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For BERDAL, taking care of customers goes far beyond simply supplying prod-

ucts. And sustainability? That’s something you have to just do, instead of talking 

about it. It is this down-to-earth attitude from Twente – together with a winner’s 

mentality – that has clearly done no harm to the Almelo-based manufacturer 

and supplier of plastic and rubber products for the construction and DIY sectors. 

With the recent acquisition of Loadlok Retail, BERDAL is on the eve of a new 

chapter: the introduction of a new brand and conquering the European market. 

BouwBusiness sat down with owner Bas van Kamperdijk and commercial direc-

tor Eugène van den Broek to talk about their latest developments.

Text: Michelle van der Harst

BERDAL always 
goes for gold 

Manufacturer from Twente wants to conquer the European market with a new brand
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One thing is certain: a lot is happening around (the fam-
ily-owned company) BERDAL, which celebrates its 
50th anniversary this year. Last spring, the manufacturer 
decided to roll out Foliefol (its own brand) as a ‘Shop 
Concept’. In July, the company bought LoadLok Retail 
from its European parent company LoadLok, manufac-
turer of large straps for securing transport loads in trucks 
and containers. “Internationally, we are known primarily 
for our construction buckets, mortar tubs, etc.; products 
we sell under our Gripline brand”, says Eugène van den 
Broek. He continued: “In addition, in the Benelux we 
sell our other brands Pandser, Foliefol and Premiumfol, 
with Pandser as the only Shop Concept. Under the Fo-
liefol brand name we sell technical foils, but also prod-
ucts as tarpaulins and barrier tapes. In other words, com-
mercial products which do not fit into a common Shop 
Concept. Our customers, particularly DIY chains and 
building material stores, often ask us whether we have 
tension straps and scaffolding and trailer nets. Products 
they sell in the same shop presentation, but which we 
didn’t have. At least, not yet.”

Realising ambitions
This changed with the acquisition of LoadLok Retail. 
“LoadLok Retail focuses on the marketing of cargo se-
curing products such as tension and hoisting belts and 
scaffolding and trailer nets for the retail market. Load-
Lok addresses the unmet demands from customers of 
BERDAL. By acquiring LoadLok, we can now in one go 
roll out the Shop Concept of two brands together, name-
ly LoadLok and our own brand Foliefol.” The acquisi-
tion also enables BERDAL to realise its ambition to scale 
up internationally. Van den Broek: “We plan to roll out 
the LoadLok range across Europe. We firmly believe that 
this is possible; we are only making things easier for our 
customers.” Loadlok Retail is currently exclusively sold 

in the Netherlands and Belgium. “As BERDAL, we are 
active in ten or twelve European countries and we’ll be 
selling to chains that already sell this type of product an-
yway. They’ll soon be able to go to a single counter and 
fill their basket with four different brands.”

New brand
LoadLok will no longer be sold under the name Load-
Lok from the 1st of January 2022. “LoadLok Retail will 
cease to exist and will be fully integrated into BERDAL. 
While LoadLok may be a well-known name in the Neth-
erlands, it’s not widely known throughout Europe. What 
we don’t want is for customers to think of the LoadLok 
brand as the parent company that focuses on cargo se-
curing within Europe.” To prevent this association, BER-
DAL is introducing a new brand as of the new year: 
KONVOX. “The new brand will include all products 
related to cargo securing, covering and packaging, aimed 
at consumers and semi-professionals. So, one range in 
which we can offer a complete Shop Concept.”

Rebranding of existing brands
Parallel to the European roll-out of LoadLok products, 
BERDAL will be rebranding its existing brand portfolio 
as of 2022. “Our Pandser brand has developed strongly 
as a Shop Concept in recent years. At the moment, the 
brand is sold in around 170 sales outlets in the Nether-
lands and Belgium, but we have also taken our first steps 
within the German market. Our technical films, current-
ly sold under the Foliefol brand, will be integrated into 
the Pandser concept. This will make Pandser a much 
broader brand for everything to do with the built shell. 
The Foliefol brand will cease to exist.” At the same time, 
the Premiumfol brand will be strengthened. “With Pre-
miumfol we focus exclusively on the DIY market. Also 
with EPDM products and technical films, but with a 
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narrower, slightly different range than with our Pandser 
concept. With Premiumfol we have already taken our 
first steps within the German market also.”

Added value
BERDAL remains the parent brand offering added val-
ue. “We were always very product-oriented, but we now 
see that we can be of much greater value by supporting 
and facilitating our customers in all sorts of ways”, Bas 
van Kamperdijk says. “Unburdening does not only mean 
delivering all the articles correctly, but is also about val-
ue-added services. We take a very broad and decisive ap-
proach to this. We help our customers to be successful in 
the market. The more successful they are, the more suc-
cessful we are. Of course, the products are still very im-
portant, but the conceptual thought process is at least as 
important.”

Helping customers
Van den Broek adds: “Our customers want their cus-
tomers to be helped on the shop floor to buy their 
products. We do this through good shop presentations, 
headboards, demos for customers and staff training. 
With good data management, we ensure that they can 
set up their webshop or ERP system. For our brand 
Pandser, we have built a website specifically for the user, 
not for the chain. With this website we help the user 
with application examples, animation videos etc. Our 
customers greatly appreciate this, because it helps them 
enormously. Another example: for a German customer 

with a 3-metre concept of Premiumfol on the shop 
floor, we deliver products directly to their customers. 
The products have been ordered online, but are not in 
the physical shop. So we help our customer by market-
ing our brand both offline and online. Most of our 
competitors have limited e-commerce offering, since 
it’s not their core business. We just step forward and 
help our customers make the whole supply chain more 
efficient and sustainable.”

Putting plans into action
It’s precisely these steps that ensure BERDAL stays ahead 
of the market. “Sustainability is another umbrella term”, 
says Van den Broek. “Saying that you work sustainably is 

About BERDAL
BERDAL is constantly working on innovation and 
development. Part of this is making the supply 
chain shorter and more efficient. The company is 
currently developing new packaging units to make 
their customers’ cross-docking processes more effi-
cient. BERDAL was also recently named ‘Supplier 
of the Year’ at EURO-MAT, a group of leading 
building materials chains in 22 European coun-
tries, and won the FD Gazellen Award for the sec-
ond year in a row. This award is presented annually 
by Het Financieele Dagblad to the fastest growing 
companies in the Netherlands. 

Bas van Kamperdijk and Eugène van den Broek
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one thing, but then you also have to actually do it. We do 
the latter. If we invest in new machines, they must use 
less energy than the old ones. And when developing new 
products, we look at how we can make a product with 
less material that is at least as good as or even better than 
the traditional products.”

To put plans into action, BERDAL joined Plastic Pakt 
two and a half years ago, a European initiative that arose 
from the discussion about the plastic soup in the oceans. 
Van den Broek: “The goals set for Plastic Pakt are very 
ambitious. For example, we have to reduce the use of 
plastics by 20% by 2025 in comparison with 2018. Our 
plastic waste is not buckets and tubs floating in the sea, 
but we are a producer of plastic products and we think 
we should take our responsibility.”

Above and beyond
Where the drive to be a role model comes from? “It’s in 
our DNA”, says Van den Broek. “What’s more, there 
comes a time when the government will make decisions 
for you. We want to anticipate this by being in the driv-
er’s seat.” Van Kampendijk adds: “We go above and be-
yond. When you’re always the same as the rest, you will 
never be ahead. Just like how an athlete wants to win, as 
a company we want to do business with winners. You 
can sit and wait and go with the flow, but we want to go 
the extra mile. This also involves the necessary ideology. 
Van den Broek: “For the vast majority we live off recy-
cled plastics. Domestic waste is collected, but for con-
struction and industrial waste, there is no standard col-
lection system. Many orange waste bins still disappear 
into the incinerator. That is sad, because for us it’s a raw 
material for a new product. One of the reasons why we 
are members of Plastic Pakt is that we hope to eventually 
reach politicians, so that they can really make some 
changes.”

Crying in the wilderness
Although Van den Broek and Van Kampendijk still see 
a gap between talking about sustainability and imple-
menting sustainable practices from their customers, 
they believe this is slowly changing. “We hope that our 
attitude will convince the big chains to do business 
with us. It’s sometimes a bit like crying in the wilder-
ness, but we are convinced that this will ultimately en-
able us to build up the most sustainable relationship 
with large chains in Europe.” •

www.BERDAL.com


