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Foreword.
Thank you for reading Coolfinity’s first Annual
Report, highlighting our developments and
achievements of 2019.
You may think we are just another cooling
company. But hey, we aren’t. We can
proudly say that while the world is in dire
need for environmental solutions, Coolfinity
simply delivers sustainable cooling solutions –
radically reinventing the way products are
cooled.
In 2019, we sold our cooler number 200. A
year in which we added a medical and
energy saving solar cooler to our portfolio,
we investigated possibilities for solar and
dairy coolers, and entered the Dutch and
African market. People use our coolers in
Europe, Africa, South America, South East
Asia and the Caribbean.
Also, 2019 was a year of many awards. Not
only did we receive the Good Industrial
Design (GIO) Award at the Dutch Design

week, we also secured the GHP Award in the
Category “Best Vaccines and Medication
Cooling Solution Provider”. On top of this all,
in Las Vegas we were received as CES 2020
Innovation Honoree in the category ‘Tech
for a Better World’.

We believe reliable cooling
is a fundamental component
for the development of any
society.

Needless to say, I am excited about 2020. It
will be another year in which we will grow in
sales and enter new markets, without losing
our impact ambitions. We calculated that
our sustainable coolers consume 35% less
electricity, on top of the CO2 saved from
food waste. For the coming year we aim to
take the next step in making our cooler more
circular.

It creates healthier residents, economies
and improves the quality of life. It creates
jobs and saves waste. Leads to higher
nutritional intake.

I want to thank our suppliers, distributors,
producers and of course our customers and
supporting community. I am grateful that
you share our vision for a sustainable world
and place so much trust in us, right from the
pioneering phase. And of course, I’m proud
of my team, that has doubled in 2019,
working in three different continents.

It is a basic need.

That’s how we improve the world.

Saving lives, feeding the world –
A sustainable cooler at the time.

The Future is Cool.
Maarten ten Houten
CEO
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Our roots.
How it all started

Photo credits: Jacob Campbell| Unsplash
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1. Our roots.
“How cold beer inspired us to save the world"
Coolfinity has its roots in Heineken. In 2014 the
Heineken team in Nigeria identified a problem;
due to an intermittent power supply they did
not provide reliable cooling to keep their beers
cold. They asked Maarten ten Houten for
advise, because he had more than 25 years of
experience in sustainable innovation and
marketing.
He became the project lead of Heineken
Global Innovation Team to develop a reliable
cooling system that cools on only a couple of
hours of electricity per day.
The Innovation Team made a working
prototype, that received extremely positive
feedback internally.
Despite the enthusiasm, Heineken refocused to
their core business, that was to serve cold
beers, and not to develop cooling equipment.

At the same time, Maarten realized that
this was not just another cooling device;
this cooling solution could have a major
impact on the world.
Besides beer, it could keep dairy or
medication cold anywhere in the world.
This is how Coolfinity came into existence;
Heineken transferred of its project and
Maarten continued as an independent
entrepreneur. Heineken became
Coolfinity’s launching customer.

Since 2017 Coolfinity has grown from
a courageous idea to leading social
enterprise, that puts impact first.
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Our ambition .
Our ambition
Our Theory of Change; our path to success
How we measure our ambition
Strategic and sustainability targets
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2. Our ambition.
About 20 percent of all food produced in the world, and 155 million vaccines are lost
every year due to the lack of unreliable cooling. Worldwide, over 70 countries suffer from
lengthy power outages. On top of that, the refrigeration industry is one of the most
polluting industries with the biggest carbon footprint, according to Project Drawdown (see
graph).

On the positive side, Project Drawdown states that Refrigerant Management can be
influenced relatively easy.
Therefore it is Coolfinity’s ambition to make reliable cooling accessible for everyone, and
for people in upcoming economies in particular, with weak-grid as well as off-grid
solutions. In the world we want to live in, everyone has access to sustainable cooling to
preserve food and be guaranteed quality medication.

Photo credits : Thomas Millot | Unsplash
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We measure our ambition.
Our ambition is reflected in our Theory of Change, that we consider our path
to success. As you see in our Theory of Change on the next page, we aim to
impact four markets, namely the medical, solar, food & beverage and dairy
market, increasing the quality of lives of millions of SMEs, households and
families worldwide.
We measure our ambition on an output level, with the following parameters:
• Calculation of energy saved. Our refrigerators require 18 hours less power
per day than a regular refrigerator; we can save around 690 kWh per
refrigerator.
• Calculation of food and medicines saved. We know that our coolers are
100% reliable, and that food and medication are safe with us.
• Output figures placed refrigerators. There are currently several hundreds
of refrigerators installed, both medical and food & beverage in four
different parts of the world.
Coolfinity takes steps towards an inclusive world, in a social
entrepreneurial way, because we believe social entrepreneurship is a
sustainable way to tackle the worlds ecological and social problems. This is
why are strategic and sustainable targets are aligned, as you see on page
10; the more sales, the more impact.
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Theory of Change: our path to success
SUSTAINABLE & RELIABLE COOLING FOR ALL

IMPACT
OUTCOME

EFFECT

OUTPUT
ACTIVITIES

Increased health and
wellbeing of patients

Vaccines and medication
saved per year

Number of medical
coolers sold

• Produce & test
• Sell medical cooler

A sustainable and
energy efficient world

Increased quality
of life

Increased quality
of life

•
•

• Increased income of SME’s
• Increased intake of

• Increased income of SME’s
• Increased intake of

Number of food & beverage
coolers sold

Number of dairy
coolers sold

• Produce & test
• Sell food &beverage coolers

• Develop coolers for dairy
• Produce & test
• Sell dairy coolers

A part of the energy that is
generated by solar panels
gets lost.

Kilos of food are being
wasted in upcoming
economies worldwide

Reason for this is that energy
generated by solar panels
cannot be stored.

The reason for this is bad
cooling

Litres of milk is being wasted,
and household have limited
access to milk with high
nutritional value in upcoming
economies

Reduction of CO2 emission
Reduction of the use of
plastics, by using postconsumer recycled
plastics

Number of solar energy
coolers sold

• Produce & test
• Sell coolers ((that also serve

Nutritious food
Reduction of food waste/CO2
emissions/food poisoning

as a battery to save energy)

CHALLENGE

People get sick or die
because of the lack of access
to reliable vaccines and
medication.
Reason for this is bad cooling;
people are not protected by
reliable vaccines and
medication

Medical

Solar energy

Nutritious milk
• Reduction of milk
waste/CO2 emissions/food
poisoning

Reason for this is bad cooling

Food & Beverage

Diary
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Strategic targets.
As a young established company, we are growing and
changing quite fast and having a horizon for 5 years is also
quite challenging. Therefore we have defined these targets
as man on the moon, in the coming years we will define
and learn more precisely to measure and report our
ambitions.

The highest performance of our coolers
for our customers
To develop 3 new products
Massively grow in sales
Set the next steps towards circular
cooling

Sustainability targets.
We will investigate and develop the correlation of the output with
our impact (as defined under the Theory of Change).
These are our sustainability targets for 2025:

30 million vaccines and medication saved (10
vaccines per week from 1 cooler installed 500
vaccines per cooler per year)
CO2 emission reduced (35% less electricity used plus
CO2 from food saved), in total 500 megaton CO2
reduced.

Increased income for 50.000 SMEs

10
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Our products .
Our products
Product specifications
Our coolers worldwide
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3. Our products.
We create ground-breaking cooling
systems to empower people’s lives
Coolfinity delivers smart and sustainable cooling
technology that cools in a reliably way, despite
lengthy power outages. When and for how long
there is electricity does not matter, as long as
there is electricity for 6 hours in total per day. The
refrigerator can cool up to 24 hours without
electricity, even under tropical conditions. When
fully charged, without electricity the cooler can
stay cool for 48 hours. By storing energy with a
physical battery (without heavy metals and only
clean material), we have decoupled the
availability of cooling from the availability of
electricity.
The functionalities of our product fit seamlessly
with problems in many tropical countries. Users of
our product in South America, Africa and
Southeast Asia are very satisfied with our
patented technology.
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Our coolers.
We had two types of refrigerators on the market in 2019; a food &
beverage cooler and a medical cooler.

IceVolt 300: Food & Beverage
Our food and beverage refrigerator can cool for 24 hours with only six
hours of electricity per day, at an ambient temperature of 41 ⁰C. The
cooler has a triple pane glass door and double insulation, making it an
energy-efficient solution.
The refrigerator is specifically designed to cool down warm content inside
very fast. This is ideal as a commercial and bar cooler. What makes it even
more interesting, is that even without power, the cooler is still able to
quickly cool down warm drinks and fresh milk.

IceVolt 300M: Medical
Our medical refrigerator offers reliable and stable cooling, guaranteed
between 2 and 8 ⁰C, with only six hours of electricity per day, with an
ambient temperature of 43 ⁰C.
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Specifications.
Ice Battery Powered

Freeze Protection

No more generator needed

Our cooler is powered by a cold battery, which
only needs to charge for 6 hours per day.
Therefore, we have decoupled continuous
cooling from the availability of electricity, resulting
in never-failing cooling. When electricity is
available an ice bank is formed and when no
power is available, the cold is slowly released.

With our technology, food, dairy and
medicines never freeze. Our cooler has
Grade A Freeze Protection by using an
extended operated temperature range, this
implies that when the device is used within
its rated ambient temperature range, the
user does not need to perform any actions
to protect vaccines from freezing
temperatures.

The Coolfinity cooler is so energy efficient,
that it does not require a diesel generator as a
backup system anymore, saving investment
costs and the hassle of getting fuel. Our
cooler is also solar ready, ideal to replace
generator powered coolers and coolers that
run on fuels like: propane, gas and kerosene.
No more smell, no noise, no extra fuel costs
and less CO2 emission.

Sustainable cooler

Proven to work in the harshest
environments

Long Holdover Time
The cold enables the cooler to keep the content
reliably cold for 48 hours. Even with no power at
all, products stay cold for two days at a 41 ⁰C
ambient temperature.

Power stabilizer
Our refrigerators have a power stabilizer, this
device protects our refrigerators from damage
caused by fluctuations in electricity supply. The
stabilizer protects the refrigerator from voltage
and frequency levels that are either too low or too
high for reliable functioning, as well as lightning
strikes.

The Coolfinity cooler not only has double
insulation and low energy consumption. The
thermal eutectic battery inside the cooler is
also a clean technology compared to
battery powered alternatives with toxic
heavy metals. Furthermore, our coolers use
greener hydrocarbon (HC) refrigerant
instead of hydrofluorocarbon (HFC).

Our technology works in hot temperature
areas, with an ambient temperature of 43 ⁰C.
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Coolfinity in the world.
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Our strategy.
Our core values

The markets where we are active
Our design strategy
Our contribution to the SDGs
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4. Our core values.
We are pragmatic idealists

We are courageous

We feel genuinely responsible for the
world and its environment, and for the
well-being of people in emerging markets.
We are entrepreneurs and we are for
profit, but we do it responsibly and
transparently. We recycle and use green
energy whenever possible, and actively
minimise the waste we produce and the
resources we use to run our business, with
a particular focus on our ingredients and
packaging.

We boldly go where sustainable cooling
hasn’t gone before. By executing on our
conviction. We go that extra mile.

We love design
We believe in quality fast. We have a
passion for quality and design, that suits
human needs. The people we are
designing for, are at the centre of our
passion.
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Markets.
At the moment we supply sustainable cooling in four different
markets; the medical market, the food & beverage market, the
energy market and the dairy market. Four markets with their own
specific needs and preferences, that all need sustainable reliable
cooling.

Medical
Too low or too high temperatures in a cooler reduces the potency
and effectiveness of all kinds of medication. This increases health
risk in many areas including the risk that patients will not be
protected against preventable diseases through vaccines. In
countries with unreliable power supply this is a major challenge.
Our refrigerators provide cooling at an stable temperature
between 2-8 ⁰C, even when the power supply is unreliable and in
hot temperature areas, with an ambient temperature of 43 ⁰C.

Food and Beverage
Many food items need cold storage before consumption. With
our coolers meat, fish and dairy products can be stored and
displayed where it has not been possible before. Beverages are
best sold when cold, we ensure beverages to be served cool
everywhere in the world.

Many regions in the world still suffer from poor power supplies,
which affects the ability to serve a chilled beverage.
Coolfinity opens doors to new and upcoming markets for
beverage companies.

Dairy
Steady and constant cooling of fresh milk is required to
minimize bacterial growth. Many countries however face
problems to assure cooling in the cold supply chain in the
dairy sector. This results in milk losses, lower quality of milk and
lower income. Coolfinity offers a solution for smallholder dairy
farmers, to improve the cold supply chain in the dairy sector.

Energy
The demand for sustainable energy has increased more than
ever. At the moment storage for this generated sustainable
energy is not sufficient, therefore we combine reliable
cooling with sustainable energy storage. As our cooler only
needs 6 hours of electricity, you can run the cooler on solar
energy during the day.

20

Design strategy.
Human centered & circular
To ensure our coolers serve the needs of our users, we apply a human
centered design process, a creative approach to problem solving, that
starts with understanding the needs of the customers.

We applied this design process for instance through having dialogues with
our users on a semi-structural basis. These users are based in South
America, Caribbean, Africa and Asia. We are also in continuous dialogue
with customers and other stakeholders for the development of new
products.
For example, in 2017 we participated for three months in the Merck
accelerator program in Kenya and spoke to more than 300 stakeholders in
the dairy industry, in order to gain insight into their biggest challenges. We
have taken this information into account when designing our products,
and developing our strategy.
As explained previously, it is our ambition to take the next steps in the
development of a circular cooler, by using post consumer plastics,
reducing our waste, and facility the development of a product that has
several life cycles.
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Our contribution.
to the SDGs.
About the SDGs
The United Nations has developed a series of Sustainable Development
Goals (SDGs): seventeen ambitious goals relating to topics such as
responsible production and consumption, climate, sustainable
communities, health and well-being, and efforts to fight poverty and
malnutrition. These development goals have been endorsed by 193
countries and give governments and the business sector a roadmap for
a sustainable future.
Coolfinity proves that businesses can accelerate sustainable
development goals. We actually contribute to more than 9 SDGs,
including SDG 2: no hunger, SDG 3: good health and well-being and
SDG 7: affordable and sustainable energy.
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Our contribution.
to SDG2.
We end hunger
• We reduce food loss and food waste. Our food & beverage cooling is
in use in 4 continents. These countries cope with planned and
unplanned power outages. The refrigerators are placed in small scale
shops in rural areas, where they increase the quality of life of local
consumers.
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Our contribution.
to SDG3.
We ensure healthy lives
• We generate more income for small/medium enterprises in upcoming
economies. Because our cooler reduces food waste and loss, and
because of the lower energy use, owners in upcoming economies
have more income to spend.

• We improve healthy lives by preserving nutritional value and vitamins
of food items and therefore the nutritious intake of people, of food
and dairy that has been stored in a Coolfinity refrigerator. For
example, steady and constant cooling of fresh milk is required to
minimize bacterial growth.
• We save lives with our medical refrigerator. A lot of medication has to
be kept cool, among others vaccines and insulin. When these are not
correctly cooled, they are not potent nor effective. In a lot of
developing countries, children often only receive one vaccine in their
life. When this vaccine was not properly cooled, they are not
protected. Our medical refrigerator guarantees that this vaccine is
reliable. At the moment the medical cooler is in operation in West
Africa.
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Our contribution.
to SDG7.
We ensure affordable and clean energy
• We innovate with energy efficient solutions. Our refrigerators are highly
energy efficient. In order to overcome long power interruptions we
have ensured with technology that the maximum of cooling is
generated from the power available.
Besides this, in tropical countries costly diesel generators are often
used as a power back-up. These generators are energy inefficient
and generate a lot of CO2 emissions. When our cooler is used, these
generators are not necessary anymore.
• We make the Netherlands more sustainable. We have placed several
coolers in community houses in the province of Drenthe. The
community houses generate energy with solar panels. Our refrigerator
stores the energy that is generated during the day.
Because our coolers only need six hours of electricity, the electricity
generated can be stored and functions the cooler as a clean and
cheap battery. Besides this, we are developing a cooler that can run
fully on solar panels, so that also off-grid places in the world can have
access to reliable cooling.
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Team.
The people who make Coolfinity happen
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5. Team.
At Coolfinity we work with our heart, and our
team consists of six enthusiastic and
experienced people, who all contribute to
making the world a more sustainable place.
Our office is in Amstelveen, where our CEO &
founder Maarten, our Design & Innovation
manager Steven, our Business Developer Latin
America Merel and our Marketing and
Communication manager Tessa are based. Our
Sr. Business Manager Andrzej supports us from
Poland, and our Business Developer West Africa
supports us from Mali.

• 50/50

We have three men and three
women working at Coolfinity

• 100%

Our HQ has grown 100% since
the beginning of 2019

• 1564

“Stroopwafels” eaten at the
office in 2019
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Our team.
Maarten ten Houten – CEO & Founder
Maarten has a degree in Industrial Design Engineering (TUD) and more than 25 years of experience in sustainable
innovation and marketing. He has worked 11 years as Sustainability Director at Philips in the Lighting and Consumer
Electronics division. And 5 years as Sustainability Manager Global Innovation at Heineken, where he was responsible for
green cooling, green marketing and green packaging program. At Heineken he started working on the idea and
development of cooler for power outages. Since 2017 he is the CEO of Coolfinity, and dedicated to bring cooling where
it never has been before. Maarten loves to ice-skate around the world in his spare time.

Andrzej Grysiak – Sr. Business Developer
Andrzej has a Master’s degree in Horticulture with 30 years of experience in sales. He has lead sales of reputable FMCG
companies in Poland (Ferrero, IDV, Żywiec, Gerber) and joined Frigoglass as Account Manager for globally operating
breweries in 2016– which is a leading manufacturer of coolers in 2016.
He started to work as Business Development Manager at Coolfinity working with both manufacturing partners and
customers in 2017. Andrzej loves the Tatra mountains, biking and his Yugoslavian shepherd dog.
He is a movie fanatic and loves skiing every year, especially in the Dolomites in Italy.

Tessa Speijer – Marketing & Communication Manager
Tessa has a Master’s Degree in Sociology of Development, at the Wageningen University in the Netherlands. As a child
Tessa lived in Uganda and also during her studies Tessa lived in several African countries.
During her time in Africa, she had to cope with frequent power outages, so she recognized the problem Coolfinity is
addressing. Since June 2019, Tessa is the Marketing and Communication Manager at Coolfinity.
Tessa has a passion for traveling, and is happiest in hiking boots and with a backpack on a high mountain.
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Our team.
Alinta Geling – Business Developer West Africa
Alinta was born and raised in West Africa, and studied in Europe. She holds a Master’s Degree in International Security
from Sciences Po in Paris.
She enjoys building companies from scratch and has spent most of her career working for start-ups. Her experience is in
off-grid solar, working as operations manager / business developer for Oolu Solar.
Alinta spends her weekends cultivating peanuts and tomatoes on a hectare of land outside Bamako.

Steven Burger – Design & Innovation Manager
Steven has a Bachelor’s degree in Industrial Design Engineering (TU Delft) and a Master’s degree in Strategic Product
Design (TU Delft).
In between these two studies (in 2015), Steven did an internship at Global Innovation at Heineken where Maarten ten
Houten (CEO Coolfinity) was his mentor. At that time, Steven already worked with Maarten on coolers that can deal with
power outages. After finishing his master’s in 2017 he directly joined Coolfinity as Design & Innovation Manager. Steven is
passionate about integrating commercial products with sustainable / social products.
He is a movie fanatic and loves skiing every year, especially in the Dolomites in Italy.

Merel Rumping – Business Developer
Merel Rumping holds a Master’s Degree in International Relations with a focus on business ethics from the Rijksuniversiteit
Groningen, where she was named Alumna of the Year in 2017. She believes in social entrepreneurship as a way to
address global challenges and is highly driven to create social impact. She founded a startup, aiming to deliver,
decentralize and professionalize orthopaedic care in upcoming economies through a smart franchise model. In addition
to this, Merel supports Coolfinity with business development on a freelance basis.
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Partners and stakeholders,
Partners and networks
PwC: Coolfinity has a great story to tell
Stakeholder analysis
Stakeholder dialogue
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6. Our partners and networks.
• Social impact lab – PWC
Because we secured the PwC Social
Impact Lab Award, a team of
management and business strategists at
PwC has been consulting us to achieve
greater results.

• ASN Bank – Voor De Wereld Van
Morgen
We have made it to the last round of the
ASN World Bank Prize. That is why we are
part of the sustainable entrepreneurial
network of Voor De Wereld Van Morgen.

• Social Enterprise NL

• Provincie Drenthe
We collaborate closely with the
province of Drenthe, where we
contribute to the energy transition of the
province.

• Delft University of Technology
A team of students of the TU Delft
helped us with the start of the
development of the dairy cooler.

• Task Force Health Care
We are member of this Dutch platform
for life sciences and health sector, that
provides us with market research insides.

Since June, we are a proud member of
Social Enterprise NL.
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PwC: “Coolfinity has a great story to tell”.
“Last year we have supported Coolfinity as
part of PwC's Social Impact program. The
Social Impact Lab is a competition in which
PwC helps start-ups and scale-ups with a
social mission to grow their business. The
winner receives two years of intensive
coaching and advising. After winning the
Social Impact Lab final, we started the
collaboration with Coolfinity in October
2018. From the beginning it became clear
that this start-up has a lot of potential and
could make a real impact.
Coolfinity has a great story to tell and their
social mission brought us a lot of energy.
Their impact is especially high in countries
that often suffer from power outages (think
about preserving food & milk, but also
cooling vaccines), but we should not forget
their potential in countries nearby.
Coolfinity created a unique product that
contributes in a wide variety of disciplines.

Within this last year a lot of things happened:
Coolfinity evolved from a start-up with two
(very enthusiastic) founders, to a scale-up with
a team of six ambitious professionals. We really
enjoyed working with such a positive team and
it was great to see how the company evolved.
They have shown great persistence and have a
high level of entrepreneurship.

For us as a team, we enjoyed working on all the
diverse questions we encountered. Sometimes
we supported them with answering questions
related to bigger themes. For example, with a
market entry strategy and a business case for a
new product introduction. And on other days
we helped with ad-hoc requests e.g. on
funding and pricing. Therefore, we are looking
forward to supporting Coolfinity in the
upcoming year and continue to make an
impact together with them!”

Claudia Wolkenfelt & Sanne te
Woerd, PwC 2020
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Stakeholder analysis.
In the stakeholder analysis on the right, • In the tertiary stakeholder circle
Big corporations
four markets have been incorporated.
you find the owners of the
NGO’s
The dairy market, the medical market,
coolers; these are the food and
R&D
institute
the food and beverage market and
beverage companies, NGOs,
the solar energy market. Every market
Ministries of health, local
Suppliers
is made up of different circles of
governments and corporations.
Consumers
Test house
stakeholders.
Farmers
• The fourth circle consists of
Production
• The inner circle consists of the
production and distribution
people who do not buy, but do
partners, such as R&D institutes,
benefit from cold products stored in
test houses, suppliers, distributors,
our coolers (think of people having
etc.
access to cold dairy or beverage in
• In the outer layer you find
a mom & pop store, in a
umbrella organisations, such as
supermarket, guests in sports clubs
Consumers
other social enterprises, local
and community centres or patients
governments, NGOs in the field
who receive reliable vaccines.
Sports clubs community centres
of ‘medical, agriculture,
• The second circle equally consists of
sustainable energy and dairy’,
(Local) Governments
people who don’t buy our coolers,
universities and fools, friends and
but who do use them for work;
family.
people that own or work for a small
mom & pop store, supermarket,
clinic, farm, sports club and
community centre.

Ministry of health
Pharmaceutical
NGO’s

Large Healthcare Companies

Patients

Hospital

Clinics

Social enterprises
Universities
(Local) Governments
NGOs
FFF

Consumers

UN

Catering Industry
Food and beverage company’s
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Stakeholder dialogue.
End-users

Suppliers & distributors

Because we produce B2B products, we deal
both with customers, as well as end users. For us
it is important to be in continuous dialogue with
the end users of the product, and involve them
in the development of new products. In 2017,
for example, we participated in an accelerator
program in Kenya and spoke with over 300
stakeholders in order to gain insight into their
greatest challenges through a Human Centred
Design process. These insights influenced our
choices regarding the development of a new
product.
On a more structural basis, we speak with users
and potential users of our products.

Being a start-up, we don’t believe that we
have the power to influence CSR policies of
bigger companies and multinationals. This is
why we turned it around; we have select our
strategic suppliers also on sustainability
requirements (such as good employment
conditions, production process, safety and
environmental requirements e.g. in line with
SA8000, ISO14001 & OHSAS1800).

Employees
Every teammember of coolfinity
wholeheartedly supports the mission statement
of Coolfinity. Wheater it is taking a next step in
making our coolers circular, considering
sustainable alternatives for office products and
transport or traveling by public transport to
work.
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Coolfinity in the media.
Our awards

Television, Radio and Articles
Social Media
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7. Our awards.
Winning awards gives us extra motivation to keep
on pushing our ambition. We are therefore
extremely proud to have won so many! After
receiving the MKB Innovation Encouragement
Award (by the Dutch Chamber of Commerce)
and PwC Innovation Lab Award in 2018, 2019 was
another year in which Coolfinity secured several
Awards:

• CES Innovation Honoree
In 2019 we received the CES 2020 Innovation
Honoree Award in the category “Tech for a
better world”. The CES in Las Vegas is the
biggest electronics fair in the world and we are
therefore very proud to receive this award.

• GIO – Good Industrial Design
Award
This year we received the GIO award during
the Dutch Design Week. The GIO is an
acknowledgement and quality stamp for
good craftsmanship. Our product was
assessed based on several design standards;
technical functionality, ergonomic,
originality, design and sustainability.

PwC Innovation Lab Award

• GHP Award
We secured the GPH award in the Category
“Best Vaccines and Medication Cooling
Solution Provider”

MKB Innovation Encouragement Award
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Coolfinity in the media.
Coolfinity had again considerable
media attention over the past year. To
give you an impression, hereby some
articles and interviews.

Television

Articles
-

• Article - Forbes.com, “The Dutchies Land
At CES And Show You Why Start-Up
Innovation Matters”, 23th of December
2019

-

• Interview - WNL, Goede Morgen
Nederland, 11th of December 2019
In this special about the Dutch Tech
Delegation at the CES, Coolfinity
was a case study. During the TV
programme the Secretary of State
Mona Keijzer and Maarten ten
Houten were interviewed.

• Article - Quote, “Coolfinity lanceert unieke
ijskast voor landen met stroomuitval”, 8th of
February 2019

Radio
- DSF

• Interview – BNR The Green Quest,
the 18th of January 2019. In this
podcast BNR interviewed Coolfinity
as one of the new sustainable
companies in the Netherlands.
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Social media.
In 2019 we started to use platforms such as LinkedIn, Facebook and Instagram. Through social media we can share our highlights, new developments,
reach our target group over the entire world, and actively engage with them.
• In 2019 we had 785 likes on LinkedIn
• In 2019 we have reached 18.985 people on LinkedIn
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Our Finance.
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8. Our Finance.
Distribution of profit
In a traditional model, for-profit companies strive to
maximize returns for investors, while non-profit
organizations serve the public good. In recent years,
a new and hybrid model of for-profit social enterprise
has emerged. Nice effect of this, is that because of
the nature of this business model, the social benefits
are accruing as the company grows.
Mohammed Yunus, one of worlds’ first social
entrepreneurs, who proved that the ‘poor are
bankable’ and started with his Grameen Bank in
1976, invented the 7 principles for Social Business:
1.

Business objective is to overcome poverty or another problem related to education, health, technology access, environment, which threaten people; not profit maximisation

2.

Financial and economic sustainability

3.

Investors get back their investment amount only no dividend
is given

4.

Gender sensitive and environmentally conscious

5.

Workforce gets market wage with better working conditions

6.

When investment amount is paid back, company profit stays
within the company for expansion and improvement

7.

Do it with joy!

We wholeheartedly subscribe (and comply with) the
majority of these business principles, except for
number 3; “Investors get back their investment
amount only no dividend is given”.
We do believe that investors take a risk investing in
any type of company, and therefore have to be
financially rewarded. At the same time, we very
much agree with principle 6; company profit has to
be reinvested in the company for expansion and
improvement.
On the long term, we do aim to pay back our
shareholders/ investors.
Currently however, 100% of the profit is reinvested to
make new products. We put our money where our
mouth is; we are developing new products for
communities that need to have access to
sustainable cooling. That we are investing in the
development of our company, is also reflected in our
financials you find on the next page

Remuneration policy
Good performance should be
accompanied by suitable
remuneration. We are aware,
however, that there is a correlation
between narrower pay dispersion
within an organisation and improved
organisation performance; team
members are happier and more
productive in organisations when
everybody has a competitive salary.
Where the gap between top and
bottom pay is moderate, and where
decisions on pay are felt to be fair.
This is why we ensure that there is no
more than a 8:1 ratio between the
highest and lowest paid staff, with a
long term goal of 6:1.
Coolfinity does recognise and
support the concept of paying the
sales team an element of a small
variable remuneration in recognition
of their sales achievements, to
motivate and reward them.

41

Balans per 31 dec 2018.
lalalalala
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Balans per 31 dec 2018.
lalalalala
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Winst en verliesrekening.
lalalalala
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General explanation financials.
lalalalala
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Governance Structure Coolfinity.
Maarten
ten
Houten

100%

Schojans B.V.

Coolfinity Holding B.V.

17%

83%

Coolfinity International B.V.

Coolfinity
Commercial
B.V.

Coolfinity
Medical
B.V.

Coolfinity
IP
B.V.
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Colophon
Yes, you finished reading our Annual
Report! Thank you for taking the time to
read about us.
If you still have unanswered questions, or
want to learn about our lastest
developments, plesae visit our website at
www.coolfinity.com

Coolfinity
Laan van Kronenburg 2
1183 AS, Amstelveen
The Netherlands
info@coolfinity.com
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