








comes directly to us. We can do it for them’, explains 
Ralf Thiesse.

In the last step of the process, all orders are packed. 
Packaging is also made personal, for example by using 
special gift boxes or by adding a flyer with a unique 
discount code. Everything is tailor-made and according 
to the client’s wishes.

Ultimately, all those carefully prepared and packaged 
shipments leave for one of the couriers – depending on 
destination, dimensions or specific agreements with 
the client – who brings them to the consumer. ‘All major 
courier companies have centers within a 30 km radius, 
which allows us to offer our clients later cut-off times. 
Although the majority of shipments are destined for 
Germany, the Benelux, France and the United Kingdom, 
we ship worldwide. If necessary, we can ship out orders 
we receive online in 2 hours’, concludes Ralf Thiesse.

bpostgroup-Activity report 2021-2022
45
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‘A letter has 
acquired a 
completely 
different value 
in 2022’

Generation Z, born between the late 90s and 2010, may go 
through life as a digital native, but the idea that our youth 
can only be seduced by a purely digital offer is wrong. 
Speed and efficiency do take precedence, but at the same 
time the young generation has a weakness for authenticity, 
anti-trends and real social contacts.

  The panel (from left to right)
Sébastien Scarmure, CIO - Group CDO and responsible for digital 
transformation at bpostgroup
Ender Scholtens, online content creator and presenter at news and media 
website TAGMAG
Tom Palmaerts, trend watcher and Trendwolves’ managing partner 
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How does Generation Z fundamentally differ from other 
generations and how can companies best respond to it?

Tom Palmaerts: ‘Each generation has a cultural DNA, a com-
bination of their parents’ DNA and values, and of the world in 
which they grew up. Generation Z grew up realizing that just 
about anything is possible as long as you work hard enough for 
it. As a result, young people have a much more individualistic 
attitude and are prepared to make hard choices once in a while. 
The whole of the digital story is no longer a luxury for them, 
technology is only the basis.’



Ender Scholtens: ‘It is true, we grew up with technology and 
we use it functionally and knowingly. But the idea that every 
fifteen-year-old is a techie is of course incorrect. We realize that 
we just carry a lot of knowledge in our pocket and that - as a  
result of it - we have access to all necessary information  
anytime and anywhere.’

Sébastien Scarmure: ‘Mobile first is of course an important 
starting point at bpost, but for us the story goes much further 
than the purely technological aspect. We notice that Genera-
tion Z also attaches great importance to important values – like 
sustainability for example – so we try to put extra effort into 
them.’

If technology is only the basis, to what extent can you as a 
company still make a difference with a mobile-first  
approach or fast communication?

Ender Scholtens: ‘I myself only consume digital advertising. 
It implies that a company’s social media strategy has become 
extremely important. My generation no longer tolerates being 
kept on hold for minutes listening to some music, nor does it 
endure receiving standard answers when trying to contact a 
company. It seems important to me that companies put their 
social media and marketing in the hands of young people, 
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‘At bpost we realize the 
sentimental value of letters 
or postcards.’

Sébastien Scarmure, 
CIO - Group CDO and responsible for digital 
transformation at bpostgroup

‘Companies should put their 
social media and marketing 
in the hands of young 
people, who know how it 
works and how to reach the 
young target group.’

Ender Scholtens,
online content creator and presenter at news 
and media website TAGMAG

‘In my opinion, bpost can 
distinguish itself by offering 
people in the post offices 
the opportunity to connect.’

Tom Palmaerts, 
trend watcher and Trendwolves’ managing 
partner 



Sébastien

‘A post office that 
offers sufficient 
added value 
will also remain 
valuable for young 
people.’

Ender

‘If I receive a letter 
or card today, it 
almost feels like 
I’ve received a 
parcel.’
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who know how things work and with which posts or messages 
they can reach that young target group. This can range from 
funny messages about quick interaction to short and concise 
responses. For many peers, a flyer is already too much informa-
tion, so to speak.’

Tom Palmaerts: ‘Part of that is of course perception, although 
it is true that you can sometimes get something done faster 
via social media than via the traditional channels. At the same 
time, social media is a double-edged sword: if customers are 
really dissatisfied, such a strong social media presence can also 
turn against the company. Your communication must be short 
and powerful, that is true, but at the same time it is striking 
how many young people check meticulously whether the com-
munication and the claims are actually correct. Not everything 
can be expressed in the length of a tweet. Companies also need 

to communicate openly and in-depth, even if 
they only reach a relatively limited target group 
in doing so.’

Sébastien Scarmure: ‘This generation effec-
tively expects immediate answers, and we were 
not ready for it at bpost. Today, we are better 
prepared for this, but it requires a major turna-
round for many companies. At the same time, 
of course, we must ensure that we continue to 
reach all target groups, so physical offices remain 
important. And, we are also developing new 
mobile applications for those physical points or 
for the other services we offer. I do not see it as a 
black and white story: the younger generations 
do not only live or shop online. A post office that 
offers sufficient added value remains valuable 
for them too.’
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Tom

‘Sustainability 
is an important 
theme for many 
young people, but 
certainly not for all.’
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What will the ideal post office of the future 
look like?

Tom Palmaerts: ‘I think we can still work on the 
atmosphere and the looks. In my opinion, bpost 
can distinguish itself by offering people in the 
post offices the opportunity to connect. The 
social aspect has only gained in importance in 
recent years.’

What determines Generation Z’s choice for or 
against a brand? Does Z distinguish herself 
from other generations because she attaches 
more importance to certain values, and can 
companies respond to this successfully and 
credibly?

Ender Scholtens: ‘Values such as sustainability or extensive 
attention to our environment are important to my peers. On 
the other hand, fast delivery of online orders is the norm. 
While it would be a lot more sustainable to bundle certain 
shipments, which means that you would have to  wait a few 
days longer. But I fear there is almost no turning back.’

Tom Palmaerts: ‘I would be careful to generalize. Sustain-
ability is an important theme for many young people, but 
certainly not for everyone. Witness to this are the long 
queues at certain clothing chains, where it is impossible 
to buy a sustainably produced t-shirt for a few euros. So 
some stores simply respond very successfully to an existing 
demand, and it is not nearly as uniform as we sometimes 
think.’

Sébastien Scarmure: ‘Generation Z attaches great impor-
tance to authenticity. As a company you can no longer make 
empty promises. If marketing promises something, it has to 
keep that promise. And as for those lightning-fast deliveries, 
I have the feeling that their importance is gradually dimin-
ishing with the slightly younger generation, those under the 
age of fifteen.’

Digital, mobile first, ... does it also mean that Generation 
Z is no longer interested in the classic letter or never 
sends a nice postcard?

Ender Scholtens: ‘No, not at all. I have the feeling that a 
letter in 2022 has acquired a completely different value. 
Today, when I receive a letter or a card, it almost feels like I 
receive a parcel. It takes more effort and is therefore highly 
appreciated.’

Sébastien Scarmure: ‘At bpost we realize the sentimental 
value of letters or postcards, that is absolutely right. We 
also noticed this during the pandemic, when we gave our 
customers the opportunity to send digitally created cards 
as postcards, for example to grandparents who often felt 
lonely at the time. That campaign was an amazing success.’

If you respond well to it, does it create new possibilities?

Tom Palmaerts: ‘The luxury lies in the anti-trend. If you 
offer consumers the opportunity to do or to buy something 
that goes against current trends, they experience it as pure 
luxury. A company that resolutely chooses not to jump on 
the e-commerce bandwagon, will probably open a trendy 
experience store, where a customer will also be offered 
a glass of bubbly. Otherwise you are just old fashioned. 
So, today, you can also market the postcard as something 
extremely valuable, yes even luxurious. Why not pay special 
attention to its texture or smell, or to the way you deliver 
the card? You can absolutely surprise young people with a 
different offer.’

Sébastien Scarmure: ‘We are now consciously responding 
to it, for example with a wide range of options for parcel 
delivery. Young people naturally want to know exactly when 
that parcel will be delivered, they want to be able to moni-
tor the delivery process in detail and they like to be able to 
indicate where they pick up their parcel via our app. Or they 
expect that they can have different parcels shipped and 
delivered together – because of that sustainability aspect. 
We are well aware that Generation Z is a lot more demand-
ing, so we offer it a maximum of customization options and 
comfort.’



The switch to 
sustainable city 
logistics
Leuven is a city with climate ambitions. That is why David 
Dessers, Alderman for Mobility, welcomed the Ecozone with 
open arms. ‘Leuven is a very compact, but fast-growing city 
with increased transport. Only a well-considered and fu-
ture-oriented policy can keep the city liveable. The Ecozone is 
a good example of sustainable city logistics and therefore fits 
very well with our ambitions.’

‘An important initiative to make the city 
climate neutral.’
David Dessers, 
Alderman for Mobility in Leuven

David receives many positive signals. ‘The electric cars and 
bicycles stand out in the streets. Our citizens can see with 
their own eyes the efforts that are being made to keep the city 
healthy and sustainable. The parcel lockers are widely avail-
able and easily accessible. They are part of the mobi points, 
places in the city where we offer various forms of shared 
mobility and which become even more interesting thanks to 
the parcel lockers. So we limit inner-city traffic and make sure 
that it is environmentally friendly.’

Still, the alderman remains vigilant. ‘Parcel lockers are taking 
up additional space in the public domain. So we have to watch 
out no to overcrowd the city. But overall we are very satisfied 
with the Ecozone. It is an essential part of the much-needed 
initiatives to really make the switch to sustainable city logistics 
and thus make the city climate neutral.’

The urban 
distribution 
of the future 
is efficient 
and green
bpost works towards a more 
sustainable world using 
electric bicycle trailers and 
a smart network of parcel 
lockers. It delivers mail and 
parcels emission-free in 
various so-called Ecozones, 
where there is also a pick-up 
point within every 400 meter 
radius. How do the various 
stakeholders experience the 
project in Leuven, almost a 
year after it started?
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To drive smoothly 
through the 
centre with a 
bicycle trailer
For Leuven postmen such as Nico Hoobergs, the new way of 
working has a major impact. ‘Back in the days, I had to get all the 
big parcels ready in time for a driver to distribute them. Now I 
take them with me in my electric bicycle trailer.’

‘It is funny that you are a real attraction for 
many people on the street.’
Nico Hoobergs, 
postman

Nico has been a postman for 31 years and has seen the profes-
sion change thoroughly over the years. Not only his job changed, 
so did the city. ‘Leuven is a university city with a small centre. 
The traffic circulation plan has many ecological advantages, of 
course, but it is less easy to drive through it by car. If you had 
to deliver the mail by car, you would be completely stuck at 10 
o’clock. Fortunately, our bicycle trailer has changed that. You can 
get through everywhere and everything is easily accessible.’

In the beginning, the switch from bicycle to bicycle trailer took 
some getting used to, although the advantages were very clear. 
Nico still learns things every day about the ideal way to fill the 
trailer, which is not an easy thing to do since the volume is 
different every day. ‘It is funny that you are a real attraction for 
many people on the street. Because I appeared in the Leuven 
city magazine, the citizens of Leuven also recognize me. It often 
happens that people stop to see what such a bicycle trailer looks 
like from the inside.’

Send and 
collect packages 
quickly and 
easily
Liselotte Strick has her own beauty shop in the centre of 
Leuven. She regularly sends and receives parcels for her 
online shop. The Ecozone has made her life a lot easier. 
‘Before I easily lost 45 minutes to get my parcels to the 
post office, but now I just walk to a parcel locker at the 
end of the street. The job is done in ten minutes. I no 
longer need a car, I do not have to take opening hours 
into account and at the same time I walk the dog’, she 
laughs. ‘My Leuven customers too choose more often to 
have their parcel delivered in a locker, so they can pick it 
up whenever it suits them.’

‘I take my parcels on foot to a parcel 
locker, I do not need a car anymore.’
Liselotte Strick, 
shop owner

Not only the ease of use, but also the sustainability aspect 
appeals to Liselotte. ‘My business stands for natural 
cosmetics and beauty products. So I am sustainably 
conscious and my customers too. The postmen’s electric 
bicycle trailers are also very striking in their appearance. 
They are more compact and above all quiet. In other 
words, I think it is a very successful initiative.’
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