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The Dutch Way

Freedom lab 

“Couture isn’t about reality or wearability, but about 
freedom of thought”, says Dutch top designer Jan 
Taminiau. With this train of thought he symbolises the 
Dutch creative sector’s focus: concentrating on the 
process and not just on the actual art object. Taminiau 
thinks of his studio as a lab. The dress worn by Queen 
Máxima during abdication and exchange of the throne 
came from this lab. “When I was asked to design this 
particular dress, I felt especially humble. To me it was like a 
dream come true: dressing the Queen of the Netherlands. 
I feel proud that, as a Dutch designer, I could contribute to 
this memorable moment.” www.jantaminiau.com

Photo: Reinier RVDA © 2013
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Welcome
Van Gogh, Vermeer, Rembrandt. These autonomous artists are known by all. They are currently 

world famous. Despite this, the Dutch creative industry does not rely on these former heroic artists. 

Dutch creativity has infiltrated all corners of the world. The Dutch influence is visible not only in 

museums, but also in trade and industry, science and in daily life. The country focuses emphatically 

on contributions to ‘Grand Challenges’, such as climate change, ageing, health and safety. The 

Netherlands thinks globally. Dutch companies organise processes as a global business design, more 

and more often, in view of the fact that markets are opening up to an increasing extent. Labour 

intensive production is redirected to other countries. The value of creativity therefore takes on 

a central stance in our own country. This requires a more prominent role in the development of 

products and services. The areas in which ‘the Dutch’ excel will be introduced in this issue. 
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In the Spotlight

Source: Sensation.com

Photo: Alex van Oostrum
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Groundbreaking formats pay off

Studying represents the sowing phase. The Netherlands is 
aware of the fact that education is not a goal on its own, but 
rather preparation for the reaping phase in the future.  
This applies to an even greater extent for the creative industry. 
The country therefore organised the education infrastructure 
with short lines between education and trade and industry. 
Literally speaking, the lines are also short, because the networks 
have a strong regional character. In Arnhem, everything revolves 
around fashion with ArtEZ Institute of the Arts. In Amsterdam, 
the universities work together intensively with IT partners.  
In Hilversum, University College Utrecht and Utrecht University 
cluster together with gaming companies. In Eindhoven, the 

The Dutch formats are attention grabbers. This is true, whether  
it involves television formats or formulas for dance festivals. 
They are always innovative. The clean-cut and well-considered 
way in which the Dutch creative industry organises its 
productions makes it easy to assess them internationally.  
The Dutch company, ID&T, thus started planning an exam festival 
in 1992. These days, the company organises around sixty large-
scale dance events per year, in seventeen countries across 
the globe. Approximately 40,000 guests attend the Sensation 
festivals, for example. Everyone wears white clothing under the 
motto ‘be part of the night - dress in white’. This visual impulse 

the power of regional co-creation 
world famous Design Academy forms an important partner 
for companies such as Philips. In the Academy’s own view, 
its excellence lies in the fact that it trains designers to be 
aware of the social implications of their designs. Graduates 
are particularly gifted conceptualists. Conceptual thinking 
allows them to ask critical questions about things in existence 
and to design from a bird’s eye view. Student Hikaru Imamura 
developed a playset based on research in a hospital.  
This allowed children in the waiting room to become familiar 
with the machines and the check-ups that were to follow. 
Children are therefore less afraid and it is easier for healthcare 
practitioners to carry out their work. www.designacademy.nl 

created by a stadium filled with spectators dressed in white, 
provides stimulus, once again, to the feeling of being one.  
ID&T celebrates life through embracing diversity. ‘It’s about 
accepting different people and cultures as they are. It’s about 
experiencing the overwhelming feeling of being united, and 
realising how simple it is to spread that positive feeling to 
others’, says co-founder Duncan Stutterheim.   
www.sensation.com 

Source: Design Academy Eindhoven, Hikaru Imamura
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In the Spotlight

Photo: ‘Daan Roosegaarde’ design

www.studioroosegaarde.net
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Solid and innovative research reinforces and validates the 
impact of the Dutch creative industry. The sector investigates 
the meaning of new earnings models, services, working 
methods and technologies. Another important goal is the 
contribution to social challenges. In the opinion of many, the 
creative industry is only of value then. The government offers 
co-financing for practically-oriented and scientific research. 
This includes the research by the Delft University of Technology 
and the Erasmus University Rotterdam on post-traumatic stress, 
for example. It is estimated that 1.2 million Dutch individuals 

social challenges viewed as an opportunity 
suffer from post-traumatic stress disorder (PTSD). This often 
coincides with continuously re-experiencing the painful event. 
The treatment for PTSD is relatively expensive and does not 
always offer patients a solution. An important part of the 
treatment is gradual exposure to these painful reminders. 
This research project develops and evaluates e-based support 
for these therapies, using gaming technology and a virtual 
coach, for example. The creative industry thus really contributes 
to the improvement of lives.  http://dutchcreativeindustries.
com/ gepubliceerd-crossover-works-1/

creative catalyst for cross-over innovation 
In the creative industry it also involves the creative innovative 
process, in particular, in addition to the actual creation – the 
creation of form, meaning or symbolic value. Those who have a 
good grasp of this process are able to contribute to innovation 
in other sectors and to the solution of social challenges.  
The Dutch creative individuals are favourite partners.  
If they aren’t needed, they contribute in the way of proactive 
solutions. Take designer Daan Roosegaarde, who was surprised 
about the impact of roads on the landscape. Together with 
infrastructure company Heijmans, he is now developing the 
Smart Highway. Road markings are charged during daylight 
hours, and illuminate the contours of the road at night for up to 
ten hours. The dynamic paint on road markings becomes  

visible in response to temperature fluctuations. Ice crystals 
become visible on the surface when it’s cold and slippery.  
The unique collaboration between Roosegaarde and Heijmans is 
a true example of cross-over works. The design and interactivity 
from Studio Roosegaarde and the specific knowledge and 
craftsmanship of Heijmans, combine to provide the best of 
both worlds. Despite their major differences, they focus on 
the process rather than on the product, bringing innovation 
to the Dutch landscape. In 2013, Daan Roosegaarde won the 
INDEX: Award with Smart Highway. He received the prestigious, 
international design prize because his concept comprehensively 
answered the award’s ambition: ‘Design to improve life’. 
www.studioroosegaarde.net

Source: TU Delft, Erasmus
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Nearly three quarters of the companies in the media and 

entertainment industry innovate. Major innovators are  

the Dutch game developers and other software developers,  

but also publishing companies and record companies that 

innovate with online content, such as e-books, music and films. 

73%

Facts and Figures

Icons like Van Gogh, Rem Koolhaas and Miffy exemplify 
the strengths of Dutch design: open-minded, conceptual 
and adhering to the ‘less is more’ principle. The Dutch 
prove that creativity makes business more innovative, 
competitive and prosperous.

Creativity in business

8th
The Netherlands is 
ranked in 8th place for 
creative export across 
the globe.

2nd
Holland is the 2nd largest 
exporter of television 
formats in the world.

This way 
Dutch visual design is strong. 
Finding one’s way in major 
airports such as Amsterdam 
International Airport, Schiphol 
(see magazine cover), and  
New York’s JFK, for example.

Jeans capital
Amsterdam is the jeans capital of  
the world, as it counts the most jeans 
companies per square kilometre,  
in the world.  
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• 47,808 graphic and interaction designers
• 6,048 product designers
• 3,744 interior designers
• 10,500 architects
• 1,300 fashion companies

7.1 billion 
The annual turnover of Dutch 
creative industries is more than 
7 billion Euro, representing  
1.9% of the Dutch economy. 

Creativity in business
Knowledge!
The Dutch creative industry is populated  

by knowledge workers. An incredible  

52% creative knowledge workers, compared 

to 32% in other sectors.

Photo: Sanne Paul

That’s Dutch design

Top 10
The Dutch creative sector is ranked in 
the top 10 worldwide, on a consistent 
basis. This is true in the area of 
trade figures, job opportunities and 
registrations of brands and patterns, 
for example. 

66%
Of the 172,000 people working  
in the Dutch creative industry, 
66% are self-employed. 
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Interview

“We build a bridge 
between technicians 
and designers”

Photo: Gerhard van Roon
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Victor van der Chijs was figurehead for the Top Team Creative Industry and Chairman of the Dutch Creative 
Council, the independent advisory council for the creative industry, until 1 October 2013. He worked as Managing 
Director at the leading Dutch architect's office, OMA, and currently fulfils the position of Chairman of the Executive 
Board for the University of Twente.

The Netherlands does not have just one creative centre, but ten. In and around universities, 

colleges and companies, clusters of creativity have developed in places such as Arnhem, Eindhoven, 

Hilversum and Rotterdam. The presence of studios, workshops and shops makes cities more 

attractive for tourists, residents and companies, says Victor van der Chijs, figurehead for the Top 

Team Creative Industry. “Dutch design is a concept abroad.”

“Dutch design as  
innovation motor”

The Netherlands is a network. A park city, some say.  
The distances between cities are scanty. Media city Hilversum 
is located close to the intellectual centre of Amsterdam.  
Top architects that were educated in Delft give shape to 
the skyline of the neighbouring international port city 
of Rotterdam. Eindhoven became the city for industrial 
design, thanks to the innovative multinational Philips, while 
Modekwartier in Arnhem houses countless successful 
designers. “We must stimulate the cross connections that form 
in the creative centre, as a matter of course, between designers, 
entrepreneurs and researchers, to the greatest extent possible”, 
says Victor van der Chijs. “By 2020, the Netherlands could be the 
most creative economy in all of Europe.” 

Why would the netherlands  
want this? 
“It is good for the country’s image and for the business climate. 
Denmark and the United Kingdom are also making a worthy 
effort for promotion of the creative industry within their  
own country. Dutch design is already a concept abroad.  
It represents boldness and originality. Dutch design is, however, 
not something that is imposed by a designer by force. It is, 
in fact, very much the Dutch way to find local solutions, in 
consultation with the principal. There is a reason, after all,  
that Dutch individuals head the design departments for  
major vehicle brands. Even more important than nation 
branding, however, is the added value of creativity for other 
sectors. A strong creative industry is an important vehicle  
for innovation.” 

Please explain. 
“Designers, game inventors and architects create new 
applications for technological innovations. Think, for example, 
of the use of plastic in the façade of the Stedelijk Museum 
in Amsterdam. Design studios in the Netherlands are no 
longer viewed as the cherry on the cake, ensuring a pleasant 

presentation of a ready-to-use product. In that respect,  
the points of departure for reaching the 2020 goal are good.  
Our education is properly arranged and the Dutch government 
acknowledges the importance of companies that are creative, 
innovative and enterprising.” 

What can creativity add to 
other sectors? 
“Increased profits, for example. This is understood at full length 
by Philips. Look at the design of their medical equipment.  
There are probably about five or six more companies in the world  
who manufacture comparable and proper MRI scanners.  
The designers at Philips transpose themselves into the user’s 
environment of perception. In this case, the patient. Ambient 
lighting and careful design ensure that people feel at ease more 
quickly and that the treatment is experienced in a more positive 
light. Philips stays ahead of the competition because of its 
design philosophies; making a technologically perfect product 
even better. The art is to convince as many other companies as 
possible to integrate designers in their business processes,  
right off the bat.” 

What is holding them back? 
“It is difficult to assess exactly how much more attractive a 
product will become. Companies that do incorporate designers, 
book demonstrably more profit. The Netherlands has several 
large companies in the creative sector, such as Endemol,  
G-Star and various architects' offices, but the majority of the 
97,000 creative businesses are SMEs. In general, they don’t 
want to grow too much. Once your enterprise becomes too big, 
your creativity is hampered. These entrepreneurs prefer to join 
forces. By entering into innovation contracts between SMEs and 
professional associations, the companies obtain access to ideas 
for applications and scientific knowledge. This delivers great 
results, such as practise games for surgeons and antibacterial 
cuddle clothing for nursing staff.”

vvdChijs@gmail.com victor-van-der-Chijs @FEDCI Creative-council.nl
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choose your travelling companion
Networking is now even easier. With carrier airline KLM, you specify, on your own, which 

interesting personality your travelling companion will have during your flight. Via Meet and 

Seat you can select a chair next to someone who is on their way to the same conference 

as you, for example. Measure and Seat is available for all passengers who travel solo. Up 

until one hour prior to departure, you can add your LinkedIn profile, or Facebook profile, 

by way of ‘my travel’, or during the online check-in process. You then obtain access to the 

profile information of your fellow passengers. You will always be able to remove your profile 

information, in view of privacy requirements. KLM came up with the Meet and Seat idea 

through its own slogan: journeys of inspiration. The inspiration must not be included in the 

attractive campaigns alone. Travelling itself must also become more interesting. KLM is the 

first air carrier to integrate social media into the flight process in this way. The company has 

made a focal point of the transformation to a ‘social business’.  youtu.be/5XPx56uaQea

Green font
Digitising is on the increase. Even so, each employee still makes an average of  

11,000 copies per year. All the printer ink is hard on the budget and on the 

environment. Creative agency SPRANQ from Utrecht has come up with a ‘green font’: 

Ecofont. Ecofont’s secret lies in the blank perforations that are ‘shot into’ each letter. 

The perforations are so small that they cannot be perceived by our minds. The smart 

idea ensures ink savings up to 50 per cent, whilst the quality of the print is retained. 

The Ecofont makers are currently working on commercial and technical innovations. 

An application has since been developed to ensure that the green font is visible in its 

‘entirety’ on the screen, but is printed with the perforations. The free font has already 

been downloaded about a million times, and is currently being used in 35 countries.  

In June 2013, the product won the SME Innovation Awards in the Netherlands. The font 

design received international attention in the National Geographic magazine and in 

the Oprah Magazine.  www.ecofont.com/nl/nieuws/inoovatief-met-letters.html

You read an interview with a female singer in your favourite magazine, and are curious to know 

what she looks like. The technology of the Dutch company Layar makes it possible to listen to 

the music on the spot. By positioning your smartphone over the review, you will receive all sorts 

of information on the music and the band on your telephone. ‘Layar’ is a mobile browser based 

on augmented reality technology. By using the camera, compass, GPS and accelerometer, data is 

applied across an image in around a thousand ‘layers’. You simply have to point your smartphone 

towards a museum and you will receive information about the exhibition currently on display 

there. The paper publishing world uses Layar for a successful cross-over between print and 

digital media. Magazines have become ‘clickable’ for extra digital content, thanks to Layar 

technology. The free Layar app has been downloaded more than 30 million times. The World 

Economic Forum selected Layar as a Technology Pioneer for 2011. 

www.layar.com/wat-is-layar 

Bridge to extra digital content

Best Practices

landmark for cash
If you need money, you want to know where you can withdraw cash fast. It does not help if you 

must search for a grey ATM hidden amongst grey buildings. ING’s ATM is easy to spot. The striking 

orange font with a bent notch, a design by Rotterdam design agency Spark, in collaboration with 

retail designers Storeage, serves as a landmark for everyone in need of cash. The orange steel 

edges are fitted with low-energy LED lights. A smart dimmer automatically adjusts the light 

intensity during the course of the night. The striking orange ATM front is not only attractive, but 

also easy to install. All ATMs are not anchored to the wall in the same way. Spark invented an 

innovative spring mechanism with which the front can be accurately adjusted in all directions. 

Principal ING Bank had to replace about 2,000 Postbank ATMs in an incredibly short period of time, 

a few years ago. With the ease of installation of the new front, ING was able to save immensely on 

installation costs. www.sparkdesign.nl/project/inG-atm-bank-cash-machine-front
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Flying across the highway
Just imagine: you drive your car a short while and get stuck in bumper to bumper traffic. Well, simply 

fly a short distance through the air. Man has fantasised about is own personal flying machine since 

Jules Verne. The Personal Air and Land Vehicle (PAL-V) is the first aircraft with which you can simply 

drive out of your garage. The flying car, ‘gyrocoptor’ with three wheels and a rotor mast with an 

elevation mechanism, is a design by PAL-V Europe NV in collaboration with Spark. This Rotterdam 

design agency has developed innovative concepts, such as hybrid vehicles, for twenty years already. 

In conjunction with PAL-V, Spark developed the exterior, prepared visualisations thereof, and 

developed the rotor operating system. This system is the basis for the transition from driving to 

flying. The PAL-V took its first test flight in the spring of 2012. The gyrocoptor was the opening stunt 

at the SME Innovation Top 100 for 2013. The PAL-V has since gained international fame. Spark has 

even developed a business gift, in the form of a ‘limited edition’ LEGO PAL-V for children aged  

9-80 years. www.sparkdesign.nl/news/Palv-vliegt-over-de-weg

Bus shelter as a charging station
More and more buses operate on electricity. It is cleaner and more sustainable than driving 

on fuel. To ‘fill up’, electric buses still need to drive to a special charging point. The Dutch 

municipality of ’s-Hertogenbosch felt that this could be made easier. They asked design 

agencies to submit an idea for a bus shelter which could simultaneously serve as a charging 

station where buses could recharge on route. Studio Mango won the pitch with the ATC Solar 

Curve Bus Stop. The bus shelter has a roof covered in 15.5 square metres by solar panels. 

Electric coils facilitate the transfer of energy without contact, as with an electric toothbrush. 

What makes the Solar Curve unique is that these induction plates are located at the underside 

of the roof, close to the stationary bus. The bus can therefore be recharged in just two to three 

minutes. This is exactly the amount of time that passengers require to enter or exit the bus. 

Studio Mango designed the bus shelter’s housing. Principal E-moss is currently in the testing 

phase for the necessary electrical engineering.  www.studiomango.eu

Sustainable dance floor
Get hundreds of people to dance on a dance floor and an incredible amount of energy is 

released. Designer and artist Daan Roosegaarde developed a ‘sustainable dance floor’: 

the energy released by the dancing crowd is captured by way of spiral springs below 

the dance floor and converted to electricity. This electricity can be used for music and 

lighting. The modular system, which provides 25 Watt per module, was installed in Club 

Watt in Rotterdam in 2008. Roosegaarde’s creations operate on the cutting edge of 

technology, visual art, architecture and fashion. Many of his designs are interactive and 

respond to sound and movement. An example is his ‘intimacy dress’ made of interactive 

foils, becoming more transparent when the social situation calls for it, or his light objects 

that light up in the public area with the slightest touch, like ‘Techno Poetry’. Roosegaarde 

exhibited in the Tate Modern, the Victoria and Albert Museum and the National Museum in 

Tokyo. He has won many international awards in the area of design and innovation. 

www.studioroosegaarde.net/project/sustainable-dance-floor

Wind-powered minesweeper
Each year thousands of innocent citizens are killed by landmines. Cleaning up mines is a risky and 

expensive task. Luckily there is the Mine Kafon, a low-tech wind-powered minesweeper, which 

sweeps an area for mines on its lonesome, for less than 40 Euro. The spherical minesweeper 

resembles the fluff of an overblown dandelion, with bamboo sticks and plastic ‘feet’ sticking out 

of it. If the Mine Kafon hits a mine, it explodes, and the minesweeper’s damaged feet can easily be 

replaced. The ingenious design was Massoud Hassani’s final project before graduating from the 

Design Academy in Eindhoven in 2011. Hassani grew up in Afghanistan where, as a child, he played 

in deserts that were condoned by hazardous landmines. The Mine Kafon was financed by crowd 

funding, through the website Kickstarter.com. The financial contribution from an incredible 4,000 

supporters made it possible to equip the minesweeper with a metal detector and GPS. A website 

provides an indication of where one can walk safely. The Mine Kafon is also on display in the 

prestigious MOMA museum for modern art in New York. vimeo.com/51887079
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Michaël Bas from Ranj Serious Games has always remained an artist, even though he runs a 

serious company. Gamification, conversion of business processes into games, can make work 

more pleasant and more educative – whilst production and quality increase. More and more 

companies from across the world use serious games from the Netherlands. “That people only 

work for money is a serious misconception.”

The ancient method of learning

Into the Future

Source: RANJ.nl
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The ancient method of learning

Unlimited creative freedom. Michaël Bas knows what this feels 
like. When, after graduating from the Art Academy, Bas ran a 
media production company with his friends Marcus Vlaar and 
Hans Wessels in Rotterdam, they were able to do whatever 
they wanted. Using Amiga computers for use at home, they 
created animation films from 1989, for a kids’ programme on 
Dutch television. They were testing the limit for ambiguous 
jokes and absurd storylines, but it worked. For an entire  
Dutch generation, their low budget creation Purno de Purno  
is pure cult. 

Feeling for lost time
Bas learnt: “If you do something that you like, you don’t think 
of money. You lose all sense of time.” They want to convey 
that feeling to those who play their Serious Games. These 
are computer games that want to bring about a change in 
behaviour and improvement in communication between 
people. Ranj’s games help children to learn to write with a 
pen, they select talent for lawyer offices and make real sales 
employees out of struggling employees in the construction 
and home improvement market. The Healthcare Compliance 
Experience, a serious game combined with a workshop, 
confronts those who work in healthcare with dilemmas in the 
area of compliance. 
“Serious gaming is learning by doing. It is the oldest form of 
education’, says Bas. ‘Games challenge one to just above your 
level. This is rather addictive and people can play them for 
hours at a time.” 

continuous pioneering
They started at an early stage. Bas and Vlaar continued to 
pioneer after Purno’s success. They created the first CD ROM 
in the Netherlands and developed the first internet games. 
This led to the establishment of Ranj Serious Games in 1999. 
“Gamification, the conversion of changing operating processes 
into game form, has become a vogue word. The gurus in the 
profession predict that, in 2015, roughly 40 per cent of the 
1,000 top leading companies in the world will use games in 
their internal operations. In the start, however, we had to 
predict quite a lot. This did, however, lead to the relatively high 
acceptance level of our games. Certainly in the Netherlands.” 

Becoming engrossed in a game
Ranj has since developed more than four hundred games.  
The company is among the influential game creators across the 
globe. “Fun, getting players completely engrossed in the game, 
those are our points of departure”, says Bas. “Many people have 

lost something in their work. In the past, a blacksmith created 
a beautiful gate and delivered it to the client in person. Now 
people work in factories, and then only on a small component. 
They no longer see the final result and have no idea what the 
client looks like. In the form of a game, where everyone works 
together on the goal for the day, you bring the flow back into 
the task. Employees feel involved, because they can see their 
direct contribution to the result on the screen. That people 
would only work for money is a serious misconception.” Less 
obvious is also the application in healthcare. Bas sees great 
possibilities in that area. “Patients must continue to do more 
and more in the prevention and treatment of their illness. 
With a game you can practice the self-management segment 
on your own, and you can pick up a different lifestyle. We are 
currently in the process of developing games that could help 
people suffering from diabetes or psychosis.” 

Who is actually waiting for this? 
The Netherlands is ranked amongst the top 3 countries 
that produce serious games. Bas: “In the Netherlands we 
devise games for each situation. This is distinctive. I enjoy 
creating a game for kids suffering from ADHD just as much 
as I enjoy creating a super commercial game which involves 
the promotion of a brand experience. We don’t prepare a 
ready-made product which is delivered to the client. We do, 
after all, want to continue to experiment. Otherwise, it would 
not be fun for us either”, says Bas. His friend Marcus Vlaar 
is now called Chief Creative Officer at Ranj Serious Games. 
Michaël Bas is CEO. A serious company. Michaël Bas bursts 
out laughing. “We became business people against our wills. 
We always remained artists within. We do our best to refrain 
from becoming a company, because our first love lies in the 
creation. I did, however, start to think in terms of business 
models quite soon. Who is waiting for this and what will they 
pay for it?”

the netherlands is bold
The internet knows no boundaries. Ranj Serious Games has 
built international clientele and has become well-known in 
Japan, amongst others, for its games. Is there still something 
typically Dutch about the company, apart from its address in  
a former Rotterdam port area? “I certainly hope so”, says  
Bas. “I hope that the ‘Dutch’ stamp will strengthen our  
creative industry, in the same way that one immediately 
thinks positive thoughts when you hear the term ‘Italian 
design’ in a sentence. In our case, Dutch implies: boldness, 
uncompromising and original.”

bas@ranj.com Ranj-Serious-Games @RanjSeriousGame www.ranj.com 

Michaël Bas, CEO of Ranj Serious Games, Rotterdam
Ranj Serious Gaming is one of the leading companies in the area 
of serious games, innovative games that are used for management 
training, education, communication and for applications in 
healthcare.
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  Innovation

sustainable tulip chair

chemistry between art and business

Jeans from plant to client

The tulip is the symbol for tourism in the Netherlands.  
The colourful flower has a graceful shape and is therefore a 
source of inspiration for designer Marco Manders.  
He invented the Tulpi: a wind and weather-proof collapsible 
chair in the shape of a tulip. You flap down a petal to sit on. 
The seat surface automatically lifts up once you stand up. 
The seat therefore never gets wet and bird poop stands 
no chance.  The Tulpi won the semi-finals in the television 
programme ‘Het beste idee van Nederland (The best Dutch 
idea)’. It is a typical example of Dutch Design; production is 
entirely in Dutch hands. The unique design was chosen as 
a symbol for Holland Branding. The Tulpi therefore ‘flowers’ 
all over the world at Dutch embassies. www.tulpi.nl
 

What does a renowned museum and one of the largest multinationals in the 
world have in common? The Mauritshuis in The Hague and oil producer Shell 
work together as Partners in Science. It involves a contextual and innovative 
cross-over in the area of material-technical research of paintings. Shell and 
the Mauritshuis thus work together on the restoration of the fifteen wall and 
ceiling paintings by the Italian artist Pellegrini. Long-term joint research is being 
conducted on, amongst other things, the dating of the seventeenth century 
paintings by Jan Steen and his contemporaries. An important component of 
the collaboration consists of micro-analyses of paint samples by the Shell 
Technology Centre Amsterdam. www.mauritshuis.nl

Jeans are the clothing item worn most across the globe. Amsterdam 
now has the first programme in the world in which you can learn all 
there is to know about the design, creation and sales of jeans. The 
Jean School is a unique 3-year vocational programme, an initiative 
by jeans expert James Veenhoff (Amsterdam Fashion Week) and 
ROC Amsterdam. The practical programme, offered partly in English, 
teaches young people everything about jeans, from the plant to 
the client. Many technical skills are involved in making jeans. The 
programme fits in with the Dutch government’s pursuit of paying 
more attention to technique in education. Major brands such as 
Levis and Tommy Hilfiger provide guest lectures, assignments and 
internships to the school. www.jeanschool.com

Source:ROCVA

Source : Mauritshuis
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Fashion as a scientific research object

top of the cultural tourist’s mind

ArtEZ is the name of the Institute of the Arts in Arnhem. The vocational art 
programme has a renowned fashion department with lectureship under José 
Theunissen. ArtEZ Institute of the Arts considers fashion one of the most 
important cultural phenomena in our visual culture. Delving beneath the 
superficiality of changing fashion trends we try to find the deeper layers of 
meaning related to changing social needs or fresh insights and concepts.  
ArtEZ Institute of the Arts stimulates and develops fashion theory and research 
by developing research projects, theoretical publications on fashion and a new 
theoretical curriculum for fashion education. www.modelectoraat.nl

Those who enjoy high-quality culture want to know what is at play  
in the top museums all over the world. Arts Holland brings the high-
end art and culture selection in the west of the Netherlands to the 
top of the cultural tourist’s mind, in a structural manner. One of the 
most innovative components is the Arts Holland Open Data Platform 
on which the entire Dutch cultural agenda can be found. By way of 
the ‘Surprise Me’ platform component, the app refers tourists to 
cultural treasures situated close by. By way of ‘Arts Tonight’, tourists 
and cultural agencies come into contact for last-minute deals.  
Arts Holland is a collaboration between provinces, cities like 
Amsterdam and The Hague, and private parities like KLM Royal  
Dutch Airlines. www.artsholland.com

a bicycle tunnel through the rijksmuseum

The Rijksmuseum in Amsterdam is one of the most important museums 
for the art of painting, in the world. It houses De Nachtwacht by 
Rembrandt, amongst others. At the start of 2003, a large part of the 
museum closed for renovations that would last nearly ten years.  
The architectonic design of Antonio Cruz and Antonio Ortez provided  
for closure of the bicycle tunnel that went right through the museum.  
This would provide a spatial entrance. The design for renovations was  
not allowed, because of protests by the Dutch Cycling Embassy 
(Nederlandse fietsersbond). How did the architects solve this problem? 
This and other logistic, infrastructural and cultural challenges can be 
viewed in the four-part documentary, ‘Het Nieuwe Rijksmuseum’ by 
producer Oeke Hoogendijk. www.rijksmuseum.nl/en 

Source: Rijksmuseum

Photo: Hans Vroege

Source : Arts Holland
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Global Issues

Plumbing in slums
How do you ensure that hygiene conditions improve in slums? The Reinvent the Toilet Challenge is a 

challenge of the Bill & Melinda Gates Foundation. Around ten research projects across the world are 

in search of innovative, safe and sustainable solutions for the processing of human waste. The Delft 

University of Technology participates with a multidisciplinary team. An important role is stowed 

away for the Faculty of Industrial Design. A designer knows the way outside the box and gets into the 

mind of the user. 

Source: TU Delft
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University lecturer Jan Carel Diehl (43) works at the Faculty 
of Industrial Design at TU Delft. He develops projects on the cutting 
edge of sustainability and design in emerging countries. 

j.c.diehl@tudelft.nl

Across the globe, millions of people live in slums. 
The hygiene conditions in these areas are atrocious. There is 
no money or space for a decent toilet arrangement. People 
relieve themselves on the street or in an open sewer, with 
all the resulting consequences and illnesses. Jan Carel Diehl 
knows everything about water, sanitation, energy and health. 
He will soon be leaving for the slums in Ahmadabad in India 
once again, where he and his team will work on Reinvent the 
Toilet. “I do a great deal of work in slums. I always go and 
walk around in the area for an hour or so to come up with 
new ideas. You cannot design solutions for that area from 
the comfort of your current location.” ‘Current location’ being 
the Netherlands, where the Process and Energy Technology 
Department of the Faculty of Mechanical, Maritime and 
Materials Engineering, and the Faculty of Industrial Design 
at TU Delft, work on this project. Very little water is available 
in slums. Sewage systems like those in the West are not 
possible. How do you make a toilet system that functions 
without drainage? Which technology is needed for this 
purpose? What do you do with the excrement? How is it 
transported? And how do you get people in slums to pay for 
a toilet, rather than just defecating next to their hut, simply 
because it is easier and cheaper? “This is where the industrial 
designer works his magic”, explains Diehl. ‘He is the one  
who connects the dots between all these questions.  
The major question with innovation is always: Will you change 
the number or people or the actual technology?’ This is true, 
because you can certainly come up with something, but in 
the end, it is the people in the slums who have to deal with it. 
‘The Industrial Designer figures out how a high-tech solution 
can be made accessible in a low-tech environment.’

On-site waste water purification 
The approach by TU Delft has a technological and design 
component. The largest part of the technology is in the 
establishment of a ‘mini-factory’. Human waste is converted 
to energy, useful raw materials and a relatively low waste 
burden. Excrement is dried first and divided into small parts. 
In the second phase, the excrement pellets are converted 
to syngas and ash powder through a plasma gasification 
process. In the third phase, the syngas is cleaned and 
converted to electricity in a fuel cell. This electricity is used, 
in part, to operate the mini-plant. Diehl: “Most research and 
development goes into plasma gasification. It is a technology 
which is already in place on a larger scale for agriculture 
and domestic waste. What is unique in our approach is that 
we want to develop a separate technology for small areas, 

and that there is an energy surplus which can be used in the 
slums.” Other technical challenges must be overcome before 
we can get to this point. A slum produces an enormous 
amount of excrement. How does this reach the mini-factory? 
Diehl: “You have excrement, urine and rinsing water. Water 
is very scarce. Useful raw materials are trapped in urine. 
Excrement is a health risk. Do you really want to transport all 
that? No. So, you must separate the substances.” But how? 
In the most emerging countries people use French toilets. 
Excrement drops to the bottom right away. A bucket of  
water is used for rinsing. “We ensure that rinsing water 
follows a different route than the excrement and urine.  
We develop on-site waste water purification; the water stays 
there where people relieve themselves. Only excrement and 
urine are transported.”

Branding
How far is someone prepared to walk simply to relieve 
themselves? Diehl: “You cannot build a toilet in the actual 
houses because they are too small. Hundred metres seems 
like an acceptable distance for a shared toilet. Whether 
people actually use this facility depends on economic and 
cultural factors. How clean is the toilet? Is it safe for women? 
Is it affordable?” De industrial designer gives some though to 
utilisation by specific target groups. Delft therefore designs 
a French toilet which is suitable for children in the first phase 
of Reinvent the Toilet. One of the designers is currently 
focusing on gender issues, such as the specific needs of 
women. “You must think in a multidisciplinary manner”, 
says Diehl. ‘Designer Miguel Melgarejo is occupied with the 
strategic side: business and branding. Gerwin Jansen with 
product design: the separation of excrement and urine and 
the distribution. Anne Jansen with user interaction: women, 
children, safety. The designers develop a product service 
system design – a product service combination – which 
makes the system profitable and acceptable for the local 
context.’ Reinvent the Toilet is not a competition with just 
one winner. Diehl emphasises: “there is no generic solution 
for the entire world”. The Bill & Melinda Gates Foundation 
stimulates collaboration between the project groups. 
The technology must also be commercially applicable. 
“Partnerships with names like Unilever and Proctor&Gamble 
are established for this purpose. They know everything with 
regard to branding, for example”, says Diehl. “You must 
not tell people what to do, but you must make the product 
appealing. The toilet must be a familiar place where one can 
go, just like McDonalds.”

www.io.tudelft.nl/reinventthetoilet

Photo: Job Jansweijer
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Around the World

Germans adopt dutch design    

It is only at the end of the 1920s that car producers realised the importance of the car’s shape. A well designed car may bring strong emotions 
of desire and fulfilment. Dutchman Adrian van Hooydonk understands this. He is Director of the Design Department for the BMW group, and 
is responsible for the BMW 6 series, amongst others. Van Hooydonk introduced the sculptured design idea. This brought along several future 
solutions, such as a flat, almost symbolic front grille, long hood and aggressive but short rear. Van Hooydonk’s design policy emphasised 
quality. He also wanted repeated design features in different models. The result: all BMW cars belong to the same family again. www.bmw.com

Source: BMW Group MediaPool
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how to prevent illusions of grandeur in metropolitan areas

Almost 20 million residents live in the Indian capital city of Delhi. In the coming decades this number will perhaps double, whilst the 
urban infrastructure is already flawed in all areas. What to do? Indian and Dutch partners work together. They combine knowledge and 
experience in the area of spatial planning, urbanisation, mobility and water management. From the Dutch creative industry, VenhoevenCS 
architecture+urbanism and the former Government Advisor on Infrastructure take their expertise to India. “Energy efficiency in construction 
and smart mobility can save a great deal of energy”, says Ton Venhoeven. venhoevencs.nl/projects/delhi-2050

the best dJ in the world

A man driven by an unbridled and relentless passion for music. A born perfectionist, striving to stay on top of the scene he’s helped to grow. 
The flag-bearer of the trance movement, one of the biggest scenes in electronic dance music worldwide. Van Buuren is a down-to-earth type 
of guy, living an extraordinary life. Armin van Buuren is always on the move, playing in a high-end club in New York one day, at a festival in 
Helsinki the next day. For more than fifteen years, this Dutchman has been living to the rhythm of his own, international success. He reached 
number one on the critically acclaimed DJ Mag’s Top 100 poll five times!  www.arminvanbuuren.com 

Photo: Doug Van Sant Photography

Source: Google Maps
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Why is the rijksmuseum’s collection, in particular,  
so interesting to you as a designer?
rh: “At Studio Droog we are always focused on reinventing 
luxury. As a designer I try to add to the cultural heritage of 
a country. The Rijksmuseum’s collection is a rich source of 
inspiration for this type of art, because the collection ranges 
from the Middle Ages to the 21st century. It is also wonderful 
that the copyright on most pieces is no longer an issue seventy 
years after the death of an artist. This is handy but also 
inspiring, because copyright blocks inspiration. Furthermore, 
the manner in which Rijksstudio makes the pieces available 
is also interesting to us. You can zoom in extensively and are 
therefore triggered to study the pieces in detail. I submerge 
myself in the piece entirely and experience it with every fibre  
of my being.”

Was that also your intention?
PG: “Absolutely. The Rijksmuseum belongs to us all, and the 
same therefore applies to our art. We like to see Rijksstudio 
users develop some sort of relationship with our pieces.  

The Rijksmuseum has 1.1 million works of art, and only  
8,000 thereof can be displayed to the public at one time.  
The remainder is accessible, but one must really go to the study 
hall for this. Some pieces, such as specific pictures, can no longer 
tolerate light, and are therefore kept concealed. By placing all 
these pieces online, everyone can enjoy them. We purposefully 
opted for full screen and a high resolution. The core of the 
concept is ‘up-close’. Through our utilisation of responsive design, 
the online visitor feels like they can actually touch the pieces.”

Won't this work against you?
PG: “Not at all, the opposite is actually true: one does, in fact, 
want to see the piece in person once you’ve established an 
online relationship with it. The combination of physical and 
digital is actually strong. In e-commerce you also see that 
webshops open physical shops more often. We say that a work 
of art has an aura, based on the theory by Walter Benjamin. 
We also think that it has a virtual aura, which contributes to 
the overall aura. Het Melkmeisje (The Milkmaid) by Vermeer, 
for example; all the manipulations actually contribute to her 

‘The Dutch are famous     for integral approach’

Design company Droog creates cutting edge products, projects and events around the world. 
Since the early nineties Droog has been pioneering new directions for design. Infamous 
classics, like ‘A chest of drawers’ and ‘85 lamps’, redefined notions of luxury and design, and 
have impacted design internationally. Today, Droog continues to develop new concepts and 
scenarios. Beauty and experience with minimal means, always with a twist. Not so much ‘less 
is more’, as ‘less and more’.

“Copyright blocks 
inspiration” 

studio.droog.com/studio  rachel@droog.com

@rachel_harding

Rachel Harding, designer at Studio Droog.

A Win-Win situation
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strong aura. If one can do something with works of art – such 
as choosing, selecting and processing in Rijksstudio – the aura 
becomes even stronger. We live in an image culture; everyone 
processes images. Rijksstudio is glad to provide a stimulus for 
this. Everyone is an artist.”

What has droog done with the material?
rh: “They asked us, as ambassadors, to think of examples  
of what one could do with the images, during the launch  
phase. I designed a still life flower tattoo. The flowers can be 
worn in your own composition on the / your skin. I still ask 
myself how I can make pieces from then important in present-
day situations. It lends real context to our work, as well as 
richness in cultural weight. The art itself has also become 
easier to digest.”
PG: “It is spectacular how the immemorial piece is combined 
with the trashy give away character of a tattoo. We like to  
give these away at our stand at conferences, and at night at  
the parties I always see that the guests have already applied  
the tattoos.”

Droog and Rijksstudio were therefore off to  
de salone del mobile…'
rh: “Yes, it was a major success. Together with designers 
from De JongeKalff we made a rubber tablecloth with antique 
embroidered patterns, we stacked antique plates and pulled 
the colours apart in four stacked plates, we printed 3D metal 
cutlery which you no longer see in daily life, such as a salt 
spoon. We featured a cheerful centrepiece: a magnetic entirety 
of miniatures from the collection. During the meal you could 
rearrange the piece according to your own taste or mood. When 
I studied the antique glass collection I noticed their beautiful 
silhouette. I took the silhouette and made the glasses matte 
black, to demonstrate the concept of blind wine tasting.”
PG: “Droog has truly become one of our ambassadors. They 
demonstrate so beautifully what can be done with the pieces. 
We see that we are truly a trendsetter with this manner of 
working. More and more museums follow suit, such as the  
Getty Museum, for example. We don’t view the release of our  
art as a legal manoeuvre, but as a new mentality. Open instead 
of highbrow.” 

‘The Dutch are famous     for integral approach’With Rijksstudio, the Rijksmuseum in Amsterdam launched a première in the museum 

world. A large part of the Rijksmuseum collection is available to all, free of charge.  

Nearly 150,000 well-known, unexpected and surprising images. Studio Droog used these  

at the Salone Del Mobile exhibition in Milan. ‘It inspires us immensely.’

www.rijksmuseum.nl/en/rijksstudio   P.Gorgels@rijksmuseum.nl

@pgorgels

Peter Gorgels, Internet Manager at Rijksstudio.

On 30 October 2012, Rijksmuseum launched Rijksstudio. The number of visitors to the website
doubled immediately. The time that people spent on the website also increased tremendously.
People can download images and use these to make something new, and can be curator of the 
individually compiled collections. Rijksstudio already won many prizes, including 3 awards at 
the Museums and the Web conference in Portland in the US, and a golden Spin Award for the 
best website of the Netherlands. 
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doing business with the dutch
The portal to doing business with the Netherlands.

Here you can find information about Holland, 

markets, rules and regulations. The information 

centre will help to match you up with interesting 

Dutch partners.

www.hollandtrade.com/business-information

dutch diplomatic missions and Business 
Support Offices
Provide you with useful business leads and 

contacts through their international network. 

Staff will assist you with your trade requests and 

introduce you to the various trade programmes.

www.minbuza.nl/en/services/
tradeinformation/ trade-information.html

network of agricultural advisors
Agricultural advisers act as liaison during 

international collaboration with Dutch top sectors.

They are posted at embassies and consulates.

network of innovation attachés
Innovation Attachés act as liaison officers during 

international collaboration with Dutch top sectors.

They are posted at embassies and consulates.

www.agentschapnl.nl/en/nost

netherlands Foreign investment agency
The NFIA is the first port of call for foreign 

companies wanting to set up business in the 

Netherlands and take advantage of the Dutch 

business environment as a strategic base for doing 

business in Europe. www.nfia.nl 

dutch top sectors
These are the sectors in which the Netherlands

excels globally and which receive high government

priority. They are as follows: Creative Industry,  

Agri-food sector, Horticulture and starting 

materials, Water, High Tech, Energy, Logistics, 

Creative Industry, Life Sciences and Chemicals.

www.government.nl/issues/entrepreneurship
and innovation/investing-in-top-sectors

dutch creative council
The Dutch Creative Council is an independant 

strategic council representing the Dutch creative 

industry. The Council’s aim is to boost the creative 

industry as topsector for economic growth with 

national and international allure. 

www.creative-council.nl 

clicKnl
CLICKNL is the creative industries knowledge 

and innovation network, connecting inquisitive 

researchers to enterprising creative people. 

Together they work on sustainable solutions to 

societal and economic challenges.

www.clicknl.nl/?lang=en

Contact

Photo: Toolkit AGNL/ Marcel Wanders studio


