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Towards more focus in 2016

Records tumble at Anuga
trade fair

In terms of results, 2015 was a year that can not be summed up in

During the Anuga trade fair Zwanenberg brought a number of innovative
new products under the attention of
a vast number of international visitors. The focus was on products of
Purple Bee Hive, Malton Foods and
Huls.
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Rob Russo our new man
in the USA
Robert (Rob) Russo is the new man of
Zwanenberg Food Group in the United States. He succeeds Frank Schmitt,
who, after having worked for Zwanenberg for decades, will enjoy a welldeserved retirement. Rob tells us about
his background and expectations.
4

Sjoerd’s Export Travels
As Zwanenberg’s Export Director,
Sjoerd van der Laan has to travel a
lot, sometimes to exotic places. Going
through different time zones is demanding and tiresome, but it is essential
that we have face to face contact with
our business agents regularly.
6

Export back to its full
strength
Earlier we compared Export and the
game Risk, which is about conquering
new countries. At Zwanenberg Export,
a small ‘army’ of five new conquerors
was hired recently.
8-9

Dutch media love our
veggie burger
The introduction of our vegetable burger has led to massive free publicity.
It all began with an article in a Dutch
national newspaper. Consequently
Sales Manager Tjeerd van der Laan
went from one radio or TV interview
to the next.
12

Ronald Lotgerink (l.) and Aldo van der Laan

Ambient
The volumes of our exported canned meat were under pressure due to the serious
political turmoil in Syria and Lebanon. Occasionally, there was not enough money
in several African countries to purchase our products as a result of the low oil
price. Due to the very strong brand position of ZWAN however, we will, in due
course, benefit fully as soon as these markets improve.
The Australian market is developing well. Our production companies in the Netherlands, England and the United States export their products to Australia. We have
high expectations of Pulled Pork and Chunky Chicken. Finally, several promising
new growth markets, including Latin America, were identified.
Continued on page 2
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Focus in 2016
Continued from page 1

United Kingdom
Our companies in the UK saw their sales
volumes increase, with Puredrive installing a new snack line and Rea Valley seeing increasing demand for their British
corned beef.
The team have also been concentrating
on developing our new UK company
Malton Foods based in North Yorkshire.
This has involved closing down the loss
making canning operation and focusing
its efforts on the production of ambient
meals in trays and pouches. The “Westlers” branded canned and pouched hotdogs along with canned burgers have
been switched into our factories in the
Netherlands where we can make use of
the technology to improve the quality
and cost of the products.

United States
Good news also from the United States.
Lower raw material prices contributed
to improved results. Our factory in Nashville recently won a major Government
tender, with beneficial effects for both
volume and margin. We have also developed a co-pack relationship that has
helped our volume and margin out of
the Cincinnati facility that has contributed nicely to our results.
Ten years after the construction of our
factory in Cincinnati we are making a
better product at lower cost. Our American colleague Frank Schmitt has helped his successor Rob Russo in making
a flying start. We owe a lot to Frank for
the past 25 years, and wish Rob success in the further development of our
American activities!

In addition to slicing volumes, snack
volumes also rose strongly. Our factory
in Zoetermeer was prepared to produce
a new product group this year.
The downside of this strong growth was
that they were accompanied by operational losses and margin loss. Therefore
2016 will be marked by consolidation
and rationalization.

Huls (dry sausages)
Huls may be a relatively small Business
Unit, but it is one that boasts attractive
margins. Huls created more demand
from Germany, where it positions itself
as a typically Dutch company in a
funny advertising campaign. Naturally,
our very own ‘sausage masters’ René,
Henk and Arjan play the lead role in the
campaign!

Purple Bee Hive
(vegetable burger)
One of our latest innovations is Purple
Bee Hive, a young network company
that produces and markets our new
vegetable burger. Not only consumers
enjoy the Bé burger. The media also
love the fact that a meat processing
company has taken this initiative. They
published widely about this delicious
and colorful new product.

The halal products marketed by ANUR
have modest margins, but the company
achieved a solid volume growth. Anur
signed the popular local artist Sevval
Kayhan: a good move to grow even
more name recognition and sympathy
with Anur’s fans.

Prospects 2016

Our ‘Fresh’ activities saw a huge volume
growth in the past year. That was
mainly a result of the strong demand
from Dutch retailer Jumbo Supermarkets, which now has become our largest
customer. To enable this growth, we
have invested considerably in our factory in Aalsmeer, the Netherlands. In
addition to new cutting lines a complete
logistics centre was set up to enable
order picking on a shop level.

2016 will bring us two major challenges.
First, we must make our factories more
efficient and more focused. In some
segments, we see growth; in other segments there is volume decline. Some factories are too small and need to expand.
Other companies have overcapacity.
We focus on market segments in which
growth and margin can be realized.
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We try to produce a series of products on
one specialized site as much as possible.

Record number of Anuga visitors witnesses Zwanenberg innovations
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If there is one word that applies to 2016,
is must be FOCUS. Focus does not only
apply to our product range, but also on
our production locations, on working
more efficiently and focusing on promising markets. Through more focus
we will be a simpler and more profitable
group of companies.

Aldo van der Laan &
Ronald Lotgerink
If you make one more comment
about those curtains, you’re fired!

Anur Halal Food

Fresh

2

The second challenge is: how do we get
good people, but also: do we already
have the right person in the right place?
In this task, our program 'return on
labour’ (RoA in Dutch) plays an important role. ROA is on the one hand aimed
at improving HR processes (assessment
interviews, personal development) and,
on the other hand, on the efficiency of
work processes.

I like it that you buy fur pigs.
That deserves a hug!

Good fun, a Zwanenberg weekend.
You can still go to work!

During the Anuga international trade
fair, which took place in Cologne
last October, Zwanenberg brought a
number of innovative new products
under the attention of a vast number
of international visitors. The focus
was on products of Purple Bee Hive,
Malton Foods and Huls. Of course the
evergreens were also promoted in a
wonderful open booth.
The heart of the booth was formed by
Zwanenbergs masterful chef Johan and
a huge display with the word "Innovations" on it. This attracted a lot of
attention and many people stopped
to watch our novelties. At that time,

they were treated to a freshly baked
Mini Bee Hive and our Account Managers seized the opportunity to get in
touch with them. This worked well and
a large number of leads were established. Although it is long term work and
a tight follow-up is necessary, already
a number of leads have been converted to customers.
Mixed bag
To stand out among no less than 7,000
exhibitors from 108 countries and
160,000 visitors from 192 countries,
the booth had to be something special.
And it was! It looked great and was
well organized. Equipped with two

TVs, images of our various factories
were shown, as well as TV commercials involving our brands.
In addition to new customers there
were many visits from people who
have been Zwanenberg customers
for decades. The interests vary from
ZWAN to private label frankfurters.
The common denominator is usually
a personal connection they have with
our company. On two evenings several
export colleagues had dinner with
these customers in Cologne. It was
an attractive ‘mixed bag’ with people
from Hong Kong, Greece, Malta and
Lebanon.
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Zwanenberg USA

Rob Russo, our (new) man in the USA
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organization. Their direction is for us to aggressively pursue
growth with well thought out strategy and calculated risk.
That is all anyone can ask for!
What are your priorities for Zwanenberg USA?
My priorities are to continue to improve upon the financial
performance of Zwanenberg USA both short term and long.
We plan to strengthen and grow our existing base business
by leveraging and improving upon our core competencies in
lunch meat and ham as well as further capitalize and build
upon our hot lunch and dinner platforms such as Chili, Stew
and other Hot Entre meal occasions.
The Vietti brands have been quietly outperforming our competition in sales growth over the past 52 weeks while our
distribution has remained relatively unchanged for years.
Our goal will be to capitalize on this success and build out
our distribution footprint into new markets, providing an
opportunity to bring in additional Zwanenberg items that are
currently not carried in those accounts.
In a parallel fashion, we intend to meet the needs of today's and
tomorrow's consumer for wholesome, natural, convenient and
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flavorful foods, through acquisition of new production technologies and processes such as is being done in Europe through
the Purple Bee Hive initiative. We will also focus on building a
marketing platform that supports and clearly communicates
our brands positions in the day parts we participate in.
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Finally, Frank deserves a great deal of respect and a proper
farewell after decades of loyal and hard work.
He certainly does. It will require a team effort to replace Franks
knowledge of our products, the export opportunities and logistics in servicing our business in the US and overseas. His
relationships and experience have been a central driver to the
results experienced today in our canned lunchmeat business
and will be greatly missed in the organization going forward.
As he prepares for retirement, he has been very helpful in
turning over the business smoothly and we are now meeting
key customers to transition those relationships over to the new
structure. It is hard to replace 25 years of import/export experience but with his help we will be able to make the smooth
transition and continue the company’s growth in the future.

English Hamburgers in Sauce on their way to the Dutch town of Raalte!
Rob Russo

Robert (Rob) Russo is the new man of Zwanenberg Food Group in the United States. He succeeds Frank
Schmitt, who, after having worked for Zwanenberg for decades, will enjoy a well-deserved retirement.
Welcome to Zwanenberg, Rob!
What can you tell us about your background?
Thank you! I was born in New Jersey and moved to Boulder,
Colorado when I was six years old.
What can you tell us about your education?
I attended the University of Colorado and received my
Bachelor of Science degree in Business/Marketing in 1985.
I later attended Rockhurst University and received my MBA
while working for Farmland Foods which eventually became
part of Smithfield Foods.
Who were your previous employers (preferably including years)?
I began working for Hormel Foods in sales in January of 1986
after graduation in December and moved around the U.S.
in various roles in Sales, Sales Management and Marketing.
After 9 moves in 14 years I decided to settle down for a
while and took a position with Farmland Foods as National
Sales Manager for their Carando Deli Division. I worked for
Farmland for 16 years from 1999 to July of 2015 and held 5
positions including VP of Retail Sales for 7 years.

4
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How do you experience and how would you describe Zwanenberg’s corporate culture?
I have not been exposed to a great deal of the organization as
a whole in my 6 weeks with the company but my experience
to this point is there is a great deal of excitement around
continuing to build the organization for the future, taking
advantage of our size and flexibility to meet the needs of
today’s consumers with our attention toward the consumers
of tomorrow. It is great to see a company based in canned
meat competencies penetrate microwaveable meals, hors
d’oeuvres and even vegetable burgers! The company is entrepreneurial in its approach and seems willing and able to take
on opportunities that can grow our brands for the future.

Not long after the takeover of Malton Foods, it was decided
that the Brits should fully specialize in readymade meals.
This specialization meant that earlier this year, production
of the Westlers catering frankfurters, which are popular in
the UK, was transferred to our sites in the Dutch towns of
Borculo and Raalte. A few months ago, a substantial production volume of hamburgers in sauce was also added at
our Lupack factory in Raalte, which needed a little time to
get used to this change. 'In itself, hamburgers are not an
unknown phenomenon at the factory. However, for years
now we have been packing them in twos in aluminium foil,
not in cans. It's a completely new thing for us for sauce or
gravy to be added to burgers', says Plant Manager Ferdi
Mik.

Substantial increase in production volumes
'We started producing them in May and stuck completely to the existing English formula. We are talking about
425-gramme cans for the consumer that are marketed under
the Westlers name. We use the same process to make the
hamburgers that we use for the Dutch market, namely that
the mixture for the hamburgers is first shaped and then
steeped in hot water so that it holds its shape. Next, the
hamburgers are stacked by hand in a can, 4 to a can. Measured doses of sauce, which also contains onion pieces,
are then poured over the canned hamburgers. After sealing
and sterilization, the cans travel to the packing department.
Initially, the filling-up process in particular was a little problematical but in recent weeks we have really optimized it.'

How are your experiences with the Management Board and
the family Van der Laan (so far)?
My experience is that we have a board that is supportive,
respectful and willing to allow the divisions to do what is
needed to succeed and grow. The management and family I
have met are down-to-earth and feel like my family. Truthfully,
it is my interaction with them that attracted me most to the

The Swan 21 - January 2016

5

Exports

Anur

Nowhere in the world is 'safe' from our ZWAN brand!

X Factor candidate will attract
attention for Anur
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At the end of the European summer, many Dutch colleagues returned from the Netherlands’ favourite
holiday destination: France. Only a few of us are fortunate enough to be able to visit the considerably
more exotic 'little pieces of France' in the world, such as Tahiti and New Caledonia.
the sub-brand. In fact, it was the first
larger-scale collaboration between the
three parties of Zwanenberg Netherlands, the UK and Australia.

Sjoerd (r.) discusses business over dinner with our agent Mr Changues (Coutimex)

Export Director Sjoerd van der Laan
recently became one of them, even
though there was no question of his sitting in a deckchair with a cocktail in his
hand - for him, it was an office chair and
business dinners. Australia was visited
too, with large-scale launches there for
seven new meal lines.

too! From Wednesday to Monday morning (the 22nd) I did some great business. To start with, a business review
with our sales office was on the agenda.’
‘In Sydney, I met with supermarket
chain Woolworths to go through the
final details of the launch of seven new
microwave meals that can do without

'It's tough travelling by plane for more than 50
hours and crossing a dateline - but I enjoyed it!'
'In June I departed for Melbourne, where
I landed a day later. It's a set ritual with
me - as soon as we take off, I set my
watch to my destination's time zone, so
as to immediately attune myself to my
destination's time rhythms and dining
rhythms. It's not just tiredness that can
affect you - your dining routine does

6
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refrigeration for long periods of time.
These are manufactured in the UK by
our subsidiary Malton Foods and are
packaged in a bowl. There are two Mexican, three Italian, one Indian and one
Asian meal line. The product range is
sold under the name 'On the Go', with
our set brand Plumrose being used as

Pulled pork and pulled chicken
'We have already received the first
repeat order. By the way, Woolworths
recently asked us to develop a number
of healthy products that would use the
same packaging. Apart from the above
development, we are also working hard
on two new product lines, namely pulled pork and pulled chicken. These are
substantially cooked and marinated
pork and chicken products that you can
'pull apart', so to speak. These products
are being developed at our site in the
Dutch city of Almelo and should be
ready by the end of spring 2016. Finally,
last year we launched our Spiced Ham
product at Woolworths, which product
is now rolling off the production lines
in Cincinnati (USA) again.’
‘The other major supermarket chain,
Coles, recently started giving our product shelf space too, with it already becoming the best-selling item in that product
range. I took a three-hour flight to Nouméa, the capital city of the New Caledonia
archipelago. Just like Tahiti, this is ZWAN
territory, and is located east of Australia,
west of Fiji and north of New Zealand. I
visited our agency there, which recently
acquired a new owner.'
'In the neighbourhood'
'Unfortunately we have had a number of
veterinary problems in New Caledonia
this year that have meant that we have

been unable to export any product.
However, I am pleased to report that
after a visit to the local authorities, and
(after my return) thanks to the efforts of
the Export Documentation department,
we have been given permission to start
making shipments again! Thursday morning saw me on a plane to Tahiti, where
I arrived in the capital city Papeete the
previous evening! Yes, you heard right:
I arrived earlier than I left because I
crossed a dateline there. It was a strange
sensation and in the event proved to be
the greatest time difference during the
entire trip, namely 12 hours!’
‘Tahiti is part of French Polynesia, an
archipelago of 118 islands that is located
between Australia and South America
that is 8 hours by plane from Australia
and 9 hours by plane from Los Angeles. My flight of 'just' six hours from
Caledonia accordingly meant that I was
already 'in the neighbourhood', so to
speak. What's more, it had already been
a long time since someone from Zwanenberg had been there, and I was able
to hand over a present to our agency
there, which we have been doing business with for 60 years now!'
'We are doing well in this territory, as
we supply twelve containers a year for a
population of just 170,000. It is definitely
a 'Bounty island', i.e. a tropical paradise,
whose most important source of income
is tourism. This means that a significant
proportion of our products will disappear into non-native stomachs. I left
on the Friday, and one day later found
myself back on Dutch soil. Back at Twentepoort I have a full inbox again, and we
are fully staffed too, because we recently
hired several new export assistants. And
as a Swan editor you know what to with
new staff, don't you?'
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Singer-songwriter Sevval Kayhan on a selfie with Anur
Just like plants, a brand needs water.
The Anur brand has a name recognition of 67% among its target group
and is therefore pretty well-known.
We believe, however, that it is time to
communicate our brand values better. Who is Anur exactly?
Anur was established in 1992 by a Turkish gentleman who - not bothered by
high education or extensive experience
- flawlessly felt what the needs of a large
group of European Turks were. He not
only made halal versions of popular products, but also managed to create an
attractive atmosphere around the brand.
He also found his way to Turkish mass
media in Europe early, thus giving the
brand wings early on. If we look back,
there appear to be a lot of nice TV commercials in which families play a central
role. Every now and then well-known
Turks were asked to play a leading role.
Why would a Western-European management board change this?
Anur's core values
Further research showed that the following brand values characterize us:
family, fun, trust, halal and quality. It
all seems so easy but come up with a
nice commercial that appeals to Turkish
sentiment. Our marketers Ali, Emel and
Dilek feel precisely what should and
should not be done.

Ali Ucar came up with the brilliant idea to
contract Sevval Kayhan.This 22 year-old
Arnhem (the Netherlands) based singersongwriter of Turkish descent scored
high ranks in the 2013 edition of the X
Factor TV show. She nailed it with her
song 'Hello' in which she communicates
to be open to everything and everyone.
She sings from a certain idealism and
knows how to bring out the best in people. Her disarming personality perfectly
fits in with Anur’s the core values. She
is sweet, positive, loves children and is
full of goodness. She is a kind of perfect
family centerpoint and therefore fits well
with Anur.
Three Tv commercials
In 2016 Anur will start a campaign in
which she plays the main part, playing
guitar and singing. There will be three
Tv commercials with summer, winter and
children's birthdays as themes. Furthermore, Sevval will modernize the old Anur
jingle and compose a special Anur song.
Her image will also be used at all kinds
of actions. Sevval is currently very popular with Turkish people in the Netherlands, Germany and Belgium. Children
are crazy about her. Moreover, at the
request of Sevval the required fees have
been transferred to a charity chosen by
herself. I say: Hello!
René Hochstenbach
Managing Director Anur Foods BV
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Introducing

Export department back to its full strength
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about working together and people
making the difference.
Gert-Jan: I come from a butchers family;
my grandfather and father were true
craftsmen in their field. That is where
I got my training as a skilled butcher.
I ran the butchery for six years before
I switched to retail and worked for a
supermarket chain for ten years.

Joey Vegter

Gert-Jan Eghuizen

Date of birth: 04 June 1983
Birthplace: Harbel, Liberia
Residence: Heerenveen,
the Netherlands
Private situation: married, two sons
Hobbies: golf, water sports,
travelling

Date of birth: 14 Feb 1969
Residence: Wezep, the Netherlands
Private situation: married,
two children
Hobbies: family, running, cycling,
mountain biking

Bas Weustenenk

Date of birth: 28 Feb 1992
Birthplace: Doetinchem,
the Netherlands
Residence: Hengelo,
the Netherlands
Private situation: single
Hobbies: football (soccer), tennis,
running, travelling, going out

Earlier we compared Export and the game Risk, which is about conquering new countries.
At Zwanenberg Export, a small ‘army’ of conquerors was hired recently.
What is your job title?
Bas: Since September 2015 I am Product
Manager for ZWAN as Laura Slotemaker’s
successor.
Joey: In August I started as Senior Export
Manager Africa. Officially I replace Sikko
de Jong who has accepted a job elsewhere. My main daily activities are customer management, acquisition and
market research.
Klaasjan: I am Export Manager Europe
in the International Trade Department,
focusing on sales in southern Europe.
Gert-Jan: Since June 2015 I'm working
as a National Account Manager Canned
Meat Benelux taking over from Tjeerd
van der Laan. My main activities are
maintaining and expanding existing and

8
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new retail customers and sales channels in the Netherlands and Belgium. I
also concentrate on new opportunities
and product development for long shelf
life products that need not be refrigerated in order to make the canned food
business attractive and relevant for the
retailer, consumer and Zwanenberg in
particular.

ted company. It is interesting to further
explore the range of ZWAN and apply
various marketing activities.

Jasper: In August 2015 I started as a
Management Trainee at Zwanenberg’s
International Trade. I am searching for
new opportunities in existing and new
markets. In the past weeks I have been
engaged in China, Cambodia, Sri Lanka,
Thailand and Spain.

Klaasjan: I want to generate as much
sales and shelf space as possible for our
products in southern Europe, both for
the traditional products (sausages and
luncheon meat) and the specials (ambient ready meals, etc).

What is your main motivation for
your new job?
Bas: Working at an internationally orien-

Joey: To continue working in a multicultural
environment where I can use my talents as
a salesman, and to penetrate new markets
for Zwanenberg and build the ZWAN brand
there.

Gert-Jan: I know Zwanenberg from my
previous work as a Category Manager
Meat Products and Cheese at COOP
supermarkets. As such I was doing

Klaasjan Joosten

Jasper van der Kolk

Date of birth: 26 March 1974
Birthplace: Zwolle, the Netherlands
Residence: Wierden,
the Netherlands
Private situation: living with
Carlien, three children
Hobbies: football (soccer) (play,
watch, and the best part: talk
about it), sailing, music, parties

Date of birth: 10 June 1988
Birthplace: Nijverdal,
the Netherlands
Residence: Haarle, the Netherlands

business with Zwanenberg Fresh Foods,
KIPS and Huls dry sausages. Cooperating closely we introduced the tapas
concept for COOP.
Jasper: Whenever I speak to people
from different cultures, you notice that
everyone approaches affairs from their
own perspective and background. That
is nice and the challenge is to handle
it properly, and make sure that people
trust you and the company.

What is your background and
how does your current job differ
from your previous ones?
Bas: After the Dutch equivalent of High
School I studied International Business
and Languages. After my studies I worked at Coldenhove Paper. Coldenhove
is a specialist in the field of technical
paper, such as as digital transfer paper
for the fashion industry. Of course this
is not comparable to the food industry.
On the other hand, Coldenhove is also

a family-owned production company,
with a similar commercial mindset.
Joey: HBO International Business &
Management at the Deventer University,
followed by Master in Management at
the University of Greenwich, London
UK. I worked in the Fast Moving Consumer Goods industry for five years.I
began my career as Sales Manager
MENA after which I became an international trader for Western Africa and
the Middle East. The main difference is
that we are brand-builders and not just
sales people.
Klaasjan: I studied Applied Communication Science at Twente University.
After that I started as National Account
Manager at a wine import company, followed by thirteen years at Ter Steege in
Rijssen, first as Account Manager and
later as Sales Manager.
There are differences but also many
similarities with Zwanenberg: it is all

My previous job was Commercial
Manager at the Pro-Messa meat company in Deventer, a subsidiary of COOP
Supermarkets. Pro-Messa produces and
packs fresh meat products. I was responsible for all commercial activities
and contacts with the responsible Meat
Category Managers of our business
partners. I was also responsible for
product development. In this position
I was Senior Category Manager meat
for COOP supermarkets for a number
of years on an interim basis.
Jasper: I studied Tourism, International Business en Languages. For a brief
period I worked at Teeuwissen, where
quality control was my main responsibility. As for the work there are few
similarities, yet at Teeuwissen I got
more knowledge of the meat industry
which is certainly a plus in what I'm
doing now.

Are you going to visit any countries?
Bas: Mostly I will be in the Almelo head
office, although I went to the Anuga
international trade fair in Cologne, Germany, In October.
Joey: I recently visited the Maldives,
Dubai and the Seychelles.
Klaasjan: Recently I visited Slovenia,
Croatia and Serbia. We aren’t doing any
business in these countries yet and I
visited a number of supermarket chains.
Jasper: I will visit Spain, China, Thailand
and Cambodia shortly.
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Zwanenberg USA

The hobby of:

Employee 'empowerment'
If there is one thing these days that can thrill the ladies then it is a six-pack. For many men it's a
pipe-dream but for others this doesn't go nearly far enough. This is true for men like Jerry Kamsoeri.
This 36 year-old Surinam logistical assistant, who works for our Kraak-Vers subsidiary, married and
father of two children (sorry ladies!), has been doing bodybuilding as a hobby for years now, and you
should just see the results - his hobby has already netted him a 2nd place at the Dutch championships!
Name: 		
Title: 		
Start Date:

Rachael Heath
Graphic Designer
June 2014

Responsibilities:
I am responsible for all graphic design work between the Cincinnati and Nashville locations. On occasion, I also work with the
Holland office. I create, update, and send labels to press. I then
review the accuracy and quality of labels. I also create marketing
materials, including: advertising, promotional pieces for tradeshows, and product images. The work for labels and marketing
sometimes includes food and final product photography.
What do you like about your job?
I really enjoy the work environment at the Cincinnati location.
Everyone is so nice and helpful to one another. Even when there
is a tight deadline, everyone works hard to make the next step
of the process easier. It makes the work fun and rewarding.
When it comes to day-to-day tasks, I like the food photography
best. I enjoy shopping for different food and staging elements
that will enhance our products. I love to play with the colors.
I also find it interesting to see the photography from different
export products to see how they stage product. Photographers
can get really creative with their flavor combinations.
What is something interesting about yourself?
I am one of those odd Americans who loves hockey. I regularly attend Cincinnati Cyclones games and have entered my
miniature dachshunds in their annual wiener dog race several
times. They never win, but it is fun to be on the ice with your
dogs. I also collect pins from each hockey stadium I visit. I gift
the pins to my father and we hope to have a pin for each of
the NHL teams one day.
What do you do for fun outside of work?
My fiancé and I have a few favorite places we like: zoos, botanical gardens, art museums, and aquariums. These are our
“go-to” stops on the weekends or when traveling. We usually
follow up by trying a new restaurant.
We also bought a house about a year ago. During the week
and on slower weekends, I love to refinish old furniture I find
at flea markets and antique malls for the house. Our house is
100 years old, so the refinished pieces fit perfectly.
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Name: 		
Title: 		

Amy Schoster
Buyer/Sales Assistant

What was it like working at the start of
Zwanenberg Food Group?
My days working at the start of Zwanenberg Food Group
were busy finding vendors to provide us with materials needed for production (Cans, meat, spices, labels, cartons, and
plant supplies). I worked closely with the General Manager,
QA, R&D, the Plant and Warehouse Managers during this
time, helping to develop procedures for incoming materials.
Although the tonnage produced per week was much less at
the time, there were challenges we faced from day to day
which helped get us to where we are today as a company.
Is your position the same? How has it grown/developed?
Overall my position is similar, but also has changed in many
ways. I still handle many of the day to day purchasing
duties such as issuing PO’s and updating vendor files, but
I have also taken on assisting in sales, with doing the daily
invoicing to our customers and handling certain customer
accounts such as Dollar General. Also, when we had an
expansion and moved our packaging area to the warehouse
building from our processing plant, this created other logistical challenges in regards to warehousing of raw materials
and finished goods.
What are some noteworthy events in the last 10 years
in regards to ZFG and your position in the company?
(major changes, expansion, new products, new jobs, etc.)
The expansion which moved our packaging department
from our processing plant to the 3rd building in our warehouse greatly improved our packaging capabilities, but
also moved much of our warehousing to an outside facility.
Another noteworthy event was switching our luncheon
meat cans and ham cans from steel to aluminum.
Also a third event noteworthy of mentioning would be Zwanenberg’s acquisition of Vietti Foods in Nashville, TN which
has also created many challenges along with possibilities.

proteins. These build up your resistance. The proteins are mainly there
to promote muscle recovery and to
increase body mass.'
How many hours per week do you
do your bodybuilding?
'I train three or four times a week, with
each training session lasting two hours.'

What made you decide to start
doing bodybuilding?
'My granddad was a bodybuilder who
has been an inspiration to me. I enjoy
posing with my muscle mass on the
podium; each time, it is a challenge to
measure myself against other athletes.'

How do you keep the training sessions
enjoyable?
'By training with friends and by coaching
others.'
How long did it take before you saw
some real results?
'About 2 to 3 months.'

How does your bodybuilding routine
affect what you eat and drink?
'You have to get a lot of protein into your
body, which means eating lots of fish,
chicken and beef. You also have to drink
as much water as possible. You mustn't
eat any fatty snacks or any sweets and
mustn't drink any soft drinks.'

How do you prepare for a
competition?
'Eight weeks before a competition,
I have already started training. This
means that you adopt what is known
as a 'dry look', i.e. you let your muscle
mass develop really visibly. This involves additional training sessions for
your muscle groups, as well as cardiotraining, special diets and practising
your podium routines. When I step
onto the podium, I have completely
focussed my mind on the poses I will
do. During the competition, it is the
overall picture that is being judged,
i.e. your entire body. This means that
your body must have major muscle
mass and must look 'dry' and symmetrical. And of course, you have to be
able to pose on the podium.'

Do you take any supplementary
vitamins?
'I take various types of vitamin pills,
such as Vitamin C, multi-vitamins and

What have been your best performances up to now?
'I took first prize in my first 'C' class
(under 70kg category) competition.

What are the differences between
fitness and bodybuilding?
'With fitness, it's more about keeping
yourself fit, creating a bit of muscle
and often about doing conditioning
and training. In bodybuilding, it's all
about gaining body mass that contains as much muscle and as little fat
as possible. In other words, it's about
becoming very muscular.'

I also took first prize in my second 'B'
class (under 70 kg category) competition, and took second place in the
Dutch Open Championships in the 'A'
class (under 70 kg category) too. My
goal for the future is to work on attaining a heavier class, and I also hope to
compete in competitions in America.'
Do you get nice reactions about your
body?
Yes, on the beach for example. That's
when people love to come up to me
and ask me questions. Some people
like to take a selfie with me too.'

Who's next?
Do you have a special hobby too?
Or do you know a fellow-worker
who spends his or her leisure
time in an unusual, enjoyable and
somewhat different way?
If so, let the editorial office know
at casa@zwanenberg.nl!
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Purple Bee Hive
The media are 'licking their lips' about our veggie burger

Although sales still need to really get going, the introduction of our vegetable burger has led to massive free publicity. It all began with an extensive article in a Dutch national newspaper. Following this,
Sales Manager Tjeerd van der Laan suddenly had to tumble from one radio or TV interview to the next.
‘Luckily, the newly launched TV programme 'The Netherlands has a taste'
did have facilities for doing re-takes.
This is a culinary and cultural voyage
of discovery through the different provinces of our country. Presenter and
well-known Dutch actor Winston Post
and chef Ed Hoogendijk visited our
factory in Lichtenvoorde, where they
were told all about the concept and
about how the burgers are made.'

Tjeerd van der Laan is interviewed
by a Dutch TV station.

Although Tjeerd (by his own admittance) could do with some media
training (and was trained meanwhile,
ed.), he handled the interviews really
well. Some interviews were easier
than others: 'In practice, the TV programme on Dutch TV station RTV Oost
last summer was the most difficult to
do, because there was no way to do

BNR Radio
'I welcomed Winston to our site, and
had a general chat with him while we
were standing next to a cutting line.
Next, I referred him to our colleague
Thea Smit so that he could learn about
the production process and product
development. After this, Winston said
that he would actually like to try the
burgers and jumped on his scooter to
head off to our Twentepoort site. After
a chat with our house chef Johan Neppelenbroek, he turned to the camera
to inform the viewers that he found

We couldn't do re-takes at TV station RTV Oost,
but at RTL4 we could, luckily'
're-takes' if the first recording wasn't
right. Our house chef Johan Neppelenbroek had prepared a number of
veggie burgers in our own kitchen at
our corporate office in Almelo.’
‘I explained the concept whilst
enjoying a corn burger made with
fennel, talking in particular about why
this burger was a good fit with our
range of meat products.’
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the burgers delicious.'
This programme was broadcast in
September. Our colleague René Teerlink also popped up in the same programme. Already browsing around
on Facebook as he was, the 'sausagemaster' - working alongside Winston –
explored whether certain Dutch towns
and provinces actually enjoy eating
sausage!

Tjeerd notes that we are getting lots of
other media attention too: 'We're also
in a number of trade magazines and
we have also been mentioned on three
Dutch radio stations. I also took part
in a Business News Radio broadcast.'
In the studio at Dutch TV business
channel RTL Z
'Have I already mentioned that in September, our CEO Ronald Lotgerink was
a guest of the Netherlands prime business radio station BNR? And don't forget that our colleague and CFO Grety
Gerritsen was recently a guest for
the business programme The Financial Summit, which was broadcast in
mid-October. The latter programme
was another one to discuss the veggie
burgers, although - as you'd expect - it
focussed more on the relevant financial issues.’
‘Our main sales outlets for the veggie
burgers are still the Dutch supermarket
chain Jumbo and the IKEA restaurants,
the latter selling our beetroot burgers
in a bun. This year we will start selling
through Dutch supermarket chain Plus,
and we have already sold the product
to caterers Albron and Sodexo.’

