition design which is also 
increasingly making an impression 
outside this field. ‘You cannot 
do this job if it is not completely 
aligned with who you are, with your 
own development.’
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drukkerij Van Gorcum Industrieweg 38, 9403 AB Assen  
T +31(0)592 37 95 55

Hey DUDE, you’ll find 

our high-tech printing 

hanging on walls all 

along the country.

www.drukkerijvangorcum.nl
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fresh 
ground

Be visionary and realize new ideas. Find millions of 
files and directly use them in your projects. Benefit from 
20 % off on creative images and videos licensed online 
via gettyimages.nl until 30 October 2015. Just enter 
the promo code X43PC46N.*

Find out more: 
http://e.gettyimages.nl/break_fresh_ground

Be inspired and save 20 % now 
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CURRENT DUDES  
AND OTHER CHARACTERS

New media technology puts the conventional wisdom of 
typographic communication up for discussion and raises 
a number of fundamental questions. Not since Gutenberg’s 
invention of the printing press has typography undergone such 
a major transformation as in this day and age. Can typography 
keep doing its job now that digitalisation and new media 
have called the future of this craft into question?

The typography trade is at a crossroads. How will it further 
develop? The Triumph of Typography shows where today’s 
typographers can find sources of inspiration, but also takes an 
in-depth look at new developments in the field of typography.

In The Triumph of Typography, 21 international typography 
and communications experts, including Peter Bil’ak, Petr 
van Blokland, Yuri Engelhardt, Britt Grootes, Gerard Hadders, 
Rick Poynor and José Teunissen share compelling analysis 
and examples.

www.terralannoo.nl

IS THERE A FUTURE 
FOR TYPOGRAPHY?

It’s an open secret: Dude is published by the BNO. And the 
BNO has a hand in plenty of other aspects of design. So there’s 
‘lots of involvement’ during the 14th Dutch Design Week. Under 
the pretext of editorial independence, the following agenda 
primarily includes our own events. And it’s no coincidence 
that you’ll find the latest Dude there. If you’d rather plan the 
week on your own, visit ddw.nl.

DUDE
‚
S DUTCH 

DESIGN WEEK

 
SATURDAY  17
IN NO PARTICULAR ORDER 
(EXHIBITION)

 
SUNDAY  18
COLLEGE TOUR

 
MONDAY  19
DUTCH DESIGN TOETJE AWARD

 
TUESDAY  20
DRIVERS 2015 (EVENT  
DRIVING DUTCH DESIGN)

 
WEDNESDAY   21
DRIVE CROSS OVER 

 
WEDNESDAY  21
MATERIALS XL FUTURE 
PACKAGING CONCEPTS
WITH BNO PACKAGING  
TALENT AWARD

 
THURSDAY  22
DRIVE CIRCULAR ECONOMY

 
FRIDAY   23
SUPERFAST:  
PACKAGING CONNECTS – 
CONNECTED PACKAGING

 
SATURDAY   24
DUTCH DESIGN AWARDS

oct

From the best graphic novels to the most beautiful typography from ‘the street’, the programme of Graphic Design Festival Breda has never 
been so extensive. The festival, mostly free of charge, calls attention to the design world all around us, and the people and motivations 
behind it. Here are a few tips from Dude:

At the Current Character Convention, industry-leading ‘characters’ talk about their distinctive attitudes and ways of working. It features 
an international cast of stars, such as icon Ken Garland, professional hate-mailer Mr. Bingo, terrorist imagery researcher Artur Beifuss, 
Walls of Freedom creator Basma Hamdy, artistic entrepreneur Teun Castelein and data-master Nicholas Felton.

A design practice that combines your passion and talent? It’s not a utopia, it’s just a matter of doing it! Successful design peers share 
stories about their career choices during Overwerk (Overtime), a series of evening talks including speakers such as Anne Miltenburg, 
Ruben Pater, Trapped in Suburbia, I Like Birds, Sarah Boris and Adrian Shaughnessy.

And of course, there’s still more: a graphics market, Film Fridays, a Type Tour, the exhibition Everyda(y)ta and a newfangled gaming  
afternoon. And also 100SEATS, an extra-large edition of the successful format from BNO Zuid, Dude and the BNO. This evening will 
dive deep into the role of the designer with De Designpolitie, Remy Jon Ming, Roel Venderbosch and current ‘dude’ Ellen Schindler.

25 September to 25 October 2015
www.gdfb.nl
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t GERBRAND BAS 

@GERBRANDBAS

  
We’re not there just yet: The Nether
lands is an innovation follower...  
fb.me/6Fxeq4S1O

t DUTCH CREATIVE COUNCIL 

@CREATIVITYNL

  
Nice broadcast about the downside 
of freelancing in the creative  
industries and lifelong learning.  
Have a listen... fb.me/3dk45eKsP

t DMNETWERK 

@DMNETWERK

  
What is the ‘value’ and ‘meaning’ 
of the creative industries? Relevant 
quotes from professors and senior 
creatives! https://goo.gl/vxC87M

‘The creative 
industry over
estimates itself 
sometimes’, claims 
Jeroen van Erp 
in the broadcast. 
Is that a collective 
trait?

The Rijksmuseum, Eindhoven’s city marketing organisation 
EHV365 and industrial park Kleefse Waard have been nominated 
for the Best Client Award 2015. This prize, which recognises 
outstanding commissions in relation to design, is awarded 
to clients who make strategic use of designers and design at 
their company or organisation. The most important criteria 
are professionalism, strategy, sustainability and innovation.

Will the Rijksmuseum be awarded for its use of design as 
a means to generate impact and appeal? Will Eindhoven’s 
unique city marketing approach take home the prize? Or will 
industrial park Kleefse Waard receive the highest honour for its 
unifying approach that gives a platform to young designers? 
The Best Client Award will be presented on 24 October during 
the awards ceremony of the Dutch Design Awards.

24 October 2015
www.dutchdesignawards.nl

Over the past 60 years, design prize institute iF has managed 
to bring together a huge group of design professionals. What if 
we started doing something with that?, they thought. And so, 
this November, the organisation is launching a new platform 
for excellent and just plain good design – the iF WORLD 
DESIGN GUIDE. This new design platform will replace the 
current website, and thanks to a community of 650,000 users, 
it should be a guaranteed success right from the start.

The iF WORLD DESIGN GUIDE is meant to be a global starting 
point for designers, agencies and design-driven companies, 
stakeholders and enthusiasts, including the press. Just like the 
previous website, the most important content will consist of 
the work of iF winners from 1953 up through today. In addition 
to this permanent collection, the redesigned website will be 
expanded to include profiles and ‘product placement packages’, 
divided into further collections. So anyone who has anything 
to do with design can get (or purchase) an account and fill it 
with their own work, products, services, and more.

You can already get started on the iF website. In addition, you’ll 
also find news about the iF PUBLIC VALUE AWARDS for work 
that sets the world in motion, and of course the upcoming 
deadlines for the regular iF Awards. Because ultimately, that’s 
where it all began.

www.ifdesign.de

DEAR CLIENT, WHAT IF?

Can you still earn a living as a designer? Or are you better off 
working in a café? Garech Stone of The Stone Twins has a 
problem with the status quo in the design sector. In his article 
(Design Week, 3 August 2015), he describes an industry 
that’s plagued by poor education, free pitches and superficial 
work – and where design graduates still need to have jobs on 
the side to make ends meet. Read the article online and take 
part in the discussion.

www.designweek.co.uk/insight

GARECH STONE, DESIGN WEEK

‘ graduate show 
fripperies don’t exist 

in the real world ’

t STUDIO DUMBAR 

@STUDIODUMBAR

  
Playbour: The New Workaholism. 
A must see at the end of year show @
KABKdesign by @therodina Brilliant! 
https://vimeo.com/132025671

t PROUD EUROPE 

@PROUD_EUROPE

  
At your #ServiceDesign ! A recent 
published indepth study on the rise 
of service design @designforeurope 
http://goo.gl/3dmBr7

All designs are 
actually service 
design! But 
service design 
doesn’t always 
result in design. 
This study shows 
what does. 

COLLABORATORS 
WITHOUT 

CONSTRAINTS

Young, hungry and multidisciplinary. That describes the 
designers and artists who work in small collaborative teams 
to get personal projects off the ground without facing the 
constraints of larger studios or the limitations of traditional 
copyrights. Armed with cheap supplies and software, they can 
develop anything for anyone, and proudly put their personal 
stamp on whatever they create.

Elizabeth Herrmann and Ryan Shelley from ras+e – a small 
multidisciplinary team themselves – researched the landscape 
of these small collaborations. The result is CO-LAB, a book 
filled with theory and interviews that’s far from boring. That 
it’s made with love is evident in the original illustrations and 
handmade typography. The pace of the book, combined with 
the attractive writing style, makes it a source of inspiration 
for students and experienced designers alike looking for new 
ways of working and collaborating.

www.bispublishers.nl
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Technically clever.
www.leukeleu.nl

JEROEN VAN ERP

I actually don’t think much of design jour-

nalism in the Netherlands. There you go, 

I said it. This has everything to do with the 

fact that the average journalist or blogger 

doesn’t manage much more than offering 

an account of what the designer or agency 

does or makes, and why this is so utterly 

important. The end result usually takes 

centre stage and the journalistic helicopter 

only rarely zooms out for a wider view.

It is of course great that good quality, 

appealing and relevant results are being 

highlighted; that’s how we nurture our 

ambitions and give the outside world 

an understanding of what we do. In nice, 

bite-sized chunks: a bit of text, an image, 

a quote, and that’s it. However, when I talk 

to (competitor) colleagues about the 

profession, it’s hardly ever about what we’ve 

made. The topic of conversation is actually 

always about how we’ve managed to get 

where we are. We talk about the seemingly 

impossible hurdles, the rollercoaster of 

the process, the dilemmas, the frustrations, 

and how to deal with them. And you never 

read anything about all of this. Crazy, right?

Coincidently, I’ve recently had a lot of 

discussions about the qualities a good 

designer should possess. I keep reaching 

the same conclusion: that coming up with 

a decent design has almost become a 

precondition. There’s no shortage of 

fantastic designers with good ideas and 

enviable design qualities – that’s clearly 

not the problem. But what’s needed to 

get an idea all the way to the final stage? 

Which qualities make the difference? 

I’ve become increasingly convinced that 

the deciding factor is the personality of the 

designer. To which extent are you able to deal 

with a stubborn environment populated by 

multiple stakeholders who don’t all neces-

sarily have the same interests? 

How do you show leadership in such an 

environment, when do you stand firm and 

when are you flexible? That’s why my heart 

skipped a beat upon reading the interview 

with Ellen Schindler. The main thrust of 

the article is about her attitude and self- 

reflection in relation to her work. She adopts 

a ‘consciously competent’ approach, not 

something that can be said of everyone. 

Ellen accepts the unruly outside world.

‘Nothing is certain. Everything can go 

amazingly well. But it can also blow up in your 

face, not work, get staid, or there may not 

be enough time. The trick is to make things 

go your way. To make things happen.’ But this 

is only possible if you’ve properly got to 

know yourself and know how to keep calm. 

And that makes Ellen – with a background 

in design – a managing director of emphatic 

quality. Hats off to her. 
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ellen schindler

TEXT ANNE MIEKE EGGENKAMP × PORTRAIT STEPHAN VANFLETEREN

The conversation was already well 
underway before we even get a  
chance to sit down. There is always  
something that concerns Ellen or  
gets her wound up. This time it is  
about poor health, about sitting  
at the dentist for two hours, about  
being very ill. Although Ellen is  
not one to dwell on the past, she  
talks about the impact that being  
seriously ill once had on her life.  
About losing yourself, about survi- 
val, about the intense bond with  
her partner that came as a result.  
About the unconditional. Some- 
times things happen in life that  
you cannot predict and cannot 
influence, so there is no point 
spending too much time focusing  
on it. ‘One of my former employers,  
Adriaan Geuze from West 8, always  
said about disappointments and  
unexpected situations, “Well, some-  
thing is going to blow up in your  
face, and then we’ll see what hap- 
pens.” And that’s how it is.’

14
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An important theme in Ellen’s life and 
work is being in motion, but preferably with 
a purpose. And so this interview became a 
conversation about having time, taking time 
or receiving time. About creating space, for 
yourself and your work. And of course about 
the future, and the dreams and motion that 
go along with it.

A TITANIC BATTLE
Since 2010, Ellen has been the managing 
director at Kossmann.dejong, an agency 
specialising in exhibition design which is 
also increasingly making an impression out- 
side this field. In the meantime, she has been 
named partner and is part of the executive 
team, together with Herman Kossmann 
and Mark de Jong, both creative directors. 
‘You cannot do this job if it is not completely 
aligned with who you are, with your own 
development. For years, both at West 8 and 
Mecanoo architects, I saw how Adriaan 
Geuze and Francine Houben continually 
and energetically focused on everything 
that comes up on a daily basis with ongoing 
projects. It’s changing directions, strategising, 
managing and negotiating of the highest 
degree. A titanic battle. I learned so much 
there first-hand. Always be open to new 
situations, stay flexible, and maintain a sense 
of calm at the same time.’

‘I got to know Herman Kossmann during 
the first Architecture Biennale in Rotterdam, 
where I was involved because of Mecanoo. 

ELLEN 
SCHINDLER

— EST. 1968 —
 
After studying interior design 
and arts and culture studies, 
Ellen Schindler went on to work 
at international agencies such as 
West 8 and Mecanoo architects. 
There she gained experience in 
the areas of office and project 
management, PR and business 
development. Since 2005, Ellen 
has been affiliated with Kossman.
dejong, where she is currently 
partner and managing director. 
In addition, she has developed 
‘Business your Design’, an entre
preneurship course that she 
teaches at KABK in The Hague. 
Ellen has also sat on a several 
committees at the Creative 
Industries Fund NL.

17



Kossmann.dejong was responsible for the 
exhibition in the NAi, currently called Het 
Nieuwe Instituut (The New Institute). At the 
time, I recognised in Herman and Mark 
the same uncompromising dedication and 
enthusiasm. The “all or nothing” mentality. 
That’s what made me decide to apply for a 
job at the agency, and that’s how I ended 
up at Kossmann.dejong in 2005. Initially 
I was kind of a jack of all trades, but because 
I was increasingly pulled into more business- 
related matters, it quickly grew into a role 
where I was responsible for running the 
agency. I introduced a degree of pragmatism 
and more structure, and with it a better 
overview and a sense of calm. My challenge 
was, and still is, to let the internal organisa-
tion run with the goals we have in mind. 
How do I organise an agency around the 
ever-changing daily work and under the 
increasing pressure to operate at the highest 
international level?’

‘The constant pursuit of excellence brings 
with it a power struggle at every level: 
between individuals, teams, project manage-
ment, communications and between the 
three partners. Right now within our agency, 
you can feel that being a part of the interna-
tional ‘tender world’ does something to people 
and asks a lot of everyone. Organisationally 
and mentally, in workload. We have accepted 
the fact that without pitching and tendering, 
we would bring in very few assignments. 
However, by professionalising in this area as 

well, we’re seeing a lot less reluctance inter-
nally. It has become a part of how we think 
and work, and therefore something we keep 
getting better at. You get into a kind of flow 
of constantly scanning the market, picking 
up on something up and then expanding 
upon it at the agency. If I look at it closely and 
attempt to explain it with a simple image, I see 
it as a building that we as a whole are trying 
to carefully lift. I’m circling around it and 
trying to make the process go as smoothly as 
possible, both business-wise and financially.’

PLAYING IN THE CHAMPIONS LEAGUE
The situation that Ellen describes is common 
at a lot of agencies with a scale of about 
twenty-five employees. You are too large 
to continue growing organically, but you 
sometimes miss the flexibility to deploy 
a permanent team where necessary. At 
Kossmann.dejong, the current size of the 
agency is a conscious decision. But when 
you are playing in the Champions League of 
exhibition designers, you need to do a better 
job of delegating responsibilities within the 
company. You also want to allow room for 
all the diversity and creativity that you have 
in-house.

‘At Kossmann.dejong, we certainly don’t want 
to be a closed organisation, because we need 
to have the ability to make the best use of 
everyone’s talents, matched to the content 
of a project. Internationally, I see a lot a new 
business opportunities for Kossmann.dejong. 

‘  you cannot do this job if  
it is not completely aligned  
with who you are, with  
your own development ’

This has led to the recent realisation that 
establishing new connections and having 
the courage to commit to new alliances and 
cross-sector collaborations for projects really 
suits me. I am increasingly focused on the 
“outside world” and engaging in these new 
partnerships, both locally and internationally. 
Such as the project with the Rotterdam 
School of Management, where Kossmann.
dejong is being used as a case study for 
research into customer segmentation and 
contract management. Their research has led 
to enlightening insights about the relationship 
between the client and the contract. And 
that has far-reaching implications for other 
departments at the agency as well, such as 
project management and business develop-
ment, and even the financial administration.’

‘The sheer number and diversity of projects 
at the moment means that we are under 
constant pressure to maintain our level of 
quality. Because of that, Herman and Mark 
are increasingly focused on safeguarding 
the quality. Every assignment is different, 
because the objectives and the context are 
always different. With every project, whether 
it’s large and has significant status or it’s 
small but unique, we always re-examine the 
fundamental question. As part of this, we’re 
continuously searching for opportunities 
and strategies that explore and expand the 
boundaries of the “exhibition” medium. The 
realisation of the National Military Museum 
is an example of how integral collaboration 
between the project developer, designers and 
builders was achieved from day one. This 
cooperation was paired with a streamlined 
process for content, budget and planning. 
And the Wonderkamers (cabinet of curiosities) 
at the Gemeentemuseum Den Haag (Municipal 
Museum of The Hague) gained international 
attention because it managed to capture 
the attention of teenagers for more than 
an hour. In addition, the museum visit was 
demonstrably extended by making social 
media an integral part of the exhibition.’

NIGHTLIFE AND THE BLUES
It’s interesting to note that Ellen also earned 
a creative degree, but ultimately ended up in 
a business-related position. ‘After spending 
a year at the academy in Maastricht, I was 
drawn to the rawness and directness of 
Rotterdam. An educational trip to Chicago 
in 1989 was a turning point for me. The urban 
environment, the scale and the dynamic of a 
city like that literally gave me a new outlook 
on life. I still long for the smoky bars, the 
nightlife and the blues. I also found it at 
the time in Rotterdam. Back then, I spent 
a lot of time wandering around the city by 
myself. Discovering things on my own – 
that attracted me immensely. I would still 
like to have that sometimes, but my life now 
has different requirements. Over the course 
of my studies at the academy, I came to the 
realisation that my heart wasn’t in design. 
I didn’t feel the urgency to make beautiful 
things again and again every day; that made 
me decide to do something else. I started 
studying Arts and Culture Studies at the 
Erasmus University in Rotterdam, with 
a focus on Art Management. It’s here that 
I discovered what I’m good at: organising, 
arranging, establishing conditions and 
defining strategies. Making things happen. 
From there, I quickly found my way to 
acclaimed architectural firms.’

For Ellen, being alone means the experience 
of going your own way, of dealing with 
the unexpected things that you encounter. 
The calm, the space that it creates in your 
mind, in your thoughts and in your view 
of the world. It also revitalises your senses. 
What’s going on here? How does it feel? 
If you are thrown into a situation where you 
are completely alone, you can’t rely on anyone 
else and are left with only what you see, 
with the space around you. Ellen describes 
how she was deeply moved by the sense of 
stillness that she had once experienced in 
Scotland. ‘Being completely absorbed by 
nature. It’s a total absorption, as if you have 

BUSINESS BUILDING BLOCK #1 

MOTION
 
‘The concept of motion has to do with 
the roads that lead to the points on 
the horizon. You have to keep them in 
your sights. They give direction to your  
movement. How I move and develop, my 
compass. However, it’s not about the 
moment that you reach the horizon, but 
about the continuous process of being 
in motion. The anticipation, the hunger 
of wanting to go somewhere. Every 
movement allows you to look further and 
thus raises new questions. What I do is 
who I am...’

18 19
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disappeared into place, time and space. 
Necessary as a kind of supercharger. An 
unplugger. You could see a major contrast 
between the world of Kossmann.dejong’s 
“Engaging Spaces” and my world of “solitary 
space”. But I need both extremes, mentally 
as well as physically. The solitary space is 
becoming more and more of a necessity. 
I have good intentions and I know I need it, 
but it practice, it often ends up at the bottom 
of my to-do list. Lately it has become a more 
serious item on my agenda. Both personally 
and professionally. For example, my partner 
sees that not having a place of my own 
anymore is doing me no good. I previously 
had an allotment garden – a lovely place for 
contemplation. I’m sure I’ll find something 
like that again soon.’

STORYTELLING, IMAGINATION 
AND TRANSLATION
When it comes to future developments 
at Kossmann.dejong, there are various 
opportunities on the horizon. As exhibition 
architects, they have carved out a unique, 
international position in between the other 
exhibition designers. They have taught 
museums to properly understand and differ-
entiate themselves by making unique and 
spectacular narrative spaces that require 
major commitment, flexibility and ambition 
from both the client and the designers. ‘What’s 
always important is the desire to tell stories, 
to study the content and to be as innovative 
as possible in the execution and the form. 

‘  establishing 
new 
connections 
really suits me ’

— KOSSMANN.DEJONG —

INTERNATIONAL

1
2

7

10

11 1213

14

15

3

4

5

6

TOKYO 
INTERNATIONAL 

BOOK FAIR
— TOKYO (JP) 2000 —

Design for a presentation at the Tokyo International 
Book Fair.

15

SALON DU  
LIVRE – ‘LES PHARES 

DU NORD’
— PARIS (FR) 2003 —

Design for a presentation at the ‘Salon du Livre’ 
international book fair.

14

NEW PROJECT  
(UNDER PRESS 

EMBARGO)
— ABU DHABI (UAE) IN PROGRESS —

11

TWO  
SHORTLISTED 

TENDERS 
— DUBAI (UAE) IN PROGRESS —

12

SHORTLISTED 
TENDER 

— MECCA (SA) IN PROGRESS —

13

8

9

Permanent exhibition about the fishing industry, the 
relationship between sailors and the sea and everyday 
life at sea, plus myths, legends and personal stories 
from fishermen’s wives.

3

REYKJAVIK MARITIME 
MUSEUM

— REYKJAVIK (IS)  
EXPECTED COMPLETION 2017 —

Semipermanent presentation for children 
about theatre and theatre history.

4

ROYAL 
SHAKESPEARE 

COMPANY
— STRATFORDUPONAVON (UK) 
EXPECTED COMPLETION 2016 —

Permanent exhibition about Denmark’s maritime 
history and its impact on contemporary society 
(honoured with nine international awards).

5

DANISH NATIONAL 
MARITIME MUSEUM 

— HELSINGØR (DK) 2013 —

An exhibition that takes you on a multimedia 
journey through the long history of interde
pendence, cultural interaction, trade, treaties 
and wars in Europe.

7

HOUSE OF  
EUROPEAN HISTORY 

— BRUSSELS (BE)  
 EXPECTED COMPLETION 2016 —

One of the five major Chinese theme pavilions 
(20,000 m²) about quality of life in the city.

8

URBANIAN PAVILION 
WORLD EXPO 2010

— SHANGHAI (CN) 2010 —

Concept and design for four new museums located 
in a 20hectare cultural park in the heart of Taipei’s 
historic centre. Combined, the museums include 
12,000 m² of exhibition space.

9

FOUR MUSEUMS 
TAIPEI  

CULTURAL PARK
— TAIPEI (TW)  

IN PROGRESS —

New permanent retrospective on the history, impact 
and technological developments of communication in 
the broadest sense of the word. 

6

MUSEUM OF 
COMMUNICATION 

— BERN (CH)  
EXPECTED COMPLETION 2016 —

Concept and design for an iconic informa
tion and meeting centre for one of the 
world’s most important coral ecosystems: 
the Coral Triangle.

10

CORAL 
TRIANGLE CENTER

— BALI (ID)  
IN PROGRESS —

Three new permanent exhibitions are coming 
to the new Historisches Museum Frankfurt about 
the city’s past, present and future. The centre
piece will be the interactive ‘Schneekugel’ 
(snowball) with a twometer diameter, featuring 
various models of the city.

2

HISTORISCHES MUSEUM 
FRANKFURT
— FRANKFURT (DE)  

EXPECTED COMPLETION 2017 —

The world’s first microbe museum. Here visitors can 
see, explore and experience the invisible world of 
microbes with interactive multimedia installations 
and specially designed microscopes. 

1

MICROPIA
— AMSTERDAM (NL) 2014 —

This new 20,000 m² museum, located at the former 
air force base in Soesterberg, tells the story of the 
armed forces. Within its first six months, the museum 
received 350,000 visitors.

1

NATIONAL 
MILITARY MUSEUM
— SOESTERBERG (NL) 2014 —
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Increasingly, it’s less about the type of 
projects we do and more about expanding 
our distinct capabilities in storytelling, 
imagination and translation. In addition to 
creating exhibitions for museums, it could 
also be a retail concept, a learning centre or 
a completely new airport lounge.’

Due to the large number of projects in recent 
years, the visibility of Kossmann.dejong’s 
work has increased tremendously. They are 
gaining more new, unexpected clients like a 
project in Abu Dhabi and the Coral Triangle 
Center (CTC) in Bali, where Kossmann.dejong 
is developing a concept for an iconic, attrac-
tive interactive learning and meeting centre 
for one of the most important coral eco- 
systems in the world. In addition, the agency 
is working on an information centre for a 
major international shoe brand, and also 
has clients such as the Royal Shakespeare 
Company, the Royal Air Force Museum in 
the UK, the Maritime Museum in Reykjavik 
and Amsterdam Airport Schiphol, where 
the design for Lounge 2 is currently being 
completed. ‘By entering into new and exciting 
partnerships, we’re attempting to further 
broaden and deepen our field. When it comes 
to that, we’re always trying to stay in motion.’

But it’s not always easy. ‘We invest a lot of 
time and energy in business development and 
acquisition. A strategic vision for national 
and international conferences, awards, 
competitions and publications is already 

an integral part of our thoughts and actions. 
After that, it’s about making yourself visible 
and ensuring that you grab the attention of 
others. It’s also about recognising opportu-
nities for collaboration and quickly making 
a move. Always be on the lookout.’

But there are other reasons why the range 
of clients has expanded. ‘We’re focusing 
more intensively on the ‘why’ question from 
the client. What do they want and why? We 
reframe the original question to generate 
different possibilities and unexpected 
answers. That requires serious research and 
the desire to really dive deep into a specific 
subject. Our goal is also to intensify social 
engagement. We want to design things that 
matter. Not only from the perspective of 
how we do things, but also from the nature 
of the assignment. The combination of our 
imagination, our mentality and the way we 
approach assignments is increasingly the 
reason for an invitation to pitch. A major 
challenge there is to keep improving our 
way of working, keep coming up with new 
solutions and forms of collaboration, and to 
keep improving the conditions for and with 
our clients.’ 

TRADING SALESMAN
The relationship between work and identity 
is a major strength of both the agency and 
Ellen personally. It is fitting for this day and 
age where intrinsic motivation, room for 
personal development, talent – and last but 

‘  for me, success is a 
continuous motion,  
and cannot be captured  
in a single moment ’

not least – creativity are essential for inno-
vation. Ellen’s interest in arts education 
stems from her own experience of creating 
a stronger connection between creativity 
and entrepreneurship. But she also feels a 
social responsibility to share her knowledge 
about the business side of a creative agency 
with the younger generation. ‘There is a 
wonderful quote from Adam Grant in his 
book Give and Take: A Revolutionary Approach 
to Success (2013): “Our professional success 
depends on how generous we are with our 
time and knowledge.” It’s about giving and 
taking. I have learned a lot from people like 
Francine Houben and Adriaan Geuze, but 
also from other people that I’ve worked with 
intensively. It’s enriching to constantly be 
part of informative and inspiring discussions 
at Kossmann.dejong. And that I also get to 
come into contact with people from other 
fields such as art and theatre in my “free 
time,” well, to me it’s the “Miracle-Gro” for 
all my activities. The education plan [Business 
your Design, Ed.] that I developed for the 
Royal Academy of Art in The Hague means 
I have come full circle; from the art academy 
to arts and culture studies, then working at 
internationally acclaimed agencies, and now 
I’m starting a completely different role at the 
art academy. Right back to the beginning.’

‘I’m always working on the next version of 
whatever I’m doing now. My perspective is 
increasingly that of an entrepreneur who 
wants to be relevant for, by and with other 

creatives. I sometimes feel like a travelling 
salesman who can show the practical side 
of running an agency in the creative sector. 
Herman often talks about “brushing your 
teeth” – a habit that you have to make your 
own. I like to use this metaphor for the skills 
that go along with entrepreneurship. I try to 
make it clear and simple. It’s something that 
you do every day, almost without thinking 
about it. It makes me happy that entrepre-
neurship keeps getting better within a creative 
setting. For us, and for others.’

In respons to the final question ‘When do you 
feel that something is successful?’: ‘For me, 
success is a continuous motion, and cannot 
be captured in a single moment or concrete 
result. It’s a series of achievements, large and 
small. The adventure, but also the opportu-
nities, are found in the unexpected and the 
unfamiliar. Nothing is certain. Everything 
can go amazingly well. But it can also blow 
up in your face, not work, get staid, or there 
may not be enough time. The trick is to make 
things go your way. To make things happen.’

BUSINESS BUILDING BLOCK #2 

DIVERSITY
 
‘Diversity is about all the different 
things I need. Or what I find essential in 
my daily life right now. That is my family, 
Kossmann.dejong, education, leadership, 
entrepreneurship. For me, these ingre
dients form a clear whole, a kind of 
“Gesamtkunstwerk” that makes me Ellen. 
But diversity is also found in the projects 
that Kossmann.dejong does: the multi 
dimensional, the layering, the complexity, 
the scale. It constantly challenges me to 
improve the quality of everything we do.’

THE TECHNOLOGY 
BEHIND  

STORYTELLING
 
Want to join the discussion on 
exhibition design and the role of 
technology? Then come to BNO 
‘Interieurzaken’ (Internal Affairs) 
on 29 October 2015. In addition 
to Herman Kossmann from  
Kossmann.dejong, you’ll hear 
professional tales from Harm 
Hassenaar and Rutger van Dijk 
(Rapenburg Plaza), plus Alexander 
Zwennis (Kiss the Frog). The 
meeting concludes with a tasty 
lunch. This morning session takes 
place at MOSA in Amsterdam, 
and is free of charge.
WWW.BNO.NL/AGENDA

 
Please note: This session will be 
presented in Dutch.
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BUSINESS BUILDING BLOCK #9

COMPLEXITY
 

P.65

BUSINESS BUILDING BLOCK #12

TRANSFORMATION
 

P.52

CASE  
BUSINESS  
YOUR DESIGN

TEXT KITTY DE JONG

BUSINESS BUILDING BLOCK #4

EDUCATION
 

P.73

BUSINESS BUILDING BLOCK #5

ABSORPTION
 

P.31

BUSINESS BUILDING BLOCK #6

CURIOSITY
 

P.33

BUSINESS BUILDING BLOCK #7

PERSPECTIVES
 

P.28

BUSINESS BUILDING BLOCK #8

DISTANCE
 

P.29

BUSINESS BUILDING BLOCK #11

SHARING
 

P.26

BUSINESS BUILDING BLOCK #3

ITERATION
 

P.33

BUSINESS BUILDING BLOCK #1

MOTION
 

P.19

BUSINESS BUILDING BLOCK #2

DIVERSITY
 

P.22

Based on the twelve building blocks from 
Kossmann.dejong’s publication ‘Engaging 
Spaces’ (Frame Publishers, 2010), Ellen has 
made a personal interpretation of how these 
themes apply to her work and life. These 
twelve concepts connect her personal and 
professional drive and motivations and create 
a common thread throughout this Dude.

It’s common knowledge that design students 
get offered too little support during their 
studies to prepare them for future entrepre-
neurship. When it appears to be desperately 
needed, considering that jobs have been 
hard to come by for designers in recent years. 
So becoming self-employed is the most 
logical step after graduation. In her position 
as managing director at Kossmann.dejong, 
Ellen Schindler was mystified by the continued 
lack of structural attention to entrepreneur-
ship in these degree programmes. ‘It takes 
quite a bit of time before recent design  
graduates get a grip on entrepreneurship 
and that’s a lost opportunity, because they 
often have the drive and talent. What is 
still frequently missing is focused, practical 
knowledge of entrepreneurship.’

The topic came up during a meeting of the 
BNO early in 2013. The result was getting 
in contact with the recently appointed dual 
leadership of the Graphic Design department 
at the Koninklijke Academie van Beeldende 

Kunsten (Royal Academy of Art, KABK) in 
The Hague, Roosje Klap and Niels Schrader. 
Klap and Schrader wanted to see the business 
side of the profession brought more firmly 
into their department’s curriculum. They 
wanted to get away from the well-trodden 
path of ‘making a business plan’ and make 
the subject more dynamic. Ellen appeared 
to be the right person in the right place at the 
right time. ‘I began – without being hindered 
by involvement with the existing structures 
and initiatives – from the bottom-up by 
giving lessons one morning a week. My drive 
comes from my own background. As an 
interior architect with an additional degree 
in Art Management as a follow-up, I have a 
broad foundation. The subject matter comes 
straight from what I do at the agency, which 
works and thinks in a very interdisciplinary 
way and thereby touches upon almost every 
department of the academy. I have intro-
duced labs where the students, based on 
the theories I explain during the lectures, 
can immediately get hands-on experience 

in topics like pre/post cost analysis, time 
management, contract management and 
billable hours. By working on a design assign-
ment from a business perspective, set within 
the current curriculum, you immediately 
encounter a range of questions and problems. 
You directly feel the cause and effect. How do 
you solve it with a professional approach? 
This is the concrete knowledge that students 
are looking for.’

Now, two years later, Ellen has set up a  
scalable curriculum for the KABK based 
on her teaching experience under the name 
Business your Design that exposes the students 
to the practical aspects of creative entrepre-
neurship over the course of their four-year 
study. All of the departmental heads at the 
KABK have embraced the plan. ‘Rolling this 
out academy-wide in one go is simply not 
possible; the academy’s existing curriculum is 
complex and the arrangements are too varied. 
Therefore, each department is setting up its 
own implementation plan, which looks at 
the feasibility and the existing programme. 
But the assumption is that every department 
will participate in this curriculum.’

But for Ellen, this milestone certainly doesn’t 
mean mission accomplished. She frequently 
quizzes the interns at Kossmann.dejong, 
who come from every corner of the globe, 
on the type of business instruction they 
receive within their curriculum. It often 
turns out to be ad hoc, very theoretical or 
even completely non-existent. She would 
be happy to share her practically-oriented 
programme with more art institutions, 
because it appears to be a successful approach 
to a difficult subject. ‘Giving lectures was 
the first step for me; scaling it up throughout 
the entire academy is step two; the next 
logical step is rolling out the programme 
at an even broader scale.’

BUSINESS BUILDING BLOCK #10

ALLIANCES
 

P.35

What drives someone with a demanding job 
as a business partner at an internationally 
successful design agency and a busy family 
with two school-age children at home to devote 
themselves to education on top of all these 
other obligations? And to top it off, education 
on the difficult subject of ‘entrepreneurship’. 
Ellen Schindler did not shy away from the 
challenge; she thought it was a necessity.

business 
building 
blocks 

from Ellen 
Schindler
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To be able to put her ambitions into action, 
Ellen cannot avoid delving into all of the 
existing decision-making structures. ‘I started 
my crusade in 2013 without having a clue 
about what was going on at a national level. 
I now have a better overview, but what I still 
don’t understand is how to put the theory 
into practice. Where is the leverage to get 
the ball rolling? And how about cooperation 
between the degree programmes? I under-
stand that profiling is necessary for the 
academies. But focusing on the business 
aspect rarely reaches the top of the list for 
any of these profiles. In my opinion, it’s 
precisely this particular subject that offers 
the opportunity to close ranks and start 
working together. The distinctive strength 
of an institution lies in a programme that 
you can offer from a variety of departments. 
Within that, entrepreneurship should be one 
of the basic requirements, just like reading 
and writing. And there is so much more 
opportunity for collaboration. You don’t 
need to reinvent the wheel at every individual 
institution.’

That is why Ellen sees the success at the 
KABK as the first step. ‘I want to participate 
in the national think tank. My contribution 
can be valuable, precisely because I started 
from the bottom up with design education 
and discovered where the sentiment lies. 
The time is ripe for making bigger steps 
to embed the subject of entrepreneurship 
into a variety of curricula. If I close my eyes, 
I can even imagine that our knowledge of 
this area isn’t limited to just the Netherlands, 
but that we can become international  

(co)initiators of an approach that puts the 
creative sector in a position to do business 
more successfully.’

‘Integrating the subject of entrepreneurship 
into the full curriculum is therefore step 
one. Don’t wait until the final year and then 
just quickly try to squeeze it in. That doesn’t 
work’, continues Ellen. ‘Entrepreneurship is 
something that needs to grow; you need to 
feel it, and not just occasionally hear about 
it. In addition to creativity, business acumen 
ultimately provides opportunities for inno-
vation and growth. A brilliant idea will die 
in splendid isolation if you don’t know how 
to organise and execute it.’

Ellen recognises all too well that there is still 
a long way to go. ‘It is a question of semantics. 
The word “entrepreneurship” often still 
clings to a negative connotation in academic 
circles. But we need to get away from that; 
if you get hung up on the word itself, you’re 
already putting yourself at a disadvantage. 
What I want to do is to make thinking and 
acting from a business perspective attractive 
to students by allowing them to see for them-
selves that it is essential and will only work 
if you get stuck in. It’s certainly not the same 
thing as being a shrewd business person. 

I keep trying to make it clear to the students 
that every project they do in the future, 
whether independently or on assignment, 
has a beginning and an end, and everything 
in between that has to be right. The finances, 
contracts, calculations, planning, marketing, 
organisation, everything. All of these business 

components are part of the creative process. 
It forces you to make choices. You shouldn’t 
be limited by it, but use it in a positive way 
to bring structure. If you ensure that all these 
frameworks are correct and have prepared 
all these elements, then everything else 
becomes that much easier. In the end, entre-
preneurship is almost a kind of game, and 
it’s a game that can be learned.’

‘  in the end, entrepreneurship 
is almost a kind of game, 
and it’s a game that can  
be learned ’

From a personal gesture on YouTube to a personal 
crusade. From synthetic biology to mesmerising 
dance. The following stories also say a lot about the 
narrator, Ellen Schindler. They are examples of how 
she blends her own passions with her profession. 
Always and everywhere she makes connections, 
she sees opportunities. Everything is intertwined. 
With each other, and with her. It’s her motto: ‘What 
I do is who I am.’

BUSINESS BUILDING BLOCK #11 

SHARING
 
‘Entrepreneurship really starts to 
get interesting once you realise that 
you can make a difference for others. 
Not only as an employer, but also by 
collaborating and sharing your knowledge. 
Kossmann.dejong’s mentality can be 
found in the way that we work together. 
Personally, in recent years, I see that 
I’m increasingly focused on deepening 
my knowledge and the desire to share 
what I’ve learned and experienced with 
others. Sharing is caring. You owe it to the 
next generation to give something back. 
For me there’s an urgency here; that’s 
why I invest time in education. I gladly 
share my professional experience with 
creative students and young entrepre-
neurs. It’s also very satisfying to see how 
well and with how much enthusiasm they 
receive the information and frequently 
apply it directly to their own work.’
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I TRUST YOU, 
DO YO TRUST ME?
ISTANBUL IKIZLERTV 

‘A boy stands on the street with his arms wide 
open, blindfolded. He is literally open for 
free hugs, and that requires trust. A simple 
act, a simple story. When you tell this story 
“it is what it is”, but the impact is far greater. 
Just because something is simple to explain, 
doesn’t mean that it’s easy.
With his personal performance, the boy 
evokes an emotional response. It’s about 
intimacy, vulnerability, being exposed, 
directness. But it’s actually about trust. 
Without that, you won’t get very far. Without 
trust there’s no contact, no relationships. 
No open-mindedness. No perspective.
It’s a social experiment that’s a call to society: 
a return to human values, and direct contact 
as opposed to the fast-paced world that’s 
determined by the issues of the day.’

YOUTU.BE/LBOI0FASW3W
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HOUSING
CONCRETE CANVAS 

PARASITE SHELTERS 

‘Worldwide, flexible housing 
is currently a hot topic that 
addresses the urgency of people’s 
basic needs from a variety of 
angles. Movements such as 
“guerrilla housing”, “parasitic 
housing” and the “tiny house 
movement”, an emerging phenom-
enon now also present in the 
Netherlands, make the statement 
that people want to break away 
from existing societal forces 
related to housing and are striving 
for simplicity and separation from 
the current options: distance.
With flexible housing, people 
are looking for solutions to the 
ever-growing social problems 
of homelessness and refugees. 
Developments such as the 
concrete tent from Concrete 
Canvas, as well as the “paraSITE 
shelters” from Michael Rakowitz 
are examples of how the innova-
tive use of materials and the 
societal necessities of safety 
and security and be combined.’

BUSINESS BUILDING BLOCK #8 

DISTANCE
 
‘I need distance to maintain the overview. You can 
quite literally associate distance with detachment, 
or businesslike behaviour. That’s sometimes a neces-
sity for me, both physically and mentally. It helps me 
stay sharp and critical and very clearly see what’s 
happening and what we should be moving towards. 
I am guided by my internal compass; don’t doubt, don’t 
hesitate, just make a decision. It is what it is, and I’m 
not afraid to make mistakes. If you do, you can just 
sort it out later. It’s about balancing the risks. At one 
of my previous jobs at West 8, Adriaan Geuze always 
said: “A deadline is only a deadline if you’ve already 
missed the first six.” I’m no longer easily “not in control” 
or “out of control”.’

BUSINESS BUILDING BLOCK #7 

PERSPECTIVES
 
‘To tackle a problem, it’s necessary to look at the 
issue from a variety of angles. Distancing yourself 
by “circling around it” or “getting a bird’s eye view” 
provides the necessary perspective to ensure that 
you stay open to new ideas. I constantly strive to use 
all my senses and soak up everything around me. 
Sometimes, zooming in and out is a good way to simplify 
problems. To get insight into situations, I like to use 
the metaphor of weighing things on a scale of one to 
ten in terms of complexity and size. That’s how you 
discover that not everything is what it seems. It always 
gives you new perspectives.’

28 29

dudedude

2928

dudelicious



TEXT VIVEKA VAN DE VLIET

Just as Kossmann.dejong ‘directs’ an exhibition, 
Conny Janssen does the same for a dance 
performance, which also often involves many 
different parties collaborating and inspiring 
one another. It engages all the senses with 
a complete experience of sound, movement, 
design and light, and the audience is trans-
ported into the story, immersed in another 
world. These parallels fascinated Ellen Schinder, 
causing her to ask Janssen: How to you see 
your role in all of this? How do you bring form, 
content and people together?

The response from the artistic director of 
Rotterdam’s leading modern dance company 
‘Conny Janssen Danst’ (Conny Janssen Dances) 
is just as infectious and passionate as her 
often powerful, energetic, virtuous, inventive, 
stimulating and moving dance performances. 
In her central role she’s the fountain of ideas 
out of which completely different shows are 
conjured up. It sounds easy, but the prepara-
tions take a least a year, starting with a spark 
of intuition and ending with a finished show 
that brings together dance, music, story, set 
design and lighting. Something she notices 
about people and the world we live is that it’s 
gradually becoming more concrete, recorded 
and documented like at a library.

INSIDE
For this year’s show, ‘Inside Out’, Janssen 
combined two sources of inspiration. In Centre 
Pompidou in Paris, she discovered an installa-
tion for children: an army of hangers with 
clothing that moved around in a staccato, 
jerking manner, controlled by a motor. In addi-
tion, she heard something on the radio about 
‘exploded drawings’ – 3D drawings that you 
can pull apart. That unleashed something inside 
her. Together, it led to a show about the human 
experience behind a structure – an armoured 
façade that conceals the vulnerable interior. 
‘Once you understand the inside, you look 
differently at the façade’, she explains. She 
discusses that with playwright Judith Wendel 
and friend and set designer Thomas Rupert. 
They provide the sense of drama.

Just like a painting that’s built up layer by layer, 
dancers, musicians and lighting and costume 
designers start getting involved. ‘I seduce 
and infect them with my story’, says Janssen, 
‘and together, we create one interconnected 
world.’ Every show is a new adventure. Apart 
from Rupert and Wendel who keep the doors 
open to the outside world and ensure conti-
nuity, Janssen seldom works with a permanent 
team. The composer, dance company, chore-
ographers, musicians and even the architects 
and photographers change, as well as the 
locations – from a factory hall to a submarine 
base. In her opinion, ‘You need to ensure that 
you’re constantly finding new sources of 
inspiration, and thereby inspiring others.’
 

SOURCE
Next comes the seduction of the audience: 
‘As an “artist”, you need to remain autonomous. 
Honesty is the most truthful source, also in 
your communication with the audience’, she 
says. ‘With a group of young but fairly experi-
enced dancers, from different cultures and 
backgrounds, you must collectively create 
a colourful mosaic without losing individuality 
or uniqueness. Because of that the audience, 
which also consists of hundreds of different 
people, can identify with the characters, be 
moved and be transported to another world.’

Janssen can identify with many of Schindler’s 
‘building blocks’, such as ‘Diversity and Educa-
tion’. ‘But I can also identify with the high 
ambitions and passion of leading a practice 
at the forefront of its field. Whoever leads 
the way must always think ahead, and make it 
the best it can be’, says Janssen. ‘We rarely 
say: “That’s not possible”. We turn limitations 
around by seeing it as an adventure; if there’s 
a pole in the way, we’ll do something with it.’ 

WWW.CONNYJANSSENDANST.NL

‘  whoever leads the way  
must always think ahead ’

CONNY 
JANSSEN
(NL)
CONNY JANSSEN DANST

BUSINESS BUILDING BLOCK #5 

ABSORPTION
 
‘In today’s society, we have an overload of 
images and words. Almost everyone is in over-
drive; on a runaway train. You’re so focused 
on the now, on setting priorities, on making 
choices. This can result in total absorption. 
You don’t have any room left over to take things 
in, to do something new. For me, absorption 
is a warning sign, a wakeup call. Sometimes 
you need to be able to reflect and ask “Why?”. 
To understand what you’re doing, what you’re 
moving towards. Absorption can also be a more 
direct experience. Being completely absorbed 
by an experience. A theatre or dance perfor-
mance. All of your senses on high alert.’
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TEXT VIVEKA VAN DE VLIET

CLICKNL, a knowledge and innovation network 
for the creative industries, and Kossmann.
dejong didn’t know each other until recently. 
‘I often don’t have time, the issues of the day 
get in the way’, says Ellen Schindler. It supports 
Jeroen Verbrugge’s remark in the feature 
‘Creating a way in’ about the infrastructure 
of the creative industries: the sector itself 
needs to start taking action. So Schindler 
invited Linde Gonggrijp, director of CLICKNL 
and Madeleine van Lennep, director of the 
BNO to discuss the following: Can we talk about 
what we have to offer each other? And then 
part ways with a concrete initiative in mind?

RECIPROCITY
‘There is often talk about the “golden triangle” 
of government, science and business, and the 
creative industries are part of that. But you 
need to work towards a triangular “relation-
ship”, involving more structural collaboration 
and reciprocity. You need to be able to relate 
to each other on urgent topics’, begins Van 
Lennep. ‘In this context, the BNO is primarily 
a gatherer of knowledge, a generator and 
a matchmaker.’

And CLICKNL is a link between universities, 
academies and the design field. It strives to 
connect researchers and academic knowledge 
to entrepreneurial creatives, so that the 
creative industries can act as a catalyst for 
innovation by offering creative solutions 
to major social challenges as well as reach 
a top position internationally – an ambitious 
endeavour. For example, CLICKNL’s agenda 
includes how it can play a role in ‘Horizon 2020’, 
the European Commission and the Dutch 
government programme to stimulate science 

and innovation in business and academia. 
Gonggrijp explains: ‘We’re still working on 
building it, fleshing it out and gaining visibility, 
and we also believe in reciprocity: we’re not 
doing it on our own; in addition to making broad 
connections, we’re also fielding questions 
from SMEs and the business world. We need 
each other. I want to facilitate encounters 
and explore together.’

According to Schindler, ‘That’s why we’re 
coming together. Kossmann.dejong doesn’t 
only want to focus on acquiring and developing 
new projects. We also want to go deeper, to 
touch on socially relevant themes. To do that, 
we need to work with other parties like you.’

SUSTAINABILITY
A nice reference point for innovation and 
depth is the topic of sustainability at museums. 
Internationally as well; Schindler frequently 
comes across the same issue in Trento, London 
and Atlanta. However, in her experience the 
circular economy discussion is often still limited 
to obligatory matters such as LED lighting and 
reuse. ‘We see the need from museums and 
are in a position to address the sustainability 
issue, alongside existing initiatives, from a 
different perspective. We want to be a part of 
developing ideas that can offer a helping hand 
to museums’, she says.

Together with the Reinwardt Academy, DOEN 
Foundation, TU Delft and the Dutch Museums 
Association, the BNO had already taken the 
initiative to assess how sustainability is being 
applied in the exhibition world. ‘Build on these 
first steps; use the network that’s already 
there’, argues Van Lennep, who like a skilled 
dating agency provides Schindler with a variety 
of interesting possibilities. CLICKNL can bring 

in the connection to other sectors, to compa-
nies like DSM and AkzoNobel, but also to other 
creative thinkers. ‘You shouldn’t only stay 
within your own scope, it’s good to have more 
freedom’, Gonggrijp believes.

Making Schindler’s plans concrete will take 
time and money. CLICKNL could also play a role 
in that. ‘Entrepreneurs and scientists from 
the nine top sectors are working together in 
the Top Consortiums for Knowledge and Inno-
vation (TKI). They are looking for ways to bring 
innovative products or services to market. 
To encourage businesses to participate in 
the TKIs, the government has introduced a 
TKI allowance. For every euro that a company 
invests in a TKI, the goverment will put in 25 
cents. The more calls honoured by our board, 
the better we function: we get more money 
to invest in the sector’, explains Gonggrijp.

Now Schindler’s task is to formulate the 
objectives and plan of action. Once Gonggrijp 
approves the plan, she can lobby her board 
and generate support for the issue. And so 
Schindler puts on her armour and gets back 
on the horse.

‘  I want to explore 
together ’

SYNTHETIC 
AESTHETICS
DAISY GINSBERG 

‘The publication “Synthetic 
Aesthetics” reveals what the 
future might look like if (synthetic) 
biologists, artists, designers and 
scientists effectively linked their 
expertise and started working 
together intensively. It expresses 
a hunger for the unknown, for 
developing new experiences, 
driven by curiosity.

Together with other collabora-
tors, Daisy Ginsberg is developing 
new design experiments that lead 
to imagining alternatives related 
to nature, design and techno-
logy. It gets to the core of the 
design field: What does it mean 
to shape life? It’s necessary for 
designers to get involved in other 
fields such as synthetic biology 
and science. So that different 
areas of expertise, perspectives 
and mentalities can lead to  
relevant design questions and 
completely new experiences.’

LINDE 
GONGGRIJP 
(NL)
CLICKNL

MADELEINE 
VAN LENNEP 
(NL)
BNO

BUSINESS BUILDING BLOCK #3 

ITERATION
 
‘Nothing is linear and that’s nice, it gives 
me energy. Two steps forward, one step 
back, and sometimes more. Iteration is a 
process of back and forth. It’s very much 
a part of the creative thought process. 
You’re not overwhelmed by it; it’s a 
mentality, a way of working. You do it 
together, with a team. If people embrace 
this, wonderful solutions will emerge. 
It’s not only found in our projects, but 
also in science. It requires an inquisitive, 
creative mindset.’

BUSINESS BUILDING BLOCK #6 

CURIOSITY
 
‘Everything begins with curiosity. Fuelled 
by an insatiable hunger to discover, 
develop or achieve something. My ambition 
is to keep boosting Kossmann.dejong 
higher in terms of quality, level and talent. 
To look past the horizon, take on new 
challenges. Examining how we can make 
better use of people, their talents and 
their capacities. Everyone at Kossmann.
dejong has the fascination and concen-
tration to create “Engaging Spaces”. 
With each and every project we’re once 
again curious and we give it our all.’

32 33

dudedude

32 33

dudelicious



TEXT VIVEKA VAN DE VLIET

‘How the process of collaboration went with 
the new National Military Museum in Soester-
berg and the “Wonderkamers” (cabinet of 
curiousities) at the “Gemeentemuseum Den 
Haag” (Municipal Museum of The Hague), that’s 
how every project should go’, says Herman 
Kossmann. ‘I strongly believe in collaborating 
with various disciplines such as lighting, sound, 
film and interaction at an early stage in the 
process.’ Alliances are crucial to everything 
the agency does. Therefore, Ellen Schindler 
asked the creative director of Kossmann.dejong 
to talk more about this project par excellence.

The 2005 Wonderkamers project, the first 
Dutch museum for teenagers that the agency 
had created at the time, got a follow-up: 
Kossmann.dejong developed a more interactive 
concept and design for the Wonderkamers 2.0 
with an app and museum game. The award- 
winning result – Universal Studios, Disney and 
Kossmann.dejong won the American Thea Award 
for the best attraction – was only possible 
thanks to the alliances that were formed.

‘Collaboration is the magic word’, says  
Kossmann. ‘It’s becoming increasingly impor-
tant to fully collaborate with an interdisciplinary 
team from the early stages of a project. For 
this assignment, we worked with the museum’s 
education department, interaction designers 
Kiss the Frog, hardware experts, film-makers 
and set, lighting and sound designers right 
from te start. Getting a project like this right 
requires an incredible amount of thought. If you 
want to be innovative, you need to use each 
other’s expertise, because it allows you to 
come up with things that you never would’ve 
imagined on your own. In addition, you reinforce 
and inspire each other immensely. If you don’t 
do that, you won’t get very far’, he says. And 
Kossmann doesn’t believe in making a first draft 
and then later adding light and sound. ‘The 
lighting designers for this project, Rapenburg 
Plaza come from the theatre world. For us, 
a lighting designer is someone who can also 
contribute conceptually. Lighting isn’t a lamp 
– it’s drama.’

WWW.WONDERKAMERS.NL

‘  for us, lighting 
isn’t a lamp  
– it’s drama ’

HERMAN
KOSSMANN
(NL)
KOSSMANN.DEJONG

BUSINESS BUILDING BLOCK #10 

ALLIANCES
 
‘Right now, it’s all about alliances at 
Kossmann.dejong. On all fronts and 
at every level. By joining forces with 
other disciplines from the very start of 
a project, such as the National Military 
Museum, we learned that we can opti-
mally demonstrate and develop our own 
unique qualities as exhibition designers. 
By forming a consortium early on in the 
process, you can quickly discover what 
you have to offer each other. And how 
you can reinforce each other. That’s 
where the energy lies. Our experience, 
our substance, the conceptual and our 
past results all play an important role 
when entering into new alliances. We do 
what we’re good at, and are therefore 
gaining recognition within other (design) 
sectors. It means that we are increasingly 
getting requests for bigger projects. 
This can sometimes result in highly  
unexpected alliances, where reciprocity 
is always an important prerequisite 
for success.’
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Ad Scheepbouwer’s investigation was a 
wake-up call. At the request of then-Prime 
Minister Balkenende, the KPN front man put 
the creative industries, declared a ‘key field’, 
under the microscope. The findings of his 
commission were harsh. There was no 
cohesion within the sector, it lacked collab-
oration and anyone who wanted to speak to 
creatives had to search long and hard, because 
there was no obvious way in.

The Federatie Dutch Creative Industries (Federation 
Dutch Creative Industries, FDCI), an alliance 
of eight trade and professional organisations, 
was set up shortly after. The advisory board 
Dutch Creative Council followed three years 
later, as a result of the cabinet’s top sector 
policy during Prime Minister Rutte’s first 
term which named the creative sector one 
of the nine economic engines of the Nether-
lands. The Stimuleringsfonds Creatieve Industrie 
(Creative Industries Fund NL) was created to 
distribute subsidies and promote the sector 
at home and abroad. The Topteam Creatieve 
Industrie (Creative Industries Top Team) – 
consisting of a scientist, a senior official, an 
SME and an industry figurehead – functioned 
as the ringleader, and took charge of setting 
up CLICKNL, which together with CRISP 
serve as a link between universities and the 
field to put academic expertise into practice.

‘For a sector that’s actually not a sector at all, 
the creative industries have been reasonably 
successful organising themselves in a 
short amount of time’, thinks Gerbrand Bas, 
director of Designlink and secretary of the 
FDCI. ‘Compared to other countries – with 
the exception of the UK and Scandinavia – 
it’s really not that bad. But that doesn’t take 

away from the fact that we’re actually very 
small. Out of all the top sectors, the creative 
industries are by far the smallest, and that’s 
reflected in the budgets and tools that can 
be deployed. Other sectors they might be 
talking about hundreds of millions of euros 
and we’re concerned with hundreds of 
thousands of euros.’

That belief is echoed by Jasper Kraaijeveld, 
policy advisor market and entrepreneurship 
at the BNA, the trade association of Dutch 

architecture firms. ‘Trade associations are 
cooperating more, existing institutions have 
merged to a certain extent and the FDCI 
ensures consolidation. Architects might find 
it unfortunate that the Dutch Architecture 
Institute became part of Het Nieuwe Instituut. 
But it’s comparable to the European Union 

and the individual member states: How 
European do you need to feel to effectively 
utilise the structures that provide econo-
mies of scale? However, it’s important to 
increase the support and awareness. In a 
short period of time, a relatively small group 
of people drafted guiding agendas for 
knowledge and innovation, human capital, 
internationalisation and financing at the 
request of the government. Now the entire 
industry needs to be further informed 
and involved.’

‘Creative industries’ is the collective name for a sector that isn’t actually 
a coherent industry, but a colourful collection of practices and disciplines. 
The top sector policy compelled them to join forces. Lobby organisations, 
representatives, knowledge institutes and advocacy groups were put in 
position. Overkill according to some, a young infrastructure that has yet 
to crystallise, according to others. Not everyone is familiar with all of the 
organisations and what they do. It’s also a question whether their roles match 
the needs of the sector.

TEXT EDO DIJKSTERHUIS

‘  for a sector that’s actually not a sector  
at all, the creative industries have been 
reasonably successful organising  
themselves in a short amount of time ’
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AVERSION TO STRUCTURES
‘Especially if we look at it from a foreign 
perspective, we should be happy with the 
infrastructure that we have. People are often 
jealous of the Netherlands, and rightly so, 
I think. But it can always be better, simpler. 
With the current set up, duties sometimes 
overlap and it’s not always clear who’s respon-
sible for what.’ Additional streamlining is 
required, believes Jeroen Verbrugge, director 
of FLEX/theINNOVATIONLAB. But as a 
member of the Dutch Creative Council, 
he’s primarily focused on the link between 
institutions and the field. ‘Sometimes we’re 
too far removed from the workplace. I often 
hear: The Council or CLICKNL hasn’t done 
anything for me yet. That has to improve. 
We’ve set up a consultative body that facili-
tates, sometimes initiates and sets conditions, 
but I still miss an implementing organisation. 
And you need tools for that. For example, 
a voucher for 2,000 euros that allows a 
designer to properly prepare for a meeting 
with a potential client. With these kinds 
of tools the infrastructure could work as 
a catalyst, create leverage.’

However, says Verbrugge, the sector itself 
must also take action. ‘Sometimes people 
are lazy. Designers don’t ask for enough 
information and don’t read all the details.’ 
Bas blames it on an aversion to structures, 
which is quite ingrained in a sector that’s 
largely made up of freelancers and small 
agencies – individualists of the highest order 
who prefer to devise and execute everything 
by themselves. ‘People have to start looking 
past the end of their nose.’

But he admits that not everything is arranged 
as it ideally should be. ‘Talent development 
isn’t sufficiently covered. Internationalisation 
and the export of creative services could be 
better. And the development of new revenue 
models is lagging behind. People too often 
position themselves as suppliers, and that 
makes them dependent and vulnerable. Maybe 
we need a new discipline, higher up in the 
chain, which transcends this current, rather 
compartmentalised field. New initiatives are 
needed. Better too many than too few.’

WAITING FOR CONSOLIDATION
The ‘let a thousand flowers bloom’ philos-
ophy has as many supporters as it does 
opponents. Theo Lindemann, brand director 
of VBAT, belongs to the latter category. 
‘For such a small country and such a small 
sector, it’s far too fragmented and lacks a 
common focus’, he says. ‘Especially in the 
informal circuit, everyone is just concerned 
with themselves and their own little projects. 
I’m really waiting for consolidation. For 
example, having one big marketing and 
communications conference with proper 
sponsors and outstanding speakers instead 
of ten little events that aren’t as professional 
as they should be. We need to do more with 
fewer initiatives.’

This criticism sounds familiar to Richard 
van der Laken of De Designpolitie. When 
he established the platform What Design 
Can Do, he was confronted by the comment: 
Wouldn’t it be much better to combine forces 
rather than keep setting up something new? 
‘Good point’, he admits. ‘If you’re looking 

for something specific – financial support, 
expertise, contacts – nine times out of ten, 
you can find what you need in the Nether-
lands. But you also often hear: What you want 
doesn’t fit within our mandate. What we 
needed – and still require – are connections 
to the commercial world.’

According to Van der Laken, the granularity 
of the Dutch infrastructure does have its 
advantages: there’s always a desk you can 
turn to. Assuming you can find it, of course. 
Visibility and clear communications are 
therefore a must. ‘You need to have a clear 
proposition, and preferably one that’s 
conveyed by the name of your organisation. 
In that respect, a name like CLICKNL is 
pretty hopeless.’

ROOM FOR IMPROVEMENT 
In an advisory report, the Wetenschappelijke 
Raad voor Regeringsbeleid (Scientific Council 
for Government Policy) branded last year’s 
top sector policy a failure. It had to be ended. 
Ministers Kamp and Bussemaker, from the 
Dutch Ministry of Economic Affairs and 
Ministry of Education, Culture and Science 
(OCW) respectively, managed to best their 
critics, but later this year at the end of the 
policy period, it’s certain that the policy 
will face a thorough evaluation. The infra-
structure will be reviewed as well.

‘The future of the Top Team is of secondary 
importance’, thinks Barbera Wolfensberger, 
figurehead of the Top Team Creative Indus-
tries and until recently CEO of FHV BBDO. 
‘The point is, our sector has acknowledged 
that we are truly one, with largely shared 
challenges in terms of knowledge develop-
ment, education and internationalisation. 
We have to realise that our sector has a 
significant role to play in solving current 
economic and social issues, and that the 

other sectors can innovate more powerfully, 
faster and with better focus when they call on 
the creative sector. If the Top Team should 
disappear, what matters most is that the 
sector’s degree of organisation is strong 
enough to ensure these substantive initiatives 
remain intact.’

Wolfensberger agrees – despite everything 
that’s already been accomplished – that 
there’s still room for improvement at every 
level. ‘And not only from the government, 
but also from the sector itself. It needs to 
act more like a unit, and focus on doing 
things together.’

EXPECTATIONS AND IMPACT
Janny Rodermond, director of the Creative 
Industries Fund NL supports Van der Laken’s 
criticism: crossovers between the creative 
industries and other top sectors have deliv-
ered very few results. ‘There’s a discrepancy 
between the expectations and the actual 
impact of the top sector policy. When the 
creative industries were identified as a top 
sector, those within the industry hoped it 
would result in better access to other top 
sectors. But that’s not the policy’s focus.’

The policy also contains a number of flaws. 
Rodermond: ‘As it’s currently formulated, 
the agenda is largely correct. But the tools we 
need to realise the agenda aren’t quite there 
yet. The specific characteristics of the sector, 
which is small and very diverse, weren’t 
sufficiently taken into account. The Ministry 
of Economic Affairs only deployed generic 
policies, which were primarily focused on 
exporting products rather than services. 
For example, there’s money for participation 
in strategic exhibitions, but that’s not where 
the creative industries find their clients. 
That money could be better freely spent by 
the FDCI as it sees fit.’

Also, according to Rodermond, the way 
research funding is distributed by CLICKNL 
misses the target. ‘In practice, research 
funding can only be requested by academic 
institutions, and the results must therefore 
meet the standards of scientific research. 
That’s too bad, because there are also good 
proposals being conceived in the field. 
Moreover, the well-thought-out, long-term 
methods of universities are in direct conflict 
with the speed of the creative industries. 
And while there’s still much to be gained 
at the intersection of creativity, science and 
practice. I’m convinced of that.’

Wolfensberger can partly relate to the  
criticism. ‘When it comes to the top sector 
policy as a whole, Rodermond is right. 
But more applied research is being done 
and students are increasingly a part of it. 
However, it’s not yet advanced to the point 
where we can reap the rewards. In addition, 
CRISP was and is a very successful pro- 
gramme, a shining example for the industry. 
With CRISP2, we’re trying to get closer to 
the field again, but that hasn’t been achieved 
yet. To do that, the industry itself also has 
to seize its role again. CLICKNL and the 
industry sometimes easily find each other, 
but not often enough. 

EXPLORING PIONEERS
Rodermond is most positive about the 
results achieved in the areas of human 
resources and internationalisation. 
‘Within arts education, more attention 
is being paid to the professional practice. 
And abroad, there is increased awareness 
of the Dutch creative industries. The Dutch 
embassies, the FDCI and the Creative  
Industries Fund NL are all contributing 
factors. But the real work is being done 
by the designers, creators and cultural  
institutions. They are the pioneers who 

go exploring, build international networks 
and strengthen the image of Netherlands as 
an innovative country.’

It’s expected that these strengths will be 
further improved with the current struc-
tures. The hope is that the structures will be 
adjusted or expanded to fill the remaining 
gaps, and that this young collection of 
networks and organisations will be allowed 
the time to further prove themselves. To do 
that, we need to believe in our own abilities 
and have high ambitions, as well as cold, 
hard numbers, says Bas. ‘We’re lacking 
support for the concerns of the creative 
industries. Everyone is throwing around 
numbers, but no one can make it concrete. 
These figures must quickly come to light. 
That’s the only way we can articulate our 
ambitions so that others – especially policy-
makers – can also understand them.’

UPS AND DOWNS
 
The recently published book 
‘Pieken en dalen in de creatieve 
industrie’ (Ups and downs in 
the creative industries) by 
Frits Grotenhuis issues a call to 
continue the current top sector 
policy, but with some necessary 
adaptations. The book provides 
a comprehensive overview of 
the creative industries in the 
Netherlands between 2003 
and 2015, and the ups and downs 
of developing a key field into an 
innovative top sector.
DUTCHCREATIVEINDUSTRIES.NL

‘  we need to do more 
with fewer initiatives ’
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At Boom Verweij we are just itching to fill these pages with 

your content. Stunning images, powerful words, spectacular 

graphics. We treat all your content like royalty. Indeed, your 

every wish is our demand. Our printing, coating, binding and 

other finishing solutions meet the highest industry standards. 

The effect on your audience? Your content rules!

Ready for the royal treatment? Call or  
email Boom+Verweij Grafi services today!
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never stop 
learning

never stop 
learning

1   BUREAUCOMPETENTIES

Leer van de praktijkervaring 
van anderen! Deze serie van zes 
trainingen, ontwikkeld met 
bureaus, richt zich op de vaardig-
heden die je nodig hebt binnen
een bureau. Ook los te volgen.

Stijlen van communiceren
vrijdag 6 november

Positioneren en acquireren
vrijdag 20 november

Presenteren en discussiëren
vrijdag 4 december  

Project- en zelfmanagement
vrijdag 11 maart

De volledige serie vind je online.

2   PENSIOEN EN MEER

Er zijn meer zaken die je aandacht 
vragen als ondernemer. Hoe regel 
je bijvoorbeeld een goed pensioen 
voor jezelf, of voor je medewerkers? 
En wat is voor jouw onderneming 
de beste manier om tijdelijk extra 
mensen in te huren?

Deze en andere zaken komen aan 
bod in vier workshops op 29 oktober 
en 12 november. De workshops zijn 
als serie maar ook los te volgen.

WERKEN AAN ONMISBARE VAARDIGHEDEN 
VOOR JE DAGELIJKSE PRAKTIJK MET DE NIEUWE
SERIE TRAININGEN VAN DE BNO ACADEMIE

¤ 155,-  per training
normale prijs ¤ 195,- 

¤ 59,95  per workshop
normale prijs ¤ 80,95

MELD JE AAN OP
BNO.NL/ACADEMIE



On 1 September 2015, Paul Hekkert, professor of Form 
Theory and head of the Industrial Design department of the 
Industrial Design Engineering Faculty at TU Delft, joined the 
Creative Industries Top Team. He succeeds Erik Huizer, CTO 
at SURFnet and part-time professor of Internet Applications 
at Utrecht University. 

Paul Hekkert was asked to reinforce the top team due to his 
extensive experience in developing scientific expertise for, 
and in collaboration with, the creative SME sector. His role 
in the top team will focus on realising the Knowledge and 
Innovation Agenda. With this agenda, the top team and the 
Dutch Creative Council are keen to improve the competitive 
and innovative capabilities of the creative industries, as well 
as of the Dutch economy as a whole. 

Hekkert: ‘Knowledge drives innovation. Knowledge feeds 
the imagination. In recent years, thanks to the top sector 
policy, CRISP and CLICKNL, major strides have been made 
in connecting research and practice in the creative industries. 
In the coming period, I want to give further shape to the 
– internationally unrivalled – knowledge-driven creative 
industries in the Netherlands.’

topsectoren.nl/creatieve-industrie

‘ knowledge feeds the 
imagination ’

‘ knowledge drives 
innovation ’

PAUL HEKKERT  
JOINS TOP TEAM

‘ digital designers 
have the opportunity 

to showcase 
themselves as the 
future of the Dutch 

design world ’

NIELS VAN DER HAVEN

One way to take advantage of this opportunity is by becoming 
an ambassador for the creative industries, says Niels van der 
Haven. He came on board at the BNO last June, as project 
manager of digital design. In consultation with designers and 
design agencies, Van der Haven develops new services and 
activities for this field and those active within the profession. 
He also focuses on developing the BNO’s digital media and 
marketing strategy.

www.bno.nl

For some time now, Edenspiekermann has been focusing on 
the topics of mobility and intelligent solutions for travellers. 
For example, the agency recently collaborated with service 
design agency STBY on a project for NS/ProRail to research 
potential improvements to the service offered on platforms, 
in order to minimise issues such as delayed train departures.

Amsterdam Airport Schiphol’s selection of Edenspiekermann 
to assist in the development of their digital identity and 
services therefore perfectly fits with the direction the digital 
design agency is currently moving in. Managing director 
Jeroen Pluim: ‘The collaboration with Schiphol is the perfect 
match for our vision regarding user experience.’

www.edenspiekermann.com

TRAVELLING WITH 
EDENSPIEKERMANN

In the second edition of Dude, Jólan van der Wiel fantasised about the large-scale application of his experiments with magnetic clay 
and research into the use of natural forces to design objects. Would it be possible to allow a natural force to determine the final design 
of a building, so that all the architect has to think about is the general shape?

Just under a year later, Van der Wiel’s fantasy has nudged one step closer to becoming a reality. Together with leading architecture 
agency Benthem Crouwel Architects, Van der Wiel has set up a studio where he’ll spend nine months studying the interaction between 
nature and its forces. He’ll continuously share his findings via a special blog and social media. Jólan van der Wiel and Mels Crouwel 
will lead the research project, while experts in the fields of architecture, art and science will be invited to join them to brainstorm, 
experiment and of course, design.

www.jolanvanderwiel.com

EXPERIMENTAL CROSSOVER

‘ natural forces can be used  
as an instrument to shape our  

living environment ’

JÓLAN VAN DER WIEL

dude
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CASH fOR
CREATIVEs

CREATIVEs
fOR CASH

All kinds of visual artists 
benefit from collective 
rights including photo- 
graphers, fine artists, 
illustrators, sculptors  
and cartoonists to name 
just a few.

Apply now.  
www.pictoright.nl

Has your work been 
published in a book, 
magazine or on TV?  
If so, you’re probably  
eligible for collective 
rights, in addition to 
other copyright royalties 
you may have already 
received. That’s because 
collective rights cover 
secondary uses of your 
images, such as photo-
copying, cable rights  
and public lending rights.

PICTORIGHT

Do yourself PROUD prouddesign

House of Proud 
is the creative hotspot 
of our design agency. 

Here we create remarkable 
and award winning work. 

This year a silver Pentaward 
for our Give a shit concept!

www.prouddesign.nl

GIVE SOME SHITGIVE SOME SHITGIVE SOME SHITGIVE SOME SHITGIVE SOME SHITGIVE SOME SHITGIVE SOME SHITGIVE SOME SHIT
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On 24 October 2015, Paul Mijksenaar will be awarded the BNO Piet Zwart Prijs at a ceremony in Eindhoven. An expert in information 
design and wayfinding, Mijksenaar has a talent for clearly presenting complex information. His work will be on display in the 
Veemgebouw on Strijp-S during Dutch Design Week. 

The jury report emphasises how Mijksenaar has always positioned himself as an ambassador for the end user. It also praises the specific 
position Mijksenaar adopts as a designer with both an analytical and empathic attitude, alongside his mission to remain accommodating. 
The next generation of designers who successfully focus on data visualisation, especially digitally, owe a lot to Mijksenaar. His design 
methodology, based on data analysis and organisation, is both vital and urgent for the future. 

This year sees changes to three aspects of the BNO Piet Zwart Prijs. The award will now be presented once every two years. And a 
new jury has been selected, this time comprised of Timo de Rijk (chairman of BNO and of the jury), Hans Dirken, Joost Grootens, 
Ed van Hinte, Christien Meindertsma and Koert van Mensvoort, with Madeleine van Lennep (BNO director) fulfilling the role of 
secretary. Finally, designers and related professionals are now also able to nominate their favourites. This year, the first time that it 
was possible, 38 people nominated a total of 15 candidates (individuals and duos).

Between 1983 and 2013, the BNO Piet Zwart Prijs was consecutively awarded to Friso Kramer, Jan van Toorn, Wim Crouwel, Eva 
Besnyö, Nel Verschuuren, Jan Bons, Bruno Ninaber van Eyben, Gert Dumbar, Willem Diepraam, Marijke van der Wijst, Gerard Unger 
and Ulf Moritz. 

bno.nl/bno-piet-zwart-prijs

AND THE WINNER IS:  
MIJKSENAAR!
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New! Complete your paper collection with the
Limited Edition Specials swatch books and the new

Colour Guide. Don’t miss out! 

Call us on number +31 88 65 65 222 to get your own copy,
or send us an e-mail via bemonstering.nl@papyrus.com

www.papyrus-specials.com

supporting you

Advertentie Edition Guides Engels.indd   1 9/23/2015   12:27:20 PM

MARCEL VAN ROOSMALEN

At Hutspot on the Van Woustraat in 

Amsterdam, a café where entrepreneurs 

can display their latest wares, I came 

across some far-too-expensive socks in 

horrible colours like coal grey, pastel purple 

and blue with minimalistic lines and coloured 

checks. They were truly unique socks – one 

sock had a button, the other a loop. So you 

can fasten them together. “Qnoopsok”. 

[Normally spelled knoop in Dutch, the brand 

name means ‘button sock’, Ed.]

My critique starts with the letter Q, which 

is used willy-nilly these days, and always 

incorrectly, to replace the letter K or C 

and indicate that we are dealing with a 

sustainable product. A trend that began 

with the ‘supermarket’ Marqt and as far as 

I am concerned, will only stop when a large 

group of people decides to temporarily start 

writing a terrible disease such as cancer, 

‘qancer’. 

Can we please stop abusing the letter Q?

And yes, of course the “qnoop” socks were 

made of organic cotton from Asia and 

produced in Portugal under ‘fair working 

conditions’, which means that they will last 

longer and therefore create less waste. 

But enough about that.

What actually makes these socks so special?

The creator of the socks, Dirk Vis, said in 

an article in ‘Het Parool’ – which was hanging 

in a plastic sleeve next to the socks, so we 

can assume that he was proud of it – that 

he came up with the idea because his wife 

was ‘going nuts’ sorting the socks into pairs 

after doing a load of laundry.

‘Because I only have black socks, I thought 

I was making it easy, but even those are a 

pain to match up.’

Really, Dirk Vis? Is that your problem?, 

I thought as I read it. It is a problem that any 

mother could easily solve. You can just shove 

one sock into the other before throwing 

them in the washing machine. Minor effort, 

major rewards.

Personally, I would be embarrassed by a 

sock with a button that I certainly would not 

wear it how creator Dirk Vis would prefer: 

pulled up high under a pair of bermuda 

shorts or too-short skinny jeans, ‘rolled up 

just above the ankle’.

‘Qnoop is a ‘love brand’. Some of the people 

that bought a pair in the first week are 

already coming back for another’, according 

to Dirk Vis. Someone is going back to 

Hutspot especially to buy a pair of way-too- 

expensive socks because they have a button 

and a loop on them? No one really believes 

that, right? Only people that write ‘qnoop’ 

when they mean ‘knoop’ would do such a 

thing. ‘Suqqers’ I guess.
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KDJ × Studio Drift has been around for ten 
years. How did your collaboration start? 
RN × ‘Our relationship goes all the way back 
to six years before the start of Drift. Lonneke 
and I met in 1999 at the Design Academy, on 
the first day of our first year. We immediately 
had a strong connection and our rapport 
only got better over time. This introduction 
not only shaped our time at the academy, 
but you could also see it as the starting point 
for our future collaboration. The path we 
were already on together at the academy has 
grown, but it hasn’t changed in substance. 
It took Drift quite a bit of time to get off the 
ground. In the first four or five years, it was 
a matter of working very hard for very few 
returns. By literally developing and making 
everything in-house, including the electrical 
and mechanical engineering, we didn’t take 
the easiest path. But it couldn’t have been 
any other way – technology is an inseparable 
part of everything we do. It always starts 
with the idea and the technology follows, 
but the technology is also what gives our 
installations their soul. That quest for what 
is technically possible and how far we can 
push the limits is an integral component. 
To create our installations and achieve our 

goals in the pre-Arduino era, we had to make 
our own version that kind of board. But we 
never use technology for the sake of it, only 
for what we want to achieve. That’s not open 
to discussion.’

KDJ × At what point did you decide to 
launch a studio together?
RN × ‘It was a logical step after graduation, 
because we had already helped each other 
a lot during our studies. No matter how 
convinced we were of what we were doing, 
very few people could follow what we were 
up to at the academy; we certainly weren’t 
the “DAE stars” of our graduating class. 
This shared compulsion to continue what 
we started at the academy was an important 
requirement, especially at the beginning. 
We had hardly any assignments or income, 
despite the fact that we needed to invest in 
research, an essential element of our projects. 
During that time, we discovered that you 
can live on very little income as long as 
you’re resourceful. Believing in what you 
do is the most important thing: you have to 
be prepared to take risks and – temporarily – 
give up security. We were only focused 
on realising our ideas – that was our main 

TEXT KITTY DE JONG

1978
 
Born in Swindon (UK).

Ralph Nauta is the male half of Studio Drift. The combination of  
Nauta and Lonneke Gordijn, his partner at Drift, delivers a unique 
collaboration that has achieved many major successes, including 
internationally. Studio Drift’s work is typified by the poetic 
synthesis of nature and technology. The contrast between the 
dreamlike slow motion and the technical ingenuity is what 
makes Drift’s installations mesmerizingly unique. The light and 
movement installations from Drift are currently on display the  
world over in major museums and a number of private collections. 
But their success didn’t come naturally. They paddled against 
the current, put their nose the grindstone and fought for it.  
Ralph Nauta explains how they got where they are today.
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to trust myself more, also from a business 
perspective. Determination also compels you 
to become resourceful in financial matters, 
and by that I certainly don’t mean navigating 
the Dutch subsidy maze.’

KDJ × You didn’t take advantage of the 
existing subsidy opportunities?
RN × ‘No, and we deliberately didn’t. We don’t 
think highly of subsidies. All things consid-
ered they may have been available to us, 
but before you know it the subsidy provider 
is in charge and you’re put in a straightjacket 
where you need to do and deliver all these 
things that are beside the point. Distractions! 
And it starts with the application. I’m quite 
dyslexic and I’m not the only one! Let me 
speak with images and not with words! 
These funds can’t work with that. Personally, 
I would do away with all subsidies. It’s often 
the usual suspects that benefit from it, and 
in the end these grants create an uneven 
playing field. We’re proud that we – with 
the exception of the loan from Brainport 
in 2007 – have got where we are all by our-
selves. Business growth that keeps pace with 
your creative development is the litmus test 
for success. Designers and artists who feed 

too long at the subsidy trough lose their 
sharpness/depth in that area and can no 
longer survive without it. The funds get 
their legitimacy from parties like these, and 
that completes the circle. In my opinion, 
that money could be better spent putting 
the Netherlands on the map internationally. 
Stop with the navel-gazing and throw open 
the doors to the rest of the world and show 
what Dutch designers are capable of. Now 
it’s too often the other way around. You only 
get noticed in your own country if there’s 
interest from abroad. The belief in your own 
abilities is weak in the Netherlands.’

KDJ × You are successful both creatively and 
business-wise. That doesn’t happen very often 
in the creative sector. What’s your secret?
RN × ‘There is no secret. If by business 
success you mean earning lots of money, 
that’s not our priority. It does become more 
important when you have people working 
for you who are dependent on your business 
acumen. You can’t be flippant or light-hearted 
about that. But that’s not our motivation. 
At the academy, we never once asked 
ourselves if what we did would ever make 
money. It made absolutely no difference 

what people thought of our work. That has 
changed in light of the responsibilities that 
go along with having a studio, but money 
will never come first here. Once you start 
with that, you can’t avoid “market thinking”. 
“Who will buy what I want to make?” quickly 
turns into “Whatever there is demand for, 
I will make”, and in my view, that’s at odds 
with the original creative process. The market 
for what you make or set in motion doesn’t 
yet exist because what you make isn’t there 
yet. If there is anything that’s indicative of 
our success, I think it’s our unshakable belief 
in our work and our original approach, even 
before anyone noticed. And there’s nothing 
secret about that.’

KDJ × At the academy, did you miss an 
emphasis on the business side of a design 
practice?
RN × ‘No, not at all. Better yet, if a course 
had been offered on setting up a business, 
I wouldn’t have followed it. It just wasn’t the 
reason that I had picked this academy. These 
things only become interesting to designers 
and artists at the moment they’re relevant, 
namely when you need to sustain yourself 
and your profession, and that’s not yet a 
concern when you’re studying. Business 
lessons are a distant theory that you can’t 
put into practice, unlike everything else at 
the academy. In my opinion, at the academy 
it should always be about: “Aside from 
market factors, are my ideas feasible and 
executable?” In reality, we might have found 

priority. We weren’t paying any attention 
to how the established Dutch design scene 
worked and how we could be a part of it. 
For example, we barely knew what the role 
of a gallery was. But we always knew that we 
would get recognised for our work at some 
point. And that happened with our first solo  
exhibition at the Salone in Milan in 2008.’

KDJ × Your first exhibition in Milan in 2008 
was a huge success. Did you see that coming? 
RN × ‘On one hand, the success in Milan 
surpassed all of our expectations, but on the 
other hand it was almost inevitable due to 
how much we had invested in it. We worked 
like crazy on that collection. But that’s not 
enough. You also need to be able to make an 
impression with your work on the spot, and 
that’s just as much of a challenge. For the 
production and presentation, we borrowed 
twenty-five thousand euros from Brainport. 
Our first and only loan, ever. After the exhi-
bition, we didn’t even have enough money 
left for the trip back. With the proceeds from 
the Dandelights that we sold when we were 
there, we were able to pay for our campsite 
and petrol. But the years of persistence 
paid off. By the skin of our teeth, we even 
managed to sell the entire collection in one go. 
But in the end, the transaction fell through 
because we were too cautious and clumsy 
in the way we operated. We actually had 
no idea what we could or should ask for it, 
and so we got an intermediary involved and 
then the client backed out. That taught me 

1999-2005
 
Design Academy Eindhoven.
Met business partner Lonneke 
Gordijn.

2004
 
Internship at FAT Architects, 
London. Internship in China at 
packaging company Besun.

2008
 
First solo exhibition at the 
Salone del Mobile.

2005
 
Founded Studio Drift with 
Lonneke Gordijn.

‘  let me speak  
with images,  
not with words! ’
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approached them immediately. They were 
interested but didn’t know what to do with 
our projects at first because custom-made 
installations didn’t fit into their collection. 
That they introduced this possibility with 
the work of Studio Drift I see as a personal 
success that advanced both parties.’

KDJ × Is there also a dark side to your 
success?
RN × ‘For sure! Success and the resulting 
media attention deprive you of the time and 
peace you need to figure things out. You really 
have to keep an eye on that. Our projects are 
growing slowly. That’s a stark contrast to 
the expectations that arise once you’re part 
of the media hype. Gaining public attention 
has major advantages because recognition 
gives you a sense of satisfaction and a nice 
side effect is that you don’t have to work as 
hard to sell yourself. On the other hand, you 
risk becoming a kind of trend. The themes 
of nature and technology strike a chord 
these days. Once you’re claimed, it becomes 
a challenge to go deeper. Before we were 
“discovered”, nature and technology were 

exclusively our leitmotif and our ideas stayed 
with us until they were finished. Now that 
domain is already being demanded by the 
next generation. The pressure to disclose 
things before they are ready is increasing, 
because if you wait too long you run the 
risk of being too late and becoming a copycat 
yourself. It can lead to superficial research 
and bad projects that compromise your depth, 
and then the “hype” needs to be followed 
up by another one. I don’t want to end up 
in this exhausting cycle. You can see what 
it’s doing to our colleagues in the fashion 
world. It’s essential to stay true to the core 
of who you are in everything that you do, 
draw inspiration from yourself and not get 
distracted by trends or what other designers 
are doing or have done. If we do that, then 
we’re just feeding multinational companies 
ideas for their next campaign.’

KDJ × What does the future hold for you 
and for Drift? 
RN × ‘We’re currently busy in Rio de Janeiro, 
Basel, Taiwan, Venice and the Netherlands. 
We’re working with teams on projects there. 

The scale of the assignments is getting bigger, 
as well as the geographical area that we’re 
working in. That means that our studio here 
is often empty. Maintaining our team spirit 
and guaranteeing our level of quality are 
new areas of focus. Lonneke and I go along 
as often as we can to maintain our hands-on 
involvement and to keep improving the 
installations. I can’t see into the future, 
but as for myself, I’m certain that this field 
will keep me occupied for the rest of my life. 
I have an inexhaustible supply of ideas, and 
put them into everything that is near to me. 
But if it gets to the point that I need to do 
something different, maybe I will design my 
own house or make a science fiction film.’

WWW.STUDIODRIFT.COM

our feet more quickly if we had known 
more, but it’s also possible that thinking 
that way distracts you from what really 
matters – developing your creative spirit. 
Perhaps taking the long road has enabled 
us to stay so committed. When things 
suddenly took off after four and a half years, 
let’s be honest, we made a lot of typical 
mistakes. For example, we had no idea what 
we should or could charge when the first 
gallery owner approached us and asked, 
“How much does that cost?” But you pick 
that up quickly enough.’

KDJ × There is lots of interest in your work. 
Does that put your mind at ease?
RN × ‘If it’s going well it creates confidence, 
but not calm. In our line of work, you can 
never just kick back and relax. Challenges 
and learning curves remain; the picture only 
gets bigger. We work just as intensively and 
meticulously on our current projects as we 
did with our first assignment. The way we 
work is a never-ending journey of discovery. 
We come up with what we want to do and 
pursue it, without getting involved with 
everything and everyone. Being without an 
income for so long also made us very enter-
prising in that aspect. If we see an opening 
we don’t let go, because that’s when it really 
starts. Here’s an example: Being included 
in the stable of the Carpenters Workshop 
Gallery with our work Fragile Future was one 
of our goals. When I saw the gallery owners 
walking around at Design Miami Basel I 

2010
 
First collaboration with  
Carpenters Workshop Gallery.

‘  you only get noticed 
in your own country  
if there’s interest from 
abroad ’
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TRANSFORMATION
 
‘Making things happen. I’m actually working on transformation all 
day long. At a project level, agency level and individual level. I wonder 
about things throughout the day and question others. Why are you 
doing it like this? How are you going to do it? Where is this going? 
Is the goal still clear? By now, I have experience in thinking and 
running three steps ahead. That creates tension sometimes. Right 
now we’re here, but I’m already there, and I’m trying to anticipate 
the consequences. So I want to do everything in my power to take 
things from here to there. That means defining strategies, giving 
direction, setting boundaries and adjusting. I’m not holding people’s 
hands, but I’m showing them the roads that lead to the ultimate goal.’

‘Shylight’ by Studio Drift has 
been nominated for the Dutch 
Design Awards in the category 
‘Product’. Visit the website for 
the complete list of finalists.
WWW.DUTCHDESIGNAWARDS.NL
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PROTEST GRAPHICS
‘Currently I’m giving lectures about protest 
graphics. In each place I go to give these 
lectures I check out what kind of protest 
graphics happened in the area, and it’s often 
quite a lot of work. There was a very famous 
protest in Seattle, in 1999, against the arrival 
of the World Trade Organisation at the 
major conference centre. The liberal people 
of Seattle were outraged about this impo-
sition; they made a wonderful protest.’ 
Garland’s eyes light up as he regals the story 
of Norman ‘Norm’ Harvey Stamper, chief 
of  the Seattle Police Department from 1994 
until 2000, and judge, jury and executioner 
in deploying excessive force on protestors 
that included sending tear gas, stun grenades 
and rubber bullets hurtling into the crowd. 
Ex-chief Stamper appears to have a change 
of heart since: ‘At the time when I was 
lecturing there he was campaigning along-
side the campaign of the liberalisation of 
marijuana sales. So that’s what's happened 

to the police chief who organised that counter 
to the protest’, beams Garland, ‘that’s my 
major area of research.’

Our conversation often touches on the 
absurdity of ‘the human condition’ without 
actually mentioning it. 

MESSAGE AND AESTHETICS
One re-occurring theme for Garland over the 
years, of both a personal and professional 
interest, has been Northern Ireland. Garland 
fell in love with Belfast in the 1970s, revisits 
the place about three times a year and has 
written (an unpublished) fiction book based 
there. The political murals that adorn the 
streets of Belfast form a backbone to Garlands 
protest graphics lectures. I wonder, perhaps 
naively, if people sometimes find it difficult 
to separate the politics from the image? 
Belfast and ‘The Troubles’ in Northern Ireland 
are still a taboo subject in mainland UK. 
‘I don’t do that,’ explains Garland patiently. 

‘My research arises mainly from lectures, 
I don’t like to give the same lecture ever, 
so even if the subject is the same I have to 
change it, and in order to change it I need 
to engage in something that I suppose must 
be called research’, explains Garland. Does 
Garland’s approach to research stem from 
his initial work as an art editor for Design 
magazine in the late 1950s? ‘Yes, possibly. 
That’s a good point’, muses Garland. ‘When 
I was working on Design magazine I was as 
interested in all forms of design as much 
as I was in graphic design. In fact the maga-
zine had a fairly marginal interest in 
graphics; it was mainly product design and 
furniture design and three-dimensional 
design. I became a jack of all trades I suppose 
in that sense, I felt able to write about things 
right on the edge of graphics, and beyond. 
I haven’t always been one for drawing sharp 
distinctions ever, I don’t like the idea of 
compartmentalising any study, graphics 
or otherwise.’

Ken Garland sparkles with enthusiasm; I’m sitting 
in the front room of his house in Camden, London 
while Ken holds court. Our conversation covers 
sociology, philosophy, World War Two, Plato’s Cave  
and just about everything in between. Occasion-
ally I attempt to steer the conversation back to 
research but, really, research underpins everything 
Garland does, stands for and believes in.

TEXT ROBERT URQUHART

KEN GARLAND
 
Ken Garland, born in 1929, is a 
British graphic designer, writer 
and political activist. In 1963 
he wrote the ‘First Things First 
Manifesto’, ‘in favour of more 
useful and more lasting forms 
of communication’. He then 
addressed issues that are still 
very relevant. His whole life 
Garland has been researching 
all sorts of communication and 
published many articles on it.

WWW.KENGARLAND.CO.UK

WALL OF PROTEST
 
In 1964 the manifesto ‘First Things 
First’ appeared as a statement 
against consumerism. Design had 
to serve a greater good! Some 
years later, the power of crea
tivity was expressed on the walls 
during the conflict in Northern 
Ireland. The manifesto got an 
update in 2000, and once again 
in 2014. Watch Ken Garland’s 
lecture at ManifestFest:  
vimeo.com/118329018.
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‘First I look for myself. I look at all graphic 
art with the same eye. What excites me? 
My appreciation is not merely political 
or sociological; it’s also aesthetic, always... 
Always.’ Can you separate the message 
from the image, I ask again. ‘No, I put them 
together’, says Garland. ‘If I look at a message 
on a wall that is beautiful to look at but which 
has some social meaning, I don’t separate 
out one from the other’, he continues. ‘If it is 
well done, the thing is built together, so I don’t 
draw that distinction.’

DESIGN AND POLITICS
Taking my cues from the brilliantly decora-
tive front room of the house that appears to 
double as a studio, I imagine every room is 
similar, with the collective works of Garland, 
research papers and books a brim. I ask 
about the three images in front of us, propped 
up against the bookcase: a mural of early 
Christian Byzantine art, Leonardo da Vinci’s 
Lady with an Ermine and a picture of a family 

holiday to Italy in the 1960s, which was 
accomplished, with the family, in a tiny 
Heinkel Kabine ‘bubble car’. ‘The one on 
the left is from the church of San Vitale 
in Ravenna in Italy. I gave a lecture to the 
information design society, solely on that 
illustration,’ says Garland. ‘I regard that as a 
masterly piece of graphic design, of propa-
ganda and politics. It shows the investiture 
of San Vitale with the opening mass attended 
by the Emperor Justinian who actually 
never got there, so this image is a complete 
fabrication. I gave a lecture about the fantasy 
of politics and the usefulness of graphics in 
that regard.’

BE VIGILANT
We move on to talk about current affairs. 
How do we motivate people to take up the 
kind of campaigns that Garland took up? 
Is an interest in protest something that can 
be taught or is it innate? ‘Whatever progress 
you think is happening, don’t count on it. 

You can’t rely on anything,’ says Garland. 
‘I think that if [life] taught me anything it 
is to be vigilant; not to rest on your laurels, 
never to be self-satisfied, never to be sure 
of anything except your own relationships 
with your family, your friends and your close 
comrades. Everything else is liable to be 
subverted by something or person or group 
of persons, so we always have to be alert.’

The images of early Christian Byzantine 
art, Lady with an Ermine and the picture 
of a family holiday in a bubble car become 
somehow cohesive in this light: barbed, 
aesthetically delightful and loving. ‘I’ve never 
tried to pull all the threads together,’ says 
Garland with a twinkle in his eye. ‘I love 
doing something that is totally different to 
doing what I was doing yesterday and I like 
that variety immensely. As to cohesion, 
I suppose there must be; the cohesion is that 
you are one person, and you have one mind. 
As simple as that.’

‘  what excites me?  
my appreciation is not merely  
political or sociological; it’s also  
aesthetic, always... always ’

On October 14th, Ken Garland 
will give a lecture during the 
Current Characters Convention 
at the Graphic Design Festival 
Breda. The convention puts 
the spotlight on six designers, 
‘temporary experts’ who in a 
unique way give substance to 
their current practice. They 
provide insight into handling 
professional challenges. More 
information at WWW.GDFB.NL
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For the Young Designer Award at the Dutch 
Design Awards, the jury selected three finalists: 
Teresa van Dongen (27), David Derksen (32) 
and Barbara Langendijk (27). In anticipation 
of announcing the winner, we are taking the 
opportunity to put three talented designers in 
the spotlight.

TEXT VIVEKA VAN DE VLIET

Teresa van Dongen’s portfolio perfectly illustrates the 

fusion of the striking duality that she unites. Inspired 

by light as an energy source, movement, and the trans-

parency of glass, Van Dongen creates aesthetic, 

sustainably produced designs that serve as a positive, 

highly imaginative reminder of nature and the scarcity 

of energy resources. Her work uncovers nature’s hidden 

secrets and reveals scientific discoveries. For example, 

a population of luminescent bacteria from an octopus’ 

skin turned out to be the ideal energy source for 

her fluorescent lamp ‘Ambio’. Her research sees her 

collaborating closely with experts and scientists from 

renowned institutions such as the National Glass 

Museum and TU Delft. Her biology studies have given 

Van Dongen an edge: ‘I understand their language, 

which means I can ask the right questions.’ She combines 

this expertise with what she learnt at the Design 

Academy Eindhoven, such as developing a concept into 

an aesthetic prototype. 

‘Independent entrepreneurship isn’t something you 

learn at the academy’, explains Van Dongen, ‘you’re 

thrown in at the deep end.’ But that went well: her 

magical graduation projects ‘Ambio’ and ‘Lumist’ 

generated widespread publicity, an exhibition, a touch 

of good fortune and a grant. ‘I was actually left to my 

own devices with the graduation project. I was asked 

to experiment, to do things that were likely to go wrong’, 

recalls Van Dongen. ‘I’d like to carry that freedom 

through into my future work.’ To learn more about 

sustainable materials, she would like to enrol in the 

‘Strategies for Sustainable Design’ master class at TU 

Delft, or the BNO course ‘Fair & Green Design’. And 

finally, she thinks it is important to be able to present 

her work in person. At an exhibition such as the Salone 

in Milan, for example, delivers the most personal 

contact. ‘The Salone can be the first rung on the ladder, 

but it’s a ladder that you have to build yourself.’

WWW.TERESAVANDONGEN.COM
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David Derksen draws inspiration from the rhythm and 

mystery of natural forces. ‘I’m fascinated by natural 

processes, but I don’t feel I have to completely under-

stand them’, he says. That explains his strong desire 

to experiment and focus on the beauty and behaviour 

of materials such as wood, bronze, glass and ceramics. 

His ‘Oscillation Plates’ are a prime example, where 

the oscillating motion of a pendulum is used to apply 

patterns – borrowed from nature – to ceramics. 

Derksen completed a full circle: from Industrial 

Design at TU Delft, to the Design Academy and back 

to a Master’s at TU Delft. He graduated with ‘Copper 

Cabinet’, a fragile cupboard on equally fragile legs, 

made of folded copper foil just 0.1 mm thick. It’s essen-

tially a conceptual and aesthetic gallery object in light 

of the fact that the wafer-thin cupboard is too delicate 

for everyday use. Derksen used the same principle to 

create a marketable product: a series of copper lamps 

that he showcased at the Salone in Milan. The ‘Copper 

Lights’ were such a hit that the first orders immediately 

flooded in – several to complement each newly- 

designed Hugo Boss store. He found a producer and 

developer who helped him arrange the process right 

up to packaging. Derksen was then able to launch 

his own studio. 

‘A bit of luck plays a role, but you have to keep taking 

the initiative. And take risks, such as spending money to 

participate in a renowned expo. That attracts attention 

and gives you the chance to meet people. It allows me 

to show people what I’ve got to offer’, says the designer, 

who has already built up a solid portfolio with its own 

characteristic signature. 

In order to produce his products, Derksen collaborates 

with partners in the industry, companies and brands 

such as Cor Unum, Arco, Vij5, Gelderland, Transnatural 

and VIVID gallery. ‘A lot of designers starting out in the 

business are after their own label, à la Piet Hein Eek. 

But the responsibility for the entire supply chain is so 

vast that it caused me to move away from that idea. I sell 

my designs through other brands based on royalties 

and focus solely on designing. It’s the model that suits 

me best.’ 

WWW.DAVIDDERKSEN.NL

fascinated by 
construction

attracting  
attention
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The winner of this year’s Young 
Designer Award, a special prize 
awarded to young talent that 
graduated between one and five 
years ago, will be announced on 
24 October 2015 at the Award 
Show during Dutch Design Week.
WWW.DUTCHDESIGNAWARDS.NL

Barbara Langendijk: ‘My work is conceptual; it’s about 

construction and research into form and materials.’ 

In 2006, Langendijk began studying Fashion Design at 

the HKU. A desire to further develop her personal style 

and gain deeper theoretical understanding led her to 

follow a Master’s in Fashion Design at ArtEZ in Arnhem. 

The abstract nature of the course surprised her, but 

the practical aspect thankfully came with internships 

at Walter van Beirendonck in Antwerp and designer 

fashion label Proenza Schouler in New York. The decision 

to seek international experience didn’t come out of 

thin air: ‘You learn more about yourself in a different 

environment; you are forced out of your comfort zone’, 

says Langendijk.

‘What makes Van Beirendonck so interesting is that 

his designs are abstract, humorous and conceptual 

statements that you can also wear.’ From a small studio, 

Langendijk made the leap to a massive fashion house 

in New York. After that, she wasn’t sure if she wanted 

to work for a company, or for herself. But what did 

become clear was that she yearned for more than 

drawing patterns and making clothes. Langendijk 

drafted a research plan focused primarily on sustaina-

bility and innovation in the fashion industry, and the 

Creative Industries Fund NL responded with financial 

backing. Langendijk’s fascination with Japan also came 

into play. She researched traditional craftsmanship 

and the use of natural materials such as hemp and paper 

to make clothing. Nowadays, her design studio and 

freelance work is prospering. ‘I meet and collaborate 

with lots of different people. That gives me energy.’ 

Langendijk has, for example, worked with four other 

designers in design collective MOAM to create a 

collection for HEMA, and has collaborated with a chore-

ographer. She follows a similar line of thinking to David 

Derksen, saying: ‘You have to put yourself out there, 

otherwise people won’t know what you do. And: follow 

your heart, believe in yourself and the rest is just a 

question of trial and error.’ 

WWW.BARBARALANGENDIJK.COM
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STBY
Pioneer STBY – pronounced ‘standby’ – operates at a world-class 
level, and after twelve years is still at the forefront of design research 
for service innovation. The agency is driven by a fascination with 
how people understand, use and value services and connecting that 
to ‘real people’ with socially relevant questions from their clients. 
That’s how STBY, together with an international network of specialists 
they’ve set up themselves, helps companies offer innovative services 
that benefit everyone. ‘We’re sort of visual storytellers and journalists.’

TEXT VIVEKA VAN DE VLIET × PHOTOS STBY

are clever and as major international players, 
they are in a position to bring about change. 
They know how they want to change, they 
understand the big themes, but they still 
haven’t found the best solution. That’s what 
we’re here for, to think critically with them. 
Together, we initiate intensive, exploratory 
projects. Every question, every approach 
and every solution is different, is unique’, 
says Van Dijk.

REACH
Although there are now more agencies 
dealing with this subject, STBY is known 
as a world-class specialist in service design 
research. Because there are similar small 
agencies active in the same field in other 
countries, and because STBY is increasingly 
getting requests from (foreign) clients to do 
research at an international scale, the agency 
decided to shift their focus outside Europe 
to the rest of the world. They set up a global 

CRITICAL THINKING
Van Dijk: ‘We aren’t so big, but our clients 
are. For each project, which often lasts two 
to five years, we work in multidisciplinary 
teams that we assemble on a custom basis 
with specialised researchers and consultants 
from our now very large global network.’ 
Clients – including major corporations and 
governments – come to STBY from every 
corner of the globe to get answers to their 
often broad social issues. These questions or 
problems deal with long-term changes such 
as improving services in public transport, 
education and healthcare, or making more 
economical use of natural energy reserves.
‘We are clearly not a traditional market 
research agency, production company or 
black box agency. We don’t make campaigns 
or products’, says Geke van Dijk. ‘Our clients 
are demanding customers with whom we 
frequently build long-lasting relationships. 
They are often innovators themselves; they 

If you visit the STBY website, you might 
get the impression that it’s a massive inter-
national agency. But if you actually visit the 
office in Amsterdam, now based out of Spring 
House, the new centre for ‘change makers’ 
on the de Ruyterkade, you’ll find a compact, 
specialised agency. In addition to founders 
Geke van Dijk (strategy director) and Bas 
Raijmakers (creative director), it consists of 
a small team of researchers and consultants. 
Their second location in London is just as 
compact. The reason for setting up two 
offices was a logical next step, says Van Dijk. 
‘We’re still pioneers and innovators, so our 
international ambitions are a combination 
of a business challenge, personal interest 
and identifying new opportunities. London 
has a more international context than 
Amsterdam and most of our international 
clients’ headquarters are located there. 
Because the city is a melting pot of people 
who work there for a few years and then go 
back to India, Brazil or Russia, we keep 
running into each other, for example at the 
many conferences we attend. As a result, our 
international network is expanding rapidly.’

‘  our international  
network is  
expanding rapidly ’
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well as the passengers. ‘After this through 
journalistic fieldwork, we complete a concise 
analysis’, says Van Dijk about this intensive, 
difficult-to-streamline process.

STBY often spends years working on clients’ 
projects without being able to bring anything 
out in the open. That’s why Van Dijk calls it 
‘a delight’ to have launched the open source 
DIY Toolkit a year ago, which in this case 
stands for Development Impact and You. 
The toolkit is an initiative of innovative 
British non-profit organisation Nesta and 
was developed by STBY together with the 
Rockefeller Foundation and Quicksand, 
an interdisciplinary Indian consultancy in 
design research and innovation. The DIY 
Toolkit is designed to deliver fast, practical 
information that can be downloaded online 

free of charge by international organisations 
that are engaged in development and social 
innovation. According to Van Dijk, ‘Thanks 
to the toolkit, we can now actually talk about 
our own methodologies. Furthermore, the 
toolkit has been a resounding, unexpected 
success, especially because a much larger 
group than we targeted appears to be using 
it. The plan is to refine it in the coming year 
with an online CV and more interactive tools.’

WWW.STBY.EU

WWW.GLOBALDESIGNREACH.COM

DIFFERENCES 
BETWEEN EUROPE 

AND THE REST  
OF THE WORLD

 
‘When you do service research 
for a provider, for example on 
smartphones usage, we know 
that across the entire world, 
approximately eighty percent of 
people’s behaviour and prefer
ences will be the same. The 
cultural differences are in the 
remaining twenty percent. For 
example, there are major gender 
differences in Russia. Smart
phones are more feminine in both 
their branding and what you can 
do with them. But in Asia, that 
doesn’t play a role at all. And in 
India, navigation works in a totally 
different way than in Europe or 
the US. While we can find an exact 
address with the navigation app 
on our smartphone, in big cities 
like Delhi or Bangalore you can 
only get “in the neighbourhood” 
of the address you’re looking for. 
The device will put you in the 
vicinity, but from there you need 
to have a chat with a local resi
dent. In other words, you have 
to ask for directions the old 
fashioned way. A joint study with 
our partners on “smart devices” 
revealed that not everyone 
bundles their services like we do. 
Russians and Indians have multiple 
mobile phones with multiple 
SIM cards, for example. It has 
to do with cheap deals from the 
providers – one is cheaper for 
texting, the other is cheaper for 
calls from one state to another. 
That’s something you can  
capitalize on.’

network of research specialists: REACH. 
‘An important reason for organising like this 
is that it’s preferable to work with people 
who know a specific country and culture 
well, instead of going there yourself and doing 
interviews with the assistance of translators 
and freelance researchers you’re not familiar 
with’, explains Van Dijk. ‘For each inter-
national project, we assemble a specialised 
team from our international network of 
agencies which stretches from Spain and 
Japan to Singapore, the US and Brazil. 
This also allows us to bundle our combined 
knowledge and experience.’

An increasing number of countries are 
joining in; the network is steadily expanding 
worldwide and the approach works – gaining 
an understanding of consumers and their 
surroundings is achieved by spending lots 
of time with them and asking questions. 
And presenting the findings visually accel-
erates innovation. In addition, capturing 
innovative ideas in models and prototypes 
is crucial for successful innovations. 
STBY believes that if these design skills are 
employed during the fieldwork, the ideas 
will be more deeply rooted in the markets 
where clients want to innovate.

SOCIAL RESEARCH
Using creative research projects, the agency 
connects organisations to people’s day-to-day 
experiences. But how does that work in a 
rapidly changing world? ‘Consumers’ under-
lying motivations actually don’t change that 
quickly’, says Van Dijk, ‘but the resources 
and techniques they have at their disposal 
do. And along with that, daily routines and 
preferences change. The world is more 
complex for our clients as well, because the 
ability to provide services through countless 
channels keeps increasing. Consumers, 
who appreciate the many choices and offer-
ings, pick and mix what they want at will. 
Because STBY brings together client’s 
requests and the users’ experience with the 
goal of improving services, consumers 
effectively serve as the co-producers of the 
innovative service.’ STBY does indeed closely 
follow the latest technologies, ‘but we only 
employ them if it’s relevant’, says Van Dijk.
Depending on its relevance to the research, 

STBY
— EST. 2003 —

 
Geke van Dijk and Bas Raijmakers 
met while studying Cultural 
Studies at the University of 
Amsterdam. In 1993 they founded 
their first company together: 
ACSi, where both built up their 
expertise in the internet and 
media world as consultants and 
research managers, focused on 
research projects for the fast
growing online market. After 
selling ACSi to digital creative 
agency Lost Boys International, 
Van Dijk and Raijmakers started 
STBY in 2003. They were pioneers. 
At the time, hardly any agencies 
were engaged in service design 
and very few clients were inter
ested in it. Philips and Duo, 
progressive due to the fact 
that they saw the potential in 
combining product and service 
design, were their first clients. 
STBY has now acquired a vast 
array of international clients, 
including Ahold, Design Council, 
Google, Nesta, Microsoft, 
Philips, Rockefeller Foundation 
and Vodafone.

BUSINESS BUILDING BLOCK #9 

COMPLEXITY
 
‘After existing for 25 years, Kossmann.dejong 
has finally moved up to the “Champions 
League”. We do projects that are several 
times more complex, more challenging, and 
bigger than in the beginning. Internationally, 
we’re in the same league as the biggest 
agencies, and we can pitch against them 
at that level. It’s amazingly challenging and 
exciting, but complicated at the same time. 
In that respect, complexity is the theme of 
the day. You need to be in charge of everything 
– not only the scale of the projects, but also 
the content, the process of collaboration, the 
research into the themes and the execution. 
The agency grows along with the projects 
that you do, and that requires tremendous 
flexibility from the entire team. But there’s 
also the pressure to stay at that level. We need 
to have the courage to go for it, but also to 
make timely adjustments to use our strengths 
and individuality to their best advantage for 
a project.’

STBY gets in touch with consumers at home 
and on the street, and asks them, just like 
journalists do, about findings, experiences 
and motivations. These in-depth interviews, 
frequently recorded on video, are often 
included in documentaries or serve as the 
foundation for developing personas. For the 
so-called Customer Journey (a type of social 
relationship mapping), the agency works 
with small groups of clients or consumers 
that they select through their own networks, 
specialised agencies or online forums.
Besides developing strategies or research 
concepts and testing prototypes (for which 
STBY collaborates with design agencies), 
the agency also supports their projects 
with richly illustrated mood boards, lesson 
materials, methodology and co-creation 
workshops, all of which they create them-
selves. In addition, the researchers write 
books, including the highly successful 
This is Service Design Thinking, published by 
BIS Publishers.
‘Every project is a process of discovery; you 
never know beforehand what the outcome 
will be, but that doesn’t mean you improvise 
or work in an ad hoc way. On the contrary – 
we certainly use our vast experience and 
intuition, but the process is very systematic 
and structured’, says Van Dijk.

FIELDWORK
Recently, STBY worked with Edenspieker-
mann on an assignment in the Netherlands 
for NS/ProRail: Research on improving 
services on the platforms to minimize 
departure delays, especially during rush hour. 
Over the course of a four-month-long live 
pilot, the service provider introduced a new 
app as well as a long digital LED screen above 
the trains on the platforms in Den Bosch. 
The screen indicates exactly where the 
bicycle and wheelchair entrances are, the 
location of the first and second class carriages, 
and last by not least, where there are still 
available seats on the train. For many passen-
gers, finding a seat is a stressful moment 
during their journey. The STBY team rode 
along and observed and interviewed the 
passengers and conductors on the train and 
the platforms to collect insights into their 
behaviour, experiences and expectations. 
STBY also led workshops with the staff as 

‘  STBY gets in touch  
with consumers at home  
and on the street ’
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DESIGN: DON ZWEEDIJK

PROJECT: MOGELIJKHEID COLLECTIE

INSTITUTE: HKU UNIVERSITY OF THE ARTS, 

UTRECHT

DEPARTMENT: PRODUCT DESIGN

WEBSITE: WWW.STUDIO-DON.NL

The Mogelijkheid Collectie (Possibility Collec-
tion) gives the creators at social workshop 
Het Maliegilde the attention they deserve. 
By looking at the possibilities instead of the 
limitations, much more is possible than 
previously thought.

making  
more  
possible

A nice compliment for Don 
Zweedijk. Just graduated and his 
practice is already taking off. 
How did Zweedijk manage to do 
it so quickly? 
Read more at bno.nl/dude.

 ED VAN HINTE
SCOUT

 
‘You rarely see a graduate who is 
so well organised.’

Strong, smart, surprising or innovative 
in concept, execution, originality and 
commercial insight. This characterises 
the work of 30 freshly minted ‘dudes’ 
spotted by our scouts. In the very first  
Dude graduation special, they get the  
opportunity to display and explain 
their projects. Have a look at the follo-
wing pages, as well as bno.nl/dude.

DESIGN: SERGE HOLLANDER

PROJECT: ACROSS ZERNIKE

WEBSITE: WWW.SERGEHOLLANDER.COM

Because of our permanent availability, the 
concept of ‘meeting point’ is taking on a 
fundamentally different meaning. The route 
Across Zernike encourages visitors of the 
Zernikeplein (Zernike square) in Groningen to 
make contact with one another and collabo-
rate to give the spot its own personality.

INSTITUTE: MINERVA ART ACADEMY, GRONINGEN

DEPARTMENT: INTERIOR ARCHITECTURE & DESIGN

digital square

WITH COMPLIMENTS
 
This special edition wouldn’t 
have been possible without our 
sharp, experienced scouts. Dude 
would like to thank: Lobke van 
Aar, Vincent van Baar, Renate 
Boere, Bart Bleeker Bosma, 
Roy Gilsing, Irene Goede, Nicole 
Herink, Arnoud van den Heuvel, 
Ed van Hinte, Nikos ten Hoedt, 
Marc ter Horst, Jane Huldman, 
Anka Kresse, Paul Maas, Rogier 
Martens, Karen Polder, Loes 
Sikkes, Carolijn Slottje, Peter 
Verheul and Viveka van de Vliet.
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DESIGN: JORIS PETTERSON

PROJECT: MOOD OF MUSIC

INSTITUTE: DESIGN ACADEMY EINDHOVEN

DEPARTMENT: MAN AND MOBILITY

WEBSITE: WWW.JORISPETTERSON.NL

Music is not only sound, it’s also an expe-
rience. Matched to the music that’s playing, 
this transparent speaker in the shape of a 
gramophone horn also produces light and 
sound. By stimulating a variety of senses, 
it intensifies the experience of listening 
to music. 

smell the 
sound

DESIGN: SUZANNE OUDE HENGEL

PROJECT: LOOP COLORED FEET

INSTITUTE: ARTEZ, ARNHEM

DEPARTMENT: PRODUCT DESIGN

WEBSITE: WWW.SUZANNEOUDEHENGEL.COM

Different stitches and yarns turned into 
comfortable, sturdy shoes, slippers and 
socks which also look attractive. Techno-
logical alternatives to traditional knitting 
techniques are being sought so that these 
shoes and socks can be produced industrially. 
The patterns can be knitted in one go, and 
create very little production waste.

happy  
shoes

DESIGN: KAICHU WU

PROJECT: FAKESHIMA

INSTITUTE: DESIGN ACADEMY EINDHOVEN

DEPARTMENT: INFORMATION DESIGN

WEBSITE: WWW.KAICHU.NET

When it comes to consuming information, 
we’re a lot less critical than we are with food, 
for example. However, information can be 
very misleading. KaiChu Wu came to that 
realisation after he found out that his fear of 
nuclear energy was based on misperceptions. 
That’s why he designed Page Facts, a browsing 
tool that shows the user the ‘nutritional 
value’ of a website.

page label
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DESIGN: CASPER BRAAT

PROJECT: MCJESUS

INSTITUTE: GERRIT RIETVELD ACADEMIE, 

AMSTERDAM

DEPARTMENT: DESIGNLAB

WEBSITE: WWW.CASPERBRAAT.COM

McJesus is a low-brow cultural phenomenon 
that Casper Braat is examining with a critical 
eye. Braat elevates pop culture to divine 
proportions, complete with religious rituals 
and symbols.

DESIGN: SANNE OLDE MONNIKHOF

PROJECT: STAIRCASE

INSTITUTE: MINERVA ART ACADEMY, GRONINGEN

DEPARTMENT: INTERIOR ARCHITECTURE & DESIGN

WEBSITE: WWW.PONYDOG.NL

Future housing shortages for young people, 
combined with a new way of studying and 
vacant office buildings: a solution and a 
design in one. An academic campus in an 
empty office building was the logical result.

Using accessible, animated illustrations, 
nagging subjects such as the conflict in 
Syria are portrayed in a game with clichés 
and archetypes from the media. It’s a new 
way of broadcasting the news.

DESIGN: BONITA WITTE

PROJECT: VERSCHEURD

INSTITUTE: ARTEZ, ZWOLLE

DEPARTMENT: ILLUSTRATION DESIGN

WEBSITE: WWW.BONITAWITTE.BLOGSPOT.COM

stairway to 
solutions

slow 
journalism

 VIVEKA  
VAN DE VLIET

SCOUT

 
‘Casper Braat is virtually the only 
design graduate who created 
something tongueincheek.’

Is this design or is it actually more 
autonomous art? Regardless, 
Casper Braat’s graduation project 
demonstrates an understanding 
of branding and identity. How can 
Braat translate this into a profes 
sional practice?
Read more at bno.nl/dude.

McJesus
BUSINESS BUILDING BLOCK #4 

EDUCATION
 
‘Based on my practical experience at  
Kossmann.dejong, I’ve started sharing my know
ledge of entrepreneurship with others. I noticed 
that there was a major need for very mundane, 
practical knowledge and concrete applications 
for working more professionally. The ‘how’ 
question of a business. To address that need, 
I developed the “Business your Design” teaching 
plan. I feel a real urgency to ensure that we’re 
not throwing talented creatives to the lions of 
reality. Experience shows that students and 
young people often have no idea what goes into 
planning, executing, budgeting and implementing 
projects. During their studies, long before they 
are ready to work as creative professionals, 
I want them to get exposure to a different way 
of thinking. They need to learn to try, have the 
courage to ask and above all fail, even in business.’
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DESIGN: ISABELLE TELLIÉ

PROJECT: FORMBLATT 151

INSTITUTE: ARTEZ, ARNHEM

DEPARTMENT: FASHION DESIGN

WEBSITE: WWW.ISABELLETELLIE.COM

Formblatt 151 is a blast from the past, but it’s 
also about the innovative zeitgeist of today. 
Isabelle Tellié went back to the 1960s and 
Bauhaus to make a collection full of contrasts 
and many handmade pieces created using 
innovative technology.

DESIGN: BOB SCHILLER

PROJECT: EPO

INSTITUTE: DESIGN ACADEMY EINDHOVEN

DEPARTMENT: MAN AND MOBILITY

WEBSITE: WWW.EPOBICYCLES.COM

The EPO production process is simple 
and completely automated. Because of that, 
this bicycle can be made at a very low cost. 
The goal is to bring production, which 
now primarily takes place in China, back 
to the Netherlands. 

EPO bike

DESIGN: MARINUS DE BEER

PROJECT: NOMADIC FURNITURE

INSTITUTE: GERRIT RIETVELD ACADEMIE, 

AMSTERDAM

DEPARTMENT: INTER-ARCHITECTURE

WEBSITE: WWW.MARINUSDEBEER.NL

Although his furniture is not yet finished, 
the problem that Marinus de Beer is tackling 
is familiar and relevant: the increasing 
disappearance of street furniture from 
public spaces because of the nuisance caused 
by young loiterers. De Beer designed a light-
weight, portable seating element that allows 
users to determine where it’s placed and 
what the view is.

port-a-bench

innovative 
handicrafts

For her collection, Isabelle Tellié 
used innovative technologies such 
as laser cutting, 3D printing and 
welding to find ways of making 
traditional handicrafts applicable 
again and to replace the sewing 
machine. Can her collection also 
be produced at a larger scale?
Read more at bno.nl/dude.

The ‘EPO’ bicycle will serve a 
niche market. Nevertheless, Bob 
Schiller is aiming for largescale 
production, specifically in the 
Netherlands. How will he manage 
to actually keep the costs low, 
and what are his plans for setting 
up a production line?
Read more at bno.nl/dude.

Marinus de Beer’s thesis research 
gets to the core of designing 
for public space. But does it also 
yield a viable product? 
Read more at bno.nl/dude.
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DESIGN: MENNO DE BRUIJN

PROJECT: MONEY, POLITICS AND BANANAS

INSTITUTE: ROYAL ACADEMY OF ART (KABK), 

THE HAGUE

DEPARTMENT: GRAPHIC DESIGN

WEBSITE: WWW.MENNODEBRUIJN.COM

Football is a mirror of society: it’s about 
politics, race, globalisation, power and  
religion. Money, Politics and Bananas primarily 
includes elements taken out of context to 
show the absurdity, beauty, complexity and 
contrast within the football world.

sham  
entertainment

DESIGN: BRAM KNOL

PROJECT: SEMICIRCLE

INSTITUTE: AKV ST. JOOST, BREDA

DEPARTMENT: ILLUSTRATION

WEBSITE: WWW.BRAMKNOL.COM

A fascination with ancient crafts and schools 
such as Gothic, Baroque and Romanticism 
is clearly recognisable. Bram Knol believes 
that stylistic elements from these periods can 
be applied to our times, and demonstrated 
that with his video of the band Wolfendale, 
entitled Semicircle.

a new look

DESIGN: BRAM BOGAERTS

PROJECT: ASSOCIATIVE MEMORY

INSTITUTE: ARTEZ, ARNHEM

DEPARTMENT: INTERACTION DESIGN

WEBSITE: WWW.BRAMBOGAERTS.NL

Associative Memory is a research project which 
examines the associative aspect of human 
memory and the absolute nature of data. 
The project consists of a bracelet and an app 
that records how often and how long a user 
visits a specific location. When a location is 
identified, the bracelet warms up and the app 
provides additional information, together 
helping the user to recollect memories.

mnemonic 
device

‘Associative Memory’ is a stimu
lating project for which Bram 
Bogaerts designed a complex 
bracelet. Why didn’t he develop 
a smart watch app? Or is Bogaerts 
secretly working on it already?
Read more at bno.nl/dude.

For 'Semicircle', Bram Knol got 
to work with sets and props. 
He built a mockup of a maze in 
his parents’ kitchen, to give them 
space to act. And using wooden 
sticks, he built marionettes 
that were over two metres tall. 
Next stop for this illustrator: 
Hollywood?
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DESIGN: NARESH RAMDJAS

PROJECT: NARESHTAURANT

INSTITUTE: DESIGN ACADEMY EINDHOVEN

DEPARTMENT: MAN AND COMMUNICATION

WEBSITE: WWW.NARESHTAURANT.COM

Is Naresh Ramdjas a cooking designer or a 
designing cook? For his guests, he’s designed 
a visual language in which each shape  
represents an ingredient. In the kitchen, 
a unique composition is formed from the 
ingredients that are ordered. 

DESIGN: VINCENT QUAK

PROJECT: 76:19:12

INSTITUTE: WILLEM DE KOONING ACADEMY

DEPARTMENT: GRAPHIC DESIGN

WEBSITE: WWW.VINCENTQUAK.COM

Unintentionally, the heroic image of a  
bare-chested Putin on horseback has taken 
on a life of its own online. The hefty book 
76:19:12 is a collection of all the online 
stories that have used this photo for illustra-
tion and shows the various interpretations 
of this image.

living  
letter lab
DESIGN: ELINE VAN DER PLOEG

PROJECT: LIVING SYSTEMS

INSTITUTE: ROYAL ACADEMY OF ART  

(KABK), THE HAGUE

DEPARTMENT: GRAPHIC DESIGN

WEBSITE: WWW.EVDP.NL

Our alphabet is a set of communication 
symbols that we’re familiar with and have 
worked for centuries. Living Systems researches 
ways to use unexpected materials to create 
new letter shapes which aren’t determined 
by the designer.

putin 
power

Whether a cook or designer, 
Naresh Ramdjas is perhaps first 
and foremost an entrepreneur. 
During his studies, he was very 
focused on perfecting his  
business. Does Ramdjas have 
new ideas for combining these 
various disciplines?
Read more at bno.nl/dude.

shape your 
own plate
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DESIGN: ANTWAN VAN DELFT

PROJECT: MOBILE SITTING

INSTITUTE: MAASTRICHT ACADEMY  

OF FINE ARTS

DEPARTMENT: PRODUCT DESIGN

WEBSITE: BEHANCE.NET/ANTWANVANDELFT

To sit comfortably, you need to frequently 
change positions. With this chair, you 
can move freely using your arms and legs 
to switch from a passive to active position  
(or vice versa) with a single movement; 
the chair moves with you.

sitting in 
motion

DESIGN: JORT VAN WELBERGEN

PROJECT: 2101, A SPACE AGE SOCIETY

INSTITUTE: HKU UNIVERSITY OF THE ARTS, HILVERSUM

DEPARTMENT: GAME ART

WEBSITE: WWW.ARTSTATION.COM/ARTIST/

JORTVANWELBERGEN

A visual pitch for an applied virtual reality 
game that shows the complexity, scale and 
dangers of colonising our solar system beyond 
Mars. Behind this design lies an enormous 
study of physical concepts and NASA-like 
insights that wouldn’t be out of place at the 
TU Delft. 

DESIGN: TURTLENECK STUDIOS

PROJECT: RITE OF ILK

INSTITUTE: HKU UNIVERSITY OF THE ARTS, 

HILVERSUM

DEPARTMENT: GAME DEVELOPMENT  

AND GAME ART

WEBSITE: WWW.TURTLENECKSTUDIOS.COM

RITE of ILK is a one-of-a-kind group project, 
executed in great detail. The exploration 
game can be played by two people on a single 
screen, making it unique within its genre.

team effort

 ARNOUD VAN 
DEN HEUVEL

SCOUT

 
‘Turtleneck Studios felt like 
a closeknit team that could 
immediately start a production 
company.’

DOG AND PONY  
AND GRADUATES

 
Will it all fit? Just barely, it seems. 
At the Dog and Pony gallery, 
nearly everything is on display: 
Dude’s 30 featured graduation 
projects. The mini graduation 
show to end all mini graduation 
shows! The exhibition is already 
open to the public, and the 
festive closing takes place on 
11 October 2015.
WWW.DOGANDPONYL.NL

science fiction  
or fact?
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DESIGN: TONE ELISABETH BJERKAAS

PROJECT: PUSSY, MONEY, WEED

INSTITUTE: GERRIT RIETVELD ACADEMIE, 

AMSTERDAM

DEPARTMENT: FASHION

WEBSITE: WWW.TONEBJERKAAS.NO

The influence of hypermasculinity on men’s 
fashion in hip hop culture combined with 
the need for clothing that offers a feeling 
of security: Pussy, Money, Weed is a collection 
filled with decorative bulletproof elements 
that also serve as a pragmatic precaution.

pussy
money
weed
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DESIGN: STEF VERBERK

PROJECT: KNIKKER(CODING)

INSTITUTE: AKV ST. JOOST, BREDA

DEPARTMENT: GRAPHIC DESIGN

WEBSITE: WWW.STEFVERBERK.NL

Using a programmable marble run, children 
between the ages of six and eight get 
acquainted with programming and learn 
more about this way of thinking. 

playful 
programming

It’s a great idea to teach children 
how to think like programmers. 
But how applicable is Stef 
Verberk’s design?
Read more at bno.nl/dude.

DESIGN: JELLE VAN MEERENDONK

PROJECT: A MORNING WITHOUT COFFEE

INSTITUTE: AKV ST. JOOST, BREDA

DEPARTMENT: ANIMATION

WEBSITE: WWW.JELLEVSDINO.NL

Craftsmanship and texture play an important 
role in A Morning Without Coffee, a hand-drawn 
and coloured film that gets its personal 
touch from the use of traditional techniques.

a morning 
without coffee

growing 
materials
DESIGN: KARLIJN SIBBEL

PROJECT: INDUSTRY BY NATURE

INSTITUTE: ARTEZ, ARNHEM

DEPARTMENT: PRODUCT DESIGN

WEBSITE: WWW.KARLIJNSIBBEL.COM

We are increasingly looking for materials and 
processes that don’t result in the depletion 
of natural resources or excessive waste. 
Karlijn Sibbel is responding to this issue by 
using self-forming, organic materials in her 
work. For example, she made salt crystals 
grow into the shape a bowl. 

Did Karlijn Sibbel design this 
based on an idea, or was it really 
trial and error?
Read more at bno.nl/dude.

 ANKA KRESSE
SCOUT

 
‘Fascinating prototypes as 
evidence of a committed concept.’
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DESIGN: MARKO BAKOVIC

PROJECT: DUAL SET

INSTITUTE: GERRIT RIETVELD ACADEMIE, 

AMSTERDAM

DEPARTMENT: DESIGNLAB

WEBSITE: WWW.MARKOBAKOVIC.COM

Unlike materials such as wood, clay and 
metal, processing plastic doesn’t have 
a tradition of artisanal craftsmanship. 
To take this material that dominates our 
world away from the mechanical process 
of mass production and give it a foundation 
in modern craftsmanship, Marko Bakovic 
designed the Dual Set for which he manually 
processes biodegradable plastic and 
combines it with durable copper.

copper ’n cups
DESIGN: JIP WARMERDAM

PROJECT: REC

INSTITUTE: ARTEZ, ARNHEM

DEPARTMENT: INTERACTION DESIGN

WEBSITE: WWW.JIPWARMERDAM.NL

Human movement or dance is difficult 
to capture. Rec investigates how to record 
human motion using various sensors to 
capture data, allowing the movement not 
only to be analysed, but also reproduced 
with image, sound, movement and light.

and play

DESIGN: TITUS KNEGTEL

PROJECT: OTHER EVIDENCE: BLINDFOLD

INSTITUTE: AKV ST. JOOST, DEN BOSCH

DEPARTMENT: GRAPHIC DESIGN

WEBSITE: WWW.TITUSKNEGTEL.NL

Titus Knegtel used only evidence from the 
International Criminal Tribunal for Yugoslavia 
to make a book twenty years later in 
memory of the victims of the genocide in 
Srebrenica. His goal was to do it as objectively 
as possible and not impose any emotions 
on the reader, but to bring the events as close 
as possible.
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DESIGN: MAARTJE JANSE

PROJECT: ANALOG / DIGITAL REALITY

INSTITUTE: ARTEZ, ARNHEM

DEPARTMENT: FASHION DESIGN

WEBSITE: WWW.MAARTJEJANSE.NL

Traditional weaving techniques are used in 
the Analog / Digital Reality collection to create 
a variety of pixelated patterns, referring to 
the world of imagery and image manipulation 
we live in. The prints that are used are also 
based on the principle of weaving. The shape 
of the different items of clothing was created 
by constructing the material about the body 
by hand.

DESIGN: LOTTE BÖGELS,  

POLA DERKS VAN DE VEN AND ASJA KEEMAN

PROJECT: #RUILJESTEMPAS

INSTITUTE: ARTEZ, ARNHEM

DEPARTMENT: GRAPHIC DESIGN

WEBSITE: WWW.LOTTEBOGELS.NL /  

WWW.POLA-DERKSVANDEVEN.NL /  

WWW.ASJAKEEMAN.COM

The project #ruiljestempas (exchange vote) 
proves what design can achieve for society. 
The platform, which allowed non-voters to 
trade their vote with someone who wanted 
to cast an extra vote, led to nation-wide 
media hype during the 2015 provincial  
elections in the Netherlands. The extremely 
minimal design didn’t distract from the 
message, and does exactly what it was 
meant to do.

minimal 
design, 
maximum 
impact

Do Lotte Bögels, Pola Derks van de  
Ven and Asja Keeman see them 
selves as designers or as drivers 
of communication? And is minimal 
design the most effective design?
Read more at bno.nl/dude.

DESIGN: MONIKA MICKUTE

PROJECT: TACTILE LANGUAGE

INSTITUTE: ROYAL ACADEMY OF ART (KABK), 

THE HAGUE

DEPARTMENT: GRAPHIC DESIGN

WEBSITE: WWW.MONIKAMICKUTE.COM

These days, it’s possible to send messages 
and communicate with each other with 
just a few swipes. Monika Mickute designed 
a font based on this movement.

swiping
letters

analog
digital
analog
digital
analog
digital

88 89

dude



POWERING YOUR IDEAS: 
CINEMA 4D RELEASE 17

www.cinema4d.nl  |  0182 756 660  |  info.nl@designexpress.eu

distributor CINEMA 4D Benelux

Faster. Easier. More Realistic. 
Cinema 4D Release 17 makes the easiest-to-use 
professional 3D software more efficient than ever 
before. New tools as well as expanded and completely 
reworked features help you turn your ideas into  
reality even quicker and with less effort. The improved 
workflow helps you meet the tightest deadlines. 
We’ve even gone so far as the re-invent the line!

C I N E M A  4 D  d i s t r i b u t e u r  B E N E LU X

Ad_C4D_270x210_v1.indd   2 8/09/15   12:15

Maintaining customer relation-
ships is crucial for your business. 
Frank Nas, managing director 
of Design Bridge, offers three 
practical tips for successful 
customer relations.

MAKE CONTACT  
WITH THE DECISION-MAKER
Build the foundation of your customer  
relationship with the person who makes the 
final decision. That sounds easy, but especially 
at larger organisations it can often be a  
challenge. There is no recipe for success, 
but in addition to confidence and passion, 
networking is certainly important. Also, 
try to approach organisations from the top, 
not the bottom. And above all, don’t wait 
for an invitation. Many large organisations 
have meetings, perhaps monthly, with all of 
the advertising agencies that they work with; 
say that you want to be a part of it.

It is important to respect all of the stake-
holders, but don’t forget who makes the 
final decisions on your project and monitor 
the stability of your relationship with that 
person. Ensure that ‘design’ gets the place it 
deserves on the marketing/business agenda. 
You are not a supplier, you’re a business 
partner. Boardroom relationships transcend 
day-to-day challenges at the project level 
and are therefore long term by definition. 
And remember that CEOs are also just ordi-
nary people who talk about ordinary things. 
Often, the layer below them is actually more 
difficult to work with, because they still need 
to prove themselves.

FOCUS, FOCUS, FOCUS AND FOCUS! 
Don’t get distracted by fun little projects 
here, there and everywhere, but deliberately 
choose clients that can really help take your 
business further. Individual projects require 
a lot of energy and proportionally greater 

investments. Evaluate your client base with 
the well-known 80/20 rule, meaning that 
eighty percent of your business is usually 
generated by twenty percent of your clients. 
So focus on the part that really matters. 
It’s better to have four good clients that 
offer stability than fifteen that offer constant 
uncertainty. We have experienced significant 
growth at Design Bridge over the past four 
years simply by working for fewer clients. 
A good client not only offers enough 
commercial opportunities, but also the right 
creative challenges to match your ambitions.

BE TRANSPARENT ABOUT FINANCES
One of the most important sources of dis- 
agreement is lack of clarity about financial 
agreements. Therefore, manage expectations 
so that discussions about finances can never 
have a negative impact on the overall relation-
ship and (the perception of) your work. 
Quality takes time and effort (and therefore 
money). Do not be afraid to ask the right 
price. After all, it’s difficult to negotiate 
quality. And furthermore, don’t give anything 
away unnecessarily. A baker would never 
ask if you’d also like an extra cake for free.

WWW.BNO.NL/ACADEMIE

TEXT FRANK NAS × ILLUSTRATION ROBERT VAN RAFFE

minicourse in  
customer relations

AGENCY SKILLS
 
Frank Nas was involved in the 
‘Customer relations’ course, 
part of the successful training 
programme ‘Agency skills’ that 
was previously offered in Dutch 
under the name ‘Bureaucompe
tenties’. The BNO Academy will be 
offering this programme in Dutch 
once again this coming spring.

91

business



EUGENE BAY

GRAHAM STURT

Other creative directors came and went in 
recent years, but this is the first time that Bay 
properly handed over the reins. ‘It feels like 
a generous gesture, he has confidence in me. 
I’m given the space I need to find my own 
style, to develop into the creative director 
I want to be. After all, I’m not Eugene the 
Second’, says Graham Sturt.
Bay apparently recognised Sturt’s potential 
at just the right moment. The world, clients 
and their needs are all changing, and as CEO, 
Bay anticipates these changes. He outlines 
his business: ‘Clients are young and not as 
used to thinking as specialists. The field of 
graphic design is shrinking and becoming 
part of a larger entity. When developing 
strong, relevant identities, the challenge is 
to take an innovative, broader approach to 
content, to think along with clients, to under-
stand the market and to speak their language. 

I concentrate on scenario building and 
ensure that the strategy permeates every 
element of the company.’

And so it came to pass that Sturt was asked 
to take creative leadership of the company. 
That happened on a Friday afternoon: ‘Do you 
have a minute?’, asked Bay. ‘I could take the 
weekend to calmly think things over, but I 
didn’t need to’, recalls Sturt, who already has 
more than twenty years’ experience in the 
profession under his belt and five years as 
senior designer at VBAT – a company with 
firm roots in brand identity and packaging. 
‘It’s an opportunity, a logical step in my 
personal development.’ And it’s surely also 
pretty exciting to be part of running a major 
agency (part of the global WPP Network). 
VBAT has 60 staff members on its payroll, 
split between branches in Amsterdam and 

Mexico City. The agency, undoubtedly due 
to the crisis, has an increasingly international 
focus; clients are located in all corners of the 
globe, from Chile and North America to 
Indonesia and the Bahamas.
Both the Cannes Lions advertising festival and 
three days that Bay and Sturt spent in Mexico 
City for a pitch were the scenes of lengthy 
discussions between the two creatives on 
Sturt’s new role and the future of the agency. 
The time was well spent getting to know 
each other better. Bay assumed the role of 
a mental coach, teaching Sturt several skills. 
‘Eugene is an extrovert, he’s direct and a very 
charismatic character. He enters a room and 
immediately ‘reads’ the situation. His presen- 
tations are extraordinary, he’s a true story-
teller. In short, he’s a genius,’ summarises 
Sturt. The Brit turned out to be a fast learner: 
he emerged as someone who could offer 

constructive feedback, and just like Bay, he 
gives engaging presentations that capture the 
attention of his audience. When asked about 
their creative director, both Bay and other staff 
members call him a passionate team player 
who has created a strong creative community 
and who dedicates his heart and soul to the 
agency and to the craft of graphic design.

Even before his 15th birthday, Sturt already 
knew that he wanted to become a graphic 
designer. He specialises in identity develop-
ment, typography and logo design, but has 
become an all-rounder with expertise in 
retail and digital design. Sturt began his 
career at London-based i-D magazine, before 
moving on to agencies including 4i, where 
he worked for The Rolling Stones brand and 
20|20. He visited Amsterdam for the first 
time when he was 21, and discovered the 
work of Studio Dumbar and Hard Werken. 
He fell in love with Dutch design. After 
fourteen years in London he felt it was time 
for something new, and spurred on by his 
discoveries in Amsterdam, he applied for a 
job at VBAT. There was an instant click with 
Bay. On the very same day, the Brit had a 
contract and without any time to get to know 
the city better, he and his girlfriend embraced 
a new adventure on Dutch shores.

‘We work well together, he quickly under-
stands where I’m coming from’, says Bay. 
‘Eugene is demanding and has a strong 
opinion, but I’m always up for a debate, and 
he doesn’t like yes-men’, adds Sturt. Despite 
his meeting-packed new role, Sturt reserves 
time every morning between half past seven 
and nine o’clock to work on designs for 
clients such as Heineken, D.E. Master 
Blenders, PostNL, Gamma, Liberty Global, 
ING and Amsterdam Gay Pride in the peace 
and quiet of the studio.

He has recently developed a range of initia-
tives designed to ensure that the large agency 
continues to excel at the same high level 
of creativity as when Bay was in charge. 
For example, Sturt was a member of the 
Brand and Communication Design jury at 
the ADCN Lampen 2015, has his own creative 
blog and continues to recognise the vital 
importance of young talent for the agency. 
VBAT scouts talented recent graduates during 
the D&AD New Blood Challenge in London, 
Sturt actively mentors interns, just as Bay 
was once his mentor, and he also organises 
the VBAT Meet Market live event, complete 
with workshops, portfolio presentations 
and lectures. ‘This allows us to show young 
designers that the idea that the mighty VBAT 

is out of reach is unfounded.’ There are 
also inspirational C-Words Talks for staff 
members, for which guest speakers such as 
the acclaimed hairstylist Hester Wernert Rijn 
and digital creative Jim Boulton were invited 
to share their wisdom.
While Sturt holds down the fort in Amster- 
dam, Bay travels all over the world. Bay also 
helped to build a school in Sri Lanka, where 
he found himself during the tsunami. In turn, 
this acted as the catalyst for a trip to Bhutan, 
which led to projects for the King of Bhutan.

The final question Sturt wants to ask Bay is: 
How does he manage it all, focusing on six 
things at the same time, constantly travelling, 
and maintaining his unbridled energy? 
Bay answers that Buddhist culture taught 
him his most important lesson: ‘Actually, 
the point is to do only one thing at a time, 
but to apply yourself fully to everything you 
do. That gives you energy.’
Bay’s question to Sturt is actually a piece 
of advice: ‘Keep looking at the big picture, 
that will allow you to grow without losing 
sight of your passion for crafts and skills.’ 
His question then follows: ‘Graham, how can 
I help you without limiting you?’

WWW.VBAT.COM

After a thirty-year stint as creative director of VBAT, last year, founder and CEO 
Eugene Bay decided the agency could do with some new blood at the helm. 
That new blood came in the form of passionate British designer Graham Sturt 
(44). Bay now has more time to concentrate on new ways of approaching 
content, while Sturt focuses on creating a creative community. A year on, we 
find out how things are going.

TEXT VIVEKA VAN DE VLIET

experience vs.  
new blood

‘ I’m always  
up for a 

debate, and 
he doesn’t like 

yes-men ’
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SINGLE-PIECE 
CREATIONS
Renske Versluijs founded her own 

accessory label in 2011. With her 

designs, she experiments with the 

structure and shape of the leather 

and connections with other materials, 

such as wool. Her collections include 

belts, scarves, wallets, iPhone and 

iPad cases, bracelets and handbags, 

such as this compact one, crafted 

from a single piece of leather and 

complemented by elegant details 

on the sides and fastenings. 

WWW.RENSKEVERSLUIJS.COM

79,-

HUTTEN COPIER 
VAAS 15
For the ‘Hutten Copier Vaas 15’, 

Richard Hutten drew inspiration 

from two icons of Dutch glasswork: 

the globe vase and the cube vase, 

designed by A.D. Copier for Glasfabriek 

Leerdam (Royal Leerdam Crystal) in 

the 1920s. The Hutten Copier Vaas 15 

is the result of a collaboration between 

Richard Hutten, the National Glass 

Museum and Het Nieuwe Instituut. 

The square-shaped, mould-blown 

vase with rounded edges is 15 cm high 

is available in five different variations.

WWW.HETNIEUWEINSTITUUT.NL

129,-

CREATE YOUR 
OWN BOOK!
The new ‘Maak je eigen boek!’ (Create 

your own book!) set is designed for 

anyone over the age of twelve who 

has always wanted to create their 

own bound book – from writing or 

assembling and designing the 

book right up to printing and binding. 

Each DIY set contains all the required 

materials and tools (paper, binding 

material, thread, adhesive, fabric, 

paper knife, brush, etc.) as well as 

clear instructions on how to create 

five 32-page bound A5 books. 

WWW.MAAKJEEIGENBOEK.NL

47,50

TRAVEL CAT 
BAG
Travelling with a cat can be a night-

mare. As soon as you turn up with the 

cat carrier, your feline friend does a 

vanishing act. With this in mind, Studio 

Snorhaar set out to find a way to 

transport cats without the preceding 

battle. They developed a travel  

bag that can also be used as a cat 

bed, ensuring that it always smells 

like home. 

WWW.SNORHAAR.COM

298,-

Good wine doesn’t need an award. However, it’s helpful that the 
grocery store mentions it in their flyer. That’s also how it works with 
design. We’re all making beautiful work. Whether it’s commissioned 
or not. But where can you buy it? We’re pleased to feature this work 
our shop window. And occasionally with a special discount.
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Castellum
GRADUATION  

CATALOGUE KABK
HEXSPOOR

From 3 to 9 July 2015, over 200 international art and design 
students from the Royal Academy of Art (KABK) in The Hague 
presented their graduation projects at the academy building 
on the Prinsessegracht. The Graduation Festival included 
exhibitions, performances, lectures and film screenings.

The campaign for the graduation activities was designed by 
alumni of the Graphic Design department. Liz Klaver, Janneke 
Kors and Romana Siemons graduated in the summer of 2014 
and were asked by the academy to design all of the online 
and offline communications for this year’s festival.

The catalogue, containing an overview of the work of all 
the graduating students, was the centrepiece of the campaign. 
The printing was done by Drukkerij Tielen and the book was 
bound by Binderij Hexspoor using the stitched Otabind® process.

www.hexspoor.nl

CO2 NEUTRAL 
AEROPRINT

CO2 neutral. Some scepticism regarding this term is justified, 
says Erwin Koerts of Drukkerij Aeroprint. ‘Not everything is as 
green as it looks.’ From the moment that environmental 
protection got a prominent spot on the agenda, Koerts has been 
responsible for the printer’s environmental policy. ‘By inte-
grating environmental policy into your business and being 
ISO 14001 certified, it becomes embedded in your company.’ 

That also applies to determining your carbon footprint, 
meaning the amount of CO2 that your business generates. ‘After 
a reduction programme, which primarily resulted in saving 
energy and removing 90 percent of the volatile substances 
from our printing process, Aeroprint decided to offset our 
remaining CO2 emissions. We’re doing this with the help of the 
Climate Neutral Group.’ Marieke Megens: ‘Aeroprint is helping 
us support the project ‘Wind in Turkey’. Turkey is facing an 
energy shortage and therefore must import a lot of electricity, 
most of it coal-generated. Wind in Turkey ensures that Turkish 
households can get access to sustainable wind energy.’ 

So at Aeroprint, green really is green and working in an  
environmentally conscious way is embedded in the company.

www.aeroprint.nl

Every Dude is created by the BNO and our partners. In its current form, 
Dude wouldn’t be possible without the support of design agency 
Dietwee, paper supplier Antalis, printer Aeroprint and binder Hexspoor. 
On the following pages, our partners introduce themselves with 
a project that illustrates the passion with which they ply their trades. 

CASTELLUM HOGE WOERD
DIETWEE

A new kind of cultural entrepreneurship requires a new kind 
of collaboration. At the recently opened Castellum Hoge Woerd 
culture park in Utrecht, four cultural businesses joined forces. 
But how do you ensure that four different personalities add 
up to one strong, recognisable identity? Dietwee developed 
a visual identity with a common font and playful lines and 
angles as the unifying elements.

Within this visual identity, each business has its own word 
mark and colour. The effect: unity in diversity. And for visitors: 
a crystal clear offering. A fine example of what design can 
do for collaboration.

www.castellumhogewoerd.nl
www.dietwee.nl
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dude is a publication of the BNO
and is free for BNO members

CONTRIBUTORS
 
Edo Dijksterhuis
Anne Mieke Eggenkamp
Jeroen van Erp
Gert Gerrits
Niels van der Haven 
Kitty de Jong
Madeleine van Lennep 
Frank Nas
Robert van Raffe
Marcel van Roosmalen
Robert Urquhart
Stephan Vanfleteren
Lidewij Veenland 
Viveka van de Vliet

TRANSLATION
 
Liz Keel

COPYRIGHT
 
Dude works hard to credit 
the copyright holders of 
the images. Did we miss 
something? Get in touch!

ADVERTISING
 
Savelkoel Sponsoring & Media
Gedempt Hamerkanaal 153
1021 KP Amsterdam
The Netherlands
T +31 (0)20 305 05 50
F +31 (0)20 305 05 51
E info@savelkoel.eu
www.savelkoel.eu

Dude has a hard deadline: 
reserve advertising space by 
13 November 2015

DESIGN
 
Dietwee
www.dietwee.nl

CONCEPT AND DESIGN

UllaBritt Vogt
Marjolein Spronk

LAYOUT

Gonda Poelman

PRINTING
 
Aeroprint
www.aeroprint.nl

BINDING
 
Hexspoor
www.hexspoor.nl

PAPER
 
Antalis
www.antalis.nl

COVER

Olin Smooth high white 
224 g/m2

INTERIOR

Olin Smooth high white 
100 g/m2

Dude supports design and 
printing, as well as the 
rainforest and polar ice 
caps. Our partners and the 
materials they use cause 
as little harm as possible 
to the environment.

PARTNERS
 
Dude was created thanks to 
these five partners:

SPONSORS
 
The BNO is powered by the 
following sponsors:

EDITORIAL
 
EDITOR IN CHIEF

Freek Kroesbergen

MANAGING EDITOR

Floor van Essen

PRODUCTION
 
Patrick Aarts
Niels van der Haven 
(exhibition)

CONTACT
 
PO box 20698
1001 NR Amsterdam
The Netherlands
T +31 (0)20 624 47 48
F +31 (0)20 627 85 85
E dude@bno.nl
www.bno.nl/dude

Dude is open to anything: 
send your press releases 

DISTRIBUTION
 
Dude is published four times 
a year and is distributed free 
of charge to BNO members

Individual issues of Dude 
cost € 14 plus shipping. 
Subscriptions are € 49 a year. 
Prices include VAT.
Learn more at bno.nl/dude

ISSN 23526521 ©BNO 2014

DUTCH
 
Jazeker! Dude is always 
available in Dutch, in print and 
online. Kijk op bno.nl/dude

before Friday 16 October 2015
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Paper is a medium with remarkable creative power. And 
thousands of visitors got to experience that this year during 
The POP UP European Tour, an inspiring exhibition with more 
than 150 extraordinary creative designs from 30 countries, 
all made with the Creative Papers from Arjowiggins.

The pieces on display revealed that the interaction between 
design and paper can be unbelievably strong. The right 
choice of paper gives a design extra power. At the same time, 
strong design brings the paper to life. As a medium, paper 
has the potential to take a design to a higher level and support 
the story that’s being told. The designers’ challenge is to create 
an exciting dynamic with creative combinations of content, 
paper and printing techniques.

While it’s often thought that technology is the solution to 
everything, a well-designed corporate identity, brochure or 
(art) book is always better than an online PDF. Paper makers 
know all too well how crucial the designer’s role is. Hence their 
strong desire to keep designers informed and suggest just 
the right paper to make the project a success. 

Want to know more about choosing the right paper?  
Email your questions to jet.vandergrient@antalis.com

Interested in a lovely book with all of the exhibited POP UPS? 
Email us at papieradvies.nl@antalis.com. We’ve got a free copy 
for the top 10 most original submissions.

www.antalis.com

HATS OFF TO  
THE DESIGNERS!

ANTALIS
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HOW DO YOU GET 
THOSE *&^!%#’S 
TO TRACK THEIR 

HOURS?
WITH THIS.

On January 1st we’re launching Rodeo.
An innovative project admin app, specially made for the creative industry.

Cost management per project

Clear dashboard and reports

Seamless integration with accounting software

English/Dutch/German interface

Simple and fast hour tracking

Easily create estimates

Budget projects and create invoices

Create purchase orders for suppliers

Sign up before January 1st and get 6 months of free access to rodeo-software.com
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