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SUSTAINABLE 
CONNECTION 

Sustainable connection is key in this annual report. 
The connection between individuals,  

our organisation and society,  
and the role we play as PVG.  

That is why we are connecting the more traditional  
report on our business activities  

with an insight of our 
sustainability efforts and ambitions. 

Sustainable connection describes our aspiration,  
ambition and the course we have already chosen. 
We are transitioning towards a more sustainable 

organisation, something that wouldn’t be possible 
without connection. 

With the things we do and communicate. 
And together with our employees; 

the heart of our organisation. 
We need buy-in from the whole organisation.  

We have not yet reached our destination 
but have made a start.  

For us, this annual report is a baseline measurement that 
we share openly with our organisation’s stakeholders.

We want to show you our current status. 
And where we want to go from here. 
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COVID-19
Measures at home and in the workplace
‘COVID-19 impacted us all. Many employees 
worked from home for extended periods.
And essential operational staff in the 
workplace had to take elaborate measures 
to safeguard their health.’

New, efficient way of working
‘Homeworking has now more than proven 
its advantages and has fast become a 
well-accepted ‘new way of working’. 
We’re also reaping the benefits of this 
post-Covid. Video calls are efficient, they 
intensify international connection, save on 
travel costs and enable us to reduce our 
carbon footprint.’

An error of judgement
‘COVID-19 changed the behaviour of 
suppliers and consumers.
They reduced the production of raw 
materials and finished goods in 
anticipation of a possible dip in demand. 
However, against all expectations, 
consumer demand actually increased 
across the world, resulting in market 
supply shortages and major price 
increases. We needed to engage with 
our customers.’

Supply Chain
Global challenges
‘COVID-19 also had a huge impact on 
operational developments within our 
organisation. Challenges emerged for all 
parts of the supply chain in 2021/2022, 
including the delivery of goods from 
East Asian suppliers, maritime transport, 
storage in European warehouses and road 
transport throughout Europe.’

Chaos resulting from port closures
‘There were also unexpected problems at 
sea. The temporary obstruction of the Suez 
Canal by the Ever Given container ship in 
March 2021 was illustrative of the general 
chaos in maritime transport.
The widespread supply chain disruption 
resulted in serious delays in container 
transport.’

Improvisation is key
‘Delivery times came under pressure, 
shipping freight rates increased and 
price agreements with customers were 
threatened. 
Our staff needed to demonstrate a wealth 
of improvisation talent and commitment 
to arrange deliveries.
And although we managed to perform 
better than our competitors, we are already 
exploring options to address such 
bottlenecks upcoming season.’          >

FROM THE BOARD OF DIRECTORS

“Homeworking is an 
accepted new way 
of working.”

PVG’s year 
in words 

‘This is our 2021/2022 annual report; the very first in this form. This financial year was 
special for PVG in many respects. COVID-19 continued to have a major impact on our 
activities, as did the logistics challenges of transporting between suppliers in Asia 
and customers in Europe. Nevertheless, we ended 2021 with stunning results, partly 
due to the incredible efforts of our staff.’
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The details: SDGs
‘Whereas ESG describes the methodology 
and processes, thus forming the basis for 
our sustainability goals, the United Nations’ 
17 Sustainable Development Goals (SDGs) 
are the starting point for practical imple-
mentation. These are the areas on which 
a company can focus to contribute to a 
more sustainable world. At PVG, we have 
chosen several SDGs on which we aim to 
focus in particular in the coming years.’ 

Award-winning contribution
‘We’re already putting a lot of effort in 
making our product range more 
sustainable and improving how we 
communicate about what we’re already 
doing. In 2021 PVG received the Solar 
Impulse Efficient Solution Label from 
Bertrand Piccard’s Solar Impulse 
Foundation. Recognition from this Swiss 
institute for our ecological contribution 
over the past fifteen years is a major 
achievement and a compliment to all 
those who worked for so many years 
and with such conviction to make our 
packaging more sustainable.’

Sustainability 
Product range under the microscope
‘We are increasingly adding sustainable 
solutions to our product range. Heat 
pumps, for instance.
However, we are still partly dependent on 
the sale of fossil fuels. With our products 
we are challenging ourselves to make a 
real contribution to the energy transition. 
It’s a process that has already started and 
will be accelerated in the coming years.’

Moving towards a more sustainable 
Europe
‘Sustainability is certainly not a new 
topic on our agenda but is certainly 
becoming a more important one. 
Sustainable development is vital for 
the future of Europe and a shared 
responsibility. 
We also feel this responsibility as market 
leader in our sector. Sustainability is no 
longer an optional extra, which is why we 
are focusing on more than purely financial 
results. You can, therefore, read all about 
our sustainability efforts in this annual 
report and how we will be shaping this 
further in the coming years.’

The foundation: ESG
‘To give more structure to our sustainability 
efforts, we studied various corporate social 
responsibility principles, standards and 
policies. We ended up with the ESG 
principles. These refer to three central 
factors in measuring sustainability: 
‘Environmental, Social and Governance’, 
the most important criteria for measuring 
sustainability and the ethical impact of 
investment in a company

Results
Improved indoor climate
‘In early 2021, the winter created high 
demand for heating solutions and spikes in 
fuel sales for fuel-powered heaters. 
During the COVID-19 pandemic, many 
homeworkers bought supplementary 
heaters to heat their home offices.
Although the demand for air-conditioners 
lagged behind in the summer of 2022, in 
all our markets we are seeing a general 
trend of increased demand for improving 
the home indoor climate, in winter as well 
as in summer.’

“We want the perfect 
indoor climate, in winter 
as well as in summer.”

Employees 
Company culture helps
‘Our culture played a major role in 
achieving such good results in 2021. 
Despite our international character, PVG’s 
decision lines are short and our employees 
are dedicated. That certainly helped us find 
effective solutions to all our challenges.’

Motivated colleagues
‘The high intrinsic motivation of our 
employees was also on display when they 
had to work from home. Despite the 
reduced control, there was no let-up in 
their commitment. On the contrary. 
We’ll say it again: these great results would 
not have happened without the tireless 
efforts of our staff.’

Next step: identify our current status 
and how we, as company, aim to 
approach the three ESG pillars.

“Sustainability is not 
optional.”

Next step: examine which goals enable us to 
make the most impact as a company, and 
formulate KPIs to make our efforts in this 
respect measurable.

11
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Profile and market position 
Home comfort
We spend a lot of time at home, now even more than we used to. 
The climate and comfort of our personal living space has a huge 
impact on our well-being. At PVG, we understand this all too well.
As an international climate product trading company, we aim to 
help people improve the comfort of their indoor climate.

Europe’s key climate specialist
In the almost forty years since PVG Group’s establishment, 
we have developed to become Europe’s key climate specialist.
We have been market leader in portable heaters and heater 
fuel for many years. We see an increased interest in pellet stoves 
and split-unit air conditioning that also serve as heat pumps. 
We are able to stay ahead by ensuring that we have local capacity 
and highly service oriented support. Our in-depth knowledge 
of our markets and products also enables us to act as knowledge 
partner. 

Our branches and sales markets
The purchase, marketing and distribution of our hardware to 
Europe are centralised at our head office in Oss. Our fuel 
production location is in Ghent, Belgium. The remaining branches 
in other countries mainly have a commercial function. Besides our 
domestic market in the Netherlands, we also sell our products and 
services in Belgium, France, Italy, Spain and Scandinavia. 
Our customers are 11,000 resellers (branches of large retailers 
and DIY chains) and e-commerce clients. We act as a hassle-free 
sourcing and service partner for them. 

Asian suppliers
Our hardware suppliers mainly come from Asia, particularly from 
China, South Korea and Japan.
Most quality controls also take place there in collaboration with 
internationally recognised quality institutes and PVG employees 
in China. The quality team at the head office manages this.
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“We help our resellers 
achieve their climate 
goals.”

THIS IS US 

Close to our 
resellers
‘We’ve been helping people heat and cool 
their homes for some forty years. It’s what 
we do. As a modern company, we stay 
close to our resellers.
This also means no longer just anticipating 
heating and cooling needs, but also 
considering their climate concerns and 
helping them achieve their own goals.’

‘Resellers must be able to show their 
customers that they embrace 
environmentally friendly solutions, 
which is why we are frequently asked 
how our PVG products and services can 
help them achieve their own goals. 
And we are more than happy to help.’

Lily Jong, CEO PVG   

We offer products and services that people can use to improve 
their indoor home climate and comfort. In winter and summer. 
With our own end consumer brands, like Qlima and Tectro, 
PVG has been a leading supplier for almost 40 years. Our products 
find their way to consumers via our 11,000 resellers.
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Our mission
 
We supply climate control products for 
indoors and outdoors, and for every season. 
Our mission is to help customers select the 
right mix of brands, products and services 
that best meet their sales channels and 
consumer base, and we always offer a 
hassle-free service.

Our mission: 

the best mix 
and a hassle-free 
service

PVGs hassle-free 
service

Offering a hassle-free service is a 
key feature of how we operate.
Our added value is the product 
support we offer to our customers, 
resellers and also to their customers: 
the end users. We call this our 
hassle-free service. We take care
of everything, from pre-sales to after-
sales service throughout Europe.

We aim to provide our partners with the most complete service 
possible. We do this by subjecting our high-quality products to 
extensive testing and by offering a wide range with a choice of 
various brands. And by offering outstanding service. This is all 
anchored in our vision and mission. 

Our vision
 
Our vision describes how we aim to realise 
sustainable growth. Contributing to a more 
sustainable world has been top of mind for 
many years. Our environmentally friendly 
fuel packaging makes us a leader in our 
sector. We provide convenient access to 
mainstream, functionally-driven, 
plug-and-play and easy installation 
products, all of which meet European and 
local quality standards. We comply with 
all mandatory statutory, technical and 
environmental regulations.
 
‘Your concern is our concern’
We act as true partners of our resellers and 
offer them solutions for market challenges.
And if there is an unexpected problem 
with a product, we resolve it quickly and 
efficiently. In doing so, we help improve 
customer service and contribute to our 
customers’ performance. Working with 
PVG means doing business with a reliable 
European partner that goes that extra mile.
Preferably for the long term.     >

THIS IS IMPORTANT TO US 
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“We are a company 
in transition.”

On the agenda
‘PVG is making huge investments in 
sustainability. The processes to embed 
sustainability in our organisation have been 
in place for some time, but its importance is 
increasing.
Also in our relationship with our stakeholders. 
Shareholders, customers, suppliers, financiers 
and employees are also actively demanding 
this, which has made sustainability an even 
higher priority for us.’ 

Sustainability Manager
‘We’ll be determining KPIs per SDG in the 
coming period. A next step is to communica-
te internally and externally about how we aim 
to achieve those goals and where we are in 
realising them. That’s transparency. 
Our new Sustainability Information 
Officer, Marc van Gils (see also the interview 
on page 46, ed.) will be helping too.’    

Show it
‘We are a company in transition. It’s important 
that we demonstrate that we are a company 
with integrity that is transparent about 
realising its sustainability goals.’

Marc van Dreumel, CFO PVG   

From customer 
to supplier: 
everyone asks 
for sustainable
Transparency and integrity. 
These are the conditions needed 
to really embed sustainability in 
the organisation, at least according 
to our CFO Marc van Dreumel. 
‘What are we aiming for, what are 
our performance figures, what 
could be better and how will we 
improve things?’Less 

fossil 
fuels

Reduce 
carbon 

emissions

Less 
plastic

Sustainable 
packaging

Reduce 
energy 

consumption

Our sustainability 
mission
We aim to continue to be Europe’s one-
stop-shop sourcing and service partner for 
sustainable climate and comfort solutions 
in and around the house. 
We are committed to working with our 
business partners and resellers to make 
the transition towards sustainable business 
operations, with sustainable products and 
services. 

Our focus points:

THIS IS IMPORTANT TO US 
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MARKET DEVELOPMENTS

THIS 
ALSO 
HAPPENED 
IN 2021/
2022

 Table 1. Fuel-powered heaters
2016/17 2017/18 2018/19 2019/20 2020/21 2021/22
142.691 150.842 136.402 111.579 133.450 163.000

The perfect home 
office heater
 
Fuel-powered heaters are relatively cheap. 
The paraffin used is extremely pure (it is also 
used in such things as medical ointments), 
has an energy efficiency of almost 100%, is 
odourless and is easy to use. Our heaters 
are largely sold to heat homes that are not 
connected to the energy grid or for energy-
efficient (supplementary) heating of rooms 
that are infrequently used. The fuel-powered 
heater also proved to be the ideal extra heater 
for people working from home during 
COVID-19 lockdown periods, which resulted 
in a growth in sales of this type of heater 
despite the relatively mild winter in 2021/2022.

Operational puzzle 
 
It was quite a challenge to get the right 
products to customers at the right time 
and for the right price.
The circumstances forced us into thinking 
months and sometimes years ahead, while 
price agreements with suppliers are only 
valid for shorter periods.
We managed to do this through 
flexibility, incisiveness, creativity and 
intensive communication with our 
customers; something that set us apart 
from our competitors. 

Price rise after price rise 
 
Maritime transport was severely disrupted 
in early 2021. Prices changed from fixed 
quarterly rates to weekly rates that were over 
200% above the original rates. The cost price 
at suppliers also increased due to higher raw 
materials costs. We were able to pass on some 
of these costs but also had to compromise 
on our margins. We also placed orders earlier 
to stay ahead of the uncertain delivery times. 
Early delivery, however, also resulted in higher 
financing costs due to larger stocks earlier in 
the season.                       >
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Winning or losing
‘These difficult times are really putting 
our relationships with our business part-
ners to the test. But if the foundations of 
those relationships are sound and based 
on reliability, we can work together in 
confidence towards the same goal. If not, 
we end up working against each other 
and nobody wins.’

Honouring agreements
‘People will consider you to be reliable if 
you do what you say you’ll do. If you make 
an agreement with a customer, you must 

From supplier to virtual colleague
Jos van Heijst is our European Operations 
Manager. Every day he sees how current stresses 
on the global supply chain put pressure on our 
activities. ‘Trust has never been so important in 
my work as it is now.’

honour to it. If you’ve agreed a price, 
an amount or a service, stick to it. And if 
you can’t deliver what you promised for 
one reason or another, be clear and 
honest about it.’

Virtual colleagues
‘Ten years ago, we were just a supplier for 
our distributors, but the more we got to 
know each other, the more we started to 
consider each other as partners.
Today, we cooperate like virtual colleagues.
Although we work for different companies, 
we share a common plan and goal.
That’s of great value to both sides.’

Jos van Heijst, European Operations 
Manager PVG   

Remote and local 
sales 
 
Our sales employees regularly give 
personal, product-focused training at 
our customers; something that is simply 
unique. During the pandemic period this 
continued online with video meetings. 
These were a godsend for intensive and 
effective cooperation, which is why we 
are continuing these meetings, varying 
them with in-person visits to the stores.

Logistic promises: 
hard to keep
 
Operationally, PVG advocates the shortest 
possible delivery times for European 
transport, even in countries such as France, 
Spain and Italy where the distances are 
greater. The entire logistics chain is, 
however, under pressure, and there is a 
huge demand for logistics services. The 
ongoing situation in Ukraine means there 
is still a threat of a shortage of drivers.

21

“Trust has never been 
so important in my work 
as it is now.”
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The figures and the 
seasons
 
Interrupted and extended financial year
Our financial year usually runs from 
1 August to 31 July. In 2021, we decided it 
would be better to link PVGs financial year 
to our activity delivery cycles and, from 
then on, to close the financial year on 
28 February. The 2021/2022 financial year 
therefore runs until 28 February 2023.      

Winter results
Winter 2021/2022 was a good season. 
Our own heater stocks and those of our 
retailers were almost completely sold out, 
which is beneficial for the 2022/2023 winter 
season. As we have our own production 
location in Ghent, Belgium, we were able 
to meet the growing demand for fuel.

Summer results
There’s no getting around it: consumer 
behaviour has changed. Higher energy 
prices and the war in Ukraine are playing 
a key role in this. Consumers are becoming 
more careful. If they are going to spend 
money, they’d prefer to spend it on that 
long-postponed summer holiday and not on 
a luxury product such as an air conditioner.
Retailers have also become more careful 
in their buying. They were left with a lot of 
unsold stock after the rather cool summer 
of 2021. They needed to sell that first in the 
summer of 2022. Although temperatures 
were high at the end of the summer, there 
were still not many orders, in order to 
prevent a repeat of 2021 with high closing 
stock levels. 

Next step: build up a buffer stock earlier in the year 
so that we can respond faster to growing demand 
and be less dependent on the supply and price of oil 
in the winter. 

REVENUE 200,6 M

Revenue distribution by country
France 128,1 M

Belgium 27,7 M

Italy 25,6 M

The Netherlands 11,1 M

Spain 4,1 M

Scandinavia 4,0 M

Revenue distribution by product
Heater fuel 115,6 M

Heating 36,1 M

Bulk fuel 18,6 M

Cooling 16,8 M

Air treatment 4,5 M

(Spare) parts 5,5 M

Other 2,0 M

Ethanol 1,5 M

Facts & Figures

General 
situation
This overview includes our organisation’s most important figures, 
our activities and the countries in which we are located. 

KEY FIGURES

EBITDA  
€5.4 M GROUP 

EQUITY 
€23.7 M

NUMBER OF EMPLOYEES 138

Gender distribution
Male 54%

Female 46%

Distribution by country
France 44

Belgium 39

The Netherlands 32

Italy 16

Spain 7

Number of 
countries 

in which we 
operate

10 Branches in 
Europe

6
The Netherlands, 

Belgium (two), France, 
Italy and Spain

Number of 
sales points

approx. 11,000
Financial year 2021/2022
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“The forwarder who always had a solution 
could no longer give any assurances.”

Communication is the key word 
in the supply chain

24 25

‘As supply chain manager you’re the nerve 
centre of everything. You need to deal with 
suppliers, transporters, sales, customers 
and management. Everyone needs to 
be kept informed at all times. Customers 
need to be able to rely on the agreements 
we make with suppliers about deliveries 
and delivery times. We’d arranged that 
process really well until COVID-19 and the 
Suez Canal blockage. I’d never experienced 
anything like it in my twenty-four years in 
this profession. 
We immediately got together as a team 
and started making choices. Having 
support within the team for changing 
course is a key condition at such a time.’

Keep it moving
‘We agreed with suppliers that we’d bring 
the deliveries forward. We kept Sales 
informed so they could inform their 
customers and we worked with the CFO 
to examine how we could adjust our cash 
flow planning. In such a process, you need 
to keep all stakeholders informed at all 
times. You need to collect data about what 
is going on in the process and dare to take 
decisions.’ 

COVID-19 and the (temporary) blockage of the Suez Canal resulted in 
serious supply chain interruptions. And that’s still the case. It forced 
our Supply Chain Manager, Mark Huisman, to make radical choices. 
Knowledge, collaboration, communication and transparency are 
crucial in his work. ‘And you need to dare to introduce changes.’

SUPPLY CHAIN

New contract
‘Some changes have an impact on the 
longer term. Transport, for example. 
The forwarder we’d worked with for years 
and who always found solutions, could 
no longer give us any assurances. In the 
end, we combined our volumes with our 
Scandinavian partner, so that we got an 
A1 contract with a bigger transporter.
The clear contract conditions, guaranteed 
space on vessels and a fixed sea freight 
rate now gave us a lot of clarity and 
assurance.’
    
Acceleration
‘The problems and challenges are still 
there but we now know that you
sometimes just need to shift up a gear 
and need to keep stakeholders and 
customers well-informed. We also make 
sure to keep in touch with suppliers at 
all times.
We can’t solve everything but offering 
good and honest information is really 
important for that cherished relationship 
we have with our partners.’

Mark Huisman, Supply Chain Manager PVG
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E   ENVIRONMENTAL S           SOCIAL G    GOVERNANCE

The right people in the right place
Realise a team focus on the 
sustainability strategy

Female leadership in important 
positions

Benchmark for salaries

Embrace employee growth 
potential

Operational excellence
Stimulate and monitor transport 
with a Green Certificate 

The rapid production of hand san-
itizer for the Belgian government 
during COVID-19

Appointing a Compliance specialist 
to monitor product specifications 

Use of DOTSOFT software in France

Review on sustainability platform, 
Ecovadis, for Petrolink

Sustainable growth

Continued heat pump and biofuel 
development

Biennial employee satisfaction 
survey

Demand evidence from suppliers 
with respect to employee welfare. 
And prohibit child labour (BSCI, 
RBA)

Sickness absence policy

High investment in training of 
PVG’s talent pool

Increase commercial success

Solar Impulse Efficient Solution 
Label (recognition of sustainability 
solutions introduced by PVG)

Launch of online shop for spare 
parts (extend product service life)

Increase knowledge sharing

Increase awareness of our fuel 
quality compared with other fuels

Promote voluntary work and local 
sponsorship

Higher heating efficiency of our 
mobile heaters

The establishment of the Health & 
Safety Board

Awareness that our 
air conditioners can also act as a 
heat source in the winter (heat 
pump function)

Environmental, 
social and 
governance

Environmental is about forming a strategy to address climate 
change, biodiversity, handling water and energy sources 
efficiently, carbon intensity and environmental control in general.

The Social component concerns offering equal opportunities to 
everyone, freedom of expression, human rights, health and safety, 
customer and product responsibility and combatting child labour.

And governance is all about business ethics, compliance, board of 
director independence, board of director salaries and shareholder 
democracy.

As stated in our foreword, the ESG criteria 
‘environmental, social and governance’ 
will largely determine our corporate social 
responsibility roadmap in the coming years. 
We are currently investigating how we can align 
the ESG principles to our culture and how, as a 
company, we want to approach the three pillars.

ENVIRONMENTAL

SOCIAL

GOVERNANCE

ESG in practice
 
The first step is taken. The first ESG initiatives were already 
formulated and set in motion in 2021/2022.
More details on these topics can be found in the following 
chapters of this annual report.        >

NEW FOCUS: ESG AND SDGS
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Sincere about goals
ESG kickstart
 
So we could make considerable progress 
on embedding the ESG criteria in our 
organisation, we asked Deloitte to organi-
se a five-day kickstart programme: 
ESG Accelerator Programme. 
Components within this wide-ranging 
programme include workshops and inter-
views. In five steps, we hope to arrive at a 
final ESG roadmap by September 2022.  
  

Formulate SDGs
 
An important next step is implementing 
and selecting the United Nations’ 
17 sustainability goals (see also adjacent 
page), which can be subdivided and 
linked to the three ESG criteria.
We will also be formulating KPIs that
enable objective measurement of the 
policy per goal as well as transparent 
communication to the outside world. 

Our three focus 
SDGs
 
Affordable and clean energy
We are committed to increase the 
consumption of non-fossil fuels. We will 
also be searching for future-proof 
heating fuels, appliances, and 
renewable fuel.

Climate action
We will be reducing our carbon 
emissions for internal and external 
business processes. 

Responsible consumption and 
production
We will be making drastic reductions in 
the amount of plastic we use. And we 
are committed to recycling packaging, 
reducing energy consumption in our 
processes and increasing our use of 
recycled and sustainable materials.

ESG and SDGs in one overview

E       ENVIRONMENTAL S             SOCIAL G      GOVERNANCE

6 Clean water  
and sanitation 8 Decent work and 

economic growth 1 No poverty

7 Affordable and 
clean energy 9 Industry, innovation  

and infrastructure 2 Zero hunger

11 Sustainable cities and 
communities 10 Reduced inequalities 3 Good health  

and well-being

13 Climate action 12 Responsible consumption 
and production 4 Quality education

14 Life below water 16 Peace, justice and strong 
institutions 5 Gender equality

15 Life on land 17 Partnerships for  
the goals

NEW FOCUS: ESG AND SDGS

17 sustainability goals 
for a better world
The Sustainable Development Goals (SDGs) 
are seventeen goals to make the world a better 
place by 2030.
Agreed by countries affiliated to the United 
Nations, the SDGs are a global compass for 
challenges including poverty, education and 
the climate crisis.
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THRIVING 
COLLEAGUES, 
SAFE 
WORKING

Our employees are the heart of our organisation. They are entitled to a pleasant, safe 
and healthy working environment. We do our best to keep our colleagues involved 
and engaged. The international starting point of our HR policy is therefore to be an 
attractive company for ambitious people who want to work with us. We do this by 
having sound employment conditions and training options, offering sufficient space 
for growth and talent development.

Our HR policy
Centralisation
Some 140 employees work at PVG Group at 
our head office in Oss (the Netherlands) and 
in our subsidaries in Belgium, France, Italy 
and Spain. Our Human Resources policy is still 
largely determined locally by the branches.
In 2021/2022, we started preparing the 
introduction of a more strategic HR policy 
for the entire organisation.                           >

On the European agenda
A special European HR community is involved 
in exchanging knowledge and best practices 
in Human Resources Management. 

• A uniform basic employment conditions  
 package. 
• Benchmarking (and updating) salaries.  
• Compliance with all EU legislation and  
 regulations, including the introduction of  
 the whistleblower regulations in 2023.

OUR EMPLOYEES

‘We want to be an attractive company for ambitious 
people who want to work with us.’
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Working safe
Since the outbreak of COVID-19, we established a 
Health & Safety Board with participants from all 
countries. Setting up homeworking stations was also 
part of the health and safety policy. Prior to 
COVID-19, working from home was an exception 
within PVG. The pandemic changed that for good. 

In the right place
To get the right people in the right place we
reviewed our international management, and 
management teams in various countries were 
consequently strengthened or partially replaced.
The new team members are from our own 
organisation. We also aim to use this method in 
the rest of the organisation. People who are ready 
for a new step are given guidance and training 
and we have also made a budget available for this.    

Employee satisfaction
 
Survey every other year
Our biennial satisfaction survey measures the feeling 
among our employees. Individual responses remain 
anonymous. A task force ensures that the outcomes 
are converted into policy, such as improved 
communications. However, it can also result in 
changes in employment conditions and space 
for training. The most recent survey took place in 
July 2022 and the results are still being processed. 
You will be able to read about the impact of this 
approach in a subsequent annual report.

‘During the first lockdown, our sales team 
didn’t have much work to do. They were used 
to being on the road full-time. Now they were 
house-bound but were still determined to be 
useful to our company.’

Other tasks
‘The sales team shared these frustrations with 
me and together we devised a plan. I asked 
colleagues from other departments to make 
a list of tasks they had too little time for. Our 
sales team wanted to support them in these 
tasks.
 
It worked remarkably well. Both sides were 
open to new opportunities, which enabled us 
to come together to resolve each other’s 
problems. Transparency pays off.’

No means no
‘I support them even if my team needs to take 
difficult decisions. That’s why I frequently ask 
my sales team: ‘Would you say yes to this deal 
if this was your own money?’ If they say no, 
I support them, even if it means less business 
for PVG.’

Jeroen Kramer, Sales Manager PVG 
Benelux and Export

The PVG recipe 
for professional 
transparency

Jeroen Kramer is our Sales 
Manager Benelux and Export. 
During the COVID-19 pandemic, 
he saw how an open and honest 
attitude ultimately benefited the 
entire company. ‘Win the trust of 
your team by being open about 
problems.’

“Transparency 
pays off.”
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Long-term 
partnerships
Working with PVG means doing business 
with a reliable partner that goes that extra 
mile. We are known for offering high-
quality service before, during and after 
sales and in all related processes. We aim 
to be the European partner that assists 
customers for the long term.

“Trust is the key 
word within 
PVG.”

Focus on trust, 
whatever the 
circumstances

34 35

‘PVG is a company that places a focus on trust, whatever the cir-
cumstances. I’ve learned from experience that the trust that PVG 
has built on the Italian market over 32 years is based on interper-
sonal relationships. These need to be cultivated on a daily basis.’

In three steps
‘Over the course of my career I’ve found you need three things to 
maintain trust: 
1.  Always be available and keep all stakeholders informed of 
 what you’re doing.
2.  Be open to customer needs and share their problems.
3.  Be and remain reliable, always and everywhere. Doing this   
 keeps us working energetically on our carefully-built 
 reputation.’

Andrea Biagotti, General Manager PVG Italy and Spain
  

There’s no instant recipe for maintaining long-
term customer relations. Andrea Biagotti, our 
General Manager for Italy and Spain, knows that 
only too well. ‘For me trust is the key word within 
our company.’

RELIABILITY
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“Don’t consider 
legislation as a 
restriction but as 
an opportunity.”

Selling is all 
about asking
Pre-sales is just as important as 
after-sales. Our General Manager in 
France, Luc Dehais is convinced of 
this. ‘Our sales staff demonstrate 
respect for their customers with 
good pre-sales techniques.’

BEFORE AND AFTERCARE
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Service, also 
after purchase
Our pre-sales and after-
sales services to end users 
are truly unique PVG services, 
and are certainly not 
common for a B2B company. 
We assist consumers by 
offering an in-house helpdesk 
and a well-organised network 
of loyal, certified large and 
small system installation and 
maintenance companies. 
This enables us to smooth 
the way for our resellers 
and offer optimal support 
to consumers. In countries 
such as Italy and Spain where 
buyers have their own service 
department, we look for 
alternatives so we can still 
offer added value.

‘When I started working for PVG in 1998, we were 
a large SME (small and medium-sized enterprise 
with less than 250 employers, ed.) with a rather 
small product range. The group has since 
expanded considerably and our country teams 
have become adept at developing products and 
solutions suitable for their markets.’

Business sense
‘Our sales staff demonstrates respect for their 
customers with good pre-sales techniques. 
The range is becoming bigger and more 
sophisticated. Sometimes specific rules apply. 
In the commercial relationship between customer 
and seller, providing a service even before the sale 
is therefore more important than ever. Our insight 
into our various national markets makes us good 
in pre-sales. We use our extensive knowledge to 
advise retailers and serve our end users via them.’

Legislation as an opportunity
‘Not only knowing a customer’s immediate and 
material needs but having insight into the total 
picture and using that to offer an appropriate 
solution. That’s what makes good pre-sales. 
It requires you to listen well and, most importantly, 
ask the right questions. And provide information 
about legislation and regulations, with respect to 
energy consumption, for example. In a world in 
which legislation changes continuously, this 
enables us to help customers view legislation 
not as a restriction but as an opportunity.’

Luc Dehais, General Manager PVG France  36
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A sustainable boost:

Solar Impulse 
Efficient 
Solution Label
 

Reducing plastic in our packaging is an important ESG priority 
for us. We’ve taken many steps towards this the past years. 
So many that we even received a Solar Impulse Efficient 
Solution Label (see box) from Bertrand Piccard’s Solar Impulse 
Foundation in 2021. It’s a fantastic recognition of the creativity 
and hard work of initiator and Plant Manager Kristin Gehre and 
her team in Ghent. 

A major decrease in 
plastic usage
 
We were awarded the Solar Impulse 
Efficient Solution Label for the redesign 
of the orange jerrycans containing fuel for 
our fuel-powered heaters. This has had a 
major impact on our ecological footprint. 

The new design of the 20-litre PET 
packaging is lighter and 60% less 
packaging material has been used. 
The jerrycan is also stackable, which is 
convenient during transport and in stores.

We have reduced our plastic use by over 
15,000,000 kilo since 2008 by making 
adaptations to our packaging material.  
  
Trucks can transport 15% more products 
per journey. This means there are 
600 fewer trucks on the road each year.

The 20-litre packaging has carried the 
Solar Impulse Efficient Solution label 
since 2022, a label that’s visible for 
resellers and end users.

About the Solar Impulse 
Foundation
Bertrand Piccard’s Solar Impulse Foundation 
is committed to accelerating the use of clean 
and cost-effective solutions. With patrons 
including Al Gore and Richard Branson, 
this foundation also helps business and 
government policymakers meet their 
environmental goals. The foundation 
uses independent experts to award Solar 
Impulse Efficient Solution Labels each year. 
Such a label is a true mark of quality and
PVG is the only company in the sector to 
carry this label.

A quality 
endorsement 
from sponsors 

Al Gore and 
Richard Branson

MAJOR INNOVATION: LESS PLASTIC

Next step: investigate how we can 
make jerrycans entirely from sus-
tainable materials.
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Next step: in the context of reduce, reuse and 
recycle, we are investigating how we can 
close the jerrycan production cycle by using 
only 100% recycled plastic.

“Packaging advisors tried 
to talk us out of it.”

Improvement after improvement
‘We took the first steps to improve our 
operational efficiency and reduce our 
ecological footprint in 2006. We started 
by replacing the high-density polyethylene 
(HDPE) in our packaging with the more 
easily recyclable PET. Since then, we’ve 
been gradually reducing the amount of 
PET per jerrycan.
All design improvements have resulted in 
a 20-litre jerrycan that is 60% lighter than 
the HDPE jerrycans of twenty years ago.’
  

‘We want to be part of the circular 
economy’
Kristin Gehre is Plant Manager in Ghent and a 
lot has changed since she started at the factory 
some twenty years ago. ‘Today’s 20-litre jerrycans 
are 60% lighter than the HDPE jerrycans we had 
at that time. That’s a huge reduction on the use 
of plastic.’

MAJOR INNOVATION: LESS PLASTIC

2006: 
first 

improvement 
steps

Step by step

Stacking gains
‘Making the PET jerrycans stackable 
is another example. That was a real 
challenge. Packaging advisors tried to talk 
us out of it with their key argument being 
the required extremely strong base. 
But we stood firm and succeeded. 
The result? Huge gains in terms of storage, 
transport costs and product facilities. 
And fewer trucks on the roads.’ 

Becoming more circular
‘It took years of persuasion and teamwork 
to achieve this considerable reduction in 
packaging waste. I really wonder which 
impressive changes we’ll be introducing 
over the next five years. We have a wealth 
of ideas and want to be part of the circular 
economy.’ 

Winning awards
‘It’s fantastic that we received formal 
recognition from the international Solar 
Impulse Foundation (see page 39, ed.).
I’m so proud that PVG is contributing to a 
more environmentally friendly world and 
that I can do my bit towards that.’

Kristin Gehre, Plant Manager 
PVG Ghent 

2008: 
from 
HDPE 
to PET

2018: 
60% 

lighter 
jerrycans

2022: 
already 15 

million kilos 
less plastic

Next: 
100% 

recycled 
plastic
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MORE SUSTAINABILITY INITIATIVESREDUCED CARBON EMISSIONS

This is how we’ll reduce our 
carbon footprint

All the actions we take as an 
organisation, which are 
explained in more detail in 
the following chapter ‘Our 
sustainability initiatives’, 
have one common goal: to 
reduce our carbon footprint. 
We will do this gradually and 
in line with the previously 
mentioned KPIs, which are yet 
to be determined. 

Use more 
recycled and 
sustainable 

materials

Reduced energy 
consumption 

during our 
processes

Recyclable 
packaging

Less plastic 
in our 

products

Reduced 
carbon emissions 

of our internal 
and external 

processes

Use of 
future 
proof 
fuel

More non-fossil 
energy 

in the total 
energy mix
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Fighting the 
battle together
We are doing our utmost to encourage innova-
tion and sustainability. It is a process in which 
everyone plays an important role. We may not all 
be climate activists but we are still fighting the 
same battle together. A battle in which, by wor-
king together, we can support and encourage 
each other to do the right thing. 

Plant-based  
 
Making fuels more sustainable
More sustainable fuels is one of our key goals.
It’s also one of the greatest challenges
because we depend on fossil fuels for our 
paraffin heaters. The fuel filling facility for 
fuel-powered heaters in Ghent has been 
investing in sustainable packaging and clean 
fuel since 2008. As major producer, PVG 
Liquids in Ghent produced 100 million litres 
of fuel per year over the past two winters.

Qlima Hybrid: partly plant-based
In 2012, we developed a fuel that comprises 
up to 5% plant-based components: Qlima 
Hybrid. We were the first and are still the only 
company on the market to produce such 
fuel. It is possible that we can considerably 
increase that percentage of 5% and are 
investigating this now by working with one 
of the world’s largest biodiesel suppliers. And, 
in the context of sustainability, we should also 
not forget that fuel-powered heaters have an 
unparalleled high energy efficiency of 100%.  

Easier to separate
We are currently also investigating how 
to improve our product composition and 
make it more sustainable. Using other or 
fewer different substances can make waste 
separation a lot easier, for instance.

The first step
Our current initiatives are just a first step 
towards our new sustainability policy. 
We have many more initiatives lined up 
to make life better for everyone and find 
clean and cost-effective ways to address 
the climate crisis. 

“We are the first and only company 
to produce a fuel with plant-based 
components.”
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MORE SUSTAINABILITY INITIATIVES

A heat pump works on electricity 
and does not consume any fossil 
fuels. Last year we commissioned 
an analysis to examine how we, 
as PVG, can grow further in the 
heat pump market to make a 
positive and viable contribution 
to our future.

Energy-efficient heating
In the light of increasing energy prices, we are 
expecting consumers to be looking for more 
energy-efficient alternatives. Our heat pumps 
for example, including our wall mounted air 
conditioner models. These days we more often 
refer to these as heat pump air conditioners; 
a term that covers the much broader scope. 
We are massively expanding our heat pump 
portfolio.

Unique climate system
Heat pumps are unique climate systems.
The heat exchanger in heat pump 
air conditioners is improving all the time and 
is becoming more efficient. Heat pumps can 
cool rooms in summer and be used as a 
(supplementary) heating device in the winter.
In some countries in which we are active, 
Scandinavian countries for example, the heat 
function is even the most important reason 
for purchasing this climate system.

How it works

An air conditioner is usually used for cooling. 
A heat exchanger transfers heat from inside to 
outside. This process can also be reversed. 
The heat is then transferred from outside to 
inside. This saves a lot of energy, so it’s also 
an efficient way of heating.

Ecological and efficient 
heating and cooling:

 heat pumps are 
the future.

The sale of heat pumps 
contributes to:

MORE SUSTAINABILITY INITIATIVES

2000
Improved sales since 2000
Our experienced after-sales team is committed to 
extending the service life of our products. We do this 
through such things as our special internal helpdesk,
where colleagues speak to customers, think along 
and give advise on correct use and troubleshooting. 
This ensures that products are not replaced as often.

2020
Online shop with after-sales service
The after-sales service was optimised in 2020 with 
the arrival of our own online shop for our end users 
in France. Consumers can now simply buy spare 
parts and accessories online so they can enjoy their 
product for a longer period. We are also planning to 
introduce online shops in other countries.

Chemical mapping
 
REACH label
All chemical fuels supplied by PVG have been 
registered in the REACH database since 2010. REACH 
is important for waste processing: it protects the 
environment and ensures the safety of those 
working in waste processing. It is a statutory 
European requirement. 

No harmful substances
All our appliances are RoHS compliant. RoHS stands 
for the Restriction of Hazardous Substances and 
guarantees that no harmful substances are released 
during use. This is also required by law and our 
special Quality department is dedicated to 
monitoring and compliance.

Long(er) live 
our products!

45

Heat pumps
are the future
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Acceleration
‘New regulations will be introduced soon to clarify what our 
reports should and should not contain. In time, these will also 
be audited. So, determining the right sustainability KPIs is an 
important next step. We asked Deloitte to guide us in this and 
accelerate the process. Together, we will create a framework of 
issues that are important to us so we can obtain structure in 
developing the right KPIs and reports.’

Making a difference
‘With the new regulations it will be mandatory to report only on 
issues where we can actually make a difference. So showing that 
you’re making a serious contribution, not window dressing.
What contribution that will be for us will become clear in time 
following interviews with our stakeholders, the benchmark by 
Deloitte and a joint workshop with the management.’

Major steps
‘We are becoming increasingly aware of sustainability in all its 
facets and aim to take real steps. This is a major process, but quite 
a few initiatives are already underway as you can read in this 
annual report.’

Marc van Gils, Sustainability Information Officer PVG  

A serious contribution 
instead of 
window dressing
Marc van Gils worked as PVG’s group controller 
for the past five years. He was appointed as 
Sustainability Information Officer in April 2022. 
‘I can use my knowledge of developing reports 
and KPIs in my new role.’

Our sustainability manager
A Sustainability Information Officer was appointed in 2022 to focus 
entirely on formulating our sustainability KPIs.
He will also be measuring progress on realising these. This will 
enable us to show in an objective way the steps PVG is taking and 
to share this with stakeholders.

SUSTAINABILITY REPORTS AND KPIS

“We are becoming increasingly 
aware of sustainability.”
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We want our organisation to be a major player in society. And that 
hinges on good corporate governance. Within the PVG Group we 
have a strong focus on the organisation’s future position. Therefore 
we are extremely committed to quality, supervision and transpa-
rent accountability to all our stakeholders.

Structure and policy  
 
Advisory Council
Our Advisory Council, which includes 
shareholders, supports our Board of 
Directors with reflection and/or advice.

Board of Directors
The PVG Group is managed by CEO 
Lily Jong and CFO Marc van Dreumel. 
The Board of Directors’ most important 
objective is to ensure business profitability 
and continuity.

GOVERNANCE

Our 
method of 
governance 

Compliance and 
sustainability 
 
ESG and SDG updates
Compliance and sustainability are a high 
priority for the Advisory Council and the 
Board of Directors. Financial developments 
and progress on specific projects are 
central in the meetings between the 
Board of Directors and the Advisory 
Council. They also discuss embedding 
ESG in the organisation and realising 
the selected SDGs.

Product Compliance Specialist 
We appointed a Product Compliance 
Specialist in 2021. This specialist monitors 
EU and local legislation relating to our 
products. This gives us the option to 
contribute to future EU initiatives.     >
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GOVERNANCE

Next step: establish one central Business 
Intelligence environment for optimal data 
management. Customer-specific data 
feeds have already been developed. 

Cybersecurity
 
Optimising our IT
Improving the IT infrastructure and 
increasing cyber security were also focus 
points over the past year. Our IT 
infrastructure comprises three networks 
that operate partly autonomously.
We have been updating the systems in 
the past years. We already have an 
integrated IT infrastructure for our 
production location in Ghent and we 
have purchased new hardware for France.
In 2021, a new IT environment was installed 
at the head office in Oss and combined in 
one Cloud for all countries.

ERP: a local choice
We have opted for local ERP solutions.
For Italy this meant a migration from 
Microsoft Navision to 365 Business 
Central. For France the existing ERP 
software Genacod was improved and 
expanded, and DotSoft was implemented.
Many improvements were introduced in 
Spain in the configuration and working 
method of Exact Globe.
And links were made with the PVG 
product database (PIM). The necessary 
ERP upgrade was implemented in Ghent. 

Electronic data interchange
We are exchanging information with 
increasingly more business associates 
based on EDI: electronic data interchange.
This entails electronic exchange of 
business documents including orders, 
invoices or confirmations.
EDI is particularly used in the Netherlands, 
Spain, France and Ghent (Belgium). 
More and more business associates are 
requesting this method. As a result, the 
number of document types supported 
at business associates’ request is also 
increasing. 

Increasing cyber security
In financial year 2021/2022, PVG entered 
into a partnership with Cyber Security 
specialists Mmox and SecureMe2. Mmox 
focuses mainly on recognising unwanted 
data traffic at the earliest possible stage.
SecureMe2 is strong in recognising suspect 
data traffic within the network.
Both parties supply a device for this that 
is linked outside and within the network. 
This year, all three IT environments will be 
equipped with such devices.

Risk management
 
Identified risks
In the first half of 2022, we worked with 
Deloitte to conduct an extensive risk 
analysis and produce a plan for systematic 
risk monitoring and a planned risk policy.
The Deloitte consultants have conducted 
interviews with many employees from all 
layers of our organisation.
Risk owners were designated for the 
fifteen biggest risks and they produced 
an action list of measures to reduce or 
manage the risks.
 

Collectively devise solutions
The risk owners will be working closely 
with the teams to address, spread or 
reduce risks in a systematic way. We will 
do this according to a set approach, first 
examining the risk before determining 
which actions are needed to manage 
the risk. Finally, we will decide who will 
undertake these actions and where the 
organisation stands in this process. This 
approach is typical for our organisation: 
putting together teams to find effective 
solutions to problems or challenges. 
The risk process progress will be 
monitored by the risk coordinator and 
will be discussed periodically with 
the Board of Directors.      

Governance
 
Suppliers under the microscope
We are committed to combatting child 
labour and exploitation in our value chain.
This means that we will not or will no 
longer work with suppliers that permit 
child labour, with organisations in which 
employees do not receive a living wage, 
and with organisations in which the 
working conditions are in any way in 
conflict with human rights.  
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“Putting teams together to 
find solutions is a key feature 
of PVG.”
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FROM THE BOARD OF DIRECTORS

A look ahead
‘We are incredibly proud to be able to share our first 
annual report in this current form with you. 
We would also like to share our expectations for the 
coming year with you below. And you can be sure 
that there’s still a lot more to come. Inspired by our 
colleague and Plant Manager Kristin Gehre to intro-
duce bottom-up changes, we have established focus 
groups with a non-hierarchical structure and based 
on commitment and passion.
So in the next annual report, we hope to be able to 
inform you about many new innovations from our 
own colleagues.’

Digital partnerships
 
‘COVID-19 meant that we had to introduce 
other consultation forms and sharing 
digital files became much more common.
This demands a higher level of digital 
cooperation. International working groups 
are working closely together via Teams to 
optimise our digital cooperation policy.
It is the PVG way to use the knowledge and 
experience of our staff, although this does 
demand structure and a central policy.’   

New challenges
 
‘We are expecting 2022-2023 to be 
challenging too. The COVID-19 measures 
in China and the war in Ukraine have again 
resulted in uncertainties in the market. 
We may not be able to pass on all the 
increased raw material and energy prices 
to our customers.’

Pan-European 
operation
 
‘A challenge for 2022/2023 is also to further 
improve the level of operational services. 
The European Operations Manager is 
responsible in this new role for improving 
and harmonising processes in the 
European supply chain. Best practices are 
shared with each other and streamlined 
in an organisation-wide Operations 
Community. For instance, PVG aims to 
prepare operations for the largest 
pan-European operating customers.’

100-day sustainable 
challenge
 
‘We have so many ideas about sustaina-
bility, which is why we’re taking part with 
the Impact Nation initiative: taking 
corporate social responsibility in 100 days. 
This acceleration programme helps com-
panies with the practical side of innovation. 
With Impact Nation, we can really go into 
detail in taking steps to accelerate progress. 
The programme started in September 2022 
and we can’t wait to convert our ideas into 
concrete plans.’ 

Joint transition
 
‘Offering an ecological product portfolio
is the ESG goal we’re working towards.
We’ve already made a start: by helping our 
resellers reduce their ecological footprint 
and by acting as partners. That’s how an 
ecological product range is getting closer 
and closer.’
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