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Introduction 
 
The ongoing Zwarte Piet discussions and anti-blackface protests are an ideal way to 
explore, examine and explain the racialised power dynamics in the Netherlands, and 
the outcomes of those discussions have certain implications for our understandings 
of the limits of inclusivity in other European countries as well. This is because the 
discussion is not only about the image of Piet and its relationship to a wide variety of 
anti-black imagery which otherises and dehumanises European people of African 
descent. This discourse is also about freedom of expression via the right to protest, 
about identity and belonging. The question that continues to ring out each time ERIF 
conducts this research is: do the basic rights of citizens apply to all in the 
Netherlands specifically and across Europe generally? 
 
This year’s Sinterklaas Brand and Product Study (our fourth) shows the role the 
commercialism, as well as cultural identity and tradition, play in shaping the evolution 
of the festival. We have shown year-on-year that it is possible to celebrate 
Sinterklaas without the saint having any servants at all! So, why is there so much 
resistance to merely abolishing one aspect of how Sinterklaas’ servant is 
characterised? To try to respond to this question, the report continues to explore the 
relationship between protests’ narratives and the material changes being witnessed 
in stores. Using market research techniques online and in-store, ERIF monitors the 
changes in how the Piet character (or caricature) is depicted by various brands and 
shops. Alongside a discourse analysis of social and news medias, as well as 
interviews with stakeholders, we are crafting a longitudinal archive to illustrate the 
progress of anti-racism efforts, as realised on store shelves and websites.  
 

 
Graph 1: Year-on-year grade % (2015-2018) 
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Broadly, this year’s results depict a tug-of-war between the local authority backed 
pro-Piet extremists, and the anti-blackface campaigners who are seeking an 
inclusive society that everyone can fully participate in. Conceptually, the emotionally 
charged reactions to sustained criticism of the Sinterklaas festival are conveyed in 
two physical gestures: the use of smudged cheeks (instead of blackface) and the 
use of middle fingers in response to anti-racism discourse. This is not a new 
development; the pro-Piet camp has arguably been mobilised since 2013 when over 
a million Dutch people signed up to a pro-Piet Facebook page (Pietitie) in support of 
maintaining the character’s blackface image (Kastelijn, 2013; Pietitie, 2013). In 2018, 
as we discuss in the next chapter, mayors and police officials continued to allow 
racists to prevent the peaceful demonstrations of anti-blackface campaigners from 
going ahead. In the commercial sector, German-owned toy manufacturer Playmobil 
resumed production of their offensive Sinterklaas and Zwarte Piet figurine set for the 
Dutch market in 2018. This is after the company initially halted production in 2014 
due to the campaigns against the use of blackface in the festival (HLN, 2018). 
 
On the other hand, in March of last year, it was announced that NTR was struggling 
to find a host city for the official Sinterklaas arrival parade, due to continued 
(international) attention and criticism (RTL, 2018). Nonetheless, the official parade 
took place in Zaandstad, amid a campaign to ensure all televised Piets would from 
then on be without blackface (Doorbraak, 2018b). Therefore, some progress has 
been noted since the last report, but the ceaseless and violent backlash to removing 
the racism in Sinterklaas rages on.  
 
Our report uncovers how the community is coping, what this debate means in the 
broader context of Dutch race relations and representations of people of colour, and 
what the next steps will be in the 2019-20 period.     
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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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2018-19 Commentary of Campaigns  
 

“Mensen zouden racisme niet eens herkennen als het op hun gezicht 
geschminkt zou worden.”1 
- Gerson Lopes, November 13, 2018. 
 
“Racistische grappen zijn een teken van gelijkwaardigheid?? Dat is pas 
een grap..”2 
- Hodan Warsame, November 22, 2013. 

 

Dutch racism / Dutch humour  
Visual artist and museum curator Richard Kofi recalled a recent incident where 
parade organisers actively planned to use blackface to portray a person of African 
descent, outside of the Sinterklaas period:   
 

There will be a parade in Den Bosch about the birth of Jesus and they 
have three kings and one of them is going to be in blackface. One of the 
organisers came to me for more arguments against using blackface 
because he was really against it. I said “When you make a movie about 
basketball, you don’t cast someone that’s 5 foot to play the role of a tall 
player. You ask someone who is tall to do the role.” [In other words] you 
don’t need someone that is white to be in blackface when there are so 
many of us [of African descent]. (Interview, 2018) 

 
Meanwhile, in Spain, hundreds of teenagers took to the streets in blackface 
(apparently as Balthazar) for the Three Kings parade in January of this year, 
sparking an international discussion on the use of blackface for this festival 
(Owoseje, 2019). Moreover, the InterNational Anti-Racism Group (INARG) led by 
educator, artist and activist Gloria Holwerda-Williams, spoke out against the 
blackface used during the Brabantsedag parade in August 2018 after Doorbraak 
broke the story over the summer. According to Doorbraak’s report, dozens of white 
participants arrived on a boat in full body brown paint, dressed up as “savage 
Africans” to pay homage to ‘the scramble for Africa’ (Doorbraak, 2018a). Edited 
volume Smash the Pillars puts a variety of decolonial Dutch contributions in dialogue 
with each other book to make sense of the kind of thinking that could produce such a 
parade on one hand, and also produce a culture that defends it on the other (Weiner 
and Baez, 2018). Holwerda-Williams wrote one of the chapters for Smash the Pillars 
and also campaigned with INARG against the usage of blackface at a museum in 
Rotterdam. She explained her exchange with the museum, saying:  
 

We did something regarding a group called Gelatin. They’re Austrian [...] 
And for some reason they chose to be in blackface in their ad for the 
exhibition at the Boijmans Museum in Rotterdam. So, we [myself and a 
member of Decolonize the Museum] met with the director and the curator. 
Basically, they all did the typical thing - “We don’t mean this, and this is 

                                                
1 English translation: “People wouldn’t even recognise racism if it was painted on their face.”  
2 English translation: “Racist jokes are a sign of equality? Now that is a joke..” 
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supposed to be a place where artists can do what they want.” Right. But 
again, only white artists, which is always the case. (Interview, 2018) 

 
Cultural critic Egbert Martina (2014) provides an analysis via Processed Lives of the 
expectation to be able to say whatever one likes as a marker of “Dutchness” as 
“innocent”, explaining: ‘The rationalizations put forward by White Dutch folks re-
narrate Whiteness as ‘innocent’ and political correctness as intolerance, and 
silencing of an ‘opinion’.’ Kofi further elaborated on the Dutch need to be able to 
make a racist joke and get away with it: 
 

The fact is, I think that there is some sort of strange joy on portraying the 
“other” in the Netherlands. I think people do realise it is negative. For 
instance, in jokes [certain Dutch people] use the Belgian, the German and 
the n-word to portray a funny situation. You kind of predict the situation in 
which a black body is involved will be a funny one. The punchline is the 
black body. “To me you’re all the same” - that’s how these things are 
downplayed. (Interview, 2018) 

 
Corroborating these claims is what happened next in Holwerda-William’s exchange 
with Boijmans Museum; upon challenging Gelatin’s use of blackface, the director 
accused her of censorship.  
 

The director said to me, “You are the one who’s trying to censor our 
artists!” No, I’m not trying to censor artists at all, I am trying to say, since 
they’re white, they have more access, you don’t show any artists of 
colour, you don’t have any artist of colour. Also, the blackface has nothing 
to do with this exhibition. (Interview, 2018) 

 
Relatedly, speaking to Tori Egherman for Global Voices earlier in 2018, Dutch-
Surinamese artist Patricia Kaersenhout explains the inherent politics of artistic work 
in erasing, or otherwise enhancing, certain histories:  
 

This feeling that art can be about nothing is embedded in the national 
innocence. I tell the critics, my culture is narrative. We share our history 
through stories because you won’t write about our history. All art is 
political. (Kaersenhout, 2018: web article) 

 
In other words, there appears to be an expectation within white Dutch cultures to 
have the right to use offensive imagery and language for humour. Such humour is 
asserted to be inclusive of all, when in reality it is not. When such imagery and 
language is challenged - be that creatively and/or intellectually - there are indignant 
cries of censorship, or that critics are ruining the fun for everyone else. The 
“everyone” of course, is the white majority population, revealing just how inclusive 
Dutch humor is really meant to be.   
 

The right to call out racism vs. the right to enjoy it 
The right to freedom of speech, to have fun and the claim of innocence have all been 
at the very heart of the Zwarte Piet debate from the very beginning, and (alongside 
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more explicit expressions of white supremacy) continue to bolster ongoing pro-Piet 
endeavours, underpinning counter-protestors’ assertions of their right to be racist. 
For example, Sinterklaas parade organisers in Brabant and Dordrecht completely 
refused to adjust the face-paint of their Piets in 2018, thereby hosting parades with 
Piets in full blackface once more (Dekker, 2018; NOS, 2018a). A lawsuit was filed by 
Majority Perspective to force NTR and the Zaandstad municipality to adjust the 
official Sinterklaas arrival parade to include sooty (roetveeg) Piets instead of Piets in 
blackface (Van Mersbergen, 2018). However, the case was found inadmissible 
because Majority Perspective were said to not have properly consulted with NTR 
and the local authority in advance. It was added by the court that NTR was already 
making changes to meet the countrywide and international critique over the 
appearance of Zwarte Piet (ibid). Moreover, the Majority Perspective’s lawyer - Emil 
Tamas - was forced to go into hiding with his family following the court case due to 
death threats and attacks (Runhaar, 2018). In the end, NTR announced that there 
would indeed be sooty Piets at the “official”, televised Sinterklaas parade, however 
they also stated that “fully” black Piets could also be portrayed on account of going 
down the chimney too often (NU.nl, 2018). Herein lies one of the problematic 
aspects of “sooty Piets” as an alternative to blackfaced Piets: that the soot excuse - 
used for decades to evade claims of racism - will now be officially written into the 
Sinterklaas mythology regardless of the actual appearance said Piets. 
 
As tensions fumed through to November, hundreds of alt-right demonstrators 
mobilised across the country in opposition to the Kick Out Zwarte Piet (KOZP) 
campaign, with numerous arrests being made at Sinterklaas parades, including 
dozens of arrests in Tilburg (NOS, 2018c). Violent clashes were observed in 
Leeuwarden and Eindhoven (a major city in Brabant) in particular, where pro-Piet 
protestors threw eggs and yelled racist and aggressive chants at anti-racist 
demonstrators, which was captured on social media. In news media, these so-called 
protestors have oftentimes been referred to as “football hooligans”, however Dutch 
columnist Clarice Gargard noted in a recent article that much of the hate-mail she 
received in response to her anti-Zwarte Piet work, comes from more mainstream, 
conservative looking men (2018: website). Holwerda-Williams, who travelled to 
Leeuwarden on November 17th, reflected on the resistance to the anti-racist 
campaigners and who is involved: 
 

I was in Leeuwarden and the amount of Nazi-saluting, racist, sexist, 
disgusting things that were said - really violently hating! I was yelled at, 
“Go back n*****!” - all this other racist stuff - by white women. It’s a 
misnomer to put this alone on what they call “soccer hooligans”. There’s a 
picture of the white kid [in Eindhoven] in blackface with [his middle fingers 
up] and women standing there, they don’t look like hooligans. (Interview, 
2018)   

 
As ever, children were weaponised by the pro-Piet camp, culminating in two young 
children in Eindhoven (as noted by Holwerda-Williams above), dressed in full 
blackface Zwarte Piet costumes, grinning and putting up their middle fingers to anti-
Piet demonstrators. The children were said to be encouraged to lead the crowds in 
racist football songs and chanting (Van Egmond and Van der Valk, 2018). Moreover, 
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in response to a critical Tweet3 during the Sinterklaas season by researcher and 
activist Archana Ramanujam (@archibawled), an observer (@he_peter) simply 
posted a white middle finger to the thread (see Figure 1).  
 
Such racist and vulgar responses epitomise the growing, sustained, radical pro-Piet 
movement, exposing a wide-spread white fragility complex simmering beneath the 
surface of a ‘silent majority’ (Parnell-Berry, 2018; de Vries, 2018), now bubbling over 
in violent fashion. There have always been hostile retorts to anti-racist statements in 
the Netherlands, notably recently captured in reactions to articles by journalists 
Clarice Gargard (see above) and Seada Nourhussen (Takken, 2018), as well as the 
work of BIJ1 politician Sylvana Simons (Huisman and Van der Helden, 2016). 
Nevertheless, the pro-Piet camp is increasingly organised and coherent in its 
mission to erase the voices of anti-racism activist and keep Zwarte Piet as anti-black 
caricature. Writer and community organiser Simone Zeefuik pointed out that 
effectively countering this burgeoning movement relies on increasing the numbers of 
protestors from within a broader and often ignored black Dutch community: 
 

 
Figure 1 

 
I feel that we fail to represent what it’s like to be black in a smaller city in 
the east, north or south of the Netherlands. I feel that if you have a certain 
platform, it is your responsibility to create room for other people as well. I 
think we need more people. There are hundreds of thousands of black 
people in the Netherlands that really can create some change. Thinking 
back to the (intocht) protest in The Hague, I think we were standing there 
with 50 people and we were outnumbered by 100 Nazis. But 100 Nazis is 
not that many; we should have outnumbered them! (Interview, 2018) 

                                                
3 The original Tweet read: ‘Elke intocht is één grote pro-piet demo. Al de mama's en papa's die 
daarheen gaan, die vinden het allemaal prima, dat racisme’, (Ramanujam, 2018b). English 
translation: ‘Every arrival parade is one, big pro-Piet demonstration. All the mums and dads go there, 
they all find it fine, that’s racism.’  
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In autumn 2018, KOZP organised numerous anti-Zwarte Piet demonstrations across 
the country, including two in Den Haag (Kraaijeveld, 2018) in addition to those 
already mentioned in Leeuwarden and Eindhoven, as well as in Zaandstad (Van 
Laarhoven, 2018). Throughout the year, a court case went on against the 
participants of a racist and undemocratic high blockade that prevented KOZP 
demonstrators from reaching the Frisian town of Dokkum in November 2017. KOZP 
had permission from the town to protest the use of blackface at the Sinterklaas 
arrival parade (intocht), and during the confrontation that occurred it became clear 
that the police and other local authorities were colluding with the racists to prevent 
the anti-Zwarte Piet protest (Ramanujam, 2018a). The court sentenced the apparent 
ring leader (of a group of an estimated 30 people) Jenny Douwes, to 240 hours 
community service and one month conditional imprisonment, for blocking the 
highway (AD, 2018). The others in the group were each sentenced to between 80 
and 120 hours of community service; they have since attempted to appeal the 
outcome of the case (ibid).   
 
However, despite these convictions, local authorities seemed to work with racists to 
once again in 2018, to deliberately prevent anti-Zwarte Piet demonstration from 
taking place. Insidiously, various media factors attempted to work against leading 
KOZP figures, namely Jerry Afriyie and Mitchell Esajas. Both Afriyie and Esajas were 
the subjects of a double page, demonising smear campaign in De Telegraaf (KOZP, 
2018b). Additionally, Afriyie’s treatment on TV show RTL Late Night provoked 
outrage, as the host Twan Huys attempted to silence the anti-racist campaigner, in 
order to give more airtime and amplification to the leader of the 2017 counter-protest 
in Friesland (Pakhuis de Zwijger, 2018). The hurdles laid out before KOZP did not 
end there, with fresh attempts to stop their demonstrations all together emerging on 
the eve of the Sinterklaas parades. The Roberson Report provided live coverage of 
some of the difficulties experienced by protestors in 2018, with one such report being 
summarised as follows:  
 

On day of the scheduled protests, KOZP demonstrators were heading to 
Den Helder. The night prior, the mayor of Den Helder [Koen Schuiling] 
informed KOZP leaders that he had received information from the pro-Piet 
camp of another planned highway blockade. Rather than take action 
against the pro-Piet campaigners, the mayor ordered KOZP to change the 
time of the demonstration, the route to Den Helder, as well as the location 
of the protest itself - all for their own “protection”. The leaders of KOZP 
deemed that it was too late to change the logistical planning for the 
protest and hoped that they would be protected by the authorities against 
violent racists. However, the police stopped the KOZP demonstrators on 
route to Den Helder to inform them they were “too late” according to the 
new orders issued by the mayor. Mitchell Esajas (leader of KOZP) spoke 
with the police to explain how difficult it would have been to re-route so 
many protesters at such short notice, but the police continued to refuse to 
accompany protestors (as had originally been planned) to ensure their 
safety and demanded to see the identification documents of individuals 
who were on the buses. The police went on to warn Esajas and his 
comrades that if they chose to travel to Den Helder in any case 
(specifically, to the original location of the protest, rather than the last-
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minute location, which would have eradicated the protestors’ visibility and 
impact), “things would get nasty”. KOZP ultimately decided not to travel to 
Den Helder. (Roberson, 2018)  
 

In addition to the cancelled demonstration in Den Helder, KOZP protestors also were 
prevented from protesting in Nijmegen, Zwolle and Appledorn due to the threats by 
racists of violent counteractions. Amnesty International issued a critical statement 
regarding the apparent prevention of certain citizens’ right to protest, urging Prime 
Minister Rutte to speak out (NOS, 2018b). Rutte eventually - if reluctantly - 
condemned the racists (Paauwe, 2018; Parnell-Berry, 2018), but not before attempts 
were made from within his own party to completely ban any demonstrations at future 
Sinterklaas periods, thereby officially shutting down an entire side of this “debate” 
(Hart van Nederland, 2018). The attempt was voted down. Meanwhile, in Rotterdam 
on the 1st December, local right-wing party Leefbaar (the biggest party in the town 
council) planned its own parades throughout the city featuring Zwarte Pieten in full 
blackface (Van Vliet, 2018).   
    
By the end of 2018, several weeks following the skirmishes and aggression faced by 
protestors at the Sinterklaas parades, Scheveningen displayed an enormous pro-
Piet banner on the side of a fire stack to celebrate New Year’s Eve, welcoming 
Zwarte Piet back to the Netherlands in 2019 (Van Zweden, 2018). In fact, Zwarte 
Piet was back in the new year, earlier than most people would have thought, in a 
small fishing village called Grou (in Friesland), where the residents celebrate 
Sinterklaas in February. The story goes that Sinterklaas forgets to travel to Grou 
during the usual festival period and so returns with just one blackfaced Piet a couple 
of months later. This occurrence has been under-reported in recent years, until Vice 
covered a story following protestors challenging the presence of a Piet in blackface 
(Lowie, 2019).      
 

International Blackface 
One could read this report and conclude that the Netherlands is the only place in the 
world still grappling with this outdated and racist issue. However, sadly, that is not 
the case, as this specific and deliberate form of anti-black racism in a wide-spread 
and global phenomenon. Still considering the Netherlands and Sinterklaas, the 
island of Curacao continues to celebrate the arrival of the Sint, especially in schools 
(see Figure 2) including numerous blackfaced Piets, often featuring black people 
blacked up, instead of white people. On the other hand, Sinterklaas is still always 
played by a white man, revealing the continued, neo-colonial and insidious 
relationship between the Netherlands and its former colonies. Moreover, in 2018, 
KOZP’s actions spread not only to multiple cities across the Netherlands, but also 
included Willemstad in Curaçao (KOZP, 2018a).       
 
In France, the Brigade Anti-Négrophobie (BAN) led protests against blackface used 
during parades at the “Nuit des Noirs” in Dunkirk in February 2018 (Europe1, 2018). 
French blackface is not only limited to carnivalesque activities: the Émile-Cohl art 
school in Lyon was caught out altering pictures of their students to appear more 
diverse in their 2018 prospectus guide, seemingly replacing certain white students 
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with cropped-in pictures of black students that do not even attend the institution 
(Frieze, 2018).  
 
Certain brands within the fashion industry have come under fire a number of times 
over the past six months with Prada, Gucci, Katy Perry and Burberry each - and in 
quick succession of each other - putting out products that appeared to be heavily 
influenced by blackface iconography (Grant, 2019; Holtz Naim, 2019; Ly, 2018; 
Specter, 2019). 
 

 
Figure 2 

  
Back in the Netherlands, history scholar Darah Diederiks campaigned for high street 
fashion stores (e.g. H&M, Lucardi, Bijenkorf and Hudson’s Bay) to stop using the 
term “creole” when describing certain accessories, such as bracelets and earrings. 
Speaking to Vogue Nederland, Diederiks explained:  
 

“Enslaved people had to live with these earrings and wristbands as a sign 
of being somebody’s property, the name of their owner was usually 
engraved in them...Zwarte Piet wears them, and when you take a look at 
colonial art you will see African servants wearing these kinds of earrings 
or wristbands.”  (Wouters, 2018: web article).      

 
Indeed, Zwarte Piet is Racisme pointed out several years ago via a social media 
flyer, circulated at the peak of their artistic campaign, that so-called “creole earrings” 
(as worn by the Piet character) refers to ‘someone whose ancestors were of African 
descent’, enslaved in the ‘Dutch colonies’, (Gario, 2012: online article). Blackface 
and other anti-black performative actions were witnessed and criticised on numerous 
occasions in the UK throughout 2018. For example, a small group of students at the 
private boarding Oratory School dressed up in blackface as “cotton pickers” for an 
informal photoshoot, being turned away by their headmaster (Adams, 2018). In 
London, a man was filmed on the underground dressed up as a blackface minstrel 
for Halloween (Mills, 2018). Also during the Halloween season, a mother refused to 
apologise for dressing her young daughter up as a “lookie lookie” man, complete 
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with full-body, brown paint, referring instead to the costume as ‘creative’ (Toner, 
2018). Days later, members of a parent-teacher association (including Conservative 
councillor Trevor Bryant) were forced to apologise for wearing blackface at a local 
Caribbean-themed bonfire event (Walker, 2018). Interestingly, 63% of respondents 
to a 2017 YouGov poll claimed that the golliwog (see Figure 3) was not racist (Zatat, 
2018). This apparent renewed fondness across Britain for blackface cannot 
separated from the rise in xenophobia, pro-colonial rhetoric and general anti-black 
racism unleashed and emboldened by BREXIT.      
 

 
Figure 3  

 
On the other hand, UK viewers of TV show This Morning were shocked by the 
appearance of white German woman Martina Big, who has gone to great lengths to 
permanently dye her skin brown, and is convinced she will have black children as a 
result (Sporn, 2019). Fabienne Sand (2018) wrote about the widespread usage of 
blackface in various forms of entertainment, especially in German carnivals and 
parades. Meanwhile, Australian artist Mark Knight’s cartoon for the Herald Sun’s 
coverage of sporting controversies involving US tennis icon Serena Williams in 2018, 
made the most of racist and sexist tropes. Typically, as we have seen above, when 
being criticised, the publication played the “censorship” card (Young, 2018), 
revealing another instance of a predominantly white institution’s attempt to maintain 
their right to be racist (and sexist) as a form of freedom of expression. Unfortunately, 
the matter did not end there, as AFL players wore blackface to depict Williams and 
her sister Venus Williams for their ‘Mad Monday’ celebrations, although they were 
widely criticised for their actions (Branigin, 2018).        
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Inherent / Institutional Racism 
Beyond such explicit expressions of white supremacy, of course there are more 
insidious examples that come to the surface all too regularly in the Netherlands. 
There were a number of instances where the institutional dehumanisation of Afro-
Dutch communities came to light and had to be addressed throughout 2018. The 
2012 children’s book Suriname Here We Come was discovered by Morenita Taborda 
at a library in Amsterdam. In the book, author Sanne de Bakker offers racialised, 
essentialist depictions of life in Suriname. For instance, de Bakker claims:  
 

Do you know that some Surinamese believe in ‘bruha’: black magic? It 
can happen that they randomly point at someone who is the cause of all 
evil. They call this person the ‘bruha-maker’. Everyone is afraid of a 
bruha-maker because if they put a spell on you, things do not end well. 
(pg. 7) 

 
The book also says that: “Do you know that it is very normal in Suriname to have an 
affair? Most men in Suriname have at least one mistress and would prefer more”, (de 
Bakker, 2012: 12). The book has since been discontinued by Kluitman (its publishing 
house) due to the offense caused (Joop, 2018). Meanwhile, Dutch Foreign Minister 
Stef Blok faced criticism when he called Suriname ‘a failed state...due to ethnic 
divisions’ (Al Jazeera News, 2018).     
 
Furthermore, Xavier Donker of OCAN pointed out other derogatory stereotypes 
about Dutch Antillean individuals that Humanitas chairman Gilbert van Herk stated in 
2018:  
 

The chairman of [Humanitas] in Rotterdam - being a very multicultural city 
- said that people of a “non-Western” origin tend to be quite less caring 
and more rough in their treatment of patients. Dutch Antillean individuals 
were prominently named as one of the examples. OCAN’s chairman was 
quick to refute that and to issue a statement in the media (Het Parool) 
about that. That’s something that did reach a lot of Dutch homes and did 
stand up for our identity and the way we are perceived. (Interview, 2018) 

 
Donker went onto to explain why this statement was so problematic for the Dutch 
Caribbean community and why there was a need for OCAN to step in:  
 

In the context of what we were discussing, for those that are critical or 
negative in their perceptions of Antillean people in the Netherlands, it 
works as a confirmation that the stereotypes are valid. It gives 
discrimination against us legitimacy, because why would a chairman of a 
large caregiver group make such a statement? (Interview, 2018) 

 
From the children’s book to the politician’s and chairman’s statements, each of these 
instances project damaging ideas about nations and cultures associated heavily with 
black people, thus promoting negative messages about black people. These racist 
statements could arguably be construed as just stating the facts, however those so-
called facts support Eurocentric, white supremacist notions that simultaneously 
reduce black life to caricatures. With this in mind, Zeefuik reflected on the 2018 
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protests and the need to mobilise more participants, alongside offering decolonising 
educational resources to black Dutch people:  
 

In so many of the cities, people were really outnumbered and had to run 
into police stations because they were targeted! Now I feel like we should 
multi-task, because it becomes a matter of safety, where before for me it 
was more a matter of information and decolonising our minds and now I 
feel that these two things have to happen at the same time, because 
some of us are in danger. (Interview, 2018)   

 
It cannot help matters that the vast majority of Dutch people receive no formalised or 
critical colonial history education. Diederiks claimed in her Vogue interview that 
colonial history at the University of Amsterdam is sugar-coated and white-washed 
and therefore needs improving, going even further by stating she would like to 
produce decolonial educational materials for primary school children as well 
(Wouters, 2018). Donker also explained that: “In that way it is still niche knowledge 
and the goal is for it to trickle down into primary schools and start there”, (Interview, 
2018).  
 
Marny Garcia of the University of Leiden discussed starting the Afro Students 
Association, where she hoped to campaign for more equality and diversity on 
campus as well as within the curriculum:  
 

We want to change the curriculum, we want to change how black people 
are being represented in lectures, even in the staff. We would like to have 
an influence on that...How is it that we are not allowed to use Cheikh Anta 
Diop as our main sources? The things that white lecturers can say. Or the 
images that were being shown. Black people being lynched. They just 
hang up these pictures of dead bodies, without explanation. It’s just a 
black body hanging from a tree, for them, you know. (Interview, 2018) 

The University of Leiden had quite a year in 2018: in March, they hosted an Inclusive 
Leadership panel discussion (as part of the ongoing public Step Talks series) that, 
although well-meaning, exposed a lack of salient infrastructure to deal with 
discrimination and racist curriculums. Some of the students of colour who had 
spoken out at the public discussion were a part of the Leiden University African 
Committee, while others went on to form the Afro Students Association for Leiden 
University’s Den Haag campus. These developments were compounded by the 
publication of an anonymous article in Leiden University magazine Mare, in which a 
lecturer describes ‘white academics at Leiden [who] lapse into derogatory parlance 
suffused with brittle European triumphalism and racist diction that surpasses the 
right-wing tropes of today’ (Anonymous, 2018: web article). The publication led to a 
Twitter-storm that included Leiden University President Stolker’s (2018a) assertions 
that despite there still being lots to do in order to tackle racism on campus, an 
anonymous accusation was essentially meaningless. His stance was echoed by a 
number of tweeters, however other commenters pointed out that readers should be 
concerned that someone did not feel safe enough to write about on campus 
discrimination and use their name. After all, the article closes with a statement by 
Mare that: ‘The author whose identity is known to Mare wrote this article 
anonymously because of concerns about reprisals and safety on campus’ (2018). 
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Moreover, the compromised safety of anti-racist students of colour was underscored 
when a Kick Out Zwarte Piet (KOZP) meet-up, which was scheduled to take place at 
the Den Haag campus in November of last year, had to be cancelled due to safety 
concerns, following aggressive statements made towards the organisers by pro-Piet 
students via social media (Kompagnie, 2018; Van Loosbroek, 2018). In this instance, 
President Stolker (2018b) was more critical of the discrimination presented, 
proclaiming that Leiden University should be a space freedom of speech and debate, 
without the threat of aggression or intimidation.  
 

Celebrating our work and looking towards decolonised futures 
While Garcia and her colleagues attempt to decolonise the university, Kofi (who has 
collaborated with Zeefuik in this work), looks to decolonise museums, through both 
his own visual artworks as well as his curational vision:  

 
We’re trying to creolise the tradition of the museum itself, to bring in other 
voices and perspectives and give them a permanent place in the 
exhibit...The museum itself is a Eurocentric, academic institute. What I’m 
trying to figure out is … how can the Dutch narrative become more 
inclusive and the black narrative can remain true to itself and to whatever 
culture it’s creating. (Interview, 2018) 

 
Additionally, Kofi spoke publicly about his work with students at Stenden University 
in Meppel, who participated in a workshop organised by International Educational 
Studies lecturer Lauralynn Sweet (see Figure 4). Following the event, Kofi wrote:  
 

Last night the one and only @project.parnell and I gave our personal and 
professional perspectives on Black Pete and race in the Netherlands, as 
part of a meeting organized by the amazing Lauralynn Sweet and her 
students at @itepsstenden in Meppel. It was heartwarming to be a part of 
this safe and constructive conversation about the challenges that lay 
ahead of us. We need more of this!! (2018) 

 
Zeefuik also expressed the importance of having moments to appreciate, uplift and 
celebrate each other, as well as reflect on the progress of our work. She captured 
the essence of this message when discussing her recent Black Magic Woman event: 
 

It was such a nice gathering of amazing black women, who came together 
to discuss different topics. The love between them was so amazing to 
witness! It was nice to take a bunch of selfies and have this moment of 
joy, friendship and celebrating each other and wanting that moment to last 
for such a longer time than it could last...I felt like we need that also, 
because sometimes we are so occupied with our work, which demands 
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Figure 4 

 
 

our full attention of course, but we still have to do some self-care and 
nourishment of souls. And celebrate each other more! Because we 
sometimes just keep pushing forward because there is so much to be 
done, but then there is also so much that has already been done. 
(Interview, 2018) 

 
Looking to the future, Garcia spoke about her hopes for the ASA, and the role it 
could play for black students of colour in the years to come: 
 

We want to build something that would last, that would continue, that 
would benefit students to come. Students that come, and who have the 
same longing, who come to international studies at Leiden University and 
think “OK, I’m actually going to be in a diverse environment”, but then 
there’s actually no structure whatsoever to help you out as a black 
student. (Interview, 2018) 

 
Although Leiden’s university campuses in The Hague have faced issues with regards 
to race relations and accessibility to students of colour, the city of Leiden has 
continued to work towards removing all Zwarte Piets from their Sinterklaas arrival 
parades by winter 2019, as part of a gradual process that has been in place since 
2014 (Unity, 2018). In Amsterdam, Zwarte Piet has been successfully phased out 
and replaced by sooty Piets, with the chair of the city’s parade committee claiming 
the “tensions are gone” (Meershoek, 2018). Similarly, Rotterdam also hosted a 
parade on the 1st December without any Piets at all, organised by local Rotterdam 
entrepreneurs of the Nieuwe Binnenweg in the "multicultural" neighborhood of 
Delfshaven (Van Vliet, 2018). Fittingly, more people than ever before believe that the 
character of Zwarte Piet should be amended, according to a study completed by I&O 
Research (NOSd, 2018).       
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Moreover, Patrick Mathurin had more success in 2018 with his A Nieuwe Sint 
campaign, presenting himself as a black Sinterklaas, complete with locs and a white 
horse, giving out flowers to onlookers during his procession through central 
Amsterdam (AT5, 2018). Similarly, Jerry Afriyie’s Sint in Zuidoost campaign once 
again offered children of all backgrounds (and genders) the opportunity to be mini-
Sints during a parade through the Bijlmer. It continued to be possible for parents and 
teachers to plan a ‘party for all children’ using the Nederland Wordt Beter resources 
to find blackface-free materials, and Gloria Holwerda-Williams continued to offer A 
Sint You Want activities and performances to families, communities and schools.  
 
In other words, whilst there have been moments of immense discouragement over 
the past 12 months, there are also many moments of progress and achievement, 
and very clear and concrete examples that it is very possible to host an inclusive and 
non-racist Sinterklaas.     
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Methodology  

Approaches and Techniques 
 
The methodological approach for this longitudinal project consists of both online 
categorisation and analysis and in-store observations techniques, conducted 
between October and December 2018. While most of the results presented below 
are based on analyses of products and advertisements from the specific stores this 
project usually follows year-on-year, some results also come from more general 
“neighbourhood” observations. Currently our study routinely assesses the products 
and advertisements from the following stores: Albert Heijn, Jumbo, HEMA, Blokker, 
Jamin, Ekoplaza, Intertoys, Bart Smit, Kruidvat, Marqt (no online grades this year), 
Etos (no online grades this year), Xenos, PLUS (new to the study in 2018), and 
Bol.com (online only).      
 
The online phase of the research takes place over three sessions, where the team 
collects Sinterklaas specific products4 to review via the given store’s website. This 
part of the research is completed by an internal ERIF study team. For Bol.com 
analyses, unlike with other stores (such as Albert Heijn or Blokker, where all 
Sinterklaas items available are reviewed), only the first 15 items5 that come up on a 
“Sinterklaas” search, per category, are reviewed for the study. The categories used 
for the Bol.com selection are: music, DVDs, books, toys, puzzles and games, 
decorations, costumes, and babies and toddlers.  
 
In-store fieldwork takes place over two months (rather than in just three sessions) 
and includes a broader observation team, active throughout the Netherlands. In 
addition to reviewing Sinterklaas specific products, the observation team also pays 
attention to how a store is decorated and how promotional displays are used to 
showcase seasonal products (either third party or home-brand). Based on what is 
viewed in-store, a comparison with what has been found via the shop’s website can 
be made. At times the sale of certain products is the result of a specific location 
using up old stock, or store decorations can also be based on the cultural views of 
shop managers. The in-store fieldwork team captures anything that is easily 
viewable without disturbing other shoppers and/or staff, as well as refraining from 
drawing too much attention, which may cause harm or expressions of hostility 
towards the fieldworker. 
 
As mentioned above, in 2018 ERIF expanded its internal study team to include a 
larger in-store observation team in order to reach more cities across the country and 
therefore ensure the report remains as relevant as possible. In other words, to 
ensure the results are reflective of the Netherlands, rather than only the Randstad 
region (i.e. the four major cities: Amsterdam, Rotterdam, Den Haag and Utrecht, as 
well as Haarlem and Leiden). The fieldwork visits were scheduled around routine 

                                                
4 By “Sinterklaas specific” it is meant: products only usually sold, purchased and consumed during the 
Sinterklaas period (October - December) in the Netherlands, e.g. chocolate letters, kruidnoten and 
various forms of decorations.   
5 Exceptions are made for 16th and/or 17th items per categories, if said additional items are of 
specific interest and would offer more value to the research on the whole with their inclusion.  
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shopping trips in the locations that the various members of study team live and/or 
visit on regular basis. This way, researchers are familiar with their locations and the 
staff working there and are less likely to cause disturbances. 

Analysis 
 
ERIF currently uses 12 grades (see Table 1) to analyse the various products and 
displays collected by the study team during online research. The grades range from 
Grade 1 (no visible references to the Piet character), and Grade 7 (usage of imagery 
featuring a real person in blackface), including a number of sub-grades. The grades 
between 1 and 7 show a general movement towards more problematic versions of 
the Piet character, culminating in use of racial stereotype and blackface, although 
this is not to say the grades at the top of the table are entirely unproblematic.   
 
 
Grade 
Code 

Grade Description 

1 No Piet character visible on Sinterklaas specific product packaging or 
advertising.  

2 Silhouette/shadow of a Piet-like figure on Sinterklaas specific product 
packaging or advertising.  

3 White Piet (either real person or cartoon) with no face-paint of any kind 
on Sinterklaas specific product packaging or advertising.  

4 Brown and white Piets (either real person or cartoon) with no face paint 
of any kind on Sinterklaas specific product packaging or advertising.  

4a Real children (i.e. not cartoons) of various ethnic backgrounds dressed 
up as either Sint and/or Piets with no face paint of any kind on 
Sinterklaas specific product packaging or advertising.  

5 Piets who have been characterised with a non-white background (if 
cartoon) or are portrayed by a real non-white child or adult, with no face 
paint of any kind on Sinterklaas specific product packaging or 
advertising.  

5a Piets presented as (cartoon) animals on Sinterklaas specific product 
packaging or advertising.  

5b White Piets (real or cartoon) with “sooty” faces on Sinterklaas specific 
product packaging or advertising.  

5c Multi-coloured (with the use of face-paint) Piets (real or cartoon) on 
Sinterklaas specific product packaging or advertising.  

5b Non-white Piets (real or cartoon) with “sooty” faces on Sinterklaas 
specific product packaging or advertising.  
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6 Cartoon and toy black Piets with exaggerated/stereotypical, racist 
features on Sinterklaas specific product packaging or advertising.  

7 Real people (i.e. in photographs) wearing blackface to portray Zwarte 
Piet, with exaggerated/stereotypical, racist features on Sinterklaas 
specific product packaging or advertising.  

 
 
The analysis and write-up phase of the research (December 2018 - January 2019) 
takes some time due to the complex and comparative nature of the project, but also 
due to the triggering nature of the content. The entire team needs time to recover 
from living through the Sinterklaas period and following the (at times) racist 
discourses around this topic before coming back to the data and drafting the report. 
Moreover, due to recent inclusion of interviews with major anti-racist stakeholders, 
as well as more elaborate social commentaries (see Chapter 2) to ground the 
statistical data, additional time has been required to fully review the socio-political 
relevance of the results. Therefore, the published report demonstrates to readers 
that the outcome of this research is much more than an “objective”, quantitative 
review of the evolution of brands and products. Rather, it is an ongoing dialogue 
between the Dutch anti-racism movement and the commercial sector, bolstered by 
rich qualitative observations and discourse, in addition to quantitative findings. 
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Summary of Main Data Collection Results  

Introduction 
 

 
Graph 2: Store-to-grade % comparison 2018 
 
In 2018, the ERIF study team graded a total of 579 products from a dozen stores via 
online fieldwork methods. 467 of these grades came from the websites of various 
Dutch chains, while a further 112 products from the online store bol.com were 
graded. Marqt and Etos were both investigated as in previous years, however in 
2018 neither store offered products to view via their websites, Sinterklaas or 
otherwise. Therefore, there are no grades available for Sinterklaas products from 
these stores, apart from where in-store fieldwork was conducted. To offset this (as 
well as the loss of V&D in 2016), supermarket PLUS has been added to the study. 
Meanwhile, Dutch supermarket giant Jumbo was found to be preoccupied by an 
identity crisis in grappling with its new Sinterklaas brand and marketing strategy. In 
that sense, HEMA offered a much stronger and clearer new approach to its 
Sinterklaas product identity. 
  
Ekoplaza’s products received 100% grade 1s, and Jamin followed closely behind 
with 97% of its products being reviewed at grade 1. Once again, bol.com did not fare 
as well, and Bart Smit continues to be one of the worst stores in terms of receiving 
grade 7s in our review process. Additionally, Intertoys (who received no grade 7s last 
year) received grade 7s for 10% of their products. Moreover, 14% of all products 
examined during the online phase of the research could be graded as 6, compared 
to 10% in last year’s report, showing us that racist cartoon imagery is still a fixture in 
Sinterklaas celebrations unfortunately. On the other hand, just over half of all online 
observations were grade 1s (as seen last year), demonstrating that Sinterklaas (as a 
character and a festival) can be depicted, advertised and celebrated without any 
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imagery or references of the Piet character, which is somewhat hopeful looking to 
the future.   
  
Beyond the online fieldwork, the study team visited dozens of stores in 10 towns and 
cities throughout the Netherlands (see Figure 5), to obtain a better insight into what 
kinds of products are being sold for the Sinterklaas festival, how they are packaged 
and how are they advertised in and around the store. The most important and 
detailed in-store analyses come from Jumbo and HEMA, who were both in the midst 
of Sinterklaas re-branding endeavours at the time of researching. 
 

 
Figure 5 

Albert Heijn 
  
80% of the Sinterklaas products found on the Albert Heijn website received a grade 
1, which is an increase of 3% compared to last year’s report. 8% of products 
received a grade 2, the same number of products reviewed at grade 5. A further 4% 
of products reviewed a grade 6, up from 2.5% in 2017. In other words, the vast 
majority of Sinterklaas products sold and/or packaged by Albert Heijn featured 
absolutely no references to the Piet character at all, according to online fieldwork. 
When the Piet character does come into usage, it is either as a vague, silhouette 
reference on one hand, or as a (caricature) of a black person on the other. This 
outcome is not necessarily a positive one, as it links the image of (Zwarte) Piet 
inextricably to black people, rather than the “raceless”, fairytale character certain pro-
Piet demonstrators claim it to be. Fieldwork conducted at an Albert Heijn in Den 
Haag (Leyenburg) found grades 5 and 6 house-brand, chocolate Zwarte Piet 
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figurines being sold; at least four different Albert Heijn varieties were found in the 
store. The same store also offered grade 6 wrapping paper and a window display 
with grade 6 decorations. It is noteworthy that this shopping area also co-hosted a 
localised arrival parade featuring numerous “real” Piets in full blackface (Haagmedia, 
2018), perhaps mirroring the views of shop managers in this neighbourhood.    
 

 
Figure 6 

  
An Albert Heijn examined in Rotterdam (Keizerswaard) displayed grade 5 Piets on 
Sinterklaas party streamers and bunting, used to decorate the store itself. At another 
Rotterdam Albert Heijn (Zuidplein), grade 1 house-brand kruidnoten were sold 
alongside a grade 2 store display. A Tony’s Chocoloney Sinterklaas display was also 
viewable and graded 2 (see Figure 6). 
 

Jumbo 
  
The new Jumbo house-brand Sinterklaas campaign often features Piets of different 
hues and on first glance, one might grade products featuring the new packaging as 
either grade 4, 5 or 5c. However, upon closer inspection, we found the imagery to 
continue to make use of certain stereotypical Piet features and therefore chose to 
grade certain products at 66. In total, 41% of Jumbo’s products used grade 6 
imagery, up from just 1.4% in the 2017 research phase, showing the impact of the 
new branding style. 
  
Examining more Jumbo products, it becomes clear that the supermarket just cannot 
make up its mind what it wants to do in terms of shifting its visual concept of 

                                                
6 In this case, grade 6 was most often used for a new Piet illustration that depicts the character as 
having dark brown skin and a large pink mouth. There are other Piets with different skin colours that 
also have large mouths, however considering there were also dark skinned Piets with smaller mouths 
and apparently open mouths, the decision to use large pink lips only on dark-skinned Piets was 
intriguing to the fieldwork team. Moreover, since large red lips have been part of racist caricature of 
the Zwarte Piets (Gario, 2012), it was determined by ERIF that the dark-skinned Piet with a large pink 
mouth should be graded as 6. 
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Sinterklaas. While certain products use a combination of black and white Piets 
(grade 4) with no apparent form of face-paint, other products depict multi-coloured 
Piets (grade 5c). There also appeared to be a depiction of white “sooty” (roetveeg) 
Piets (grade 5b) on some products and then there were a number of products, 
viewed during in-store fieldwork, which seemed to make use of a combination of all 
of these noted Piets. Meanwhile, online examinations found that up to 49% of 
Jumbo’s Sinterklaas products were (or were packaged as) grade 1. 
  
Compared to the other stores, a lot of in-person fieldwork was conducted at various 
Jumbo supermarkets across the country, reflecting the variety of products available 
as well as the diverse range of grades to be observed. For example, in Amsterdam-
Noord (Buiksloterplein) grades 5c and 6 imagery was used for home-brand taai taai 
packaging. In Breda, grade 5 gift-wrap was available for sale alongside grades 2 and 
5 gift-wrap that was used throughout the store as decoration. Additionally, grade 3, 
5b, 5c and 6 Piets were used on Jumbo house-brand Sinterklaas displays to 
promote the sale of kruidnoten and other seasonal goods. 
  
At a Jumbo in Goor (in the east of the country) a wide range of products could be 
accounted for, owing to an enormous Sinterklaas display taking centre-stage in the 
supermarket (see Figure 7). 
  

 
Figure 7 

  
The welcome (for Sinterklaas and Piet) sign at this particular Jumbo a grade 4 
characterisation of Piet as well as 5b and 5c Piets, illustrating the above noted 
confusing new branding being employed for Jumbo’s seasonal goods. Featured as 
part of the products being showcased were typical “kikkers en muizen” chocolates, 
using grades 5b, 5c and 6 imagery. Miscellaneous chocolates and “shoe gifts” 
employed grades 4, 5b and 5c imagery. Certain products, such as the ‘Knutsel 
Kasteel’ gift made use of a variety of Piet illustrations that (as seen with various other 
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products above) required different grades to each other when analysed. In this 
instance, we noted grades 4, 5b, 5c and 5d (see Figure 8).  
 

 
Figure 8 

 
Chocolate brands Verkade and Tony Chocoloney offered their own displays for 
letters, both featuring grade 2 images. Jumbo’s house-brand kruidnoten were 
assessed as grade 1 for their packaging, as was La Place’s chocolate letters and 
steamboat figurines. The Jumbo house-brand pop-up castle gift and card game both 
appeared to make us of a combination of versions of their new Piet (as also seen 
above, during online assessments), ranging between grades 3, 5b and 5c. In 
addition, Jumbo also offered numerous grade 2 party items such as paper plates, 
cups and napkins. Finally, this Jumbo also sold Piet costumes with grades 3, 4 and 
5b packaging. 
  
The Den Haag Jumbo (Scheveningen) examined in 2018 hosted a Verkade display 
for chocolate letters, once again using grade 2 imagery. The letters themselves for 
sale within this display were grade 1. Jumbo’s house-brand letters on the other hand, 
used a mix of grades 5b, 5c and 6, which is consistent with other examples given of 
the new brand initiative at play here. 
  
The final in-store observations for Jumbo took place in the south east of the 
Netherlands, in the town of Venray, where the same house-brand variety of grades 
4, 5b and 5c (as seen above) were found on chocolate letters and kruidnoten 
products.   
  
  

HEMA 
  
Like Jumbo, HEMA also went through a Sinterklaas make-over in 2018, however the 
new branding identity employed here was more consistent. The new imagery places 
a heavier emphasis on either brown on white Piet-like characters, who are depicted 
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both with and without sooty smudges on their faces. As for the Piets that do have 
sooty faces, 8% appeared to by white (grade 5b, down from 30% in last year’s 
report), while 11% appeared to be brown (up from 0%). 45% of products viewed 
online could be graded as 1 and grade 6 products were reduced from 2.6% in 2017 
to 0% in 2018. 
  
Many observations were made across a number of HEMAs in 2018, capturing the 
new Sinterklaas branding launched by the Dutch superstore. In Amsterdam 
(Ferdinand Bolstraat), one store displayed various grade 1 pepernoten, chocolate 
letters and other festive treats openly. Grade 3 Sint and Piet figurines were clearly 
observed alongside numerous decorations, costumes and typical seasonal items. 
Fieldwork in Kalverstraat (also Amsterdam) reveals that HEMA’s new branding 
largely makes use of grades 5b and 5d imagery. Kalverstraat’s merchandise (e.g. 
chocolates, paper plates and cups, flags, gift-bags, streamers and gift-wrap) features 
both white and brown Piets with sooty marks on their face and feathered hats, 
consistent with a more general move towards a new Piet. These items were both for 
sale and also to decorate the store. Meanwhile, whole aisles of Sinterklaas products 
were observed in the Kalverstraat store, including grade 6 tai tai and grade 3 
puppets and chocolate figurines (see Figure 9). Additionally, there were many grade 
1 products such as Sint staffs, puppets and decorations available to purchase. 
 
Further north on the Buikslotermeerplein, grade 1 letters and grade 3 chocolate 
figurines were observed. In Harderwijk, in the centre of the country, numerous 5d 
decorations and other seasonal goods (e.g. stickers, flags, balloons and gift-wrap) 
were noted at the HEMA. In addition, grade 2 packaging for Piet costumes, as well 
as 5d cartoon imagery for the packaging of other items were used. 
 

 
Figure 9 

  
In the south-eastern town of Venray, numerous 5d decorations and party objects, as 
well as other miscellaneous items were spotted at HEMA. In the west, a Voorburg 
HEMA also sold 5d decorations, alongside grade 1 letters and grade 3 puppets. In 
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the cities of Den Haag (Grote Marktstraat) and Rotterdam (Keizeswaard), the same 
observations were noted. 
 

Kruidvat and Jamin 
  
In last year’s report, Kruidvat had received 100% grade 1s for our analysis of its 
online products. However, in our most recent fieldwork, just 54% of the stores 
products could be graded 1. All remaining products were graded as 6. In other 
words, Kruidvat made of use of packaging that either featured some of the most 
stereotypical and racist Imagery, or no servant-related imagery at all for their 
Sinterklaas products. Alongside Jumbo’s grade 6 products, this contributed to an 
increase in grade 6 products throughout the whole study. 
  
Two Kruidvat stores were visited in 2018 for in-person fieldwork. The first was in Den 
Haag (Grote Marktstraat), where gift-wraps using grades 3 and 5 were available for 
purchase. The second store was in Harderwijk, where conversely, grades 1 and 6 
gift-wraps were for sale (see Figure 10). The confectionary chain was just behind 
Ekoplaza in terms of grade 1 products, selling up to 97% of its Sinterklaas items 
(online) with no references to the Piet character at all. 3% of Jamin products were 
graded as 4 (imagery that makes use of a combination of both brown and white 
Piets, who are wearing no face-paint at all). This is an interesting outcome as once 
again, a store is showing how it is possible to celebrate and promote Sinterklaas 
either without a servant side-kick, or with servants of various backgrounds, without 
relying on racialised mimicry for entertainment. 
 

 
Figure 10 
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PLUS, Blokker and XENOS 
  
We added PLUS to the study in 2018 to make up for the loss of V&D in 2016, as well 
as the lack of products available for online assessment via the Etos and Marqt 
websites. 0% of its Sinterklaas specific products were graded 7 and only 2% were 
graded 6 – the lowest percent of items out of all stores with products at this grade.  
Similarly, only 2% of PLUS’ Sinterklaas products were grade 5 products. Most 
products were found to be either grade 1 or 2, demonstrating the importance of 
emphasising the Sinterklaas character, rather than (Zwarte) Piet, in their 
advertisements, displays, as well as in or on the products they offer. 
  
Of all the stores investigated via online methods this time around, Blokker exhibited 
some of the most interesting, especially when placed in the longitudinal context of 
the research project. In 2017, just 22% of the products were grade 1, compared to 
44% grade 6 products and a further 3% products at grade 7. However, in 2018 these 
results were inverted as up to 44.5% of products were grade 1, just 14% of products 
were grade 6 and only 1% of products were examined as grade 7. Therefore, the 
total lack of the Piet character in and on Sinterklaas products doubled between the 
years mentioned, while the use of the most offensive Piet-related imagery more than 
halved. 
  
Furthermore, 10.5% of products could be graded at 3 (i.e. white Piets with no face 
paint), and an additional 11% of products were found to be grade 5b (i.e. white Piets 
with sooty faces, but no black up). Very few Sinterklaas-related decorations and 
displays were observed in Blokker stores, with fieldworkers in Rotterdam 
(Keizerswaard) and Amsterdam (Molenwijk) noting 5b grade branding and imagery. 
This illustrates a significant turnaround regarding Blokker’s Sinterklaas brand 
direction. 
  
In comparison to Blokker, XENOS had somewhat surprising and disappointing online 
results in 2018, offering a mere 36% of products for grade 1 (about half of what had 
been analysed as grade 1 in 2017) and 9% at grade 6, up from 0% in last year’s 
report. On the other hand, 45.5% of the products used grade 5b imagery, therefore 
as much as 81% of all products either featured no Piet imagery at all, or used a white 
Piet with a sooty face. At a Den Haag (Spuistraat) XENOS store, grade 1 chocolate 
figurines, candy packaging, seasonal items and Verkade letters were noted, 
alongside grade 3 costumes and grades 3, 5 and 6 gift-wrap. In Harderwijk, it was 
also noted that grades 1 and 3 were used for a variety of Sinterklaas products and 
notably, grade 5b imagery used on the packaging for a Piet costume.   
  

Intertoys and Bart Smit 
  
Toy store chain Intertoys presented a very mixed bag in 2018, especially when 
comparing the grades to the data collected last year. Similarly to XENOS, in 2017 
almost half of Intertoy’s Sinterklaas products were grade 1, with merely 26% of 
products being either grade 5 or 6. 0% of the products assessed were found to be 
grade 7. However, in 2018, only 10% of products were grade 1, as much as 20% 
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were grade 6 and grade 7 products jumped to 10%. ERIF also found 0% sooty 
(grades 5b and 5d) or multi-coloured (grade 5c) Piets, which is arguably quite 
strange considering the mainstream move towards either one of these alternatives to 
a Zwarte Piet characterization. Of course, the vast majority of the products sold in 
Intertoys are from third parties, however, the particular use of imagery on those 
products – being supplied to Intertoys – is disappointing given last year’s outcomes. 
In Den Haag (Spuistraat), grade 5a decorations were used during the Sinterklaas 
season at the store’s entrance and grade 3 giftwrap was sold inside. 
  
In contrast to Intertoys, Bart Smit’s results were more mixed than shown in last 
year’s report, where all products were either graded as 6 or 7. This year for instance, 
the store carried products online featuring white Piets as well as children of a variety 
of backgrounds, dressed as both the Piet and Sint characters. However, Bart Smit 
does continue to sell items with grade 6 or 7 packaging or features. In 2018, up to 
30% of their Sinterklaas products were examined at those latter grades. 
  

Bol.com 
In 2018, bol.com’s Sinterklaas-themed banner imagery (for customer’s shopping for 
specifically Sinterklaas-related items) showed a white, female child, dressed up as 
Sinterklaas. This is a grade 1 image, but at its most progressive, it could have 
featured a black female child, also dressed at the Sint.   

 
 Graph 3: bol.com category-to-grade % comparison 2018  
  
Perhaps due to its reliance on third party products and also a certain nonchalance 
about what is getting sold, bol.com continues to offer a significant amount of grade 6 
and 7 Sinterklaas products. From the products ERIF selected for review (see 
Methodology chapter for more information on this process), only 25% could be 
assessed as grade 1, compared to 22% grade 6 and up to 20.5% grade 7 (see 



Sinterklaas Brand & Product Study 34 

Graph 3). One might review these year-on-year results from bol.com (as well as 
certain other stores, as shown above) and deduce that despite the important cultural 
shifts being made in how Sinterklaas is celebrated in the Netherlands, there remains 
a resistant counter-movement, determined to hang onto the most offensive imagery 
associated with the festival. 
  
In terms of actual products and categories, the biggest culprits continue to be music 
(CDs), DVDs and costumes, as each exhibit the highest percentages of grade 7. On 
the other hand, the grading of books available via the website was more positive in 
2018, as only 6% of the book covers analysed were assessed as grade 6 and 0% at 
grade 7. This is an improvement when compared to 2017’s grades for book covers: 
approximately 30% at either 6 or 7. Meanwhile, all Sinterklaas specific baby and 
toddler items were examined as grade 1. 
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Additional Observations 

 
Besides the standardised online and in-store fieldwork collected year-on-year by our 
team, additional observations were made in and around various neighbourhood 
shopping areas throughout the country, too. As in previous reports, the most 
common observations made are those of grades 5, 6 and 7 in public spaces as they 
are the most insidious and unsettling sightings, providing evidence of a resistance to 
the more widespread and mainstream changes in the Sinterklaas festival, being 
witnessed elsewhere.  

Etos and Marqt 
 
While it was not possible to collect any data for Marqt or Etos online in 2018, in-store 
observations were still made in both stores. Researchers based in the south east of 
the country noted grade 3 Piet decorations used for window displays at an Etos in 
Horst aan de Maas (see Figure 11). In nearby Venray, grade 6 Piet dolls featured in 
the windows of an Etos. 
 
In Den Haag (Hofweg), grade 2 imagery was used on the packaging of choc 
kruidnoten at a Marqt store (see Figure 12), alongside grade 1 kruidnoten and 
chocolate letters. Meanwhile, similarly in Amsterdam (Ceintuurbaan), a Tony’s 
Chocoloney display was visible, also making use of grade 2 imagery.   
 

 
Figure 11 
  
 
 
 

Figure 11 
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Grade 6 Shop Window Displays 
 
In Breda, Horst aan de Maas, Roermond and Utrecht sightings were made of grade 
6 Zwarte Piet figurines in windows during the Sinterklaas period. The Roermond 
store also sold grade 6 gift-wrap. Of particular note, in the window of drugstore 
Slamat (Utrecht), the antique-looking Zwarte Piet statue on display appears to be 
giving passersby the middle finger (see Figure 13). Such a statement (i.e. Zwarte 
Piets giving onlookers the middle finger) came to be characteristic of the 2018 so-
called counter-protest by racist, pro-Piet campaigners.  
 

 
 
Figure 13 

Smaller vs. Larger Cities 
 
In Venray’s Jan Linders supermarket (a regional supermarket chain in the 
Netherlands), grade 6 chocolate packaging and gift-wrap was spotted during 
fieldwork (see Figure 14). Also, in Harderwijk, the neighbourhood bakery Schreuder 
displayed various types (three are visible in the picture below) of chocolates 
decorated using grade 6 imagery (see Figure 15). Looking towards more urban 
areas in the west of the country, in a Co Op in Rotterdam (Zuidplein) grade 6 Piet 
speculaas pops by Euro Patisserie were on offer, as were grade 6 Belga strooigoed 
packets. The store’s bakery used grade 6 Piet dolls for decoration and also 
promoted a Sint & Piet visit at Nettomarkt using grade 7 imagery.  
 
In Den Haag, grade 6 window and store decorations, often in the form of dolls, were 
used throughout the city in numerous types of businesses - from opticians, to 
butchers, to fitness centres, to pharmacies. For instance, the bike shop profile Quist 
(located in Scheveningen) displayed a Zwarte Piet doll in the window of their store, 
appearing to be hanging from a branch. Meanwhile, a neighbourhood pharmacy in 
Leyenburg made use of an overwhelming amount of grade 6 decorations at the 
entrance and throughout the shop (see Figure 16). Across the street, a poster was 
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also displayed in a bus stop, reading ‘Wilt u Sint & Piet bestellen? Kunt u even ons 
bellen!!’7 The poster was illustrated with grade 7 imagery.     
 
 

 
Figure 14 

 

 
Figure 16 

 

                                                
7 English translation: ‘Do you want to order a Sint and Piet? Just call us!’ 

Figure 15 
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In the city centre of Den Haag, the Holland Souvenirs shop (Korte Poten) sold grade 
6 fridge magnets to tourists, while De Vries Van Stockum (Spui) offered children’s 
books with grades 5 and 6 covers. 
  
Around the corner in the Paagman book shop, the children’s books available there 
offered covers with grades 1, 5, 5a, 5b and 6 for customers during the Sinterklaas 
season. Of particular note, Het Grote Sinterklaas Kijk en Zoekboek was viewed at 
this store, and the copy for purchase used grade 4 Piets on the cover (see Figure 
17).  
 

 
Figure 17 
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Conclusions  
  
The data exploration above shows that grade 1 (Sinterklaas products with no 
references to the Piet character) is holding steady against grades 5 and 7 (products 
that feature the Piet character exclusively as a person of colour, or as a white person 
in blackface, respectively). Additionally, grade 6 (blackface cartoon imagery in and 
on products) has increased between 2017 and 2018, and the renewed growth could 
arguably be coming from grades’ 5 and 7 shrinkage. That shrinkage could be seen in 
shops such as Jamin and Blokker where the share on products assessed with higher 
grades declined sharply in 2018. Moreover, Albert Heijn and PLUS offered a majority 
of grade 1 products. On the other hand, 41% of Jumbo’s products were assessed as 
grade 6, as were almost half of Kruidvat’s products, after only offering grade 1 
products in 2017. Considering some of the quantitative outcomes of this year’s report 
alongside the broader discourse on Zwarte Piet in the 2018-2019 period, it seems as 
though the Dutch are not quite reading to let go of their anti-black imagery, and are 
making the compromise to keep blackface cartoons, even as they slowly relinquish 
in-the-flesh blackface practices. This is disappointing because when reviewing all 
products that were graded, over 50% of them are still assessed at grade 1, 
illustrating that it is possible to imagine and celebrate Sinterklaas without a servant 
character accompanying him. On the other hand, the image of Sinterklaas as a 
character, continues to be overwhelmingly white and male, indicating the importance 
of white, cis, patriarchy in the festival.         
 
Jumbo’s journey is further complicated by the fact that the store makes use of an 
increasing variety of Piet characters in its home brand products, including sooty Piets 
and multi-coloured Piets, which continue to be (in their own ways) racially 
problematic. This was in stark contrast to the changes implemented by HEMA in 
2018, as the store communicated a much more straightforward and consistent 
Sinterklaas brand identity, sticking to either sooty and non-sooty Piets, who each 
shared similarity in their appearance. Then again, although HEMA was more 
consistent that Jumbo, the latter store is more representative of the handling of the 
characterisation of Piet on the whole. Stores that rely heavily on third-party partners 
(such as Intertoys, Bart Smit and bol.com) offer some of the most disappointing 
results, exhibiting the power that individual companies and brands have on shaping 
the Sinterklaas festival. NTR may have decided that Piets should be sooty chimney-
sweeps from now on, but certain brands communicate their perspectives and 
interpretations of the ongoing anti-blackface protests and their so-called counter 
demonstrations.  
 
On one hand, it is arguable that the fluctuations we see happening with products’ 
grades - especially around the 5s - communicate a literal back-and-forth on how Piet 
should be characterised. In other words, the outcomes of the debate are being 
brainstormed and experimented on through the products packaged and sold 
throughout the Sinterklaas season and thus, brands are letting the people tell them 
what they want, based on how they spend their money. Accepting this more positive 
viewpoint, it is further arguable that the adjustment to a new, inclusive tradition does 
not impact children’s ability to enjoy the festival. Moreover, it is not necessary to 
have one, fixed notion of what the celebration looks like in any case. In both cases of 
“keeping it simple” for the children and that “tradition is tradition” (and cannot be 
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changed), argumentation has developed historically to keep Piet in blackface, but the 
current state of affairs - as outlined above - shakes the foundations of those 
assertions. 
    
Another way to make sense of this could be that the confusing characterisation of 
“Piet” (either chimney sweep, clown, or explicitly black servant and caricature of a 
person of African descent - depending on who you ask), brings to the surface an 
unsettling truth about how inclusive mainstream Dutch society is truly willing to be. 
Various iterations of the Piet character that have emerged in recent years continue to 
rely on a form of racialisation in order to be distinguishable from the Sinterklaas 
character. For instance, whether Piet is literally “coloured”, or blacked up because he 
has been down the chimney too often, numerous institutions prove themselves to not 
be completely ready to let go the black man being the butt of the Dutch joke. While 
some across the Netherlands fight for their freedom of expression, the right to belong 
and to shape culture, others fight against them (both implicitly and explicitly) in order 
to hold onto an idea of racial superiority and nativism. Multi-coloured and/or sooty 
Piets offer an example of implicit resistance to making Dutch culture generally, and 
the Sinterklaas festival specifically, more inclusive. However, there have also been 
explicit examples in 2018. That the “counter” protests at the intocht parades could 
mobilise so many white racists, who made no attempts to hide their anti-black venom 
while protecting their country and culture. The fact that the culture they wish the 
maintain is embodied by a white person parodying a black person enslaved by white, 
Dutch imperialists should say enough, but the violent, racist slurs hurled at peaceful 
anti-blackface demonstrators throughout the country really drove the point home. 
 
What does all this mean for the Netherlands as a country? As we continue to 
negotiate how racially offensive Zwarte Piet is allowed to be, we are also tacitly 
bargaining the extent black people’s humanity can truly be recognised. Moving away 
from merely addressing the aesthetics of Sinterklaas, we should also examine what 
all of the grades in this study really mean in the context of attempting to be an 
inclusive society. The growth of certain middle grades reflect (on a conceptual level, 
at least) the Dutch cultural norm of polderen – i.e. the need to find a middle ground in 
any given situation, so that both sides are content with the eventual outcome. In 
other words, Dutch people who see campaigners attempting to abolish their much-
loved, racist caricature respond with middle fingers, literally telling the campaigners 
to either shut the f*** up, or get the f*** out. The protectors of Zwarte Piet feel 
emboldened to react this way due to their belief in a nativism that gives white Dutch 
people alone the right to shape Dutch culture. However, the Netherlands wants to be 
viewed as tolerant and welcoming, so mainstream customs dictate that a 
compromise – even regarding Sinterklaas – must be found. That compromise is 
claimed to be the smudged cheeks of the new roetveeg Piet; but is the new 
character going far enough, or does this continue to insult Dutch people of colour?    
 
Therefore, when evaluating products, devil is in the details. Our approach to this 
research provides a rich reflection of an evolving cultural shift, however we need to 
continue to make room in the project - with each new edition - to re-visit and re-think 
what those grades tell us about real people and the world that they wish to live in.  
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Annex C: Glossary 
 
 
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. 
 
 
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. 
 
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.  
 
Polderen 
 
A term that denotes a social-economic and political model of collaboration and 
seeking consensus and compromise between opposing parties and interests. 
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Polderen, for example, occurs between employers, unions and government to agree 
on wages and working conditions. In various sectors, such as education and health, 
the model applies. The term is often used retroactively to describe a similar 
consensus model that was supposedly already typical for Medieval times as different 
parties (King, nobles, waterboards, etc.) had to collaborate to reach a result 
everyone could live with. 
 
Roetveeg Piet  
 
Piet character who, instead of full blackface with big red lips and gold hoop earrings, 
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. 
 
Spek/Spekken 
 
A type of marshmallow candy, traditionally eaten during the festival of SInterklaas, 
but can be found in shops year-round. 
 
Strooigoed 
 
A mix of sweets, chocolates and pepernoten (see above) thrown around by Zwarte 
Piet, taken from a large jute bag. 
 
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.  
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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 above) Zwarte Piet is most commonly portrayed as a white person in 
blackface, with an Afro wig, big red lips and/or gold hoop earrings.  
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Annex D: Multi-lingual summaries  

English 
The European Race and Imagery Foundation’s (ERIF) annual Brand & Product 
report charts the evolution and relevance of the (Zwarte) Piet character, alongside 
the development of discussions on race, racism and inclusion, specific to the 
Netherlands.  
 
The project began in 2015, when ERIF launched the study in order to advise 
concerned parents which products they could purchase for the Sinterklaas season 
without the distress of encountering blackface imagery. It was also ERIF’s intention 
at the time to monitor certain brands and companies that were promising to remove 
blackface imagery from their packaging and advertising campaigns. Our study has 
developed over time to explore how each store and brand featured navigates the 
changing attitudes and discussions on Sinterklaas and Zwarte Piet, through how 
they display, package and market their various products. This offers a proxy on 
general attitudes of culture, tradition, power and race relations in the Netherlands.  
 
Since the first edition, published in January 2016, ERIF has released a further three 
reports, including the report published this year. This year’s report innovates as it 
includes a broader commentary on the (Dutch and/or European) socio-political 
context of anti-black racism and interviews with leading campaigners and thinkers on 
this topic. Interviews with Xavier Donker (OCAN), Richard Kofi, Simone Zeefuik, 
Gloria Holwerda-Williams (InterNational Anti-Racism Group), and Marny Garcia (Afro 
Student Association, Leiden University) add very interesting perspectives to the 
statistical data and analysis of our report.  
 
Results: 
 

• Number of products and ads without any Piet reference, or with only a vague 
reference, is steady - about 51% in both 2017 and 2018. 

• Slightly less imagery featuring real black people and/or white people in 
blackface as the Piet character, down by 1% between 2017 and 2018. 

• More imagery of depictions of Piet character as a chimney sweep with soot 
marks on face and clothes instead of blackface. 

• More use of cartoons of a blackface Piet in 2018 (after a decline in 2017). 
• Two big supermarket chains have gone through major brand makeovers since 

2017, especially in their depictions of Zwarte Piet, one of the stores being 
stronger and more commercially viable in its marketing than the other.  
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Store vs. grade comparison (%) 2018. Grade 1 = no visible references to the Piet character on a 
Sinterklaas product or advertisement. Grade 7 = usage of imagery featuring a real person in blackface 
and other stereotypical depictions of a black person as the Zwarte Piet character on a Sinterklaas 
product or advertisement. Grades in between 1 and 7 show a general movement towards more 
problematic versions of the Piet character, culminating in use of ›racial stereotype and blackface. 
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Nederlands 
 
Het jaarlijkse merk & product rapport van de European Race and Imagery 
Foundation (ERIF) laat de evolutie en relevantie van het (Zwarte) Piet karakter zien, 
en brengt de ontwikkelingen met betrekking tot de discussie omtrent ras, racisme en 
inclusiviteit - specifiek voor Nederland -  in kaart. 

Het project vindt haar oorsprong in 2015 toen ERIF een studie begon om bezorgde 
ouders te adviseren welke producten ze konden aanschaffen tijdens het Sinterklaas 
seizoen, zonder geconfronteerd te worden met blackface beelden. De intentie van 
ERIF was om direct ook bij te houden of bepaalde merken en bedrijven de beloofde 
stappen ondernamen om blackface beelden te verwijderen van hun verpakkingen en 
reclame campagnes. Onze studie ontwikkelde zich na verloop van tijd tot een 
onderzoek dat zich bezig houdt met de effecten van veranderingen van attitudes en 
discussies omtrent Sinterklaas en (Zwarte) Piet op winkels en merken. Het 
onderzoek werpt een blik op de algemene attitudes omtrent cultuur, traditie, macht 
en relaties tussen rassen in Nederland.  

Sinds de eerste editie, gepubliceerd in 2016, heeft ERIF vervolgens nog drie 
rapporten uitgebracht, inclusief het rapport van dit jaar. Het rapport dit jaar is 
vernieuwd door een breder commentaar te leveren op de (Nederlandse en 
Europese) sociaal-politieke context van anti-zwart racisme en interviews met 
vooraanstaande campagnevoerders en denkers omtrent dit onderwerp. Interviews 
met Xavier Donker (OCAN), Richard Kofi, Simone Zeefuik, Gloria Holwerda 
(InterNational Anti-Racism Group) en Marny Garcia (Afro Student Association, 
Universiteit van Leiden) bieden interessante perspectieven op de statistische data en 
analyse van ons rapport.  

 

Een overzicht van de resultaten: 

 
• Het aantal producten en advertenties zonder verwijzingen naar (Zwarte) Piet, 

of slechts in een vage vorm, is gelijk gebleven rond 51% in zowel 2017 en 
2018. 

• Een minimale vermindering van 1% in afbeeldingen met echte zwarte 
personen en/of witte personen in blackface als het (Zwarte) Piet karakter 
tussen 2017 en 2018. 

• Meer afbeeldingen van het (Zwarte) Piet karakter met roetvegen over het 
gezicht en kleding in plaats van blackface.  

• Een stijging in het gebruik van cartoons/tekeningen van blackface (Zwarte) 
Piet in 2018 (na een daling in 2017).  

• Twee grote supermarktketens hebben grote veranderingen ondergaan sinds 
2017, vooral in hun afbeeldingen van (Zwarte) Piet. De één heeft een sterkere 
marktpositie dan de ander. 
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Winkel vs. cijfer vergelijking (%) 2018. Cijfer 1 = geen zichtbare verwijzingen naar het Piet karakter op 
Sinterklaas producten of advertenties. Cijfer 7 = gebruik van zichtbare afbeeldingen van een echt 
persoon in blackface en stereotiepe afbeeldingen van zwarte mensen als Zwarte Piet op Sinterklaas 
producten of advertenties. De cijfers 1 tot en met 7 vertonen een lijn van steeds problematischer 
afbeeldingen van het (Zwarte) Piet karakter, van geen afbeeldingen naar het gebruik van raciale 
stereotypen en blackface. 
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Français 

Chaque année, la European Race and Imagery Foundation’s (ERIF) produit un 
rapport - the Brand & Product report. Ce dernier suit l’évolution et l’importance du 
personnage de (Zwarte) Piet ainsi que le développement des débats autour de la 
race, du racisme et de l’inclusion aux Pays-Bas.   
 
ERIF a initié ce projet et cette étude en 2015 dans le but de pouvoir conseiller les 
parents inquiets au sujet des produits qu’ils pourraient acquérir durant les festivités 
de la Saint-Nicolas sans s’exposer au stress des images de blackface.   
 
ERIF avait également l’intention d’effectuer le monitorage de certaines marques et 
entreprises qui promettaient de mettre fin aux images de blackface dans leur 
packaging et leur campagnes publicitaires. Avec les années, notre étude s’est 
développée afin d’explorer également comment chaque magasin et marque analysé 
s’adapte - par son mode d’exposition, de packaging et de marketing de ses produits 
-  aux changements des attitudes et des débats autour des festivités de Sinterklaas 
et de Zwarte Piet. Notre étude offre ainsi une perspective révélatrice des attitudes 
générales relatives à la culture, la tradition et aux rapports de pouvoir racialisés aux 
Pays-Bas. 
 
Après une première publication en janvier 2016, ERIF a sorti trois éditions 
supplémentaires, incluant le rapport de cette année. L’édition de cette année est 
particulièrement innovatrice. Nous y menons une analyse plus large du contexte 
socio-politique (hollandais et/ou européen) relatif au racisme anti-Noir.e et incluons 
des entretiens avec des militantes et intellectuelles expertes de cette thématique. 
Ainsi, les entretiens menés avec Xavier Donker (OCAN), Richard Kofi, Simone 
Zeefuik, Gloria Holwerda-Williams (InterNational Anti-Racism Group) et Marny 
Garcia (Afro Student Association, Université de Leiden) ajoutent des perspectives 
très intéressantes aux données statistiques et à l’analyse comprises dans notre 
rapport.  
 
Aperçu des résultats 

• Le nombre de produits et de publicités dénués de, ou ne faisant que 
vaguement référence, à Piet est stable - représentant une part de 51% en 
2017 et 2018. 

• Légèrement moins de représentations faisant figurer Piet par le biais de 
personnes réelles noires et/ou blanches en blackface, baisse de 1% entre 
2017 et 2018. 

• Davantage d’images et de représentation de Piet en ramoneur avec des 
traces de suie sur le visage et les habits en lieu et place du blackface.  

• Davantage d’usage de cartoons représentant Piet en blackface en 2018 
(après un déclin en 2017). 

• Deux grandes chaîne de supermarché ont opéré des changements majeurs 
de branding depuis 2017, notamment dans leur mode de représentation de 
Zwarte Piet, le changement opéré par l’un des magasin étant 
commercialement meilleur et plus viable que l’autre. 
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Comparaison (en %) 2018 des magasins par le biais du système de notation 1-7. La note 1 = aucune 
référence faite au personnage de Piet sur les produits ou dans les publicités liés aux festivités de 
Sinterklaas. La note 7 = usage d’images qui font figurer des personnes réelles en blackface et autres 
représentation stéréotypées de personnes noires telles que le personnage de Zwarte Piet sur les 
produits ou dans les publicités liés aux festivités de Sinterklaas. Les notes entre 1 et 7 suivent une 
gradation vers des versions de plus en plus problématiques du personnage de Piet, culminant dans 
l’usage de stéréotypes raciaux et de blackface. 
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Deutsch 
Neben den Diskussionen über Rasse, Rassismus und Inklusion in den 
Niederlanden, skizziert die jährliche Sinterklass Brand & Product Studie der 
European Race and Imagery Foundation (ERIF) die Entwicklung und Bedeutung des 
Zwarte Piet- Charakters.  

Das Projekt wurde im Jahr 2015 im Rahmen der neu eingeführten ERIF Studie ins 
Leben gerufen. Ziel war es, besorgte Eltern über diejenigen Produkte zu informieren, 
die sie während der Sinterklaas Saison erwerben konnten, ohne befürchten zu 
müssen blackface Symbole anzutreffen. Ebenso beabsichtige ERIF damals die 
Marken und Firmen zu beobachten, die zugesichert hatten blackface Symbole von 
ihrer Verpackung und aus den Werbekampagnen zu entfernen. Unsere Studie hat 
sich im Laufe der Zeit weiterentwickelt. Wir untersuchen wie sich die Kaufhäuser und 
dargebotenen Marken den veränderten Einstellungen und Diskussionen über 
Sinterklaas und Zwarte Piet anpassen, was sich in ihren Produktabbildungen sowie 
der Verpackung und Vermarktung ihrer Produkte widerspiegelt.  Dadurch eröffnet 
sich die Möglichkeit der Vermittlung allgemeiner Vorstellungen über Kultur, Tradition, 
Macht und Rassenverhältnisse in den Niederlanden. 

Seitdem die erste Fassung im Januar 2016 herausgegeben wurde, hat ERIF drei 
weitere Berichte, inklusive des diesjährigen Berichts, veröffentlicht. Der diesjährige 
Bericht zeichnet sich durch Innovationen aus. Er enthält vielfältige Kommentare über 
die (niederländischen und/ oder europäischen) sozio-politischen Verhältnisse zum 
Thema ‚Rassismus gegenüber Schwarzen‘ und beinhaltet darüber hinaus Interviews 
mit führenden Aktivisten und Denkern zu diesem Thema, wie beispielsweise Xavier 
Donker (OCAN), Richard Kofi, Simone Zeefuik, Gloria Holwerda-Williams 
(InterNational Anti-Racism Group) und Marny Garcia (Afro Student Association, 
Leiden University). Diese Experten liefern sehr interessante 
Hintergrundinformationen zu den Statistikdaten und -analysen unserer Berichte. 

Übersicht der Ergebnisse 
 

• Anzahl der Produkte und Anzeigen ohne jeglichen oder mit vagem Bezug zu 
Piet. Liegt in den Jahren 2017 und 2018 konstant bei 51%. 

• geringfügige Abnahme bildlicher Visualisierungen von schwarzen und/ oder 
weißen Menschen als blackface Piet-Figur. Zwischen 2017 und 2018 um 1% 
gesunken. 

• weitere symbolische Darstellungen des Zwarte Piet als Schornsteinfeger mit 
Rußflecken im Gesicht und auf der Bekleidung anstatt blackface. 

• Nutzung weiterer Karikaturen eines blackface Piet in 2018 (nach einem 
Rückgang in 2017). 

• zwei große Supermarktketten haben seit 2017 ihre Marken komplett 
überarbeitet, insbesondere im Hinblick auf die Darstellung des Zwarte Piet. 
Einer der Supermärkte ist stärker und zukunftsfähiger als der andere.  
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Kaufhaus vs. Geschäftsvergleichsnoten (%) 2018. Note 1 = keinerlei Bezug zur Piet-Figur auf 
Sinterklaas Produkten oder Werbung. Note 7 = stereotype Darstellungen auf Sinterklaas Produkten 
oder Beschreibungen, die sich auf echte Menschen in voller blackface Darstellung wie Zwarte Piet 
beziehen.  Geschäftsvergleichsnoten zwischen 1 und 7 zeigen, dass die Darstellung der Piet-Figur 
mit aufsteigender Benotung problematischer wird und in der Verwendung rassistischer Stereotype 
und blackface gipfelt. 
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