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On the occasion of KLM’s 75th
anniversary, President Pieter Bouw
talks about his philosophy for the
airline’s current and future products,
his own role and function as
president, and the task of giving
the company a healthy future.
The interview, by Peter Brusse,
deputy chief editor of the major
Dutch weekly Eisevier, was
commissioned for Wolkenridder,
KLM’s staff magazine. The importance
of what Pieter Bouw has to say is
something we feel KLM passengers
can also share, through the pages
of Holland Herald

“T'he place to look is in
people’s perception of life’

‘Emotions are going to play a far more significant role in the
future of commercial aviation. A human dimension, feeling,
warmth and colour will be added, side by side with technology.’

Pieter Bouw, the seasoned Dutch entrepreneur who has stood firm in
the face of storm after storm through the four years of his tenure at
KLM, sits back in his chair and lights a small cigar.

The longer you study his face — the soft blue eyes, the set of the
jaw — and the longer you listen to what he says — the carefully chosen
words in a deceptively understated packaging — the more you wonder:
“Where have I seen him before, hanging on the wall at the
Rijksmuseum... or was it in the annals of the United East India
Company?”

‘Every airline operates more or less the same aircraft, so there’s
little point in competing on technological terms. The place to,

look is in people’s perception of life.’
He points out the success of the ‘swan’ TV commercial.

“You feel safe and sheltered on the back of that powerful bird. A
swan is a living creature, not just a piece of technology. We
don’t fly planes, we fly passengers, freight and mail. There are
two cultures in our company. The check-list culture will always
live on in a part of the company. Rightly so. It guarantees safety
and reliability. But beyond the straight-from-the-shoulder, sober
approach there’s friendliness and willingness to care. Marketing
and service need added value in a shape and form not easily
defined. That’s what makes it so fascinating.’

Reflecting a moment, he murmurs: ‘Yes, ... yes, that is what is hap-
pening in our company’, and then continues.

KLM ANNIVERSARY SUPPLEMENT &P



‘Dutch culture is uniquely suited to it. Dictating a style of ser-
vice specified to the last detail, complete with pre-programmed
smile, would be a non-starter in our culture. You shouldn’t even
attempt it, it’s just not on.’

Bouw recalls an anecdote he once heard:

‘On a scale of ten, Lufthansa, Swissair and KLM all average a
good eight. Lufthansa’s scores vary between 7.8 and 8.2; Swissair
has a narrower margin, between 7.9 and 8.1, but at KLM the
scores swing between 6.5 and 9.5. We allow a wide freedom, but
the art of the matter is to preserve that 9.5 and eradicate the
6.5. But it’s our character to respond with: ‘who are you to say
what I may or may not do? I enjoy what I'm doing so just let me
get on with it”.

“You won’t find that approach in many other cultures. I reck-
on it’s historically determined. There’s a wide margin of free-
dom in the Netherlands. New ideas and values are given a free
rein. But we are conservative too, it takes quite some time
before new ideas gain acceptance. You've got an incredible mix
of new thinking, tolerance and conservatism. We often wag an
admonishing finger at others, but in our own country we leave
room for an exceptional degree of freedom. We think from
inside out more than from outside in. We think no
one need tell us what's right. That’s what underlies
what people say about the Dutch being too liber-
tarian to be service specialists. We want — and that’s
another facet of the Dutch character — to make a
virtue of necessity. We sometimes operate fantastic
flights, I get lyrical letters about them, but we also
have flights which hardly score more than a six and

a half’

KLM is producing a film on ‘blue’ for the 75th anniversary. Why, in
the middle of an age of mergers and alliances?

‘Blue has always been synonymous with KLM, providing instant
recognition. Before they allowed commercial advertising in and
around TV programmes, KLM only needed to show its blue uni-
forms. They were immediately recognised. You didn’t need any
insignia or logos. It’s a vivid colour, radiating great strength. We
freshen it up every so many years. But that ‘blue haze’, that
‘what-KLM-does-is-always-right’ feeling, is dangerous, it veils
reality. We have to strip that veil away. We will keep the blue
as long as possible. But we are in the middle of a process of
advancing globalisation, you have to find a way of translating
that into a local situation. Think global, act local. I believe in
that, very strongly. We cooperate with Air UK, which promotes
its own character on the British market, and with Northwest
Adirlines, which does the same on the American market. What
you strive to achieve is that the global customer experiences
and is aware of that cooperation: Air UK is good, Northwest is
good, and don’t worry, KLM is backing them. Let’s not try and
put the whole lot through the blender, but rather see where the
strength of the differences lies.

‘A merger with Northwest is ruled out by US law. So we
need to create a whole new concept of close cooperation. We
have come a long way already, despite the obstacles.’ -
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Pieter Bouw wisibly warms to his subject as he talks about the new

jointly developed KLM-Northwest product, World Business Class.

‘For the first time, two airlines sat down to create a joint service.
The seats are practically identical, service is being coordinated
to achieve a uniform level. The quality differences haven’t dis-
appeared completely yet, but we are on the right track.
Customers must get the feeling they are buying World Business
Class, and they can shop for it at KLM or at Northwest.’

Did the failure of the merger talks with British Airways and Alcazar
change your thinking about giving up your own identity?

‘No, basically I think along pretty much the same lines as
before. It’s part of wiping away the blue haze, realising that not
everything need be blue by definition. That message was picked
up in a more extreme form than it was meant.’

Yes, but you did say at the time of the British Airways talks that
KLM'’s name might well disappear one day.

‘Certainly I did. At KLM, brand name and corporate name are
identical, just like at Ford. You drive a Ford. You don’t drive a
General Motors, but an Opel or Chevrolet. Brand
and corporate name can be uncoupled. That
wouldn’t be so easy in a European alliance. That
requires integration, since markets and networks
overlap. But in an intercontinental alliance, like
ours with Northwest, the markets supplement each
other. It’s easier to uncouple brand and corporate
names. You seek to integrate the brand name, just
like with World Business Class.’

Do you expect a European merger in the near future?

‘P've become more relaxed in my approach. My original vision
was based on a liberalised European market in which you com-
pete on equal commercial terms. But when you see the massive
government support for Sabena and Air France it’s clear that
there are quite a few countries which are not prepared to accept
the consequences of liberalisation and unification of Europe.
Perhaps we jumped the gun in our thinking.’

Do you think this might disadvantage KLM?

‘We were pragmatic enough to take delay into account. We

took care to strengthen KLM simultaneously, by restructuring
and generating strong growth. That’s improved our situation
substantially. And we intensified our alliance with Northwest.
Those two elements diminished the urgency of a European
merger or partnership. I reckon that European cooperation,
whatever its form, will only be back on the agenda when
airlines have restructured and are back on a healthy financial
footing.’

European airlines, in Bouw’s vision, are still perceived as national
assets. Emotions play a bigger role than the European law makers
had realised. That will mean, he thinks, that some airlines will have



to give up their high-cost intercontinental routes to survive. These will
become regional airlines.

If your really think in purely commercial terms, then you could

say you don’t care if others are subsidised. Those who are subsi- -

dised and escape the rigours of the market, become fat and lazy.

‘They won’t survive the confrontation with people who have
to tighten their belts and get on with it.

‘There’s a sunny side to every cloud. But it’s so incredibly
unfair to our people and those of Lufthansa and British Airways
who have had to make such big sacrifices.

‘Seven billion guilders subsidy for Air France, that's the
amount airlines have jointly lost world-wide. It’s just beyond all
comprehension. It runs against the whole thrust of everything
that had been agreed. The most shocking thing is that it is
being done so shamelessly. The shamelessness lies in the size of
the amount and the way that all the recommendations to attach
restrictive conditions to the subsidies have been disregarded.’

Bouw is convinced that globalisation means a very strong home base
is essential.

‘KLM and Schiphol, Mainport Schiphol, must
strengthen each other’s capability to compete. That
is, in my opinion, the only way to safeguard
aviation’s contribution to the economy in the Nether-
lands. And let there be no mistake, that contribu-
tion is big. Just look at the international companies
sited round Schiphol, look at the jobs Schiphol
offers. My concern is that the politicians, the govern-
ment and the environmentalists will think we can
make do with being just a little bit of a mainport.
We can’t. You're a mainport, or you aren’t. We've
got to keep up the effort to reduce noise and other
environmental problems as much as possible. The
industry must do that itself, otherwise the acceptance threshold
will be too high and public opinion will turn against us.’

Should the discussion be approached from the angle of the
Netherlands as a distribution hub?

‘Of course, it is directly linked with the unique position of the
Netherlands in distribution and transport,” is the immediate reaction
of the 53-year-old son of a haulier from the heathland district of the
Veluwe. ‘Pieter Bouw’, someone once said, ‘was reared in the hard-
working tradition of protestantism and the Dutch transport industry.’
He studied transportation economics at Amsterdam’s protestant Free
University and joined KLM after graduating in 1967.

If we in our country keep our expertise up to scratch and make
good use of our experience, then we can maintain our current
position. KLM grew because it carries cargo and passengers in
combination. That has allowed us purchase the largest aircraft,
with the lowest production costs per seat or per‘ton freight, ena-
bling us to create a strong financial base from which to penetrate
new markets at a competitive price. That’s the answer to people
who ask how on earth we managed to grow so big. The passen-
ger—cargo combination won’t be disappearing for the time being.’

Aren’t you afraid a united Europe will pose a threat to the country’s
position as a distribution hub?

If I take a long look at developments in the past few years and
the domination of the major countries then [ reckon the
Netherlands is running serious risks. If we can keep hold of the
basic philosophy of European unification — open markets, fair
competition, free movement of labour and capital — then Dutch
enterprise possesses enough vitality to hold its own. But I am
seriously concerned about the enormous political influence
protectionist thinking can wield in Europe.’

He is glad that the Dutch government is treating the transfer of land-
ing rights for non-EU airlines to Brussels with considerable caution.
Inside the EU the market is free.

If Brussels was dominated by the same Open Skies philosophy
as The Hague, then [ would be a happy man. But if what we
get is Fortress Europe, then the question is whose interests
are going to prevail. That applies as much to aviation interests
in relation to other interests, raw materials for example, as
to the distribution of aviation rights within the Fortress. Then
the issue becomes acute. Which country and
which airline will acquire which landing rights?
The Netherlands will be the first victim, because
they all think that KLM is already so strong any-
way.

Does that prospect make you somber?

‘No, not at all, it’s fantastic having to continually
think up new creative solutions. I believe in KLM’s
resilience and ability to adapt, and that of the
Netherlands too, for that matter.’

Of Europe’s too?

No, I'm much more pessimistic about that. The differences
between the southern and the northern countries in Europe are
so gigantically wide. Of course, it'll succeed in the long run. We
Dutch must keep our feet on the ground, not overestimate our
abilities, but above all not underestimate them either. The
Dutch need clarity. Do what you agreed to do. You can see it in
their relationship with Europe. They think that you must do
what good is for Europe. That was the agreement. But the
French, for example, don’t lose too much sleep over ideas like
that.’

So French interests take precedence over European interests?

‘Certainly, take the support for Air France. The Netherlands
should say, ‘OK, so if you lot are going to play rugby instead of
football, we’ll change the rules. But don’t kid us that you are
still playing football like we agreed. If you are going to play to
new rules, we don’t mind discussing them a couple of times, but
then we’ll start playing to different rules too.’

Did the Netherlands embrace the European ideal too unthinkingly?
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‘No it didn’t. Being a small country, we had the most to gain
from a united Europe. But the Dutch tend to believe that, if
people take the trouble to think calmly, it’s logical that they’ll
think the way the Dutch do. That isn’t the case. The differences
are wide. You can see it in history. They say of the Dutch that
they are merchants and preachers. But when they do business,
they do business. Nothing more. In our colonial period we trad-
ed but didn’t impose our culture on the East Indies or Ceylon.
Others did in their colonies. They mixed commercial, political
and cultural interests in a manner which is alien to us. We have
to realise that and, where possible, use it. In countries like
France and Germany, politicians, business people and financiers
support each other much more than in our country. Here politi-
cians are much too afraid of being harnessed to the bandwagon
of business. In France they consider it their duty. The Dutch
should be much more aware of that. Fortunately, people are
thinking more pragmatically these days.’

Have you never thought, with the continual pressure of work, that it
may be getting too much?

‘There were moments early on when I did think that. And then
I remembered what my mother always said: “People suffer most
from the suffering they fear but which never transpires.
” I've discovered that if you can share that feeling with
close colleagues, it eases. At a certain moment some-
one has to cut knots. If you've taken a long look at all
the options, then you say: “Right, there she goes

)

then”.

Was it difficult to grasp the nettle when you decided to
break off the British Airways and Alcazar negotiations?

‘Yes, but we had already taken the most difficult deci-
sion of all, in the spring of 1991, not long after the
new Board had settled in, with the first corporate business plan.
We could see KLM slipping from bad to worse. Our reaction
was, “we can’t go on like this”. We had to find another way. But
not through thousands of job losses. Despite the pressure we
found an alternative option. The idea was born in the space of a
weekend.

Growth, bucking the trend of economic recession, flying in
the face of all the market forecasts. That’s how we hit on the
idea of rescheduling the banks of flights in and out of Schiphol
into a new Wave System. The uncertainties we faced, enor-
mous, assessing what the market could take, the company’s
capacity to rise to meet the change, our ability to win the com-
mitment of senior managers and the support of our unions. No,
nothing was certain. But we won through. Our appraisal proved
correct, but the stress you are exposed to has to be shared.’

So what you do is adopt a highly cool-headed approach.

‘As much as possible, but I think assessing the emotional impact
as well as possible is part of that approach. Taking into account,
for example, just what it means for people who’re told their jobs
have to go or who face dismissal. But you may not say: ‘I won’t
do it because of the consequences for those persons’. The inter-
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ests of the company as a total entity are paramount. No, deci-
sions are not more difficult if you have regard for the emotional
impact. Perhaps that has something to do with my attitude to
life. I can’t imagine being part of a management team in which
people are antipathetic to each other, where you can’t say
straight out what you mean and feel, not share your own
perception.’

Is it a kind of friendship?

‘[ think it’s much more a question of knowing that when it
comes to the nitty-gritty, you can depend on each other, that
you know that, if somebody is of a different opinion in a particu-
lar situation, the team unconditionally pulls together as one
once a decision has been taken. I think that we as a team come
pretty close to that, yes, I really believe that. Of course you need
differences in character, because if you all think the same way in
a team like that, things are going to go wrong. The key is to be
able to see what your own weaknesses are. You recognise them
through the strengths of your colleagues.’

You once said, as president of your student society, that you learned
that there is a wide gap between being right and getting others to rec-
ognise you are right. How do you persuade others you are right?

I think you earn that by listening more than by inter-
rupting. It sounds like a contradiction, but as a com-
pany you have your goals, your strategy. You are
beholden to look, as objectively as possible, to see
whether something fits your strategy. You must think
over why someone’s opinion is at odds with your own
views, attempt to see the problem from his angle,
avoid letting it get bogged down in a power struggle.
Power and misuse of power are such frighteningly
close neighbours.’

You believe in consensus?

‘Not in the sense of averaging the opinions expressed in a dis-
cussion. That just gives you a gray, mediocre result. I do believe
in a consensus whereby people can ultimately concur with a
decision, whether they agree or not, because they know the
arguments, comprehend the factors which led up to that partic-
ular result. That’s pretty crucial. Creating a platform of assent.
Otherwise you win the battle but lose the war.

‘In the years that I was in the US, I found that the Dutch
consultation model, anchored in everyone’s right to have their
say, brings enormous benefits. Ideas get put on the table, talents
are put to good use. Things are much more hierarchical in
America, decision-making is much speedier. 'm not so sure
whether that gives you a better quality decision.’

Do people know you in the company?

‘I try to give people as many opportunities as possible to get to
know me. I go on a walkabout when I can, I like to talk to the
people. But I'm enough of a rationalist to know that in an
organisation swept by so many changes as KLM there are always



Congratulations to KLM Royal Dutch Airlines

on their 75th anniversary.

This year KLM Royal Dutch Airlines and McDonnell Douglas celebrate
a very special milestone. For KLM it’s a 75th anniversary, for McDonnell Douglas it marks
six decades of continuous business relations with KLM Royal Dutch Airlines. And when you consider
KLM’s focus on future service and our focus on future technology,

we look forward to celebrating this milestone again.
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Performance Above and Beyond.
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the disgruntled who are out to find someone on whom to vent
their aggression and frustration. And that someone is the presi-
dent. There are people in this company who regard me as an
evil genius. I can quite imagine how they feel, but I don’t think
this is the general picture. There’s a very large percentage who
have cheered on the changes euphorically, triggered by the
results we have achieved meanwhile.’

Do you view yourself as a role model?

‘The president is a role model whether he likes it or not. That
the way people see him, there’s hardly a place in the world
where ‘watching the boss’ isn’t a spectator sport. You try to
achieve openness. It has to live in the minds of your people.
Everyone experiences that the more he knows, the less he
knows. You have to let them notice it — that there are people

who know a lot more about things than you do up there on
high. That’s the way it should be.’

Your photograph isn’t in the Annual Report.

‘Exactly. And it won’t be. We are above all a people company. I
appreciate the enormous systems, the technology,
the capital expenditures, but what it boils down to
in the end is putting the customer in a secure and
comfortable frame of mind. And that isn’t achieved
by a single individual. It’s the thousands of men and
women who deal with the customers face-to-face,
often under very difficult circumstances, who
achieve it. I think it would be downright unfair to
select just one of them, even if he does happen to
occupy the position and carry the title of president.’

Is it difficult to put your vision and strategy across?

‘In a company like ours communication is a very difficult chal-
lenge. Partly because a good quarter of the 25,000 KLMers are
in the air, so when they work they aren’t there, and if they
aren’t working they aren’t there either. Partly because KLM is
still seen as a national institute. We are sitting in a glass house
and everyone is peering over our shoulders. We strive to involve
our people. I leave them quite some space to play around with
ideas. Some say too much. That makes it seem sometimes that
the decision-making process takes too long.’

Will KLM’s Dutch character wane in the coming years?

‘If we really want to be multi-cultural — though in fact KLM
already is, we have people of sixty nationalities and services to
more than a hundred countries — if we really want to globalise
then we must also prepare for non-Dutch people playing a more
substantial role in the Board and management of the company.
It’s a good thing to involve people from a different management
culture at the top. But I still find it difficult to imagine a KLMer
in the top of Lufthansa, for example, or vice-versa for that
matter — but that’s becoming an out-dated view of course. It’s
going to happen.’
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What's KLM going to look like at its centenary in 2019?

‘I think KLM can play a major role in a world-embracing alli-
ance, a Global Airline System. There’s going to be a far greater
distinction in passenger traffic between business and leisure
travel. I expect there to be a new fuel-efficient type of superson-
ic aircraft seating two to three hundred passengers for the busi-
ness market. Concorde only carries 125 passengers.’

Won't it be much more attractive for business travellers to take the
electronic highway?

‘I reckon there are going to be far more people travelling as soci-
ety internationalises. The growth will be faster than the speed at
which telecommunications gains ground. We do quite a bit of
video teleconferencing with Northwest, but that would have
been impossible if we hadn’t met face-to-face several times, had
a chance to get a feel of the others’ characters.’

Do you expect tourist travel to grow substantially?

‘That’s where the strongest growth is coming. Mass tourism only
got underway in the Seventies with the introduction
of widebody aircraft. Though flying is becoming
increasingly commonplace and undoubtedly cheap-
er, the majority of people are still far removed from
being part of it. | foresee that aircraft will be devel-
oped carrying eight to nine hundred passengers,
twice the current maximum. They will be quieter
too.’

Glorified cattle transport despite that swan feeling?

‘Everywhere you go, just look at the new shopping malls for
example, you see the quality of service being upgraded. People
feel a need for it. At the same time they want value for their
money. But what value for how much money? At the moment
business class is well-configured to meet customers’ needs. But
adjusting to customers’ needs is a never-ending process. We
need a new mind-set in our approach to the leisure segment.
We are still applying the standards of the past too much.’

KLM’s 75th anniversary, does it convey any special significance for
you?

‘I don’t want to be romantic. All the same, you feel you are liv-
ing out the tradition of the United East India Company, of a
trading nation, one of great seafarers and road hauliers, and now
great air transporters as well. KLM’s strength and dynamism
have been proven by the ability we’ve shown to meet the funda-
mental changes sweeping the industry head-on. That’s reason
enough to feel a high degree of satisfaction and gratitude. It’s a
good reason for a celebration too.’

With a high-flying party?

‘Down-to-earth will do nicely.’
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GOLDEN TULIP HOTELS

. HAPPY 75TH
BIRTHDAY KLM!

Golden Tulip Hotels Worldwide are congratulating KLM Royal
- Dutch Airlines with a "Happy 75th Birthday”! 2
As a special birthday gift, we offer all KLM Flying Dutchman members

. 10 x 75 BONUSEOINTS

in the following hotels:

Golden Tulip Barbizon Centre Golden Tulip Barbizon Schiphol”
Stadhouderskade 7

1054 ES Amsterdam

Kruisweg 495, 2132 NA Hoofddorp

Prins Hendrikkade 59- 72
1012 AD Amsterdam

Golden Tulip Jan Tabak
Amersfoortsestraatweg 27
1401 CV Bussum

Golden Tulip Barbizon Capelle
Barbizonlaan 2
2908 MA Capelle/Rotterdam

This offer is valid from October 1 - December 31 1994.
* In Golden Tulip Barbizon Schiphol, the offer is valid from December 1 - December 31 1994.

COUPON ?

Please call for information and reservations the reservation office in or nearest to your country:

1

Belgium : toll free 0800 - 143 44 Sweden : tel. 08- 6601831 i The bearer of this coupon is entitled to 10x75 |
France :tel. 01 - 489784 74 United Kingdom: toll free 0800 - 951000 . bonuspoints upon check in and presenta- |
Germany :tel. 0211- 4911214 tel 071- 9244141 | tion of his/her Flying Dutchman Card in |
Italy : toll free 1670 - 18 054 USA & Canada : toll free 1- 800- 3441212 . the following Golden Tulip hotels: Barbizon !
b 03755619644 Eene | Centre, Barbizon Palace, Barbizon Schiphol’,
The Netherlands: toll free 06 - 0227 711 Sortss P an Pabak anciBotbren Capelle. ;
tel. 020 - 61016 06 You can also contact your nearest /

Spain : tel. 01 - 5943042 American Express Travel Agency. m% St B (x
1

“Barbizon Schiphol from December 1- 31 1994.
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75 years on, and still together

Congratulations to KLM on their
75th birthday. We've come a long way
together.

When the first flight landed at
Amsterdam Airport Schiphol on
September 16, 1916, and when KLM
took to the skies some three years later
in October 1919, aviation was in its
infancy.

In a single lifetime, KLM and
Schiphol have developed and operated
a partnership which has been at the
forefront of an aviation industry that
has bridged the world; uniting

continents, peoples and cultures.

“The air ocean unites all people,” said
KLM founder Albert Plesman. And of
all the friendships that may have been
forged by air travel, none have been
stronger than the partnership between
one of the world’s great airlines and
Europe’s best airport.™

Whoever might be passing through
Schiphol as a KLM passenger over the
next 75 years it will be our aim to
serve them with that personal touch
that has become our trademark.

* Amsterdam Airport Schiphol has again been
voted Europe’s best by readers of Business Traveller
magazine.



A certain

The 75-years existence of KLM is not
only a history of one of the world’s most
successful airlines - it is also a story of
the development of a distinctive product
image. A reflection of
KLM'’s spreading
network and the
growth of its market-
ing and commercial
activities can be seen
in its poster and
advertising design
over the years.
Holland Herald
presents a selection
in the following pages
plus short features on
the shaping of KLM’s
corporate identity and
the importance of the
colour blue which has
been used in the
airline’s house style
for over 20 years

The excerpts printed here are taken
from The Image of KLM. 75 Years in
Design and Promotion (KLM in Beeld.
75 Jaar Vormgeving en Promotie),

a book by Gees-Ineke Smit, Ron
Wunderink and les Hoogland published
in English and Dutch to celebrate its
75th anniversary. To order see the
coupon on page 20 in this supplement.
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Opposite page:
the first poster
design for KLM
(1920) using
the theme of
the ‘Flying
Dutchman’.
The airline
commissioned
artist Matthieu
Giithschmidt to
contrast the
idea of an
old form of
transport by
sea with the
new one by air.
Left: in 1925
KLM added two
new aircraft to
its fleet, the
Fokker F-VII
and the Fokker
F-Vila. This
poster, dating
from 1928,
depicts the
Fokker F-VII in
an aquarelle by
the English
artist Charles
Dickson



A design by the Japanese graphic
artist Satomi showing the route
Amsterdam-Paris (1933)

COMPANIA REAL HOLANDESA DE AVIAGION

. DE LAS ANTILLAS

| AHORRE TIEMPD VIAJE POR AVION !

SERVICIOS REGULARES RAPIDOS ENTRE
LA GUAIRA - CURAGAO - ARUBA - MARACAIBO
CONEXIONES CON LAS PAN AMERICAN AIRWAYS

Promoting the Netherlands Antilles for
the South American market in 1941

€» KLM ANNIVERSARY SUPPLEMENT

The ‘new’ DC-2, introduced in 1934, in
a design by Arjen Galema, incorporating
the ‘Flying Dutchman’ theme

e =
ROYAL DUTCH AIR LINES

K-L‘M » ROYAL DUTCH AIR |

Homeward bound with KLM
over a typical Dutch landscape
(design: Paul Erkelens, 1944)

Shaping
KLMW’s
corporate
indentity

competitive world of modern business it

is essential for companies to project a
distinctive product image — a corporate
identity instantly recognizable to potential
customers.

Over the years KLM Royal Dutch
Airlines has worked hard to coordinate
the many aspects of its service package
to achieve a coherent and appealing cor-
porate image. As a service corporation,
KLM'’s reputation is naturally based in the
first place on the efforts of its employees
in the “front line’ — all the staff who deal
directly with our customers. No matter
how consistent the house style or attrac-
tive the advertising, a service company’s
raison d'étre will always be to meet the
customer’s increasingly high expecta-
tions. This said, however, some impor-
tant trends are discernible in the develop-
ment of KLM’s corporate identity.

I n order to thrive within the increasingly

Trademark

1919 saw the advent of the first ‘finch’
trademark - a fine piece of work although
its appeal was limited and the initials KLM
had no meaning outside the Netherlands.
During the first 30 years of its existence
numerous KLM trademarks were to
come and go, underlining the lack of a
distinct house style during this period.

Strategic position

Thorough marketing research led adver-
tising executive David Ogilvy to position
KLM in 1960 as ‘The Reliable Airline
made by the careful, punctual Dutch.’
Over two decades later, in 1984, KLM
president Jan de Soet expanded on this
theme. KLM stood for: reliability, punctu-
ality, care and friendliness.

House style

An effective house style is invaluable to
an airline: it creates a harmony between
product, service, and internal and exter-
nal communication. Towards the end of
the Fifties J.F.K Henrion produced his
innovative KLM crown logo, and the
house style subsequently introduced in




1964 still serves as the basis for the spe-
cific KLM style today. Henrion’s house
style is founded on three mainstays:
logo, typography and colour. The crown
logo is a symbol of quality, and it is pos-
sibly Henrion’s greatest achievement that
the design looks as fresh in the Nineties
as it did when it was introduced. A
Helvetica medium was the chosen typo-
graphic font, while a specific shade of
blue was singled out for the first time to
communicate the KLM style, quality and
personality.

Advertising

The next step in corporate image-build- .
ing was in the field of marketing commu-
nication. Having decided in 1981 to pro-
ject the same corporate image world-
wide, KLM management commissioned
marketing communications bureau Prins,
Meijer, Stamenkovitsch and Van
Walbeek (PMS) to develop a communi-
cation strategy based on a concept suit-
able for all countries. During the course
of a year in which PMS developed
numerous campaign guidelines, the final
answer proved to be ingeniously simple:
blue sky! Uniformity in visuals is achieved
by the dominant use of blue skies — a
logical continuation of the blue used in
the house style for some 20 years.

Quality

Quality is another cornerstone of the
KLM image. Customers continue to
demand more value for money. To quote
Jan de Soet: “Quality defines the future;
without it, no one is likely to have one. It
is completely irrelevant what we think of
quality; the only thing that matters is the
opinion of our customers.”

KLM’s efforts in continuing to pro-
vide high quality service has not gone
unnoticed: in 1985 it received the pas-
senger service award from Air Transport
magazine; six months later it was voted
Airline of the Year. By implementing the
model of the European Foundation of
Quality Management, of which it was one
of the founders, KLM continually strives
to improve its product and service.

Corporate communication
With the publication in 1981 of Ries and
Trout’s marketing best-seller Positioning:
the battle for the mind, the need to
orchestrate every facet of the company’s
activities was bought to the forefront.
KLM'’s Public Relations Bureau works
together with its Marketing Communica-
tions Branch to achieve maximum con-
sistency in campaigns and communica-

tion activities. In addition they provide
workshops and courses for KLM staff
responsible for internal and external
communications. The introduction of an
orchestrated strategy sees the final pillar
added to the KLM house style. Every
advertissment, TV-commercial, bro-
chure, press release, annual report,
company film, uniform, and aircraft interi-
or contributes to establishing a positive
image — the image of a reliable, punctual
airline with a careful and friendly service.

Towards a mancsuvrable
corporate identity policy

As shown in the above - persistence and
consistency are two crucial factors in
effective corporate identity management.
At the same time attention must be paid
to changing market conditions. President

Pieter Bouw sees manceuvrability as a
condition of the company’s ability to
compete in the future. Manceuvrability
will also become an important considera-
tion for house style and marketing com-
munication. This is borne out in KLM’s
collaboration with Northwest Airlines
where a newly designed ‘seal of partner-
ship’ was the first step in linking the cor-
porate identities of Northwest and KLM.
A joint marketing communication con-
cept is currently being developed to pro-
vide guidance for all common ventures.
As you can imagine, there’s a lot of work
that remains to be done for those
involved in shaping KLM services. The
greatest challenge they face is increasing
the manceuvrability of KLM's investments
without putting at risk 75 years of estab-
lished reliability.

 KLM
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Evolution of
a logo - from
‘finch’ (far
left), first
used in 1919,
to J.F.K.
Henrion’s
innovative
‘crown’, a
design that
looks as fresh
today as it
did when it
was first
introduced

in the Fifties.
The ‘seal of
partnership’
(left) links the
corporate
identities of
Northwest
and KLM.
Left: ‘consis-
tency counts,
persistency
pays’ - KLM’s
visual identity
as presented
in its house
style manual
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After the
Second World
War, KLM
expanded

its network
considerably.
As a result

the advertising

department
found itself
constantly busy
promoting new
destinations
such as Delhi
in this design
from 1947

A direct,
strong image
from 1948,
designed by
Joop van
Heusden.

The overnight
bag is used to
emphasise the
high quality
of KLM’s

services
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A view
on blue

ust as Delft-blue is synonymous
J with the Netherlands, so the dis-

tinctive blue livery of KLM Royal
Dutch Airlines has made the country’s
international carrier instantly recognizable
the world over. In choosing blue for its
house style all those years ago, KLM
allied itself with an emotional history
stretching back centuries regarding the
colour in all its hues.

Not surprisingly, blue is a colour
which arouses powerful feelings in the
Dutch. For Wubbo Ockels, Holland’s first
astronaut, “Blue is the most universal
colour. For millions of years, man has
been confronted by blue as the colour of
two of the four elements: air and water.
We live on a blue planet, coloured by the
mixture of water and oxygen. Blue is the
colour of life and when we quest for life
in space we must first find a blue planet.”

To Dutch artist Marte Roling, blue
signifies “something pure, something
reliable.”

Purity, reliability, life - these are just
some of the associations which the
colour blue has engendered throughout
its long history.

In ancient Egypt, blue symbolized
divine power and eternal life. It occurs as
funeral decoration in the azure blue wall
coverings in the pyramid of Pharaoh
Dhoser who reigned over 2700 years
BC. It is also to be seen in the semi-
precious stones of turquoise, lapis lazuli
and cobalt-coloured glass decorating the
numerous trinkets and household
objects with which the Egyptians fur-
nished the departed for their journey into
the next life — most famously perhaps in
the death mask of Tutankhamun.

In the Middle Ages, too, blue had
heavenly associations. Blue and red pre-
dominate in the huge stained-glass win-
dows of the magnificent Gothic cathe-
drals of Chartres and Rheims. Red sym-
bolized the martyrdom of Christ, while
blue epitomized the divine light served by
the Church and believers. This colour
symbolism carried over into the clothing
of holy figures, Mary being depicted in a
white robe and blue mantel: white for vir-
ginity and blue for service. The associa-
tion of blue with service still survives in its
use for work-clothes such as uniforms
and overalls.




For the Dutch, blue is a colour inti-
mately connected with their history, for it
was the Dutch East India Company
(VOC) which in the 17th century opened
up the trade in indigo, making the wide-
spread use of this Indian vegetable dye
an economic possibility for European
manufacturers.

The textile producers of Leiden were
among those to reap the benefits of
Holland’s mastery of the high seas. After
the fall of Antwerp at the end of the 16th
century this western Netherlandish city
became the most important textile centre
in Europe, exporting its materials all over
the world and winning an enviable repu-
tation for the quality of their colours and
finish. To maintain that reputation, Leiden
and other Dutch textile towns appointed
staalmeesters (inspectors) who tested
and approved the colours of textiles.
Some of these powerful men posed for

what was to become one of
Rembrandt’s most famous paintings,
The Syndics of the Drapers’ Guild,
which today hangs in Amsterdam’s
Rijksmuseum.

The VOC was also responsible for
bringing back Chinese porcelain which,
with its blue decoration, quickly became
popular throughout Europe. Although
the technique of making porcelain was
unknown in Europe, Delft’s potters took
advantage of its popularity by manufac-
turing a more dainty earthenware with a
blue pattern derived from Chinese porce-
lain. It proved so successful that potters
in Germany, France and England quickly
produced variations on Delftware.

In Delftware, and Leiden linen, blue
is associated with the quality of a partic-
ular product. From the 19th century
colour also began to play a role in the
identification of different companies.

The use of colour as the basis of a house
style began with British railway compa-
nies using distinctive liveries to distin-
guish themselves from the competition.
This coincided with the first use of
pictorial design in advertisements and
posters.

In the 20th century, research into the
psychological influence of different
colours has had an enormous influence
on the development of modemn advertis-
ing. Depending on the shade, blue is
associated with quality, reliability, restful-
ness and security - all qualities which
have made KLM one of the world’s
most popular airlines.

‘Blue’, a film commissioned by KLM

to celebrate its 75th anniversary can be
seen on most intercontinental flights from
Amsterdam this month. For details see
page 68.
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True blues.
Below left:
the planet
Earth and
Delftware,
inspired by
Chinese
porcelain.
Below:
The Lovers
by Chagali
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WHO IS
THE 10th LARGEST
DIVERSIFIED FINANCIAL
COMPANY
IN THE WORLD:?

ACE Factors - ACIV - AG 1824 - AG Asset Management - AG Luxembourg
AIM Holdings - American Security Group - AMEV Nederland
AMEV Ardanta - A & M Verzekeringen -AMEV Family - AMEV General
ASLK-CGER-Bank - ASLK-CGER-Insurance - Assistance International
Banque CGER France - Banque UCL - Barter Finance - BetaFin - Bishopsgate
Brabant - CAIFOR - CDK Bank - CGA l'assurance - Defam Financieringen
ES-Securities - ES-Finance - Euralliance - Falcon - First Fortis Life Insurance
FMN Finance House - Fortis, Inc - Fortis Australia - Fortis Benefits
Fortis Financial Group - Fortis Healthcare - Fortis Industrial
Fortis Life Assurance - Fortis Long Term Care - Fortis Private Capital

Fortis Sales - G. Simons & Co. - GWK Bank - Interlloyd - ISEP

ffectenbank - Keppel Insurance - Le Recours Belge - La Médicale
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Below, left: German publicity for

KLM in 1950, designed by W. Werkele.
Bottom, left: promoting Amsterdam as
‘charming gateway to Europe’ -
courtesy of KLM (1960).

Right: tourist routes opened up in the
1950s, including into Africa

ROYAL DUTCH
AIRLINES
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hartelijk
A welkom

duction of the
Boeing 747
and a new
uniform for KLM
cabin crew.
Far right: a
simple and
direct text for
advertising
winter holidays
(1980).

Below, right:
KLM
introduced

the swan in

its campaigns
from 1991.

It received
many positive

reactions
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To order your copy of The Image of KLM. 75 Years in Design and Promotion,
complete this order form and send it to the address below.

De beste
vakanties beginnen
met KLM.

Please send me:

D copy/copies of The Image of KLM. 75 years in Design and Promotion.
Price per copy: Dfl 59.50 / US$ 30
copy/copies of KLM in Beeld. 75 Jaar Vormgeving en Promotie (Dutch
edition). Price per copy: Dfl 59.50 / US$ 30
Please charge my credit card for Dfl_________ or USS$
payable to INMERC BV

American Express D Visa D Mastercard D Eurocard D

Card no.

Expiry date A e Signature

Ij | enclose a cheque/Eurocheque for Dfl _______or USS$
payable to INMERC BV

DFIyingDutchmanno. (ifapplicable)l | | | I | I | l IJ

Name:

Street:

Zip-code/ City:

Country:

Tel. no.: Fax no:

edes
Betrouwbaar. KLLIVI

This offer is only valid in EC countries
Send to: V&K Publishing BV, PO Box 3, 1530 AA Wormer, The Netherlands
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“What is it that
makes this trip unforgettable?”

N -

“I5 years of KILM experience
and a yellow bag!”

+

Amsterdam Airport Shopping Centre 1V Congratulates KLIVi

Royal Dutch Airlines
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After a lifetime of being a high flyer, Prince Bernhard has made his final landing.

Portrait of a
pilot - a full
list of all the
200 or so
aircraft types,
flown by the
84-year-old
Prince
Bernhard
would read
like a roll of
aviation
honour

George McDonald traces the career of a prince of the skies

yal tly past

rince Bernhard could in all modesty

answer to the description of ‘Flying

Dutchman,’ although the commander of

the Royal Netherlands Air Force more

respectfully called him “the Netherlands’

number one flyer” on the prince’s 50th

anniversary as a pilot in 1991. A full list of all the 200

or so aircraft types, military and civilian, flown by 84-

year-old Prince Bernhard would read like a roll of avi-

ation honour, from the Second World War until the
present day. ‘

Someone who has flown the Hurricane, Spitfire,

P-47 Thunderbolt and P-51 Mustang has experienced

some of the hottest seats that wartime fighter pilots

€I KLM ANNIVERSARY SUPPLEMENT

ever sat in. Bombers also did their bit for victory, of
course, as Bernhard found in the Mosquito, Lancaster,
B-24 Liberator and B-17 Flying Fortress. There were
also ship-based warplanes, the Firefly and Seafury.
Then came more peaceable pursuits with the DC-4
Skymaster, DC-6, DC-7, Constellation, Super Con-
stellation, Boeing C-97 Stratofreighter and C-124
Globemaster.

By this time, jets had arrived on the scene and
Bernhard was strapping himself into sleek fighters like
the Meteor, F-86 Sabre, TF-102, Delta Dagger, F-104
Starfighter and F-16 Fighting Falcon. Bombers weren’t
neglected, however, and the prince took the controls
of strategic jet bombers like the B-47 Stratojet and
Vickers Valiant. Of civil jet transports, his logbook
includes the DC-8, Boeing 707 and the Netherlands’
own champions, the F-27 Friendship, F-28 Fellowship
and Fokker 100.

His Royal Highness Prince Bernhard Leopold
Frederik Everhard Julius Coert Karel Godfried Pieter,
Prince of the Netherlands, Prince of Lippe-Biesterfeld,
husband of the former Queen Juliana of the Nether-
lands, is a man with his feet on the ground. His long
career in senior military posts included being Supreme
Commander of the Netherlands Armed Forces during
the Second World War. In the arts of peace, he has,
among other duties, been Founder-President of
the World Wildlife Fund International,
Founder and Regent of the Prince Bernhard Fund
for the Advancement of Arts and Sciences in the
Netherlands.

Flying has earned his affection, however, since he
first took lessons in a sports aircraft in Germany in
1934. On one flight the aircraft landed in a lake,
which might have been tolerable if the plane had
been an amphibian, but was intolerable to the young
prince’s parents since it was not. Although Bernhard
was unharmed, he was forbidden to take any further
part in this “dangerous sport”. In 1936, German-born
Bernhard took Dutch nationality and the following

and
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year he married the future Queen of the Netherlands,
the then Princess Juliana.

With the war came invasion and the occupation
of the Netherlands. Prince Bernhard went with the
rest of the royal family to Britain to continue the
struggle. In wartime, flying can no longer be consid-
ered a sport, dangerous or otherwise, and Bernhard
was quick to decide that his parents’ prohibition no
longer applied. By September 1940 he began lessons
with Britain’s Royal Air Force in a Tiger Moth
biplane. The chief flying instructor at the Hatfield air
base, Wing Commander Clem Pike, qualified the
prince as an “exceptional” pilot but commented that
he was so overconfident that he would not survive
beyond 1,000 hours.

This story had a reprise when, shortly after the
war, Prince Bernhard ‘buzzed’ Hatfield at rooftop
height in one of the new Vampire jet fighters. After
landing he telephoned Clem Pike and said: “Hello,
this is Prince Bernhard speaking. I've got 1,800 flying
hours now and I'm still alive.”

“After what you did this morning,” Pike retorted,
“you won't live to see 2,000.”

In April 1941 Secretary of State Charles Evans of
the Air Ministry in London addressed a letter to “His
Royal Highness Prince Bernhard of the Netherlands,”
informing him that he had “satisfactorily completed a
course of flying training” and authorizing him to wear

Royal Air Force ‘wings’ on his uniform.

The British authorities were happy to do this,
and equally content with Prince Bernhard’s role in the
formation of the RAF’s renowned 322 Dutch Spitfire
Squadron in June 1943. They had no intention, how-
ever, of risking the husband of the heir to the Dutch
throne on combat missions. “If we ever catch you
doing any illegal operational flying, we’ll ground you,”
he was told. Well, some rules are made to be broken —
especially when you are a prince — and Bernhard was
determined to get into action. The United States
Army Air Force proved to be more tolerant and so the
royal dissident got his wish.

Prince Bernhard’s own pictures, taken from a B-
24 Liberator, designated ‘S4-K for King’, of the 847th
Bomber Squadron, show the raid on the German V-1
flying bomb base at Siracourt in northern France on
June 21, 1944. This would normally have been a
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Prince
Bernhard
takes to the
skies again,
on his 50th
anniversary
as a pilot

in 1991
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heavily defended target but poor weather gave the
crews a fairly easy ride, with no aircraft shot down and
only five damaged. Lieutenant Fran Skrzynski
recalled: “We had a guest that day. It was Prince
Bernhard of Holland. He was a pretty good egg and he
brought his camera along. The Prince took pictures at
our stations and I wonder if I'll ever get to see them.
This was his first combat mission and it was our and
the ship’s 13th. The Prince claimed that he’d like to
fly with us again sometime. Too bad he couldn’t have
been with us on some of the more rough missions...”

As the war in Europe drew to a close in the
spring of 1945, the still occupied part of Holland was
in the grip of a manmade famine, from which a thou-
sand people were dying every day. Prince Bernhard
acted to end this, persuading the Supreme Allied
Commander General Eisenhower to assign hundreds
of RAF and USAAF bombers to parachute food sup-
plies into the stricken area. Operation Manna
undoubtedly saved thousands of civilian lives, and
Prince Bernhard remains President of the RAF Manna
Association, composed of veteran air crews who took
part in the operation.

After the war, the pilot prince quickly got initiat-
ed into the mysteries of the new jet fighters such as
the Vampire and Meteor. A trip to California in the
1950s saw him introduced to the F-86 Sabre, which is
still considered by many professional fliers to have
been the best and most handsome jet fighter ever
built. As Inspector General of the Royal Netherlands
Air Force, it was positively his duty, as well as his
pleasure, to poke his nose into every aircraft in the
inventory, and if that meant putting each one through
its paces, so much the better.

Photographs from throughout his career show
him engaged in earnest discussion with some pilot or
other, while tinkering with the cockpit controls of a
new aircraft. He was never content with seeing what
they could do on the ground, and the photographs
soon switch to the air, with the Prince at the controls
and the same kind of earnest discussion still clearly
under way.

In a busy public life, Prince Bernhard has done
much more than garner military promotions and fly
aeroplanes, of course. He has always been heavily
involved in economic affairs and with bodies that
have promoted his country’s economic development
and international trade. From 1954 until 1976 he was
Chairman of the Bilderberg Group, an international
forum in which western politicians, business leaders
and strategists discussed and debated the challenges
facing the west during the Cold War years. A familiar
presence at numerous KLM festive occasions and
anniversary celebrations for many years, Prince

CAPITAL PRESS

Bernhard has also served as an honorary member of
the airline’s supervisory board, a position which has
involved activities both in the Netherlands and
abroad.

Charitable and other public interest work has
been high on his list of activities, with numerous
nature protection bodies, educational and cultural
associations benefiting from his leadership and sup-
port. These have involved national, European and
worldwide efforts on the part of the prince. All have
taken their share of the time, energy and commitment
of a life that, viewed from the vantage point of his
84th year, has been fully committed to public service.

In August this year, Prince Bernhard officially
announced that he was ‘retiring’ from flying. It is
tempting to believe that, in the manner of enthusias-
tic flyers everywhere, Prince Bernhard found peace as
well as stimulation in the skies of the world, whether
it was hurtling along in a Fighting Falcon or doodling
among the clouds in his light aircraft. He lists his hob-
bies as golf, photography, filming and ski-ing. Flying,
the silver thread that has run through his life, is not
counted as a hobby; it is too important for that.

As the Royal Canadian Air Force pilot John
Gillespie Magee captured the flying experience in
his poem High Flight, Prince Bernhard has “...slipped
the surly bonds of earth, And danced the skies on
laughter-silvered wings...”

The author acknowledges the contribution of the book
Prins Bernhard: 50 Jaar Vlieger (Koninklijke Lucht-
macht, 1991) in the preparation of this article
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Flying,

the silver
thread

that has
run through
his life,

is not
counted

as a hobby;
it is too
important
for that
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Around
theworld inone
second

At its destination it’s already known: KL 641 has
left on schedule, there is a VIP on board and the
expected flight time is 7.55 hrs.

Today, information moves faster and faster.

Drive and control technology trade e - But there are still borders: between systems.
: : And that’s where Oracle comes in. With database
2 igh Congratulations management systems that are independent of
KLM on your 75th platforms, protocols or user interfaces. With tools
anniversary KLM that cover all development phases and that can even
incorporate your rules of business. Plus a family of
1/11-4/11  Intersurface ‘94 - open applications.
Trade fair for surface technology and anti-corrosion measures Oracle is proud to serve KLM’ and we congratulate
9/11-16/11  Logistica ‘94 the Reliable Airline on its 75 years of success.

International trade show on materials flow control

29/11-2/12 VIV Europe ‘94
International trade show Intensive Animal Production

11/1 - 151 Vakantiebeurs Utrecht
{Consumer) Tourism and recreation fair

171 - 2111 NOT ‘95
National Education Exhibition

22/1 - 26/1 Sfeer
Trade fair for DIY interior decorating

6/2 -11/2 Internationale Bouwbeurs
International Building and Construction exhibition

5/3 - 8/3 Voorjaarsbeurs ‘95 / Trade Mart Utrecht
Consumer goods Spring Fair

14/3 - 17/3 Medica ‘95
International hospital equipment exhibition

20/4 - 24/4 Holland Art Fair
The visual arts from 1900 to date

22/7 - 3117 Megafestatie
A great day out for young people

3/9-6/9 Internationale Meubelbeurs Utrecht
International furniture fair Utrecht

PLATFORM (AIR)PORTABLE
INDEPENDENCY APPLICATIONS

Subject to alteration

Royal Dutch Fairs, P.0. Box 8500, NL-3503 RM Utrecht
Tel. 31 30 955911, Fax 31 30 940379, Telex 47132

SOFTWARE & SERVICES
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JAARBEURS
UTRECHT/HOLLAND

Rijnzathe 6, 3454 PV De Meern, telephone: +31 (0)3406 94888




Scaling
the heights

Jon Henley views

a model fleet

t took 100 people five years to

complete, and the result is

unique: a 40-strong fleet of

radio-controlled model aircraft
in KLM livery, representing virtual-
ly every plane the airline has ever
flown.

The brainchild of banker Wim
van Laar, the former chairman of
the Dutch Aviation Association’s
model aircraft section, the project
was part of KLM Royal Dutch
Airlines’ 75th anniversary celebra-
tions and had the wholehearted
support of the company’s manage-
ment. ’

“When [ first proposed the
idea in 1989, they were enthusiastic
right away,” says Van Laar. “They
suggested I contact Fokker, which
also turned 75 this year and was
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equally keen on the idea, particu-
larly because Fokker and KLM have
such a long history together.

“KLM made a selection of the
most representative models from its
historical fleet, the planes that real-
ly were the airline’s visiting cards in
each era — and we started building.”
Later, the Dutch Air Force offered
Van Laar use of an airfield for test
flights, and the National Aviation
and Aerospace Laboratory gave up
time in its wind tunnels for testing.

The planes range from some of
the first models flown by KLM —
early Fokkers dating from the 1920s
and 1930s — through the famous
Douglas DC2s and DC3s, the post-
war Lockheeds of the 1950s and
today’s Boeing 747, Airbus A-310,
McDonnell Douglas MD-11 and
Fokker 10Q0.

Several are models of near-leg-
endary KLM planes: the ‘Uiver’,
the DC2 that won the handicap
section of the 1934 London-

VINCENT MENTZEL

Melbourne race, and the ‘Peli-
kaan’, the Fokker F18 that made
the famous Christmas Post Flight
to Curacao in the same year.

All are exact replicas of the
originals, down to the finest details
of the vintage livery. KLM provid-
ed the builders, who generally
worked in teams of two or three,
with a kit of working drawings,
photographs and documentation
on which to base their designs.

The builders, all members of
the Aviation Association, met
twice a year over the five-year peri-
od to compare notes. “You learn a
lot from other people’s experienc-
es,” says Van Laar. “A lot of build-
ers found the project trickier than
they'd expected — mainly because
everything had to look just like the
original.

“We came up against the same
kind of problems as the manufac-
turers. The model DC2, for exam-
ple, proved to have the same kind
of stability problems as the origi-
nal. Many went through wind
tunnel testing, and several needed
substantial modifications before
they were truly airworthy.”

New techniques were devel-
oped for some models, using car-

bon-reinforced glass fibre and spe-
cially adapted control systems. All
were tested extensively for safety.
But for the builders, it was a
labour of love. With his partner,

KLM ANNIVERSARY SUPPLEMENT €D
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Left and below:
final check before
take-off for the
miniature KLM
fleet - all exact
replicas of the
originals down to
the finest details
of the livery
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Fine tuning on
the tarmac

project engineer Frans Bal took
three years of evenings and week-
ends to produce the gleaming silver
‘Rotterdam’, an authentic DC4.
“We didn’t keep count of the
hours down in my colleague’s cel-
lar,” he says. “The designs in par-

ticular took a tremendous amount
of time. It was a long job, but the

result speaks for itself. It’s a beauti-
ful plane — and it flies like a
dream.”

Wilfried Wolterink, a North
Sea production platform worker,
spent 3,000 hours designing,
machining and assembling his
Boeing 747 ‘Mississippi’. With a
fuselage length of nearly 4.5 metres
and measuring 3.75 metres from
wing-tip to wing-tip, the model is
one of the largest of the fleet. All
its functions are dual controlled
using two radio receivers.
Wolterink made almost every com-
ponent himself bar the engines —
four 15cc impellers.

Like the other wide-bodied
jets in the fleet, the Jumbo isa 1:16
scale model. The mid-sized models
were built to a scale of 1:10, while
the scale of the smaller, older
planes was determined by the size
of the engines.

“The early Fokkers in particu-
lar, the F VIIIA, F VIIIb/3m and F
XVIII are really special,” says Van
Laar. “They’re museum-standard
models, accurate in every detail
down to the measurements of the
wooden panels in the wings.”

The whole fleet was assem-
bled at the end of August for an
afternoon air show that attracted
over 40,000 visitors. One by one
the historic models climbed into
the sky above Deelen airfield near
Arnhem, performed a slow fly-past
and — with the exception of two
unfortunate accidents — returned
safely to the runway.

“It was a fantastic sight,” said
Van Laar. “And the fact that there
are still people around who are
willing to devote three or four years
of their lives to making such per-
fect working models — that’s some-
thing that deserves our applause.”

Here’s to the next 75 years!

Pastilles

@@6@ will be there to enjoy.
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KLM AND KLM:
FACING THE FUTURE TOGETHER

For as many as 60 years we've supplied KLM with high-quality

and distinguishing clothing. A satisfied customer, none other than the
airline’s founder Albert Plesman gave us permission to use KLM as our
brand name. As one KLM, we congratulate the other (the Royal Dutch

Airlines) on its 75th anniversary.

N
KI.M CLOTH!N EHCO-KLM-KLEDING N.V. HAAKSBERGEN/NETHERLANDS
(; TEEE 0 s a2y 27930, EAX: (31) (0)5427-27115

KLM KLEDING SUPPLIES CLOTHING TO (AMONG OTHERS): AKZO NOBEL - ALBERT HEIJN - AUDI - BAYER - BRITISH PETROLEUM - RENAULT - SHELL - SIEMENS - ETCG:ETG:






‘ﬁiﬂg on the ‘s
~ airport in the world’;
vertical reality for the US Army’s
‘Flying Platform’ (1957) :
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ALUMINIUM CASES
TRAVELGOODS &
PROMOTION ARTICLES

Manufacturer and importer
for over 55 years of flight
cases, ABS cases and
fibreboard boxes in any size
and quantity to retailers and
industry.

We are also the distributor in
the Benelux and Germany
for LINOVA travel goods,
from leather wallets, toilet
bags to suitcases, on request
(minimum order 50) in any
size and colour*, also with
your company logo.

* When available from manufacturer

For information:

LEJAN

P. Aertszstraat 121-131
NL-1074 VR Amsterdam
The Netherlands

Tel. +31-(0)20-6711669
Fax. +31-(0)20-6735083

MEMBER OF THE

LINeA

GROUP

For over 45
years a supplier

to KLM

LG

Elacin, the all-in-ear protection.

7 GROENEVERD

= DORD HT
Groeneveld-Dordrecht bv. Kameriingh Onnesweg 2, P.0. Box 86,
3300 AB Dordrecht, Holland. Tel. (+31)78-181400. Fax (+31)78-524605.

Groeneveld Safety Store. Viaardingweg 31, 3044 CJ Rotterdam,
Holland. Tel. (+31)10-4621333. Fax (+31)10-4623278.

[AVIEM /AN

EDELMETAAL BV

PRECIOUS METALS:
ESSENTIAL TO INDUSTRY.
VALUABLE AS AN
ORNAMENT.

For over 43 years Haveman
Edelmetaal guarantees a longer life
and higher utility of your product.
After treatment your product will
have a striking resistance against
influences of oxygens and dangerous
substances, and will possess an
enormous electric conduction, an
excellent soldability and weldability
and a good infrared reflection.
Gold- and silberplating are our main
activities. With that we made our
name, a.o. in the aircraft construction,
electronics, the petrochemical and
finemechanical industry.

Haveman Edelmetaal B.V.
P.O. Box 41, 2270 AA
Voorburg, Holland
Tel.: 31 (0)70-3873633
Fax: 31 ())70-3869416

(_DRUKKERI BYKORF BV )

GEWOON IN HET ONGEWONE

HANDELSDRUKWERK

RECLAMEDRUKWERK

SETS, BLOKS EN FORMULIEREN

GENUMMERD DRUKWERK
STANZEN,RILLEN EN PERFOREREN

GOED DRUKWERK VOOR EEN
REDELIJKE PRIJS

Cortenbachstraat 10, Postbus 31002 6370 AA Landgraaf
Tel. 045-313352 Fax 045-325460




KLM Presidents Unveil 75th Anniversary Decal

Three KLM
presidents
(left to right,
Sergio
f CEAD] . Orlandini,
~ aanverwante artikelen, Jan F. A.
‘vliegen’ we voor al de Soet and
onze klanten. Pieter Bouw)
Dat betekent unveil KLM’s
snel leveren met optimale service en kwaliteit. ;?gf;rofdecal
Zo vliegen we al weer heel wat jaartjes voor de nu 75 jarige Guayaquil
KLM! We leveren uit 00| standaard artikelen maar kunnen cok
zorgen voor maatwerk. rom October 7, all the aircraft in KLM Royal Dutch Airline’s
Is uw inkoper nog niet op de hoogte van onze produkten en - fleet will be decoraFed with a decal celebrating the company’s
diensten? Neemt u dan kontakt op met Nimco Trading en laat 75th anniversary. The first aircraft to receive the decal is the Boeing
ons eens een vrijblijvend offerte maken. 747-400 PH-BFG City of Guayaquil.
Want we viiegen 66k graag voor u! On September 12, 1919, Queen Wilhelmina of the

Netherlands granted the company the right to use the word ‘Royal’
in its name. Exactly 75 years later to the day, in a ceremony held at
Schiphol Airport Amsterdam, three KLM Royal Dutch Airlines’
presidents — current incumbent Pieter Bouw and his two predeces-
sors Sergio Orlandini and Jan F.A. de Soet — jointly unveiled the
new decal.

The three presidents together represent over 20 years of KLM
presidencies. Mr. Orlandini was appointed on August 2, 1973, Mr.
De Soet succeeded him on September 1, 1987 and Mr. Bouw took

Kantoor, showroom & magazijn: Industriepark “Kethelvaart”
Willem Barentszstraat 5/9/11, 3124 LC SCHIEDAM. ke bl 1 1.1991
Postbus 41 3100 AA SCHIEDAM. Tel.: 010 - 471 71 54*. Fax: 010 - 471 68 04 over the helm on January 1, .

E K I N D E R E N

To become a
stewardess is not
her ambition.

She just wants to live.

) {

In our world we have high ambitions. Succeeding in life is part of it. It's dif-
ferent for the girl in the picture. Her only ambition is to make it to the next
day. Because her life is threatened by numerous childhood diseases which
are often fatal. Help Stichting Redt de Kinderen (Nederland), a member of
the Save the Children Alliance, in setting up Primary Health Care. Your finan-
cial support will be highly appreciated. Give her a chance of a future.

STICHTING REDT DE KINDEREN (NEDERLAND)
Scheveningseweg 56, 2517 KW Den Haag. Tel.: 070-350 5967. Giro 809.

MEMBER OF THE SAVE THE CHILDREN ALLIANCE
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The shape
of things to
come?

An artist’s
impression
of a possible

configuration

of a high
speed civil
transport
(HSCT)
supersonic
aircraft

George McDonald reports on the

airliners of tomorrow

o listen to the aviation
dreamers, we should
have soared into the
millennium  at
hypersonic speed on sub-orbital

new
intercontinental journeys =
Tokyo-Los Angeles in an hour.
Passengers might have had their
doubts about the pleasure of such a
flight, but aerospace corporations
never doubted their ability to
make one possible. Scale models
were produced and engineers sat

€D KLM ANNIVERSARY SUPPLEMENT

with light-pens poised, waiting for
some government to take out its
wallet and peel off a wad of billion
dollar bills. \

That was as far as the dream
got. A hypersonic airliner may yet
see the light of day, but that future
has been indefinitely postponed. A
successor to the 25-year-old super-
sonic Concorde is a more likely,
yet still far from certain prospect.
American companies are currently
working on the NASA-sponsored

BOEING

High Speed Research Program to
develop the necessary technolo-
gies. Europe’s Airbus consortium
partners want their governments
to stump up $100 million a year
for a similar research project and
Japan and Russia could eventually
join what could become a global
effort.

The main parameters for this
‘Son of Concorde’ have been iden-
tified: a range of 10,000 kilome-
tres, to reach Asia from Europe
and the US, while carrying 250
passengers at Mach 2.4. Some ana-
lysts believe there could be even-
tually a market for 500-1,000 such
aircraft, but others are sceptical
about its technical and commer-
cial feasibility, especially given the
$10-$20 billion development cost.

Whether or not a new super-
sonic transport ever flies, most air-
line passengers will have to be
content with going subsonic for
the foreseeable future. Still, a
thousand kilometres an hour is not
so bad, and airlines and manufac-
turers do have some goodies in the
pipeline.

No one should know better
than an airline what its passengers
want, and airlines which fail in
this most basic of tests either do
not last or must be bailed out by
taxpayers. A pointer to the
changed philosophies in manufac-
turing civil aircraft is given by Ron
Ostrowski, Boeing’s divisional
director of engineering for the



BOEING

company’s new 777 airliner: “We
knew how to build aircraft but not
how to operate then. We had to
learn how to think like an airline.”

As a result, the likelihood is
that future airliners will not look
radically different from those fly-
ing today. Boeing’s development
of its 737, 747, 757 and 767 airlin-
er ‘family’ is the
approach manufacturers adopt.

typical of

Steady improvement in range, pas-
senger and freight payload, fuel
economy and materials technology
have given us new models of each,
described as the -200, -300 and
-400 series. Airbus Industrie and
McDonnell Douglas, the two other
major aircraft producers, operate
similar development systems, as do
the makers of smaller airliners.

A wholly new airliner like
the 777, which is Boeing’s compet-
itor to the Airbus A340 and the
McDonnell Douglas MD11 in the
medium-to-large airliner market
segment, is a rare event. Multi-bil-
lion dollar development budgets
stretch the resources of companies
and governments, while a signifi-
cant error in market and profit-
ability forecasting could put a
private company’s future on the
line. It is only a few years since
Boeing and McDonnell Douglas
shelved projects for advanced
technology aircraft using revolu-
tionary propfan engines because of
such concerns.

None of this means that tech-

BOEING

.
cessanennees sasnsertt

nical advance has halted. Far from
it. In addition to the growing use
of lightweight composite materials,
computer-aided design techniques
are making possible ever more effi-
cient airframes, wings and engines.
Inside the passenger cabin, com-
petitive pressures are constantly
pushing airlines into offering more
flexible layouts, more comfortable
seating, and improved service and
entertainment facilities.

Aircraft seating around 600-
1,000 passengers are already on the
wish-list of airlines that can afford
the $500 million apiece they
Boeing,

would probably cost.

sos/ve
e ddississzas

o eeas
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Airbus and McDonnell Douglas
are all working on design studies
for megajets that could be flying
between 2005 and 2010. Ever-

growing passenger numbers com-

bined with increasing congestion
airports and a finite number of
landing and take-off slots mean
that fewer, bigger aircraft should
be more economical.

To be bigger, or faster, or
both? That is the question. How
airlines, manufacturers and, ulti-
mately, passengers answer it will
determine the shape of the silver
drawing their
across the skies of tomorrow.

arrows contrails
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Off the
ground:
Boeing’s new
777 airliner

Concept
carrier: one
of the many
large-airplane
designs being
studied by
Boeing - fully
loaded it
could fly more
than 14,800
kilometres
non-stop,
carrying

over 625
passengers




Weerbestendige zeefdrukstickers
(oakin ull colon & E\LLET-CENTRALE B.V.

Zelfklevende roletiketten

speciaaldrukkers

Textieletiketten
: Jeka speciaaldrukkerij en -uitgeverij bv
Computeretiketten waarin opgenomen Sticker express Aalsmeer
postbus 330, Schipholweg 309
Etiketteersystemen 1170 AH Badhoevedorp
Tel: 020 - 659 42 08 INKOOP
Fax: 020 - 65957 16 %
' _ VERKOOP
VERHUUR
@ VAN
PALLETS
OPZETRANDEN
GITTERBOXEN
Overschiese Kleiweg 659, 3045 LK Rotterdam
Telefoon: 010 - 4652111, Telefax: 010 - 4670974

Your partner
in Client/Server and
distributed databases

In increasing measure, companies need
computerisation technologies which optimise
information flows. Syllogic supplies both the

" technology and the required solution. It is
an international company specialising in
high-quality, advanced technological comput-
erisation applications. For KLM Royal Dutch
Airlines Syllogic built a pilot's career-planning
system and provides consultancy or the
Client/Server set-up of the Technical Service
Department. Our domains of expertise are:
e Distributed databases in a
client/server environment.

KLM on the occasion of its 75th anmversary Slas F°Kr mcln Zgi"gbcmzplexrdcmbcses'
z 1 ® Knowle ge based sysiems.

Seventy five years of catering to the comfort & : o Coreiis ehvics sud enning
of its passengers. NN : in these areas.
Recticel supplies specially developed flexible N\ ‘ Correspondance address:
foams for the most comfortable seating. ‘ £y gY(’éOQB"C 5-2‘2
Because regular long-distance fliers want to > = ' 39¢O'D:LOU@”
arrive at their destination feeling alert and » The Netherlands

i S Tel.: (31) 3403-51110
refresned. ” Fox: (31] 3403-51095

. ./ = :
RECTiQ INDUSTRY ,_,/2 P.0. Box 726 + 4116 ZJ Buren @ Sy]]OglC
Il

>~ A4 telephone +313447 24 41 » fax +31 3447 15 49




GE Aircraft Engines
salutes
KLM Royal Dutch Airlines

on their 7 5th Annwversary

— — x——r‘m -
o

We are very proud of our 25 year relation-
ship and look forward to helping KLM
“Bridge the World” in the future.

GE Aircraft Engines

Only B/E Aerospace brings the comfort alone in our ability to maintain all your interi-
of home to your passenger cabin interiors. or cabin products. Call B/E Aerospace

As a one-ot-a-kind company, we're your sin- today. The world leader in cabin interior

gle source for everything from aircraft seat- - prozKst and service. 407 791-1266.

ing to inflight entertainment systems to galley
sysfems. P?us, our global service netwoi is YOUR SINGLE SOURCE FOR

revolutionizing cabin support. We stand TOTAL PASSENGER COMFORT.
o e AFROSPACE
B/E Aerospace o European Corporate Office o De Nieuwe Vaart 321401 GR Bussume The Netherlandse 2159. 53448




KLM

Congratulations
on your
75th birthday.

We look forward
to continuing our
long-standing
partnership for

another 75 years.

avio-diepe

Parts supplier for the aviation industry

Avio-Diepen B.V. Avio-Diepen Inc.

P.O. Box 5952 114 Southfield Parkway - Suite 120
2280 HZ Rijswijk Forest Park, GA 30050

The Netherlands US.A

Tel.: 31-70-3075100  Tel.: 1-404-361-2327

In a whirlwind of change, the safe and
cherished past offers refuge and continuity.
Old world expertise is disappearing. Skills
handed down from generations which have
not come naturally to the people in far away
countries lik China and India. Authentic
Models designs and commissions products
which enable these skills to survive.

Authentic Models are designers,
manufacturers and importers of fine gifts,
collectables, museum reproductions, nautical
and men’s gifts. By combining its
manufacturing and importing expertise with
its professional design workshops, they are
able to produce a rich assortment of unige
gifts at affordable prices. Quality of products
combined with exclusive and appealing
packaging contribute to interesting sales and
margins for retailers.

This winning combination with own offices
in the Netherlands and the United States and
importers in many countries (10 in Europe)
has been at work for more than 20 years and
has proven itself in the giftware market.

For more information
please contact:
Authentic Models
(International)

®
MHENTIC Keulschevaart 15A
NL - 3621 MX Breukelen
MODELS The Netherlands

Drukkerij Elci bv

drukkers van formaat

Constructieweg 3
3641 SB Mijdrecht
Telefoon 02979-81468
Fax 02979-89255

Drukkerij Elci BV is een middelgroot
bedrijf met 10 medewerkers en aktief
door geheel Nederland.

Het leveringsprogramma bestaat uit
handelsdrukwerk in full-colour of 1/2/3
kleuren in vellen offset.
Kettingformulieren bedrukt in enkel-
en/of meervoud kunnen door ons ook
voorzien worden van nummering,
speciale stansingen, geintegreerde
etiketten of lidmaatschapskaarten.
Tevens is het mogelijk om sets op
dragerbaan te plakken.

Het bedrukken van stickers, plano op
rol of op pinfeed in alle soorten, maten
en kleuren op papier of op vinyl.
De afwerking van het drukwerk blijft
hoofdzakelijk in eigen hand, het maken
van b.v. blok’s, sets, nummeren, boren
en het maken van labels voorzien van
een ringetje, een koordje of elastiekje,
het stansen van allerlei vormen.
Ook heeft Drukkerij Elci een lichtdruk-
kerij voor het kopieéren van bouw-
tekeningen t/m het formaat van AO.

%&v&n in France

YOUR OWN HOLIDAY HOME AT AN EXCEPTIONAL GOLF RESORT

TWENTY MINUTES FROM BORDEAUX AND BEAUTIFUL BEACHES
A small-scale fully managed, luxury leisure park of 150 villas. A wonderful investment with a guaranteed rental income. Situated in the heart of 2 beautiful and
varied area on a 48-hectare historic estate centred round a characteristic 17th-century Chiteau. Here, relaxing under centuries-old trees in this oasis of tranquillity, you are just

a short distance from excellent beaches, idyllic villages, enchanting towns, and no less th;

— W - ¥§

an 34 golf courses. And the climate is excellent, too.
- "%,ﬂfxf’ \.:.

e B - £l . £
EVERYTHING FROM A GOLF COURSE TO A SQUASH COURT
Despite the small number of villas, the park has all the facilities of its successful ‘mass’ counter-
parts. Restaurants, a bar, a shop, a fitness centre, a squash court, outdoor cafés, reception area,
etc. A beautifully designed swimming pool, tennis courts, children’s playground. A fascinating
18 + 9 hole golf course and the Chéteau as a top-class hotel with excellent seminar and confe-
rence facilities will soon be part of this exceptional resort.

LUXURY CAREFREE HOLIDAY HOMES
Two-thirds of the estate will remain untouched and will be your own private park where you can walk or
relax. Sited on only one-third of the estate (18 hectares) the villas have been well spread out. Comfortable
holiday villas of up to 120 m2 (400 m3). Type C, for example, has three bedrooms, two toilets, two bathrooms
(one with 2 bath and one with a shower), a large living room with an open fire, a fully equipped kitchen and a
built-in barbecue outside. Price from: Ffr. 986.150 ex. TVA (VAT). Last phase of 30 villas is now for sale.

F A X o R ; M A I L C o U P o N
RLC LEISURE MARKETING GROUP (CONCEPT, MARKETING AND SALES) Fax: #31-20 6918718, TeL: #31-20 6918665, PO Box 12701, 1100 AS AMSTERDAM.
Please, send me: [] More information. [] Information and the videotape on the project. Name: Initials: mr/mrs/ms T
[ I enclose a Eurocheque for NLG 45,- as a deposit for the videotape. Address: ‘m’
[ You can debit my creditcard with NLG 45,- as a deposit for the videotape. Postal code: City: Country: LOGIATEAD pESRE
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NeLL L L LU E bbb LT 11| Expirydate Company: 1| Phone: gr
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Do you regularly send mailshots,
catalogues, samples or parcels to
other countries? Or are you plan-
ning to enter the international
marketplace? Then it’s time you
met PTT Post International.

Of course we promise to deliver
door-to-door, day-to-day,
worldwide. But that is only the
beginning. Just as our customers’
requirements extend beyond the
physical handling of postal items,
so do the services of PTT Post
International.

A comprehensive range of
marketing and fulfilment services
can be tailor-made to each client’s
particular need, including target-
ing, response handling, finance

& data services and warehousing.

The Dutch Post helps you deliver’

PTT Post International has the
capacity to ensure fast, safe trans-
port and distribution of letters,
mailings and parcels throughout
the world, by road, air or sea.

We have a close working relation-
ship with major airline and
shipping companies. To provide
the most efficient transport
throughout Europe, PTT Post
International offers its unique pan-
European trucking network,
Trucknet.

To find out more about PTT
Post International and how we
can do business together on
an international basis, please
contact us at:

Tel: +31 2503 75808
Fax: +31 2503 21267

Congratulations KLM on your
75th birthday. We are looking
forward to continuing our
close working relationship

in the future.

L international




MY, HOW TIME FLIES BY.

Northwest Airlines Wishes KLM A Happy 75th Birthday.

@ ORI [t's been 75 years since KLM
Royal Dutch Airlines first

took flight in 1919. Look at what’s been accom-
plished since. KLM pioneered the skies from
Europe to Asia, and completed the first post-war
commercial flight across the Atlantic in 1946.

It’s been five years since Northwest Airlines-

the pioneer of trans-Pacific air service, joined

&3Northwest recycles enough paper to save over 33,000 trees every year.

forces with KLM. Together, we’re bridging
the world as KLLM founder, Albert Plesman
foresaw—-with convenient and reliable
service to more than 350 destinations in more
1D

The 43,000 people of Northwest .§O$ Wfo
Airlines wish the 29,000 KLM ers 5
a happy 75th birthday.

than 80 countries world-wide.

©1994 Northwest Airlines, Inc.



