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Introduction
Since 2015, ERIF has conducted online research to collect data from major Dutch
supermarket chains. We have been monitoring the usage of the Zwarte Piet character in and
on the packaging, branding and promotional materials of Sinterklaas products, typically sold
from October to December each year. The purpose of such an exercise has been to employ
the presence of Zwarte Piet as a barometer for attitudes on race and the effectiveness of the
anti-Piet campaigns, which erupted in the summer of 2011, beginning with the art project by
Quinsy Gario Zwarte Piet is Racisme. In short, if studied over time and alongside the
evolving discussions around Zwarte Piet, race and racism in the Netherlands, what changes
can be observed in shops? And what do those changes tell us about the current state of the
Sinterklaas celebration? The average Dutch family celebrates Sinterklaas with lots of
chocolate and spiced cookies (pepenoten), by giving gifts and, at times, by dressing up as
Saint Nicholas and his enslaved companion (according to the Dutch version of the Saint’s life
in any case).
Of course, while receptiveness to anti-Piet sentiments in the form of concrete changes may
signal a major shift in the racial dynamics of the country, time is proving that this presumption
couldn’t be further from the truth. Indeed, a certain level of progress in race relations is
evidenced by certain brands and supermarkets altering their depictions of Zwarte Piet, their
acknowledgement of the character’s racism being inherent in such an act. On the other
hand, what remains lacking from many arenas discussing the “Piet problem” is the necessary
nuance recognising that Zwarte Piet is - and always has been - merely a symptom of Dutch
racism. Getting rid of Piet does not get to the root of the problem, which remains rather
sooty.
Soot - roet (pronounced like “root”) in Dutch - is at the heart of this discussion, because it
continues to mask the true agenda that Zwarte Piet fulfills in the Dutch psyche. This cognitive
dissonance, masquerading as ignorance, prevents many who themselves are active within
the anti-Piet campaigns from linking this blackface caricature to racial profiling, educational
and workplace discrimination, housing segregation, as well as the use of racist stereotypes
in medical research and policymaking. Some of the brightest thinkers in the country
apparently fail to see that mocking black people in such a pervasive and grotesque fashion
can be directly linked to the lack of black politicians in parliament (in both chambers). This is
not to mention the collective amnesia employed to detach the character from the
Netherlands’ colonial history.
It is within this context that a new version of Piet has been introduced to Sinterklaas products
and parades alike. Namely, Amsterdam and Den Haag both announced in 2017 that their
Sinterklaas arrivals (intocht) would only feature sooty Piets, rather than the traditional
blackfaced Piets (Beukers and Koppe 2017). This is in spite of a preference for a blackfaced
Piet in Den Haag, according to an online poll by Omroep West, which shows that 73 percent
of readers think that ‘black Piet should be black’1 (Omroep West 2017). Rotterdam have
meanwhile begun to gradually phase Zwarte Piet out of their parades (Halkes 2017). To be
honest, the “sooty” Piet has always been in the background; a frequent excuse when the
1

Translated from: ‘Zwarte Piet hoort zwart’.
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character is called out for his racist appearance is that he is “just black because he came
down the chimney”. Such an explanation obviously does nothing to answer for his pristinely
clean clothes, oversized red lips, or curly ‘afro’ wig. Furthermore, Sinterklaas songs say state
that Zwarte Piet is as black as soot not black because of soot, thus the presentation of a
posh chimney sweeping Piet deliberately validates earlier denials of racism. Even Google
Translate (at times) takes “Zwarte Piet” and reproduces “black people” (see Figure 12).

Figure 1

Although sooty Piets have been around for years, this adjustment within the mainstream
discourse is an example of deliberately shying away from the more complex and
uncomfortable conversations that are yet to come. This form of silencing is in and of itself
racist, through the demonstration of who does and does not have a voice in shaping culture
and tradition in the Netherlands, as well as who is allowed to voice objections.
This year’s report explores the themes of power, freedom of speech, right to protest and
institutional racism in more depth than previous editions, building upon the trends gained
from three years of research. Our commentary of the campaigns chapter is enhanced by the
insights of three anti-racism campaigners who have been active in the Zwarte Piet protests.
Changes made to our fieldwork strategies are outlined in the methodology chapter, which is
followed by the results chapter, offering longitudinal outcomes for the first time.
Finally, our conclusive remarks highlight that although notable visual changes are being
applied to the Sinterklaas celebration (in and on merchandise as well as in the parades), the
Piet character maintains certain racialised elements. We end by exploring the Zwarte Piet
discussion’s role in a broader, more meaningful discourse on race and racism in the
Netherlands.

2

All figures are listed in Annex B.
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NB: ERIF would like to issue a trigger warning for the remaining
chapters of this report, with regards to their imagery, which some
readers may find distressing.
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Commentary of Campaigns
Dutch Discussions of Race

Figure 2

2017 saw some important political moments for people of colour in the Netherlands, before
even thinking about how the discussion(s) around Zwarte Piet evolved once again. In the run
up to the Dutch general elections, Prime Minister and leader of the People’s Party for
Freedom and Democracy Mark Rutte released a press statement telling “Alle Nederlanders”
(all Dutch people) to “Doe normaal of ga weg” (literally: behave normally or leave) the
Netherlands. In short, Rutte was issuing a call to perceived newcomers, to assimilate within
(white) Dutch culture and if one cannot accept Dutch culture how it is, they should leave the
country. The statement takes aim at progressive and critical thinkers who wish to change
Dutch culture in order to make the country more inclusive. The narrative of the ungrateful
immigrant is implicit in Rutte’s statement, as is the silencing of those Dutch citizens who
speak out against racist Dutch cultural practices and norms in a quest to end inequality and
marginalisation. Hence, Rutte’s statement set the stage for a general election based on
rhetoric around belonging, race and nativism.
Concurrently, former actress and TV presenter Sylvana Simons departed political party Denk
to form her own party BIJ1, formerly called Artikel 1. Ironically, as Simons prepared to run a
political campaign founded on anti-racism principles, she was forced to rename her party by
an existing anti-discrimination organisation with the same name (Leijten 2017). That a largely
© 2018 European Race and Imagery Foundation
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white-run organisation campaigning for equality would not show more solidarity to an antidiscrimination political party (headed by a black woman, no less) is rather suspicious in their
attempt to monopolise discussions around prejudice. The episode provided yet another
example of majority populations creating conditions that allow them to have the last word
through the work of silencing people(s) of colour.
The lack of true freedom of expression afforded to black people of colour in the Netherlands
crescendoed just in time for Sinterklaas’ annual grand arrival (or intocht), which took place in
Dokkum - a small town in Friesland - in 2017. Anti-Zwarte Piet protesters - led by the Kick
Out Zwarte Piet coalition (KOZP) - planned to stage a demonstration at the intocht with
permission from the city. However, their plans were halted in route by white supremacists, as
explained by activist Archana Ramanujam:
“A number of pro-Pieten in cars overtook the [protesters’] buses and hit the brakes,
essentially blocking the entire highway near Joure...When we finally continued on, the
police suggested that they escort us via a circuitous route, as many of the other routes
were blocked by more pro-Pieten…The police proceeded to stop us in Harlingen and
tell us that there was a noodbevel (an emergency measure) in Dokkum. We were too
late, due to our interception and detour, and the mayor had hence forbidden us from
coming to the town.”
Ramanujam’s account articulates the full extent that law enforcement and local authorities
will go to in ensuring that white supremacy stays intact, especially at the expense of nonwhite populations. Protests in Rotterdam In this instance, protesters with the official
permission to stage a demonstration are attacked by racists, hence proving the very need for
such a protest. However, rather than supporting the protestors following their ordeal, the
mayor of Dokkum and local authorities punished them. As demonstrators protested
peacefully in Rotterdam, the Dokkum contingent were forbidden from joining their comrades
following their police escort. Jessy de Abreu - curator at the Black Archives and one of the
leaders of Stop Blackface and KOZP - explained the role Zwarte Piet plays within a much
wider and more complex condition of institutional racism:
“It’s about our democracy and who is free and who is not free, and who is equal and
who is not equal...Zwarte Piet is not only about blackface; it’s about taking that symbol
of institutional racism in the Netherlands.”
In early 2018, it was announced by Rotterdam city officials that a special stop and search
policy would be implemented in an attempt to crack down on youth offenders. Nicknamed the
“fashion police policy” the new strategy aims to target young people who are presumed to be
from lower-income backgrounds, wearing expensive clothing, as the assumption on the part
of law enforcement will be that they are ‘too poor’ to afford the clothing through honest
means (Bain 2018). The discussion around this new policy immediately highlighted how it
would be used to racially profile young ethnic minority people (who are often unfairly
associated with criminal behaviour and also inaccurately presumed to be from a lower class),
rather than actual criminals (van Drielen 2018). Asked to comment on the constant
institutional racism explicitly and implicitly used to monitor and police black bodies, de Abreu
commented: “You can see the opening of the debate about racism, people in power feel that
their powers are actually melting away.”
Sinterklaas Brand & Product Study: Seeing Through the Soot
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Quinsy Gario - who initiated the Zwarte Piet is Racisme campaign as an art project in 2011 expanded upon these strategies of silencing and disempowering people of colour
campaigners:
“When looking at the police and seeing the police actually collude with anti-black
racists ... you are actually seeing the ways in which that power has been corrupted,
because of the ones who are in power.”
Putting Gario’s comments into context is the explicit example of the police officers in
Arnhem, who were criticised in 2017 after posting a photo on Facebook with staff dressed up
as Zwarte Pieten. They eventually removed the picture and apologised, although blogger
and campaigner J. van L notes their remorse was not ‘for wearing blackface; they apologised
for leaving the impression that they were biased! It seems that the police believe that
WEARING blackface is "unbiased”' (2017a). Ramanujam explained more about the police’s
actions in interfering with the anti-Zwarte Piet protest in Dokkum:
“I did wonder at the time why they simply did not remove those groups, but we believed
the police...We were going in a completely different direction from Dokkum...People
were outraged at the police; many felt that they had been taken ‘for a ride’, myself
included.”
The above account illustrates how the police never had any intention to assist the
demonstrators in their lawful right to protest. Rather their own cultural sensibilities and racism
influenced their decision (in collusion with the mayor of Dokkum) to find a way to prevent the
protest altogether. Arguably, this behaviour is part of an institutionalised effort to prevent
black liberation on a wider scale, as explained by Gario:
“The notion of giving protestors a place to protest, keeping them busy with paperwork,
with forms. Keeping them busy with communication between police and all this kind of
nonsense, while that’s not required by law, is a way of making sure that the actual
political organising is constantly reduced to these events.”

Figure 3

© 2018 European Race and Imagery Foundation
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Supporting this theory is the fact that the debate around the depiction of Zwarte Piet has
been going on in the Netherlands at least as far back as the 1970s (see Figure 3).
Furthermore, the Den Haag Historical Museum’s recent exhibition on black servants in the
Netherlands featured imagery and commentaries that allowed cultural critics and researchers
to draw direct comparisons to how artists presented servants of the 18th and 19th centuries
and the contemporary Zwarte Piet (Roberson 2017).
The cognitive dissonance which refused to acknowledge that Zwarte Piet is a stereotype of a
black enslaved person, rooted in the colonial imagination can lead to violent outbursts
towards protesters. The blocking of the highway to prevent a demonstration is of course one
example. Others include the multiple violent mass arrests that have been made of protestors,
the threats made towards Sylvana Simons outside of her home by a pro-Piet group (Woolcot
2017), the attack of anti-racism journalist Kevin P Roberson during an anti-Zwarte Piet
demonstration in Utrecht in 2016 (Bol 2016), as well as the terrifying comments made about
Gario by a white supremacist on Twitter (see Figure 4).3

Figure 4

Despite the very real threats made towards black activist, undeterred, the Dokkum protesters
headed back to Friesland for a second time last November. Ramanujam explained the
purpose of the eventual demonstration: “It was focused on showing that despite setbacks,
we stand for our freedom to demonstrate and to reject Zwarte Piet, and to show that there is
a double-standard in these freedoms in the Netherlands. Stop silencing black voices, we
wanted to say.”
De Abreu was also part of the aforementioned second demonstration in Dokkum; she
discussed some of her ideas on what the next steps should be in her own campaign, work as
well as for the broader anti-racism network in the Netherlands:
“The strategy hasn’t changed because it has always been that Zwarte Piet is
connected to all of these different racist problems in our lives...One of the problems of
3

Translation of Dutch text: “the Netherlands in 2017: the black man who thought of the term
‘Blackface’ to ruin a children’s festival has still not been shot dead”.
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Dutch racism is that it’s so subtle that you’re basically doubting your reality, like ‘was
this racist or not?’ So, being able to give people a language, for people to see other
people of colour or black people are standing up against racism, I feel empowered to
do the same. I think that is the biggest change and success that I have seen.”
Gario seemed to agree with these sentiments, linking it to grasping at political power by
stating:
“We need to find a way of not being scared of power! The institutional power that we’re
subjected to is not something that you can just get away from...There comes the
question and the ideas of, what does it actually mean to be in an institutional position
of power and not having to ask someone to change something for you.”
2017 arguably saw a sharp rise in cultural and scholarly moves towards a pro-black
consciousness in the Netherlands, with the promotion of Gloria Wekke’s 2016 book White
Innocence, and the growth of the Black Archives (founded by the New Urban Collective), a
community initiative in Amsterdam, which hosts historical resources and texts by authors of
colour as well as promoting contemporary scholars and artists. Also, 2018 will see the
publication of the first Black Folks Zine NL, which aims to focusing on the experiences and
narratives of black people in the Netherlands, curated by Marly Pierre-Louis and Simone
Zeefuik.
With regards to (re-)claiming institutional power, Simons ran for a seat in parliament during
the 2017 general elections. She was not successful in gaining a seat, but her efforts have
made an important mark in history for black Dutch people, and black Dutch women
especially.

Key anti-Zwarte Piet Moments 2017-2018

Figure 5

© 2018 European Race and Imagery Foundation
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The anti-Zwarte Piet movement became somewhat mainstream in 2017, with ‘more than 200
bright minds, from writers and politicians to actors, models and musicians’ participating in a
‘large-scale social media protest’ curated by Zoë Bab (Glamcult 2017). Alongside the
protests against Zwarte Piet, certain campaigners have continued to seek alternative
celebrations in order to make Sinterklaas more inclusive. Patrick Mathurin’s Nieuwe Sint
movement raised €10.000 in order to offer an alternative parade - featuring a black
Sinterklaas - without any Piets (Stöve 2017), whilst Nederland Wordt Beter (led by Jerry
Afriye) once again organised a Sinterklaas Intocht Zuidoost, also without Zwarte Pieten.
However, it was not only anti-racist campaigners offering Zwarte Piet-free intocht parades.
The cities of Den Haag and Amsterdam both organised city arrivals for Sinterklaas featuring
the new “sooty” Piet (Beukers and Koppe 2017), whilst Rotterdam promised to follow suit in
the coming years (Halkes 2017), a move which sees the three largest cities in the country
departing from the stereotypical depictions of the character.
On the other hand, there were plenty of examples throughout the Sinterklaas season to
illustrate a continued commitment to upholding the most racist depictions of the Piet
caricature. One Dutch couple are so in love with Zwarte Piet and attached to their own
racism, that they recently got married dressed up as the character (Salomons 2017). Aside
from personal expressions of support for the character, there have been plenty of institutional
promoters also. For example, a canteen for the University of Amsterdam offered chocolate
letters with offensive Zwarte Piet packaging (Strikkers 2017), and students called out Utrecht
University for its annual financial support of the Sinterklaas arrival, which features white
people in blackface (J. van L 2017b). Also in Utrecht, the so-called “Zwarte Piet actiegroup
(action group)” invaded a primary school dressed as the character in full blackface and
disrupted lessons, leading to teachers having to remove trespassers (Woolcot 2017).
Meanwhile, there were reports in 2017 that parents were unable to remove their children
from school during Sinterklaas celebrations, regardless of the depictions of Zwarte Piet being
used, and how families felt about them (Westland 2017). This news is all the more worrying
considering a recent study found that primary schools are not actively tackling any
discussions with children around the role or image of Zwarte Piet (NOS 2017), despite the
very public conversation occurring and the aforementioned changes being made to the
festival. Moreover, even in EU-funded primary schools in Brussels, Dutch students continue
to celebrate Sinterklaas using blackface, in spite of mounting international pressure to adjust
the characterisation of Zwarte Piet to a less offensive image (King 2017).

Sinterklaas Brand & Product Study: Seeing Through the Soot
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Methodology
The next chapter offers a discussion on how frequently the Zwarte Piet character features in
and on certain products typically associated with the Dutch festival Sinterklaas, such as
books, toys and confectionary products. The fieldwork was divided into three phases: part
one investigated the large-scale supermarkets Albert Heijn, Jumbo, HEMA, Blokker, JAMIN,
Ekoplaza, Kruidvat and the newly added stores Etos, Marqt and XENOS; phase two
assessed major toy stores Bart Smit and Intertoys; phase three focused on products
available from online shopping giant bol.com.
To assess the various Sinterklaas products on offer at the different shops, we used a grading
system (see Annex A, Table 1 for grade definitions) to provide an assessment of the various
manifestations of the character and how different shops use different versions of Piet in
different products. The grade 5d has been added to this year’s report, to indicate when a
product and/or its packaging features a person of colour with soot marks across their face.
The research was carried out using online research as well as in-store observation
techniques in a variety of shops between October and December 2017. Certain stores
examined during in-store fieldwork are those that have also been featured in the online
research, although most of the shops that are mentioned in the fieldwork section of this study
were not a part of the online research. The cities used for in-store fieldwork are Amsterdam,
Rotterdam, Zwolle and Den Haag.
We anticipate that this research will continue to be ongoing and thus followed up by a fourth
fieldwork period starting in Autumn 2018. The findings presented below will therefore be
compared with last year’s report as well as any future findings in order to explore the
evolution of the usage of the Zwarte Piet character across multiple commercial arenas.
Furthermore, these aforementioned results are contextualised with a commentary on the
ebbs and flows in the discussions around racism in the Netherlands, as seen in the previous
chapter of the report.

© 2018 European Race and Imagery Foundation
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Key Results
Introduction
This chapter discusses the outcomes of ERIF’s online and in store fieldwork activities
between the months of October and December 2017, where the research team have
assigned grades to specific Sinterklaas items and advertising campaigns. Moreover, some
observations made outside of the supermarkets - for instance in family-run businesses - are
included as observational results to help contextualise the conclusions drawn. An overview
of the results is presented below according to store.
Grade 1 holds the largest share of products for the third year running with 51.7 percent, and
while grade 6 had previously rivalled grade 1 with an almost equally high share, in this year’s
report its product assignment dropped from 30 percent to 10.7 percent. Holding 0.2 percent
of the product share, grade 4a has the lowest assignment. Grade 7 - reserved for the most
offensive imagery - was assigned to 5.8 percent of products, a decrease from 12.6 percent in
last year’s report. Meanwhile, new grade 5d was assigned to 0.7 percent of items assessed.
Grade 5b - for white people (and/or cartoons of white people) with soot marks across their
faces rather than black face paint - was assessed for 6.2 percent of the products, which is up
from 5.7 percent last year, showing a steady increase since the start of this study in 2015.
For a complete summary of the number of products assessed and the year-on-year grade
percentage breakdowns, see Table 2 and Graph 2 (Annex A).
The worst stores - based on receiving the most proportionally high grades for products
during the online fieldwork stage - were found to be Bart Smith and Bol.com, which received
assignments of 66.7 percent and 21.1 percent for grade 7 respectively. Graph 2 (see Annex
A) compares all store grades from this year’s fieldwork.
The grade percentages offered below are based on online fieldwork only.

The Supermarkets
Albert Heijn online
77.8 percent of the Sinterklaas products assessed using online methods for Albert Heijn
were assigned a grade 1, i.e. featuring no references or depictions of the (Zwarte Piet
character)4. This is the largest grade 1 assignment for any store, aside from Kruidvat, Marqt
and Ekoplaza, which are discussed below. A further 14.8 percent of Albert Heijn products
were assessed at grade 2, i.e. a shadowing and slightly more ambiguous imagining of the
Piet character (see Figure 6).

4

All grade definitions can be found in Table 1, Annex A.

Sinterklaas Brand & Product Study: Seeing Through the Soot

11

Figure 6

The lowest grade assigned to Albert Heijn products was a grade 6 for only 2.5 percent of the
items assessed. These products included the Albert Heijn chocolade Sint spekken as well as
Sint & Piet Club products.
“Piet” is sometimes mentioned in the product’s name or packaging, but not actually featured
in any imagery such as with the Sint en Piet De zak van Sin-ter-klaas and Sint en Piet De
club van Sin-ter-klaas snoep-ko-kers. Additionally, the Voi-la Mar-se-pei-nen tom-pou-che
moor-kop product was among results following an online search for Sinterklaas products on
the Albert Heijn website. While there is no explicit reference here to Sinterklaas or (Zwarte)
Piet, the term “moorkop” is racially insensitive referring to a ‘morenkop’, or head of a moor.
Nonetheless, the term is still commonly used within the Dutch bakery and confectionary
industry throughout the year.

Albert Heijn in store
Unfortunately, despite what was found via online research, in store investigations in Den
Haag (see Figure 7) and Rotterdam (see Figure 8) proved that grade 6 images of the Piet
character remain in circulation.

Figures 7 & 8

© 2018 European Race and Imagery Foundation
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In store observations in Rotterdam also revealed the prevalence of more shadowy (grade 2)
depictions of the Piet character (see Figures 9 and 10), as well as costumes for sale, which
made use of grade 3 imagery in their packaging (see Figure 11).

Figure 9
Figure 10

Figure 11

Jumbo online
In 2017, Jumbo issued a statement expressing disappointment that ‘adults in the
Netherlands are so keen on the discussion about Piet‘5 and proclaiming that ‘Piet’ would
remain very much a part of their imaginings of the Sinterklaas festival (Jumbo 2017). Bearing
this in mind, 51.4 percent of the assigned grades for Jumbo were assessed as 1. A further
5

Translated from the Dutch: ‘Jumbo vindt het jammer dat volwassenen in Nederland de discussie
over Piet zo scherp voeren’ (Jumbo 2017).
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23 percent of the grades for this store were assessed as 5c, indicating Piets depicted with
multi-coloured faces. The products featuring grade 5c imagery were Jumbo items such as
toys, books and costumes. The lowest grade assigned to Jumbo was a 6, for 1.4 percent of
all Jumbo grades, including the Jumbo melkchocolade letter.

Jumbo in store
During in store observations in Zwolle, products such as kruidnoten using both grades 5 and
5c imagery on the same packaging (see Figure 12). These products were part of a
Sinterklaas-themed display which also featured grade 6 Zwarte Piet dolls decoration (see
Figure 13). Similarly offensive decorations were used throughout the same Jumbo store for
more Sinterklaas product displays, which also featured grade 6 products, such as Zwarte
Piet figurines, as seen in Figure 14.

Figure 12, 13 & 14

© 2018 European Race and Imagery Foundation
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HEMA online
56.4 percent of Sinterklaas products on the HEMA website were assessed at grade 1.
Meanwhile, 30.8 percent of products were assessed at grade 5b, indicating a prevelance of
sooty Piets at this particular store. Grade 6 became HEMA’s highest grade, although only 2.6
percent of products were assigned this grade, such as chocolate Piet figurines.
Other products typically sold by the HEMA, such as toys and costumes, were assigned
grades 2 and 3 based on online observations.

HEMA in store
While this year’s fieldwork did not garner many results from HEMA stores, one particularly
intriguing outcome was observed during in store investigations. As with Albert Heijn and
Jumbo, online research for HEMA revealed that the majority of products used grade 1
imagery, but still in store (as with the previous two supermarkets), grade 6 imagery could be
observed either as part of a Sinterklaas product, or as part of its packaging.
Figure 15 demonstrates one case where the product - a cookie that the consumer can
decorate at home with colourful icing - could be graded as 6 based on the features and
shaping giving to the cookie. However, this grading is complicated by the suggestion that the
Piet cookie should be decorated with multi-coloured icing (i.e. grade 5c).

Figure 15

Kruidvat, Ekoplaza and Marqt online
Organic and fair trade products supermarket Marqt (which is newly featured in the study as
of this year) alongside Kruidvat and Ekoplaza received exclusively grade 1 assignments for
all products assessed during online fieldwork (see Figure 16).
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Figure 16

Kruidvat and Ekoplaza in store
Sadly, despite finding only grade 1 products on the Kruidvat website, grade 6 wrapping
paper and chocolate figurines were observed and assessed during in store investigations in
Den Haag (see Figures 17 and 18).

Figures 17 & 18

On the other hand, up close inspections of products and displays during in store fieldwork at
an Ekoplaza in Den Haag did not deviate from the results already gathered during online
research (see Figure 19).

© 2018 European Race and Imagery Foundation
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Figure 19

Jamin online
90 percent of Jamin’s products were assessed at grade 1, with the remaining 10 percent of
products being grades as either 2 or 4 based on online research. Arguably then, Jamin is
working towards its commitment (promised several years ago) to phase out Zwarte Piet
related products during the Sinterklaas season (ERIF 2016: 10).

Blokker online
Unfortunately, online research for Blokker revealed that 43.8 percent of Sinterklaas products
(such as toys, costumes and decorations) were using grade 6 imagery, compared to only
21.9 percent using grade 1. Concurrently, 3.1 percent of Blokker products (Piet costumes)
were graded at 7 for their usage of models in blackface.
Blokker also had products using depictions that could be graded using 5d, which is new to
this study and refers to products that feature imagery of real people of colour, or cartoons of
people of colour, who are playing the role of Piet with soot marks on their faces (see Figure
20).

Sinterklaas Brand & Product Study: Seeing Through the Soot

17

Figure 20

Etos online
Etos - a health and beauty chain - is the second new store added to this study in 2017. 60
percent of the products assessed were assigned grade 1 and a further 20 percent of
products were classified as grade 2. For example, a promotional e-flyer studied during online
fieldwork featured a child model in a Sinterklaas crown and an illustration of the outline of a
Piet-like character (see Figure 21). Additionally, 20 percent of Etos’ Sinterklaas products
were given the grade 5b due to the use of soot marks - instead of blackface - on characters
and promotional models for products such as costumes and books.

Figure 21
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Etos in store
During in store observations at an Etos in Den Haag, children’s Piet costumes were
investigated and graded as 5b for the use of soot marks on the models adorning the
packaging of the product (see Figure 22). Interestingly, these product’s imagery provides a
strikingly example of the continued use of the afro wig in depictions of the Piet character,
whether or not s/he is being portrayed with blackface.

Figure 22

XENOS online
XENOS is the final new store added to the study in 2017. 64.7 percent of its products
(namely gift wrap and decorations) were graded at 1. As much as 29.4 percent of XENOS
Sinterklaas products could be assessed at 5b, largely referring to costumes during the
festive period.

XENOS in store
While the results from online investigations were fairly positive for XENOS, in store
observations revealed that grade 6 products continue to be sold, even if they are not
viewable via the store’s website. For instance, Figure 23 captured during fieldwork in
Rotterdam shows art and crafts materials with grade 6 depictions of the Piet character.
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Figure 23

Intertoys and Bart Smit
Intertoys online
Intertoys is one of two major Dutch toy store chains and thus - due to the importance of giftgiving and the significance of children during the Sinterklaas festival - any potential changes
being made to the kinds of products and packaging available are of particular interest to us in
this study.
As of 2017, 42.1 percent of Intertoys products were assessed as grade 1. However, a further
13.2 percent of the products assessed (such as gift wrap, hand puppets and decorations for
Sinterklaas) were assigned grade 6 (see Figure 24).

Figure 24
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Of all the stores that are part of this study, Intertoys appeared to have the widest spread in
terms of products being assigned a variety of grades (see Graph 3, Annex A).

Intertoys in store
As with several aforementioned stores, grade 6 products were assessed during in store
fieldwork at an Intertoys in Den Haag (see Figures 25 and 26). In the case below, Sinterklaas
wrapping paper and chocolates used grade 6 imagery.

Figures 25 & 26

Bart Smit online
Bart Smit - the second major Dutch toy store in our study - featured some of the worst
products in terms of grading in this year’s report. 33.3 percent of the products assessed were
assigned grade 6 and as much as 66.7 percent of products were assessed at grade 7. This
means that all of the Sinterklaas products available via Bart Smit’s website made us of the
most offensive Zwarte Piet caricature imagery either as part of the product itself or in the
packaging. In fact, all Sinterklaas-specific products sold via Bart Smit’s website featured the
Zwarte Piet character in one form or another.

Bol.com
Major online store Bol.com found itself internationally in hot water ahead of the Sinterklaas
celebration in 2017 for the sale of a costume titled: ‘Big Mama’ featuring a ‘Surinamese
dress’ presented online by a white model in blackface and in an afro wig (van Unen 2017).
This episode proved once and for all that the Dutch use of blackface is very much linked to
its fetishisation and mockery of black people.

Sinterklaas Brand & Product Study: Seeing Through the Soot

21

With regards to the Sinterklaas season, as seen in previous years, Bol.com performed badly
compared to most other stores in this study, with almost half of all items (across 8 separate
categories of products) were grades as either 6 (22 percent) or 7 (21.1 percent) respectively.
Comparatively, a mere 21.1 percent of Sinterklaas products available via Bol.com could be
assigned a grade 1. Unlike other stores featured in this study, Bol.com functions as a buying
and selling platform, allowing vendors to directly post their products for sale, potentially
complicating how we investigate this store. Aside from the grades already mentioned, a good
number of products were also assessed at grades 2 and 5.
Upon closer examination, the music, decorations, toys and DVD categories perform the most
badly with the largest shares of higher grades. For instance, Sinterklaas CDs for sale on
Bol.com often featured cover art with grade 7 depictions of the Zwarte Piet character (see
Figures 27 and 28).

Figures 27 & 28

The costumes category by comparison performed slightly better with over 50 percent of
items assessed being graded as 2 due to displaying the Piet costume without the use of a
model and therefore, also no blackface. A further 20 percent of Piet costumes assessed
were assigned grade 5b for their usage of models with sooty face paint, rather than the
stereotypical blackface as seen in previous years.
For a full overview of the grade assignment by product category see Graph 4 (Annex A).

Beyond the Stores
As in previous years, a certain amount of observational and participatory fieldwork was also
conducted outside of the main stores and in local neighbourhoods, in order to gain a sense
of if and/or how independent, family-run businesses and organisations are changing their
depictions of the Piet character. This year’s results come mainly from Den Haag where, in
2017, the city announced that Zwarte Piet (in full blackface) would no longer be a part of the
annual intocht of Sinterklaas (Omroep West 2017). Instead, the Sint would be accompanied
by helpers with soot marks across their faces. Moreover, in 2015, Den Haag announced its
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intention to phase out portrayals of Zwarte Piet in all primary schools throughout the city, by
2018 (ERIF 2016: 6-7).
However, grade 6 and 7 Zwarte Piets were still easily spotted across the city in 2017. In the
Leyenburg neighbourhood for example, the blackface caricature was used prominently in
local bakeries (see Figure 29) and beauty and health stores (see Figures 30 and 31).

Figure 29

Figures 30 & 31
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Figure 32

Additionally, bookstore Van Stokkum (located on the Spui in Den Haag’s city centre) was
found to be selling grade 6 postcards during the Sinterklaas season (see Figure 32), as well
as the Flying Tiger (also in the city centre), which sold minstrel-style red “crazy lips” (see
Figure 33).

Figure 33

Outside of Den Haag, grade 6 imagery was being used for Sinterklaas decoration at the new
Amsterdam location for the Dunkin’ Donuts franchise. Figure 34 was captured and tweeted
by archiver and heritage education campaigner Dana Saxon. Dunkin’ Donuts merely
responded to Saxon’s tweet that they were “looking into” the matter.
© 2018 European Race and Imagery Foundation
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Figure 34

Finally and somewhat unfortunately, while many large institutions grappled with reducing
their racist versions of the Piet character, streaming platform Netflix still offered grade 7
Sinterklaas films between October 2017 and January 2018 (see Figures 35 and 36), despite
an ongoing petition against Dutch government sponsorship of the character on national TV
(J. van L 2017c).

Figures 35 & 36
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It is particularly worrying that major international companies such as Dunkin’ Donuts and
Netflix, with headquarters in countries with well established discourses around blackface
practices have apparently turned a blind eye to their Dutch franchises’ usage of the Zwarte
Piet image during Sinterklaas. These companies in particular, set a dangerous precedent to
Dutch companies that are currently adjusting to a new Netherlands-based discussion on
colonial, racialised imagery. Therefore, more attention will be paid to such companies
alongside Dutch companies, stores and brands in future research.
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Conclusive Remarks
The discussions around Zwarte Piet, which have notably broadened over the past few years,
have had a striking impact on how the character is illustrated and portrayed within certain
commercial aspects of the Sinterklaas festival. The fieldwork undertaken in 2017 by ERIF
has illustrated that once again, the majority of Sinterklaas products can be graded as 1.
Arguably, this indicates that Zwarte Piet need not be the focal point of the festival since
numerous products and promotional campaigns are advertised and sold without the inclusion
the caricature. Notably, organic produce stores Ekoplaza and Marqt were the only
supermarkets to have exclusively grade 1 products observed on their websites as well as in
store. Grade 2 was used for the second highest number of products (just over 11 percent in
2017, which is up from 3 percent in our previous study), indicating that brands and stores are
turning to ambiguous and shadowy depictions of the Piet character Grade 4a6 has
consistently been assigned to the least number of products, perhaps due to a cultural
discomfort on one hand with seeing children of colour (as opposed to white children)
dressed as Sinterklaas, and on the other with seeing children of a variety of backgrounds
playing and celebrating together.
In addition, observations show that many of the supermarkets and stores that are part of this
study (including Albert Heijn, Jumbo, HEMA, Kruidvat, XENOS and Intertoys) continue to
actually sell at least grade 6 products. This is still the case when those products are not
available via the website and/or when grade 1 products make up the majority of the products
sold online by the store.
Grades 6 and 7 - reserved for the most offensive imagery - were assigned to products less
frequently in 2017 than in previous years, although as shown above Bart Smit, Blokker and
Bol.com continued to sell predominantly racist materials for the Sinterklaas season. Less
grade 6 and 7 products and imagery seems to suggest that anti-Zwarte Piet campaigns are
gaining ground and affecting real shifts in attitudes regarding how black people are depicted
during Sinterklaas. Moreover, alongside the decrease of grade 6 and 7 imagery, this year’s
report details the steady increase of 5b products, especially in stores such as HEMA, Etos,
Xenos and Bol.com (under the “costumes” category). Therefore, it is possible that grade 6
and 7 products will be slowly replaced by 5b products in the years to come. All the same,
even with the usage of soot marks instead of blackface, the afro wig continues to be used in
many portrayals of the Piet character, illustrating how racialised Piet continued to be in the
(white) Dutch imagination.
Thus, at best, it is plain to see that any departure from a Piet based on a caricature of a
black person is being done gradually. Having said this, positive as these changes may seem,
they cannot yet be linked to a significant shift towards a mainstream anti-racist culture
throughout the Netherlands. The Zwarte Piet character continues to act as a political weapon
by white supremacists in their quest to control the narrative on Dutch history, culture and
belonging. Besides the comments made in 2017 by Prime Minister Rutte on this matter, the
most anti-black depictions of Piet can still be found in certain shops (especially smaller,
6

Depictions of children of various ethnic backgrounds dressed up as both Sint and Piet.
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family-run businesses), at schools and nurseries, behind the walls of public service
institutions (such as hospitals, universities and police stations), as well as in people’s homes.
In this sense, individuals are able to keep this character - and the racist thought that both
inspired him and that he continues to encourage - alive. The violent reactions staged in
opposition to anti-Piet demonstrations prove once and for all the role that anti-blackness
continues to play in upholding white Dutchness. Furthermore, the muting of black Dutch
voices in the discussion about a Dutch “tradition” illustrates unequal power dynamics in the
Netherlands that are very much based on race.
Even where major changes are being made in response to the campaigns of black activists,
they manifest as the still problematic “sooty Piet”, which validates earlier false excuses that
from white people that Zwarte Piet is not a caricature of a black person. The saying goes that
he simply got black going down the chimney. Of course, this has always been a ridiculous
notion which does nothing to explain Piet’s exaggerated smile and lips or his afro hair. As
mentioned above, the maintenance of the afro in certain expressions of a new sootier Piet,
indicates a reluctance to simply let go of the racist elements of the character. Such a gradual
shift is no doubt an attempt to make white people feel at ease with the changes being
applied to their beloved tradition. But what about the feelings of black Dutch people? Is
Sinterklaas not also their tradition? Moreover, there are other examples outside of the
Sinterklaas period where blackface and afro wigs are employed by white people to explicitly
and comically portray black people (for instance, as shown via Bol.com in the previous
chapter), thus undermining any debate about whether or not Piet was ever supposed to be a
black person.
To move beyond the superficial, compromising adjustments that have been made so far, the
Zwarte Piet discussion needs to evolve from an annual three month event, into a year-round
conversation on Dutch institutional racism. Rather than being seen as a focal point that can
be solved with soot, Zwarte Piet needs to be widely recognised as the product of deeply
entrenched beliefs of white superiority.
It used to be a given that when doing one’s groceries between the months of October and
December in the Netherlands, you would eventually be greeted by the grotesque, grinning
face of Zwarte Piet. This is no longer the case, and that’s a good thing, but it’s not the end of
the story. Limiting the access to offensive candy and wrapping paper should be seen as part
of the journey towards a re-alignment in what it means to be Dutch. Important work is already
being done to ensure that this happens.
Let us all hope it does not take too long.

Figure 37
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Annex A - Tables and Graphs
Tables
Table 1: Grading system and definitions.
Grade 1

No Piet(en) found to be visible on packaging or product.

Grade 2

A silhouette or shadow of the Piet character features on the packaging or
product.

Grade 3

Images of real (white) people dressed up as Piet(en), or cartoons of (white)
Piet(en) without face-paint.

Grade 4

Images of real (black and white) people dressed up as Piet(en), or cartoons
of (black and white) Piet(en) without face-paint.

Grade 4a

Images of real children of various ethnic background dressed up as both Sint
and Piet(en) without face-paint.

Grade 5

Images of real (black) people dressed up as Piet(en), or cartoons of (black)
Piet(en) without face-paint.

Grade 5a

Piet(en) presented as an animal, without blackface characterisations.

Grade 5b

Images of real (white) people dressed up as Piet(en), or cartoons of (white)
Piet(en) with soot marks across the face.

Grade 5c

Multi-coloured Piet(en) depicted by either real people or cartoon images.

Grade 5d

Images of real (black/brown) people dressed up as Piet(en), or cartoons of
(black/brown) Piet(en) with soot marks across the face.

Grade 6

Images of cartoon Zwarte Piet(en) with the stereotypical features such as jetblack skin, thick red lips and afro hair.

Grade 7

Images of real (white) people dressed up as Zwarte Piet(en) with the
stereotypical features such as jet-black skin, thick red lips and afro hair.
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Table 2: 2015-2017 Total number of products assessed with grade percentage breakdowns.
Grades 2017 Products
(%)
2017 (#)

Grade

Product
Totals:

Grades 2016
(%)

Products
2016 (#)

Grades 2015
(%)

Products
2015 (#)

1

51.7

232

35.9

94

37.4

150

2

11.4

51

3.1

8

2.7

11

3

2.7

12

2.3

6

1

4

4

0.9

4

1.5

4

5.7

23

4a

0.2

1

0.8

2

1.2

5

5

4.5

20

10.3

27

12.5

50

5a

0.9

4

1.1

3

0.7

3

5b

6.2

28

5.7

15

1.7

7

5c

4.5

20

0.8

5d

0.7

6

10.7

48

30

68

27.3

110

7

5.8

26

12.6

33

9.5

38

3 n/a

2 n/a

n/a

n/a

n/a

n/a

449

229

363

Graphs
Graph 1: 2015-2017 year-to-year grade comparison.
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Graph 2: 2017 store-to-store product grade assignment comparison.

Graph 3: 2017 grade split (%) for Intertoys based on online fieldwork.
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Graph 4: 2017 Bol.com product category grade assignment breakdown (%).
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Glossary of Terms

Intocht
Annual parade in November, typically attended by several thousand people, at which
Sinterklaas and his many Zwarte Pieten enter the Netherlands by steamboat. The intocht is
the official start of the Sinterklaas festival, culminating on the 5th of December.
Jan Schenkman
A Dutch teacher, poet, and author of children’s books (1806 - 1863) who ‘invented’ the
modern day Sinterklaas festival by being the first to write down various popular elements
from the Sinterklaas legend into one coherent story in his book Sinterklaas en zijn knecht
(Sinterklaas and his helper) in 1850. Old elements which he incorporated where the horse,
the riding on rooftops, punishment of ‘bad children’ with a rod, and the handing out of
presents via the chimney. New elements which he added himself were the steamboat with
which Sinterklaas enters the Netherlands, and a black page or servant, which grew into the
current figure of Zwarte Piet.
Kick Out Zwarte Piet
Kick Out Zwarte Piet (KOZP) is a collective of activist groups and platforms in the
Netherlands (Nederland Wordt Beter, Zwarte Piet Niet and Stop Blackface), who - by means
of peaceful protest - aim to end the existence of what they perceive as the racist figure of
Zwarte Piet.
Kruidnoten
A type of cookie, small, crunchy and dark brown, prepared with speculaas spices (see under
Speculaas), traditionally eaten during the sinterklaas festival. Commonly, Zwarte Piet has
sacks of these cookies from which he hands them out to children and/or throws them into the
crowd.
Letters
Chocolate letters of the alphabet, traditionally given to people as a present during the
Sinterklaas festival. Commonly, one receives the first letter of their first name. Chocolate
letters can be of all types of chocolate and may also include almonds, raisins etc.
Moorkop
A moorkop is a pastry consisting of a profiterole (cream puff) filled with whipped cream and
glazed with white or (usually) dark chocolate. The origins of the name seems to have been a
reference to a ‘morenkop’, a stone head of a moor, or black man, that also hung above many
pharmacies.
© 2018 European Race and Imagery Foundation
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Nieuwe Sint
De Nieuwe Sint is an initiative by Patrick Mathurin, who organizes an intocht every year
since 2015. He hands out white and red roses “as a message of love, friendship and peace”,
as well as fruit to stimulate healthy living for children. His motto is that every child is a saint
Nicolas, to motivate children to find the good in themselves.
Paard
The white horse of Sinterklaas, called Amerigo in the Netherlands and Slecht Weer Vandaag
(bad weather today) in Belgium, who carries Sinterklaas over the rooftops to deliver the
presents. Children traditionally leave food (typically carrots) for the horse by the chimney in
the hope of receiving candy from Sinterklaas in return.
Pepernoten
A type of cookie, small, soft and light brown, prepared with annise, traditionally eaten during
the sinterklaas festival. Commonly, Zwarte Piet has sacks of these cookies from which he
hands them out to children and/or throws them into the crowd.
Roetveeg Piet
Piet character who, instead of full blackface with big red lips and gold hoop eaarrings, has
smudges of soot on his face on account of the story that Piet enters houses to deliver
presents through the chimney. Since about 2017 in a limited number of Dutch municipalities
(mostly in the West of the country), the Roetveeg Piet has come to replace the traditional
Zwarte Piet due to protest against this character.
Sinterklaas
Also known as Saint Nicholas, based on the historical figure of the bishop of Myra who lived
in the 3rd century AD in Asia Minor. For unknown reasons - but most likely due to Dutch
history in which the Spanish played an important part - it is sometimes (mistakenly) claimed
that Sinterklaas hails from Spain. Sinterklaas is the main protagonist of a festival in his name
on the 5th of December (in the Netherlands and some of its former colonies) and the 6th of
December (in Belgium). The character is a commonly portrayed as an old white man with a
beard, red miter and cloak, riding a white horse.
Speculaas
A type of cookie, usually hard, flat and rectangular but sometimes also soft, round and filled
with almond paste. The cookies are made with speculaas herbs. Commonly these are
cinnamon, nutmeg, cloves, ginger powder, cardamom and white pepper, all of which were
first obtained by the Dutch in the East Indies. Speculaas is traditionally eaten during the
festival of SInterklaas, but can be found in shops year round.

Sinterklaas Brand & Product Study: Seeing Through the Soot

39

Spek/Spekken
A type of marshmallow candy, traditionally eaten during the festival of SInterklaas, but can
be found in shops year round.
Taai Taai
A type of soft (or tough = taai) cookie, traditionally eaten during the festival of Sinterklaas. Its
taste resembles that of speculaas but includes annise. Taai taai are usually baked in the
shape of characters from the SInterklaas festival, such as Sinterklaas and Zwarte Piet.
Zwarte Piet
Character portrayed as the helper of Sinterklaas. Traditionally, Zwarte Piet (Black Pete)
arrives with Sinterklaas and helps to deliver presents through the chimney to ‘good’ children
and/or punish ‘bad’ children on behalf of Sinterklaas. The current shape of Zwarte Piet was
designed by Jan Schenkman, an author of a children’s book on Sinterklaas from 1850.
Despite occasional recent changes (see Roetveegpiet below) Zwarte Piet is most commonly
portrayed as a white person in blackface, with an Afro wig, big red lips and/or gold hoop
earrings.
Zwarte Piet is Racism
“Zwarte Piet is racisme” (Black Pete is Racism), was the name of an art project started by
Quinsy Gario in 2011 to critique Zwarte Piet and the Sinterklaas festival in its current form.
The art project - known for T-shirts with this slogan made by Garion - kick-started a new
wave of anti Zwarte Piet protest in the Netherlands and gained many followers as well as
fierce opposition. During a peaceful protest at the intocht of that year Gario and several other
activists was violently arrested by the police, which made national and international
headlines. Especially between 2011 and 2014 Gario has been a vocal critic of Zwarte Piet
and the Sinterklaas festival in its current form.
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Annex C - Report Abstracts (English, Nederlands, Français,
Deutsch)
ENGLISH
Sinterklaas Brand & Product study 2018: Seeing Through the Soot - REPORT
ABSTRACT
The European Race and Imagery Foundation’s (ERIF) annual Sinterklaas Brand & Product
study is a sociological market research report, which seeks to analyse longitudinal data
concerning the ongoing and evolving usage of the Zwarte Piet character by major
supermarket chains and brands across the Netherlands. Each year, members of the ERIF
team conduct online and in-store fieldwork to capture the various manifestations of the
character. Using a seven-point imagery grading system7, we are building stringent
comparative year on year data-sets that reveal the effects the anti-Zwarte Piet campaign is
having on various institutions, and how they choose to present the character. Over a dozen
stores are featured in the online part of the study, as well as in-person observations by the
members, of their local neighbourhoods, serving to distinguish how various franchises of the
same stores located in different parts of the country use the image.
Key results of this year’s report are as follows:
-

-

This year we have included the stores Marqt, Etos and XENOS to provide a wider
data set.
Bearing in mind the changes being made to the mainstream Piet image, we have
added the grade 5d to communicate imagery that uses a person of colour (real and/or
cartoon) with soot marks on their face.
5.8% of the products assessed were grade 7 (images containing real life white people
in blackface). This is compared to 12.6% in the previous report.
Many of the stores’ products had recorded grade 1, although the stores Bart Smit,
Blokker and Bol.com were notable for having more of the higher grades (i.e. 6 and 7).
Bol.com had the most recorded grade 7s, with the worst category being “DVDs”,
although in terms of percentages, Bart Smit had worse representation of grade 7s.
51.7% of products were grade 1 (Sinterklaas imagery containing no reference to Piet
whatsoever). In the 2017 report (on 2016 data), grade 1 made up 35.9%.
Grade 5b (images of real and cartoon white people as Piet with soot marks on their
face, rather than blackface make-up) was assigned to 6.2% of the products,
compared to 5.7% previously.

In addition to the grades, the report details new developments, challenges and statements
regarding the anti-Zwarte Piet campaign. In this way, the report acts as a method of
valorisation of these campaigns by capturing the material consequences of their success as
well as providing concrete data that can propel such activism further.
7

With grade 1 being the least racist and featuring no references of the Piet character whatsoever, and
grade 7 being the most racist, applying to depictions of real people in full blackface as Zwarte Piet.

Sinterklaas Brand & Product Study: Seeing Through the Soot

41

As the discussion around whether or not Zwarte Piet should continue to be a part of the
Sinterklaas festival rages on, the pro-Piet camp has become increasingly organised and
violent, going as far as halting three bus loads of anti-Piet activists on their way to the annual
intocht on the highway and descending on primary schools in full costume to make a
statement. Meanwhile, major cities such as Amsterdam pledged to no longer feature Zwarte
Piet in their parades, introducing the new Roetveeg Piet, who has soot marks across his
face, rather than the historically offensive blackface make-up. The question remains (and we
shall attempt to respond to this) how present this new version of Piet is in the packaging and
advertisements of certain Sinterklaas brands and products. Furthermore, activists have
emphasised this year the importance of viewing the Piet characters as emblematic of
institutional racism, rather than a stand-alone social matter to be solved in a vacuum.
See below for details on the previous reports and get in touch with us at info@erifonline.org
with any comments or questions.
2017 report on the 2016 data collection.
2016 report on the 2015 data collection.

NEDERLANDS
De Sinterklaas Brand & Product Study 2018: Door de Roet Heen Kijken SAMENVATTING RAPPORT
Het jaarlijkse ‘Sinterklaas Brand & Product’ rapport van het European Race and Imagery
Foundation (ERIF) is een sociologisch marktonderzoek dat longitudinale data analyseert met
betrekking tot het voortgaande en evoluerende gebruik van het Zwarte Piet karakter door
grote supermarktketens en merken door heel Nederland heen. Ieder jaar voeren de leden
van ERIF zowel een online- als veldonderzoek uit om de verschillende manifestaties van het
karakter vast te kunnen leggen; dit gebeurd doormiddel van een puntensysteem bestaande
uit zeven verschillende punten8. Dit puntensysteem maakt het mogelijk om een comparatief
onderzoek uit te kunnen voeren waarbij uit de verzamelde data kan blijken welke (eventuele)
effecten de anti-Zwarte Piet campagne heeft op verschillende instituten en hoe zij ervoor
kiezen om het karakter te portretteren. Meer dan een dozijn aan winkels zijn meegenomen in
het online gedeelte van het onderzoek. Om eventuele verschillen met betrekking tot de
weergave van de karakter te kunnen weergeven is er, door de leden van ERIF, in hun eigen
buurten veldwerk uitgevoerd, om vervolgens deze winkels ook in het online gedeelte van het
onderzoek mee te nemen.
De belangrijkste resultaten van het onderzoek zijn als volgt:
-

Dit jaar zijn winkels als Marqt, Etos en XENOS meegenomen in het onderzoek voor
een bredere set aan data.

8

Het puntensysteem werkt als volgt: één punt wordt toegekend aan de minst racistische afbeeldingen
van Piet en zeven punten worden toegekend aan echte mensen die in Zwarte Piet blackface zijn
geportretteerd.
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-

-

-

-

-

Vanwege de veranderingen aan de mainstream Piet verschijning hebben we punt 5b
toegevoegd voor afbeeldingen die een persoon van kleur (echt en/of tekening) met
roetvegen op hun gezichten weergeven.
5,8% van de punten bestond uit punt 7 (afbeeldingen van echte personen in
blackface). Dit is een daling van 6,8% ten opzichte van het vorige rapport.
Het merendeel van de onderzochte winkels hadden merendeels producten die onder
punt 1 vallen in hun assortiment, daarbij dient gezegd te worden dat vooral Bart Smit,
Blokker en Bol.com het gros van de producten met een lage klassering binnen hun
assortiment hebben.
Alhoewel Bol.com de meeste producten met punt 7 in hun assortiment herbergt, met
het laagst scorend op de categorie ‘Dvd’s’, is het zo dat op percentueel vlak Bart Smit
het hoogst scoort met betrekking tot punt 7 producten.
51,7% van de onderzochte producten kunnen geclassificeerd worden als punt 1
(afbeeldingen met Sinterklaas en geen Piet op welke manier dan ook). In het 2017
rapport (bestaande uit de in 2016 vergaarde data) was het aandeel van punt 1 nog
35,9%.
6,2% van de punten bestaat uit punt 5b (afbeeldingen van zowel echte als
tekeningen van witte mensen als Piet met roetvegen op hun gezicht, in plaats van
blackface make-up), vergeleken met het vorige rapport is dit een stijging van 0,5%.

Naast de classificeringen gaat het rapport in op nieuwe ontwikkelingen, uitdagingen en
uitspraken met betrekking tot de campagne. Op deze manier werkt dit rapport als een
methode om deze campagnes te valoriseren door de materiële consequenties van hun
succes vast te leggen. Daarnaast zal het weergeven van concrete data zulk soort activisme
verder vooruit kunnen stuwen.
Binnen de voortdurende discussie of Zwarte Piet een deel dient te zijn van de Sinterklaas
traditie wordt het pro-Piet kamp steeds beter georganiseerd en gewelddadiger, zo
verregaand dat ze drie bussen met anti-Piet activisten, onderweg naar de jaarlijkse intocht,
op de snelweg tegen hebben gehouden en scholen zijn binnengevallen in een volledig
Zwarte Piet kostuum. Ondertussen hebben grote steden, waaronder Amsterdam,
aangegeven dat Zwarte Pieten niet langer deel uitmaken van hun intochten en hebben een
Roetveeg Piet geïntroduceerd. De vraag blijft (en hier zullen we ook antwoord op proberen te
geven) hoe aanwezig deze nieuwe versie op de verpakkingen en reclame van bepaalde
Sinterklaas merken en producten zal zijn. Daarnaast hebben de activisten dit jaar de nadruk
gelegd op het zien van de Piet karakters als een emblematiek van institutioneel racisme, in
plaats van een op zichzelf staand sociaal fenomeen dat binnen een vacuüm opgelost dient
te worden.
Zie het onderstaande voor details met betrekking tot de vorige rapports. Via
info@erifonline.org is het mogelijk om in contact met ons te komen voor enige opmerkingen
of vragen.

2017 rapport met betrekking tot de dataverzameling van 2016.
2016 rapport met betrekking tot de dataverzameling van 2015.
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FRANÇAIS

Etude 2018 Sinterklaas Brand & Product: voir au-delà de la suie - RÉSUMÉ DU
RAPPORT
L’étude Sinterklaas Brand & Product est menée annuellement par la European Race and
Imagery Foundation (ERIF). Elle consiste en une étude de marché sociologique qui analyse
des données longitudinales concernant l’usage et l’évolution du personnage Zwarte Piet au
sein des principales marques et chaînes de supermarché en Hollande. Chaque années, les
membres d’ERIF effectuent un terrain en ligne et dans les magasins pour rendre compte des
diverses manifestations du personnage. Grâce à un système de notation en sept points9,
nous construisons des bases de données rigoureusement comparables d’année en année
qui permettent de mettre en lumière les effets de la campagne anti-Zwarte Piet sur diverses
institutions et de révéler comment ces dernières choisissent de représenter le personnage.
Plus d’une douzaine de magasins sont passés en revue par la partie online de l’étude ainsi
que par les observations faites par les membres d’ERIF dans leurs localités. Ce procédé
permet de distinguer comment différentes franchises d’un même magasin et établies dans
différentes partie du pays utilisent l’image de Zwarte Piet.
Les principaux résultats du rapport de cette année sont les suivants:
-

-

Cette année, nous avons inclus les magasins Marqt, Etos et XENOS afin de produire
une base de donnée plus large.
En raison des changements qui ont été effectués sur l’image mainstream de Piet,
nous avons ajouté la note 5d pour les images qui mobilisent une personne non
blanche (réelle et/ou cartoon) avec des marques de suie sur son visage.
5.8% des manifestations visuelles de Zwarte Piet ont été notées 7 (images qui
contiennent des personnes blanches réelles en blackface). Dans le rapport de
l’année précédente cette part s’élévait à 12.6%.
La plupart des magasins ont obtenu une majorité de notes 1, mais il faut noter que
les magasins Bart Smit, Blokker et Bol.com se sont démarqués en ayant davantage
de notes élevées (à savoir 6 et 7).
Bol.com a obtenu le plus grand nombre de notes 7, la pire de ses catégories étant
celles des “DVDs”. Cependant, en termes proportionnels, Bart Smit présente la plus
grande part de notes 7.
La note 1 représente 51.7% des notes attribuées (des images de la fête de SaintNicolas qui ne contiennent aucune référence à Piet). Dans le rapport de 2017
(portant sur les données de 2016), la note 1 correspondait à 35,9% des notes
attribuées.
La note 5b (des images de personnes blanches réelle ou dessinées avec des
marques de suie sur leur visage, plutôt qu’avec un maquillage blackfacing)
correspond à 6.2% des produits évalués, cette part s’élevait à 5.7% l’année
précédente.

En plus de l’attribution des notes, le rapport détaille les nouveaux développements, défis et
déclarations de la campagne anti-Zwarte Piet. Le rapport se veut ainsi également un moyen
de valoriser ces campagnes en permettant de saisir les conséquences matérielles de leur
succès et en mettant à disposition des données concrètes qui peuvent contribuer au
développement de cet activisme.

9

La note 1 est attribuée aux représentations les moins racistes dénuées de toute représentation de
Piet; la note 7 est attribuée aux représentation les plus racistes qui font figurer des personnes réelles
arborant un blackfacing de Zwarte Piet.
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Comme les débats autour du maintien ou de la suppression de Zwarte Piet dans les
festivités de Saint-Nicolas font rage, le camp pro-Piet est devenu de plus en plus organisé et
violent : il a été jusqu’à arrêter sur l’autoroute trois bus remplis d’activistes anti-Piet qui
étaient en route vers l’intocht annuelle (la parade qui célèbre l’arrivée de Saint-Nicolas); le
camp pro-Piet a aussi été jusqu’à entrer dans des écoles primaires entièrement déguisé
pour exprimer ses revendications. Parallèlement, les grandes villes telles qu’Amsterdam ont
promis de ne plus faire figurer Zwarte Piet dans leur parade et ont introduit Roetveeg Piet
(“Peter en suie”) qui a des traces de suie sur le visage plutôt que le maquillage offensant de
blackface. La question reste de savoir dans quelle mesure cette nouvelle version de Piet est
présente sur les emballages et dans les publicités de certaines marques et produits relatifs
aux festivités de Saint-Nicolas (une question à laquelle nous tenterons de répondre dans le
futur). De plus, les activistes ont insisté cette année sur l’importance de considérer les
personnages de Piet comme des exemples de racisme institutionnel, plutôt que comme des
objets sociaux isolés auxquels il faudrait remédier dans le vide.
Plus bas, vous trouverez des informations relatives aux rapports précédents, et n’hésitez pas
à nous contacter à info@erifonline.org pour tout commentaire ou toute question.
Rapport 2017 portant sur la collecte des données 2016.
Rapport 2016 portant sur la collecte des données 2015.

DEUTSCH

Sinterklaas Brand & Product Studie 2018: durch den Ruß schauen ZUSAMMENFASSUNG DES BERICHTS
Die jährliche Sinterklaas Brand & Product Studie der European Race and Imagery
Foundation (ERIF) ist ein soziologischer Marktforschungsbericht, der longitudinale Daten
über die anhaltende und sich entwickelnde Nutzung des Zwarte Piet-Charakters durch große
Supermarktketten und Marken in den Niederlanden analysiert. Jedes Jahr führen Mitglieder
des ERIF-Teams Online- und Feldstudien durch, um die verschiedenen Manifestationen des
Charakters mit einem Sieben-Punkte-System zu erfassen10. Das Ziel ist Jahr für Jahr
stringente Vergleichsdaten zu erstellen, die zeigen, welche Auswirkungen die Anti-Zwarte
Piet Kampagne auf verschiedene Institutionen hat und wie sie den Charakter präsentieren.
Über ein Dutzend Geschäfte sind im Online-Teil der Studie zu sehen. Auch sind persönliche
Beobachtungen von den Mitgliedern in ihrer lokalen Nachbarschaften im Bericht zu sehen.
Diese beobachtungen dienen dazu, zu unterscheiden, wie verschiedene Franchises der
gleichen Geschäfte in verschiedenen Teilen des Landes das Bild verwenden.
Die wichtigsten Ergebnisse des diesjährigen Berichts sind:
-In diesem Jahr haben wir die Geschäfte Marqt, Etos und XENOS aufgenommen, um
einen
breiteren
Datensatz
zur
Verfügung
zu
stellen.
- Unter Berücksichtigung der Änderungen, die am Piet-Image vorgenommen wurden,
10

Mit der Note 1, die am wenigsten rassistisch ist und keinerlei Bezug zur Piet-Figur hat, und der Note
7, die am rassistischsten ist und sich auf Darstellungen von echten Menschen in voller Blackface wie
Zwarte Piet bezieht.
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haben wir die Note 5d hinzugefügt, um Bilder zu vermitteln, die eine Person of Colour
(echt und/oder Zeichentrickfiguren) mit Rußspuren auf ihrem Gesicht verwenden.
- 5,8% der Noten waren Klasse 7 (Bilder mit echten weißen Menschen in Blackface).
Im
vorherigen
Bericht
war
dieser
Prozentsatz
12,6%.
- Viele der Geschäfte hatten in der Mehrheit Note 1, obwohl die Geschäfte Bart Smit,
Blokker und Bol.com bemerkenswert waren, weil sie mehr von den höheren Noten
hatten.
- Bol.com hatte die am häufigsten aufgenommene Note 7, wobei die schlechteste
Kategorie "DVDs" war, obwohl Bart Smit prozentual eine schlechtere Darstellung der
Note
7
aufwies.
- 51,7% der Noten waren Note 1 (Sinterklaas-Bilder, die keinerlei Hinweis auf Piet
enthalten). Im Bericht 2017 (Daten für 2016) betrug die Prozentsatz der Note 1
35,9%.
- Note 5b (Bilder von echten und weißen Zeichentrickfiguren als Piet mit Rußspuren
auf ihrem Gesicht, anstatt Blackface-Make-up) machten 6,2% der Noten aus,
verglichen mit 5,7% zuvor.
Im Bericht werden neben den Noten auch neue Entwicklungen, Herausforderungen und
Aussagen zur Anti-Zwarte Piet Kampagne vorgestellt. Auf diese Weise dient der Bericht als
Methode zur Aufwertung dieser Kampagnen, indem er die materiellen Konsequenzen ihres
Erfolgs erfasst und gleichzeitig konkrete Daten liefert, die diesen Aktivismus vorantreiben
können.
Während die Diskussion darüber, ob Zwarte Piet weiterhin Teil des Sinterklaas-Festivals
sein soll oder nicht weiter wütet, ist das pro-Piet-Lager zunehmend organisiert und
gewalttätig geworden: so haben Pro-Piet Demonstranten drei Busladungen Anti-PietAktivisten auf ihrem Weg zur jährlichen Sinterklaas-Einzug auf der Autobahn aufgehalten
und andere sind in voller Zwarte Piet Tracht Grundschulen eingedrongen, nur um eine
Aussage zu machen. In der Zwischenzeit verpflichteten sich Großstädte wie Amsterdam,
Zwarte Piet bei ihren Paraden nicht mehr zu zeigen und stellten den neuen Roetveeg Piet
vor (Ein Piet mit Schwarze Rußspuren am Gesicht statt das historisch beleidigende
Blackface-Make-up). Die Frage bleibt (und wir werden versuchen, darauf zu antworten), wie
gegenwärtig diese neue Version von Piet in der Verpackung und Werbung bestimmter mit
Sinterklaas verbundener Marken und Produkte ist. Darüber hinaus haben Aktivisten in
diesem Jahr betont, dass es wichtig ist, die Piet-Charaktere als emblematisch für
institutionellen Rassismus zu betrachten und nicht als eigenständige soziale Angelegenheit,
die in einem Vakuum gelöst werden muss.
Im Folgenden finden Sie Einzelheiten zu den vorherigen Berichten. Kontaktieren Sie uns
unter info@erifonline.org mit Kommentaren oder Fragen. Bitte beachten Sie, dass die
Berichte selbst in Englisch sind.
2017 Bericht über die Datenerhebung 2016.
2016 Bericht über die Datenerhebung 2015.
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