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Osmocote 5.
Small
granule,
big
impact.

The next generation controlled release fertilizer.
Discover the latest innovation from the Osmocote Green Lab: Osmocote 5. 
Building on years of research and development, this next generation controlled 
release fertilizer helps growers create the strongest, healthiest, highest quality 
plants. Thanks to the OTEA-system and NutriMatch-Release technology, plants 
are greener, stronger and more resilient.

Learn everything about Osmocote 5 at
smallgranulebigimpact.com

The International Grower of the Year (IGOTY) Awards 2022, organised by the 
International Association of Horticultural Producers (AIPH), is now open for 
entries. In January 2022 at IPM Essen in Germany, the award ceremony will be 

held alongside the industry’s largest international trade fair.* 

AIPH welcomes entries from around the world. The IGOTY Awards celebrate 
best practice and recognise the ‘best of the best’ in ornamentals production in 

sustainability and inspiring business. Within each category bronze, silver and gold 
awards can be won. From among these categories, only one winner will be crowned 
the ‘AIPH International Grower of the Year 2022’ and receive the ‘Gold Rose’ - the 
industry’s most coveted prize.

Candidates can enter the IGOTY Awards 2022 online at www.aiph.org. Entry closes 
on Friday 10th September 2021. Judging will then take place by a panel of industry 

innovation, market insight, sustainability and human resources policy. From the 
entries, a shortlist will be selected. 

All winners will be announced at the IGOTY Awards ceremony in January at the IPM 
Fairground*, IPM Essen, which allows the industry to celebrate outstanding players 
and enjoy an evening of entertainment. 

www.aiph.org/events/igoty.
 For queries on entering the awards please contact: events@aiph.org

2020 Anthura BV, 
The Netherlands

2019
Belgium

2018 Ter Laak Orchids, 
The Netherlands

www.aiph.org/events/igoty/

Registration is open now

INTERNATIONAL 
GROWER OF THE 

YEAR 2022

Entry deadline Friday 10 September 2021 

AWARDS 
CATEGORIES
• Finished Plants & Trees  
  Award

• Young Plants Award

• Cut Flowers & Bulbs Award

• Inspiring Business Award

• Sustainability Award

*Subject to COVID 
restrictions at time of event
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LOOKING BACK AT 
E-COMMERCE GROWTH 

It's interesting to look back at e-commerce growth in 
ornamental horticulture over the last few years and think 
forward to the future of this industry. FCI sat down with 
Jia Lan, Chief Operational Officer, Reflower, to discuss 
the relationship between e-commerce and traditional 
flower business in China. We asked her how China's 
largest flower subscription delivery business supplies four 
million customers that are geographically divided into 
over 300 cities and how they improved their supply chain.

On the same e-commerce subject, online plant retailer 
Michiel Ingen Housz offered FCI an exclusive behind-
the-scenes glimpse into 123planten.nl while revealing 
some tricks of the trade of his thriving online houseplant 
business. Even if pre-Covid-19 houseplants were 
already riding a wave of popularity, the tumultuous year 
2020 marked an incredible sustained growth for the 
online warehouse in houseplants as shopping behaviour 
shifted from offline to online. 

An important lesson that can be drawn from Ingen 
Housz's story is that being a plant grower and an online 
plant retailer are two completely different worlds. Far too 
many growers underestimate the time, skills and efforts 
required to set up an easy to navigate webshop, that is a 
webshop that shows up when people Google certain terms 
and creates sufficient levels of organic traffic. 

Last year has been a tumultuous one. As auction 
boss Steven van Schilfgaarde looks to 2021, he 
believes  the global health crisis has reshaped consumer 
behaviours  and the customer experience, most likely 
permanently. “Some of the more traditional ways of 
working will return but overall the digital world is here 
to stay,” he says in the big business interview on pages 
24-29. In a remarkably open interview with the auction 
boss,  he explains how he handles the extreme pressure 
the rollout of the auction house’s digital platform brings. 

This issue includes two more interviews. Annie van de Riet 
is president of AVAG, the Dutch glasshouse construction 
and equipment sector body. She is determined that Dutch 
greenhouse builders will continue to be the investors’ 
first choice when planning new projects. In an exclusive 
interview,  she sets out how the pandemic is reframing 
the future for Dutch greenhouse builders. Pages 30-31.

Raul Ferrer is the new chairman of Spain’s premier 
horticultural trade show Iberflora, and is adamant 
post-Covid trade fairs will emerge stronger than before.  
Pages 41-42.

Ron van der Ploeg
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RUSSIA

Russian flower growers suffer from a sharp price hike for 
cut flowers amid buckling ruble in a global seller’s market 
According to recent 
statements made by Russian 
flower growers and industry 
analysts, prices for cut 
flowers in Russia are steadily 
growing due to more demand 
than supply in the global 
market and the current 
devaluation of the ruble 
devaluation.

Several local flower producers 
see no other solution than 
to increase their prices 
to compensate for their 
losses. The problem is that 
even if cut flower prices are 
skyrocketing, imported 
flowers continue to be a 
more profitable option for 
wholesalers than locally 
grown flowers due to low 
import duties and the 
existence of illegal schemes 
bypassing these duties. 
The ever-growing influx of 
imported flowers creates 
serious problems for domestic 
producers, many of which 
cannot compete with foreign 
rivals. This year, import flows 
of flowers into Russia already 
grew by 1.5 times, compared 
to the same period last year, 
while domestic producers fear 
the end is far from being near. 
The government’s stimulus 
package for the Russian flower 
industry is incurring much 
delay to make things worse.
Last month, Valentina 
Matvienko, head of the 
Council of the Russian 
Federation, the upper house 
of the Russian Parliament, 
has called on the Ministry of 
Finance to provide support 
to domestic flower producers 
either by lowering VAT or 
increasing import duties. 
Currently, the rate of VAT, 
which the Russian flower 
grower pays, is set at 20 
per cent. However, there is 
a possibility the ministry 
can reduce it to 10 per cent. 
Matvienko also proposed to 
equate flower growers with 
farmers, thereby launching 

state support mechanisms.
Alexei Antipov, head of 
Russia’s National Association 
of Flower Growers (RNAF) 
and Chairman of cut rose 
grower JSC New Holland 
confirms there is an ongoing 
governmental debate about 
the amount of financial 
support needed for domestic 
flower producers. 
Antipov says, “There was a 
government meeting about 
the support of the domestic 
flowers industry. The appeal, 
which was prepared by the 
Association was accepted. 
We hope such support can be 
provided soon.” 
Amid the ongoing recovery of 
the Russian economy from the 
global health crisis, Antipov 
expects the growth of flowers’ 
sales in Russia this year, 
which will hugely contrast 
with last year’s sales figures 
when the overall drop in sales 
was equivalent to 10 per cent. 
According to Ivan Utenkov, 
board member of the Flower 
Retail Association and 
founder of the Tsvetochny 
Ryad chain, the average rise in 
prices for flowers for the year, 
is 30 per cent.

Utenkov says that many 
suppliers announced the 
two-to-threefold surge in 
price, explaining it by costs 
they had incurred during 
the pandemic and the 
phytosanitary checks by the 
Belarus customs when trucks 
were left stranded at the 
border.
The Russian Izvestia business 
paper found that a Russian 
consumer in Moscow 
currently pays around RUB 
2,750 (EUR 29,92) for a flower 
bouquet, which is 17 per cent 
higher than last year.
According to industry 
analysts, the most significant 
price hike is in tulips, with 
prices up on average between 
30 and 35 per cent. The cost 
of a Dutch tulip is now 30–35 
rubles, a Russian tulip - 25–30 
rubles; however, according 
to Utenkov, retail prices 
may be almost two times 
higher. It is estimated that 
greenhouse companies such 
as Belaya Dacha, Moskosvky 
and Kalinkovo grow together 
between 150-170 million tulip 
stems per year. 
Elena Ageeva, a senior 
manager of Flower Paradise, 

which operates one of Russia’s 
largest floral wholesale 
companies, notes that while 
the cost of a Dutch rose last 
year was 40 rubles, at present, 
it costs 120–150 rubles. 
Eventually, a Russian shopper 
will need to pay between 
170-180 rubles per rose. 
Ageeva states that this year 
retail chains do not have the 
opportunity to earn much 
during the holidays. They 
could double the price in 
the past, now the flowers 
that come to them are too 
expensive. 
In the meantime, several 
importers fear it becomes 
unprofitable for them to sell 
flowers in Russia. An official 
spokesman of flower importer 
Starlight, for example, 
explains how previously their 
fresh cut flower area occupied 
1, 000 square metres, with 
products now only selling 
on a pre-order basis – cool 
storage has been reduced 
significantly. According to 
Ageeva, the company also 
stopped the sales of exclusive 
hardware such as ceramics 
from Europe as transportation 
costs have doubled.
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While the cost of a Dutch rose last year was 40 rubles, at present it costs 120–150 rubles.  
Eventually, a Russian shopper will need to pay between 170-180 rubles per rose.
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Bosman Van Zaal acquires 
CMW Horticulture in the 
United Kingdom 
Dutch greenhouse builder Bosman Van Zaal has acquired 
horticultural engineering company CMW Horticulture, based 
in East Yorkshire, United Kingdom. CMW Horticulture will 
continue to operate under its existing brand name and offer 
the same range of products and services.

A joint venture with Bosman 
Van Zaal will allow CMW 
Horticulture to compete 
with larger companies by 
increasing their pool of 
resources.
Managing Director Ian 
Metcalfe is delighted to 
partner with Bosman Van 
Zaal. He notes, “Bosman Van 
Zaal is a well-respected and 
very progressive company, 
with an excellent product 
portfolio that will allow us to 
better support growers in all 
sectors of the horticultural 
industry. We are very excited 
to work with them and look 
forward to a new chapter 
in our company's history. I 
have no doubt that, with the 
support Bosman Van Zaal 
will provide, CMW will see 
continued growth and success 
in this vibrant industry in the 
UK and Ireland.” 
The acquisition is in line with 
Bosman Van Zaal's strategy, 
which is aimed at aligning its 
high-quality horticultural 
knowledge with the needs of 
local markets and sectors, 
enabling tailor-made projects 
to be carried out more 
efficiently. 
CMW Horticulture is a leading 
horticultural supplier in the 
UK, founded in June 1989 as 
a joint venture  with a Dutch 
screen specialist company. 
Two of the founders, Graham 

Ward and Ian Metcalfe remain 
with the company today. David 
Markham joined the company 
in 1991 as Financial Controller 
and was invited onto the board 
as Financial Director in 2004. 
In April 2014, after 25 years of 
partnership with  the Dutch 
company, the shareholders 
decided that the time was right 
for the UK directors to take 
control and a deal was struck to 
buy out the majority. Technical 
director Gordon Badham joined 
the board in December 2015. 
CMW is currently working on 
a variety of projects in the UK 
and Ireland, for growers of 
salad, soft fruit, ornamental 
and pharmaceutical crops.   
Bosman Van Zaal is a family-
owned business specialising 
in developing, producing, 
and installing greenhouses 
and turnkey horticultural 
projects, both nationally and 
internationally. The Dutch 
horticultural specialist has an 
extensive team of engineers 
and horticultural experts. The 
enormous technical diversity 
within the organization 
forms the basis for the refined 
technology, which is used, 
among other things, in the 
development of projects for 
the food and pharmaceutical 
industry, but which is also 
extremely suitable for the 
realisation  of high-quality 
production greenhouses. 

THE NE THERL ANDS

Annual figures show  
Covid’s impact on the  
flower auction business
In 2020, a total of 11.4 billion flowers and plants traded via 
the Royal FloraHolland marketplace, a decrease of 7.8 per 
cent compared to 2019, though prices were 5.3 per cent higher. 
Royal FloraHolland’s product sales, reduced by 2.9 per cent to 
an amount of €4.7 billion.

These lower product sales 
are primarily due to a drop in 
demand between mid-March 
and mid-May. This lower 
supply did lead to reduced 
income from service provision 
for Royal FloraHolland. As a 
result of significant additional 
savings, this ultimately 
resulted in a loss of EUR 
5.8 million. This figure is 
much lower than was feared 
last year. This calculation is 
apparent from the 2020 annual 
report that was published on 
Friday, 23 April 2021.
The dramatic reduction 
in international demand 
in March and April 2020 
generated a great deal 
of uncertainty among 
cooperative members. 
CFO David van Mechelen 
says, “Over the first few 
months, the impact of the 
coronavirus restrictions 
negatively impacted everyone 
and created a high degree 
of uncertainty. This period 
was followed by a few good 

months for many people, 
starting with Mother's 
day. The market quickly 
recovered after that. As a 
result, product sales on the 
marketplace reduced by just 
2.9% compared to 2019. This 
encouraging turnover was 
realised thanks to reasonable 
pricing and despite reduced 
supply. This reduced supply 
led to somewhat lower income 
from service provision. We 
also incurred additional 
costs to set up operations and 
other services differently to 
continue functioning within 
coronavirus limitations; 
we also faced higher 
absenteeism. These combined 
factors resulted in a loss of 
EUR 5.8 million. This loss 
has been somewhat limited 
by additional cost savings, 
some of which are temporary. 
Corona will continue to 
impact Royal FloraHolland in 
2021. Our cautious expectation 
for this year is that we can 
break even.”
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Letterbox flower company 
Bloom & Wild acquires 
Dutch rival bloomon

UK online flower delivery service Bloom & Wild has bought Dutch rival bloomon,  

creating the largest online business for flowers and houseplants deliveries in Europe.

Both companies will continue 

to operate under their 

existing brand names, with 

bloomon further bolstering 

its market position in 

Benelux and Denmark. Bloom 

& Wild will continue to serve 

its home market while also 

venturing into Ireland and 

Germany.

Aron Gelbard, Bloom & Wild’s 

co-founder, will remain 

CEO, bloomon founders 

Bart Troost and Patrick 

Hurenkamp will become 

Chief International Officer 

and Chief Innovation Officer, 

respectively.

Gelbard comments: “We 

combine two strong players 

with disruptive characters 

and shared values. Both 

organisations have the 

ambition to continuously 

improve the customer 

experience through the 

application of technology and 

data. With our knowledge, 

experience and network, we 

have everything in-house 

to further strengthen our 

position as the market leader 

in Europe.”

Troost adds: “Through a 

cross-fertilisation of expertise, 

grower relationships and 

technology in the supply chain, 

we will strengthen each other 

across the board.”

The partnership expects 

to realise a turnover in the 

region of 250 million euros 

in the fiscal year ending 

in March 2022. In January, 

Bloom & Wild raised a 

further £75 million – some 

88 million euros – in a 

new round of investment 

led by General Catalyst in 

which Index Ventures also 

participated.

Bloom & Wild, made a name 

with bouquets that can fit 

through a letterbox, has 

grown by leaps and bounds 

since its inception in 2013.

Co-founder and chief 

executive Gelbard announced 

just over £100m in sales in the 

year ending March, compared 

to £29m two years earlier.

The new company hopes to 

deliver eight million online 

bouquets and plants in the 

next year and has forecast a 

€250 million turnover.

Bloom & Wild says cash 

reserves financed the deal; 

further terms were not 

disclosed.

In November 2019, Bloom & 

Wild’s chief operating officer 

Paul Burton joined Union 

Fleurs’ annual conference 

Floriforum as its keynote 

speaker, explaining how the 

company is a champion in the 

world of metrics, marketing 

and branding.

Bloom & Wild excels with a 

wide range of gifts such as 

one-off sales and a strong 

app, while bloomon, for 

example, has experience with 

the subscription model.

Bloomon was originally a 

flower subscription business 

that expanded into one-off 

deliveries. Bart Troos, 

Koen Thijssen, and Patrick 

Hurenkamp founded bloomon 

in 2014. Using its famous 

Dutch tagline ‘Geen Bloemen, 

Maar bloomon’ (‘No Blooms, 

But bloomon’), the company 

differentiates itself by its 

signature look. For that, the 

company’s floral designer 

Lucinda van der Ploeg uses 

a creative eye to compose 

arrangements that capture 

both the look of a fresh field 

bouquet and the elegant 

beauty of cool new flower 

varieties. A style that has since 

been copied multiple times.

In June 2020, bloomon added 

the Bio-bos (organic blooms 

to its product portfolio. 

The new arrangement 

includes a mix of seasonal, 

hand-picked, and organically 

grown flower, underscoring 

the company’s willingness to 

tackle environmental issues.

The company says that it 

delivers its flowers directly 

from local growers to 

consumers and shortens the 

supply chain. This approach, 

bloomon says, reduces 

product loss and waste while 

significantly increasing the 

vase life of flowers.

Troost says, “We are highly 

complementary businesses, 

both in geographic presence 

and in products and services.”

Aron Gelbard, co-founder and CEO Bloom & Wild
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THE IRONY OF THE GLOBAL HEALTH CRISIS 

Jaap Kras is an industry veteran, plant breeder’s right expert horticultural consultant and former publisher of FCI.

“It is pretty easy to start a horticultural business, and that’s one 
of the strengths of our industry. Conversely, closing a business 
can be a difficult and challenging task. But that is food for thought 
for another story. 

While in protected cropping, the estimated cost to build a 
new greenhouse can range from one million per hectare for 
a standard model or from €2 million or more for a state-of-
the-art glasshouse. New business development can still be more 
straightforward -even if you do not have much money.

A few years ago, I spoke with my good old friend, Jaap Leenen, 
who runs V.O.F. Leenen & Zn. , the last narcissus breeder in the 
Netherlands. 
He explained that a budding entrepreneur should first start by 
scanning the 670 or so plant families in the world to select those 
members who will help create exclusivity on the market. Often, 
these bulb products can be grown in the field. Of course, you need to 
maintain your crop and rent a piece of land. And even if the harvest 
is seasonal, these crops can make enough money for a living.

Is it so easy? The answer is no. And that is no surprise if you 
consider running a flower farm or plant nursery it is no walk in 
the park. It comes with challenging endeavours. 
To become a successful flower farmer, you will have to work 
long days and contend yourself with an income per hour that 
is extremely low when compared to other specialists such as 
lawyers, dentists, accountants, or civil servants.
A successful flower farmer has long accepted that his business is 
weather-sensitive with cut flowers that don’t preserve Sunday 
rest and need harvesting seven days a week. Besides adverse 
weather conditions, the market’s vagaries, pests and diseases 
are always ready to hit your crop unexpectedly. 

Even a relatively small temperature change can influence your 
income dramatically. Just think of sudden warm and sunny spring 
weather in the Netherlands, which can cause Easter tulips to burst 
into bloom prematurely, followed mainly by oversupply, low 
prices, empty greenhouses and missed peak sales.
The situation can also happen in, for example, Colombia or Ecuador, 
with rose farmers gearing up the Valentine’s Day peak sales when 
an unexpected cold spell can kill their flowers. Gone is their income.
(Flower) farming is an unpredictable business, and most 
entrepreneurs realise that weather conditions can still take 
them by surprise, no matter how well they listened to the weather 
forecast and followed the daily news. 
To fight external threats adequately, the farmer has only one 
weapon: increase your harvest, your number of flowers per m², 
your quantity per hectare, your litres of milk per cow. 

Clever economists explain to us how stupid we are and warn 
farmers about the pig cycle. Well, farmers had known about the 
pig cycle long before the economy as a science existed. But can 
these clever economists also offer farmers a better alternative, 
or can they explain to them what to do better? 

At present, the irony of the global health crisis is that there has 
never been such a long period of high prices for flowers and 
(bedding) plants. Demand is higher than supply, and this is every 
grower’s dream. I have been checking the prices for flowers and 
plants since I was 11 years old. 
In 1961, I started to work on a nursery in Roelofarendsveen 
spanning one hectare grown with flowers and vegetables. The 
company operated two glasshouses, one rolling one on wheels 
totalling 3,000m² and the rest open field. I can’t remember when 
flower prices were so high; even last summer, the prices were 
excellent. 
When prices are high, growers have a much better, more 
optimistic feeling than when the prices are too low. So the 
mindset of a grower also changes with the weather and the profits 
or losses they make: the high ups and deep downs continuously 
change from day to day.
According to this pig cycle behaviour, growers always consider 
investing their profits in expanding their nursery - more 
glasshouses and better equipped. The question we should ask 
ourselves today is - how to prepare for the future?
The coronavirus pandemic will end sooner or later, followed by 
the usual ups and downs in the market. 

The peak February-to-May cut flower season brings 60 per cent 
or more of the income for the whole calendar year. If a grower 
decides to invest today based on the results of the last 16 months, 
he invests for a period to come where price developments go as 
pre-Covid. 
In the past, we noticed that when chrysanthemums yielded 
reasonable prices, the following year, these chrysanthemum 
growers expanded so much that years later, the supply was higher 
than the demand.

You can see similar examples with tulips, alstroemeria, iris, lily 
and recently peonies. Based on this knowledge, perhaps growers 
can consider using their profits to pay their debts and their banks 
to become more independent. Alternatively, to invest in quality 
schemes. 

It is no secret that one of the main reasons for being self-employed 
is to live an independent life. And we also know that in the end 
quality products will yield better prices in the market.”
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every month in over 300 cities in mainland 
China. Rewarding its success is a fourth 
round of approximately RMB 100 million 
venture capital funding in February 

2021.  When asked about how the business would use the 
latest funding, Jia Lan said they would further invest in 
the supply chain, as all domestic flower enterprises are 
making great efforts on it. The second area is to invest in 
'bricks and mortar' by opening more flower shops and 
combining services with existing online platforms to 
provide more choice for both online and offline customers. 
With the coronavirus pandemic easing in China, daily 
trips within the country are back to normal. Briefly 
interrupting the busy schedule of COO Jia Lan, as she 
travelled to her next business appointment, FloraCulture 
International interviewed her on WeChat. This platform 
is the most common communication tool for business 
and social for more than 1.1 billion monthly users, 
including private and commercial accounts. 

FCI: Why e-commerce flower business? What 
opportunities do you see in this sector?
Jia Lan: “China's high economic growth and rising 
prosperity is the most prominent reason to pursue 
these opportunities. The average household income 
is continuously increasing, and Chinese people's 
consumption patterns are upgrading. Flowers are no 
longer only a gift given on special occasions. People want 
to treat themselves, and flowers bring happiness to  their 
daily life. All factors combined makes so much sense for 
us to decide to enter this business. We chose the right 
category, the suitable business model, and the perfect 
time to start, and the results of seizing that opportunity 
show in our expansion today.” 

Who are your customers?  
Which sales channels can buy your products?
“In the first few years, many of our customers were 
female over 25 years old. But we have seen a change 

towards younger customers. The fastest-growing cohort 
is customers between 18 to 25. Customers can place 
orders on WeChat (Reflower official account and Mini 
Program), Tmall (Alibaba), Jing Dong, TikTok and our 
flower shops. The deal is one bouquet delivery a week 
with a monthly subscription ranging from RMB 99, 169, 
199, 299 to 399 (€1 is approximately RMB 7.8). Monthly 
subscription accounts for between 60 to 70 per cent of 
our revenue. The rest are pre-ordered bouquets and pot 
plants sold at special events, such as Valentine's Day, 
Mother's Day, May 20 ('I love you' day in China), June 
18, Chinese Valentine's Day, Teachers' Day, Single Day, 
Christmas, and other holidays. In China, people like to 
celebrate every event they can to bring more joy to their 
life. So, any holiday is an excellent reason to buy plants.” 

How Reflower established its online flower business,  
and what are your strategies? 
“We started from WeChat by creating an idea that 
bringing flowers into daily life is joyful. We publish 
emotive messages on our WeChat Official Account with 
a picture of a beautifully made bouquet and a short story 
about flowers, and a link to purchase. This emotional 
messaging has hit the right chord for most people who 
regularly share our posts on social media as a statement 
of lifestyle. 
At this current stage, more consumers are buying flowers 
for emotional circumstances than celebrating occasions. 
In the past, big flower selling days were mainly 
traditional events like Valentine's Day or Mother's Day. 
We try to push flower sales by creating new holidays and 
crossover marketing. But most importantly, supplying 
good products is the core. We tell stories of how flowers 
can bring joy to their life and create bonding between 
Reflower and our customers. We match each holiday with 
a flower characteristic. For example, March 12 is Tree-
planting day, and we collaborated with branded beer by 
designing a gift package including a lime tree and a pack 
of Corona beer. It was a great success. We also create 
seasonal flower-themed days and promote seasonal 

Zhu Yueyi, Jia Lan and Liu Minjia drive one of China's largest flower subscription delivery businesses 
from their headquarter in Beijing. These three female entrepreneurs have run Reflower (Huadian 

Shijian or 花点时间), a pioneer B2C online flower business in China since 2015.

Half a decade of  
flower e-commerce 

development in China
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Reflowers’ COO Jia Lan.
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Also your supplier  
for hardy ferns!

Vitro Plus B.V. 
P.O. Box 1

4328 ZG Burgh-Haamstede
The Netherlands

Tel. +31 111 468088
sales@vitroplus.nl
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Flowers are 
checked, and 
postharvest 
treated properly 
and bulk packed 
in the farms, then 
transported with 
refrigeration 
trucks from farms 
to  Reflower’s 
distribution 
centres.

bunches like peony, lotus, and other seasonal flowers. 
The most popular sales channels in China now are 
live video streaming and short video platforms. 
We registered our live video streaming channel on 
Tmall (Alibaba) and have created short story films for 
marketing. Followers can buy our products, see the 
flower farms and learn flower care tips during our live 
video streaming. The 
emerging new channels 
bring flowers closer to 
people and allow  them 
to learn more about 
flowers. During the 
pandemic, we used 
our video streaming 
channel to help growers 
sell  excess flowers. We 
achieved good results. 
Our customers are 
getting younger, so our 
marketing strategy is to synchronise with them and try 
to make things that the younger generation wants to see 
— making flowers vibrant, youthful, and fashionable 
to share on social media. Instead of thinking about 
educating the customers, I think it is more important 
to understand their needs. This awareness would be a 
breakthrough to better sales.” 

How do you see the relationship between e-commerce 
and traditional flower business? Is the internet a tool  
or a standalone industry?
“Selling products online is a common practice in China 
now. It is just another option. Some businesses can 
sell all their products in the traditional markets, then 
selling online may take more effort. For other companies 
interested in broadening the audience, bringing your 
products online is a good option. The internet has 
opened a lot of new opportunities. In the past, peony 
and other seasonal flowers were traded mainly in the 
traditional markets. The flowers are available for a 
short period. This short time was the barrier to make it a 
flower product for home use in China. Consumers did not 
have the channel to access the flowers at an affordable 
price. With the development of e-commerce, we manage 

‘BEFORE THE CORONAVIRUS 
PANDEMIC, 20 PER CENT OF OUR 

FLOWERS CAME FROM OVERSEAS. 
DURING THE LAST YEAR, THE 

NUMBER OF IMPORTS HAS DROPPED 
TO 10 PER CENT’

to connect growers directly with consumers and make it 
much easier to sell and buy flowers. The internet could 
help promote your products if you find the right selling 
point and make the influence more significant and 
faster. 
I think it is an inevitable trend more flower trading will 
happen online. Wholesalers will also do so. On the other 

hand, China's flower 
business is developing 
rapidly, and consumers 
can buy flowers 
everywhere without any 
barrier. But the problem 
is, how to buy consistently 
high-quality flowers. 
It takes time, effort and 
patience to develop a 
reputable flower business. 
We need to invest 
considerable efforts in our 

supply chain to deliver a good fresh flower product with 
consistent quality.”  

With more monthly flower subscription business joining 
the game, also corona is a big push many companies 
bring their business online, new forms of online selling 
channels emerge, such as community group buying and 
selling on TikTok. The competition is harsher than ever. 
How does Reflower stand out from its competition? 
“Standing out is more complex than ever. It requires 
constant improvement in all aspects of brand building, 
marketing, event planning and product selection. 
Logistics is no longer an issue in China. All the 
infrastructure is relatively well developed. Cold chain 
logistics is the next phase of development for Chinese 
logistics companies, which is essential to provide high 
quality products.”

Where do you source flowers?  
What grades of flowers do you need? 
“Before the coronavirus pandemic, 20 per cent of our 
flowers came from overseas. During the last year, the 
number of imports has dropped to 10 per cent. The main 
reasons are the unpredictable flights, customs, and 
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quarantine. Of the 90 per cent Chinese locally sourced 
flowers, contract growing from local growers counts 
for 95 per cent. We have very high-quality standards, 
focusing on colour, flower shape, disease preventions, 
proper postharvest treatment, and bacteria level in the 
water. We work alongside our growers to select varieties, 
guide their practices, and share the data we collected 
over the years to make the best decisions on production 
planning. We collaborated with Wageningen Food & 
Biobased Research Centre to build our postharvest 
standard and standardise the postharvest procedures.” 

How do you regularly supply 15 million customers that 
are geographically divided into over 300 cities? How did 
you improve your supply chain?
“We built six cold distribution centres in the main 
transportation hubs in China, including Tianjin, 
Shanghai, Guangzhou, Wuhan, Shenyang, and Kunming. 
Flowers are checked, and postharvest treated properly 
and bulk packed in the farms, then transported with 
refrigeration trucks from farms to our distribution 
centers. Here, they also act as a processing factory, 
where we semi-automate the grading and bunch-mixing 
process. Automation in the Chinese flower industry on a 
large scale is still not a common practice. We  are ahead 
of more of our peers in the industry.
The bunches are supplied with water sources at the end 
and packed in cardboard boxes. From the distribution 
centres, delivery trucks will send them to our customers. 
That means 80 per cent of our chain has temperature 
control. Still, the last six to eight hours distance 
between distribution centres  and customers there is  no 
temperature control. We outsource delivery to the major 
logistic service providers such as Jing Dong, Shun Feng 
and Zhong Tong.” 

Online has proven a significant sales channel. Why are 
you interested in investing in offline flower shops? 
“In China, 70 per cent of the flower business still 
operates offline. It is a big market. We cannot meet 
all the needs of online users—for example, time-
sensitive use, flower arrangement courses, events, and 
weddings. Online and offline meet different customer 
requirements, especially time-sensitive requirements. 
Very few flower shops have built their supply chain 
as we do. Traditional flower shops are not as efficient 
and cannot reach so many online customers. Reflower 
have great potential to do well offline. We can supply 
efficiently to meet the variable need. Our offline flower 
shops will benefit from our online customer base. With 
the big data accumulated over the years, we can find 
better locations for our flower shops. Our existing supply 
chain can also directly benefit our flower shops.” 

How do you plan to balance online and offline to make 
the best out of the opportunities?
“I would not call it balancing. They are complementing 
and benefiting each other. In our opinion, attracting 
customers online then offering more ways to shop is 
relatively easy. But we also agree, it has become more 
expensive to acquire customers online. In the future, 
acquiring customers offline is still an important channel. 

This consideration is another good reason why we are 
investing in more flower shops than distribution centres.” 

China is developing at a staggering speed. What are the 
changes you have seen in the past five years? 
“The flower industry is booming. Consumer demand 
is increasing year by year with a higher expectation 
of product quality. We are fully convinced the market 
will continue to grow. Data showed that the current 
Chinese flower e-commerce is worth RMB 36.53 billion 
(€ 4.65 billion) in 2020. We have faith in this industry. 
More people will start to buy flowers, and the market 
has enormous potential. There is a yearly increase of 
20 to 30 per cent in both production and consumption 
ends. Flowers and plants in China are becoming an 
essential part of home decoration. Average home flower 
consumption is starting to catch up with Western 
countries. China's home flower user market started 
much later, but it is evolving at an incredible speed. For 
more and more Chinese families, it has become common 
to buy flowers regularly. You could not imagine this ten 
years ago. At the production end, more professional 
growers are investing in improving quality and 
building their brands. We see a lot of newer varieties 
available. Consumers are not satisfied with knowing 
the common name of a flower. They want to learn about 
the varieties and are chasing after unique and new 
products to differentiate themselves from their peers. 
There are positive changes in the flower industry and 
better government policies to subsidise and promote 
growers to set up covered infrastructures and expand 
growing areas. More educated young people are joining 
the industry and bringing good incentives. The younger 
generations tend to buy flowers, which is the fastest-
growing category among our customers.”

In your opinion, what can China and the Western 
countries learn from each other? What would you like to 
share with the world?
“Countries like the Netherlands are doing a very 
professional job, from breeding to cultivation to logistic. 
Everyone on the chain is focusing on its area and 
professionalising it. Chinese companies need to learn 
from this. 
Internet technology in China is maturing, and there is 
more focus on learning consumer behaviours using big 
data. This focus helps Chinese e-commerce business 
better understand our customers. Understand what your 
customers desire, design products based on the desire 
and guide production planning. This logic would bring 
more efficiency to business operation.” 

As Reflower 
cannot satisfy 
all needs online, 
it also invests 
in brick-and-
mortar flower 
shops.
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There are many layers of society that can 
influence how green a city is, and it is 
important to recognise where each of us 
has a role and a responsibility.
The horticulture industry is ready for the 
increased demand for plants. President 
of ENA, Jan-Pieter Bruns, speaking at 
the SoGreen symposium, is confident 
that “We will have enough plants for the 
future”. 
Responding to increased demand for 
plants that perform specialised functions, 
some nurseries are producing ‘Climate 
Trees’, and others include carbon 
storage rating for trees, both supporting 
environmental performance as well as 
selection of trees suited to their location.
Global organisations are mobilising city 
leaders to drive policy change to include 
nature in sustainability and development 
decisions. Varying times or distances 
are used to define what is acceptable 
access to green space, from the 10 minute 
neighbourhood, to the 15 minute city, to 
the 20 minute neighbourhood.  Whatever 
the measure that is stated in policy or 
planning document, people must be at 
the heart of urban transformation. Prof 
Rob Adams, City Architect at the City 

What are the measures that quantify 
greening in cities, and how can it be decided 
whether there is enough or not? Who has 
the responsibility and the influence to 
make our cities greener, and to make them 
greener for all? Bringing more greenery into 
cities is now at the centre of conversations 
around major topics, including health, 
investment and climate change. 

When is a city green enough?

gardens, also valued as a place to relax, 
are a vital bridge between private and 
public life and make an important 
contribution to society.
In recognising that climate change 
and consequent destruction of nature 
is the most serious global issue facing 
society today, Sir Roger Gifford, Chair 
of the Green Finance Institute stated 
that “Nature needs to enter economic 
and finance decision making in the 
same way that energy, buildings, cars, 
machines, and skills do”. Speaking in 
the first session of City of London Green 
City Briefings, Sir Roger ended with 
the question “Would you be willing to 
change your lifestyle to protect nature 
and the environment?”
If your city is not green enough, what 
are you prepared to change to make it 
greener? 

Recordings of the AIPH Green City 
conference  and the City of London Green 
City Briefings   are available for on-demand 
viewing.

of Melbourne, Australia, described at 
the AIPH Green City conference how 
Melbourne reclaimed street spaces, 
widened pathways and planted trees, 
focusing on the movement of people 
and not vehicles to make the city more 
liveable.
One of the factors that the City of 
Melbourne took into account was 
understanding the dynamics of land 
ownership and maintenance, and, 
recognising that 75 per cent of the 
municipal area was privately owned 
or managed, set up highly successful 
private-public co-investment 
opportunities. This dynamic might not 
be the same for all cities. In the UK, close 
to 25 per cent of urban land belongs 
to private gardens. A research project 
initiated by the Royal Horticultural 
Society, UK, introduced plants to the 
bare front gardens of a residential 
street to determine how this greening 
would benefit residents. Measured over 
a period of one year, having plants in a 
previously bare front garden dropped 
perceived stress levels of residents by 6 
per cent. Post-doc researcher Dr Lauriane 
Suyin Chalmin-Pui concludes that front 

RHS researcher Lauriane Suyin Chalmin-Pui adding beautiful 
plants to a previously bare front garden

Petunias, violas, azalea, clematis, lavender, 
and rosemary planted in two self-watering 
containers.

April 2017 August 2017April 2017 August 2017Before and after planting self-watering tubs in a city front garden.
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The AIPH 2021 International Green 
City conference brought together a 
worldwide audience of professionals, 
organisations, city councils and 
government administrations to hear 
how international experts on greening 
urban spaces have met this challenge.

INCREMENTAL STEPS  
TO REACH FOR THE SKIES
For the keynote speaker, Professor Rob 
Adams, his journey to greening the city 
began in the early 1980s in Melbourne, 
Australia, when he was an urban 
designer helping to write a 1985 strategy 
plan to make Melbourne “a better city 
to attract people”. Through incremental 

As the world celebrated Earth Day on 22nd April 2021 The 
International Association of Horticultural Producers, AIPH, 
was also marking the day by inspiring people to think about the 
successful integration of nature into the built environment.  

AIPH Green City Conference

COOL STREETS AND  
COMMUNITY SPIRIT
For the past ten years, Vienna in 
Austria has been planning and 
managing its green transition. To 
put this into context, Vienna has 23 
boroughs, substantial public transport 
infrastructure and a population that 
grows annually by 25,000 with 62% 
living in subsidised housing. Now 
Vienna is 53% green, and its journey 
has included the collaboration of the 
public and private sector, “shared 
visions, and strategies and a culture of 
working together closely over longer 
periods of time”. The family has been 
at the heart of the vision to create 
spaces for children to grow up and 
thrive, changing brownfield sites into 
living quarters, connecting to the city 
with green walkways and the public’s 
community spirit with urban farms. 
Artificial islands protect the city from 
flooding and are also weekend retreats 

actions to improve the characteristics of 
the city that they already had, he spoke 
passionately on how they reclaimed 
street space, widened pathways, tore 
up the “asphalt and planted trees” 
creating active recreational areas with 
natural shading canopies. In 1992 there 
was a breakthrough in traffic routing, 
pushing forward the greening and 
pedestrianisation of the city. Melbourne 
is now recognised as one of the most 
liveable cities and acts as an exemplar of 
the battle against climate change. 
In a question-and-answer session after 
his speech, Prof Adams said a “political 
inertia problem for many cities is 
holding back progress”.

Purposeful thinking on greening for  
urban living and the future of our planet



http://aiph.org/green-city/green-city-awards
https://bit.ly/3u5vcAA
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The Lord Mayor of the City of London, 
Alderman William Russell, presented 
an opening address in which he shared 
his green vision and the City of London 
Corporation’s Climate Action Plan. 
This is an ambitious plan investing 
£68 million over the next six years, 
creating 800 green jobs, and striving for 

The City of London Green City Briefings is the result of a 
multi- organisational collaboration embracing city policy, 
leadership, and practice. Initiated by the Worshipful Company 
of Gardeners, the briefings were put together with the technical 
input of AIPH, and with the support of the City of London. They 
deliver outcomes that align with the collective and individual 
goals of all three groups. 

realm.  He added, “We know the scale 
of the challenge; the question we're 
working together to answer is how to 
solve it. What is the role of the city in 
greening finance and financing green?” 
The keynote presentation, Hype or 
Hope? The Promise of Green Finance, 
was presented by Sir Roger Gifford, 
Chair of the Green Finance Institute. 
He explored the critical relationship 
between financial market participants 
and policymakers in collaborating to 
co-create solutions. Sir Roger considers 
that the interest of the financial 
community could have significant 
impact in driving city greening. He 
described the current shift in financial 
investors mindset: “They are asking 
two fundamental questions - How does 
my investment impact climate change, 
and how does climate change impact my 

zero carbon emissions by 2040.
Speaking about a green-led economic 
recovery, the Lord Mayor described a 
rigorous approach to putting climate at 
the heart of all decision making. This 
approach is necessary, he considers, 
to embed the change in the design 
and use of office space and the public 

SESSION 1 
THE CITY OF THE FUTURE IS GREEN

SESSION 5
URBAN HEAT ISLAND EFFECT 
AND URBAN FORESTS

SESSION 2 
NATURE-BASED SOLUTIONS FOR  
WATER MANAGEMENT IN CITIES

SESSION 6
THE CRITICAL DYNAMICS OF CITY BIODIVERSITY 
AND GLOBAL CONSERVATION

AIPH Green City briefings The City of the Future is Green



http://www.aiph.org/event/city-of-london-green-city-briefings/
http://www.aiph.org/event/city-of-london-green-city-briefings/
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ONLINE SALES

T o date, the headquarters of 123planten.nl is 
neatly tucked behind the Pyramide cash and 
carry store at Royal FloraHolland Naaldwijk. 
Visitors enter via an almost invisible 
‘backstage door’ dividing the tranquil world 

outside and a beehive of activity inside where the constant 
drum of a pneumatic staple machine fills the air. 

ENTREPRENEURIAL SPIRIT
Thirty-six-year-old Michiel Ingen Housz, a very distant 
relative of the 18thcentury physician and biologist Jan 
Ingenhousz, who discovered how plants convert light 
into energy, promises that next time he will welcome us 
to a modern office building. 
He has just put his signature under an agreement which 
will see the company and its 20 staff moving away from 
the auction. He acknowledges Royal FloraHolland’s 
reputation as the world’s largest global auction but says 
that his company is quickly outgrowing space. “The lack 
of any suitable alternative on the auction grounds, plus 
the uncertainty surrounding possible housing areas in 
Naaldwijk, brought me to a new location in Maasdijk. 
Here, we will soon occupy offices with an annexe 
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Online plant retailer Michiel Ingen Housz offered FCI an exclusive behind-the-scenes glimpse into 
123planten.nl while revealing some tricks of the trade of his thriving online plant business.

THERE IS PLANT GOLD IN 
THOSE ONLINE PIXELS

packing hall expanding from 700m2 to 5,000m2.”
Ingen Housz explains he has no roots in horticulture, 
other than he grew up in Noordwijkerhout, in the heart 
of the Netherlands’s famous bulb growing area. His 
entrepreneurial spirit led him to start his career in 
horticulture ten years ago, running several houseplant 
corners for a Dutch DIY chain. “In my free time, I 
started exploring the online sales of indoor plants. So 
when the DIY store’s management’s decided to offload 
their non-core plant business, I had already gained a 
competitive edge in the online market,” he recalls.

THE WEBSITE AS A  
VIRTUAL STOREFRONT
The website is 123planten.nl’s virtual storefront. Its 
further development, scaling and maintenance are all 
outsourced. 
“It is a good example of how you can run a tech savvy 
business without actually having to be tech savvy 
yourself,” says Ingen Housz.
He adds, “Most importantly is that your company 
shows up when people Google certain terms. For that, 
you can use Google’s pay per click (PPC) -online ads 
which appear next to the relevant searches. Secondly, 
you need to increase organic traffic to your website. 
Its performance directly correlates to your Google 
score. So you should ask yourself whether your site is 
mobile friendly enough and if it loads quickly enough. 
Is the site’s architecture clear enough, can users easily 
navigate and engage with it. We can talk for hours about 
Google ranking and no one can tell you exactly how it 
works.”
Providing the information the user need is crucial. 
“That’s why I have built a 100 per cent indoor plants 
focused website. Keep your product range small, be a 
true expert in your field,” advises Ingen Housz. He freely 
admits that in terms of storytelling, there is room for 
some improvement. 
“Through our current website we sell both to individual 
consumers (accounting for 90 per cent of turnover) 
and interior landscape specialists. However, we will 
soon separate our online presence to create a B2B and 
a B2C website with two different customer experiences 
online.” 

The product portfolio is extensive: small cacti and succulents and small  
to medium-sized and large tropical foliage plants.
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THE FUN PART OF THE WORK
The company’s home base is at Royal FloraHolland, a 
quintessential B2B environment. But working for online 
shoppers feels good.
Ingen Housz comments, “I am perfectly happy with 
serving end consumers directly, although customer 
experiences come with many questions. Our FAQ page 
uses actual customers' questions, not questions we 
think they should be asking. It helps with demonstrating 
our expertise and building relationships and it also 
saves time. The fun part of our work is to make people 
happy and help them enjoy their plants for a long time. 
Our unique selling point incorporates our in-depth 
knowledge of the horticultural sector and the product. 
I dare say we have more knowledge than an average 

garden centre.”
But running an online indoor plant warehouse exposes 
the organisation’s reputation to heavy scrutiny and 
online reviews, both good and bad. How does he deal 
with the negative ones? “You cannot avoid them being 
posted. What you can do is to deal with their problem 
and ask your customer to update it once the problem is 
resolved. 
On average,  we get a 9.4 out of 10 quality score,  so there 
is only a minor chance that we are leaving customers 
unhappy.”

EXTENSIVE PRODUCT PORTFOLIO
123planten.nl has more than eight years of experience. 
It has built a great network of supplying growers, with 
household names in houseplants such as Ammerlaan, 
Fachjan, and Nieuwkoop. 
The company purchases soil-grown, and there is a far 
more limited number of hydroculture plants direct from 
the grower; nothing comes via the auction clock. 
The product portfolio is extensive: small cacti and 
succulents and small to medium-sized and large tropical 
foliage plants. A 40cm tall sansevieria ‘Fernwood’ in pot 
size 12cm sells at €12, a 75cm tall spathipyllum ‘Vivaldi’ 
in a 17cm pot at €13. The tropical foliage beauties such 
as a 130 cm tall strelitzia reginae retails at €165 (pot size 
40), 100cm tall dracaena ‘Janet’ in pot size 19 at €20 and 
a 160 cm tall kentia howea forsteriana comes at €275 
(pot size 25cm).
The company sells a small number of faux houseplants, 
and Ingen Housz candidly admits that he has thought 
twice before doing so.
“At our company, everything focuses on customer 
centricity, so when an office needs 100 living plants and 
five artificial plants for spots where there is no daylight 
you need to fulfil their demand. 
In sourcing the artificial plants, we use a network of 
resellers. That’s why our faux plants are more expensive 
than the e-commerce giants with direct imports from 
China. However, faux houseplants is not a category I 
want to expand, and these products mainly serve to 
complete the product offer.” 
Ingen Housz attributes between 70 up to 80 per cent of 
his sales to living indoor plants and the remainder to 
hardware such as planters, ceramic pots, and sundries. 
Prominently absent is the company’s range of 

Monstera is riding the wave of popularity. 

Online plant 
retailer Michiel 
Ingen Housz.
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flowering houseplants and there is a reason behind this 
nonexistence. 
Ingen Housz explains, “Currently, demand from the 
home market is not so strong. What’s more, flowering 
houseplants are generally smaller-sized and therefore 
suited for mass market. The bigger the plant, the harder 
to transport and the easier to sell online. Also at stake is 
that online buyers when seeing a picture of a flowering 
plant they have no idea how much flowers it will have 
upon delivery and how long these will last.” 

FARM-FRESH PLANTS
123planten.nl prides itself on selling farm-fresh plants 
sourced directly from the plant nursery. Ingen Housz 
elaborates, “In most of the cases, the plants that arrive 
in our premises have already been sold through the 
website. For example, the plant which has been bought 
on Monday will arrive at us on Tuesday to be shipped the 
same day to the consumer.” 
Contrary to the traditional wholesaler, 123planten.nl 
has little to no stock, except top-selling plants such 
as monstera and strelitzia, which have such quick 
turn around that having some extra plants at hand is 
advantageous.
He says, “In our new building we will have more depth 
and breadth of inventory allowing us to shorten the 
supply chain and speed up shipments.”

STATE OF THE TRADE
Speaking of top sellers, how is the state of the 
plant trade? Ingen Housz notes, “Under normal 
circumstances, we sell around 800 different soil-grown 
plants, but at the moment, in between 200-300 products 
are sold out as the market is exploding. And there is no 
way to source them.

Even growers don’t precisely know what is going on 
because Dutch garden centres are still closed (half 
April), so we think that other countries are absorbing 
large volumes of indoor plants.
And it is, of course, hard to predict how long this 
situation will last.
Even if pre-Covid-19, houseplants were already riding 
a wave of popularity, the tumultuous year 2020 marked 
an incredible sustained growth as shopping 
behaviour  shifted from offline to online.  ”We ship 
around 2,000 plants and this figure represents ten euro 
plants and also plants that are sold for a few hundred 
euros. For this year, we predict a turnover between 
five to seven million euros, while pre-Covid this was 
1.5 million.”

EXPANDING THE EUROPEAN REACH
In such a buoyant market, the one-stop online 
shop for houseplants is working hard behind the 
scenes to expand its European reach. The German 
123zimmerpflanzen.de is up and running, the French 
version is a work in progress, and as soon as the trading 
relationships post- Brexit have normalised, Ingen Housz 
is ready to venture into the UK market. 
He says, “The advantage of a webshop is that you 
don’t need a stock of plants. So your catalogue largely 
supersides the average inventory of a garden centre. 
Especially Germans love to be spoilt for choice in 
exclusive, speciality plants. The German shopper is 
willing to pay an additional price but expects the highest 
quality, and any issue to be solved.” 

ANALYTICS
123planten.nl uses online data and analytics to 
understand their customers better and identify trends. 

Dispatch is 
presumably the
toughest part 
of this business. 
Pictured is 
colleague Abdi.
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“In summer, people look for drought tolerant plants 
while in winter they search for low light tolerant 
specimens. Such trending helps us to create website 
content addressing the buyer’s specific needs that 
season. This problem-solving and expectations 
approach for your content and catalogue, will lead to 
increased sales.” 

HEALTHY PLANTS
Having no plants in stock, sourcing directly from 
the grower does not mean the company can omit its 
responsibility to deliver healthy plants. With growers 
worldwide sounding the alarm over an ever-increasing 
threat from plant pests and diseases and diminishing 
pesticides options available for the greenhouse growers, 
how difficult is it to keep 123plants healthy?
Ingen Housz comments, “Let me start by saying that 
reducing chemicals is a good thing for the planet and 
its people. The reality is that a 100 per cent bug-free 
houseplant is becoming increasingly challenging. 
The more open you are, the more comfortable your 
customer will be. It is even more important to inform 
them how they can remove pests and diseases, ideally 
by using biological crop agents. As such we have teamed 
up with Belgium-based Biogroei (a distributor of 
Biobest) to offer customers a range of biological crop 

Jorden from 
123planten 
carefully packs 
plants to avoid 
damage.

controls. Biocontrols  will continue to gain momentum, 
prices will drop while the product will increasingly 
become available in smaller consumer packaging. And 
customers will for sure become less reluctant to use 
them because they are so tiny that you hardly see them.”

DISPATCH
While 123planten offers next-day delivery on orders 
before 3pm, quality is  related to the product and the 
packaging and services. “Dispatch is presumably the 
toughest part of this business. We carefully pack our 
plants to avoid damage but are always looking into way 
to better secure plants during transit. Own delivery 
might reduce damage on the plant’s journey to the 
customers but that’s only profitable when dealing with 
smaller volumes and distribution areas.”
With e-commerce shopping, it is no secret that 
customers expect not only free shipping but also free 
return shipping. What is 123planten.nl’s policy?
Ingen Housz explains,  “We offer free shipping on orders 
over €60. 
In terms of free returns, I would like to imagine a future 
in which we cut down on this behaviour. Returns attack 
a company’s profit margins prompting the supplier to 
increase prices. What’s more, returning plants is not 
the same as returning a pair of shoes. It would be best if 
you had secure packaging to return them appropriately. 
Fortunately, our return rates are less than one per cent.”

A RENEWED ONLINE GOLD RUSH
There is no doubt that Covid-19 caused a boom in 
webshops. The big players, such as 123planten.nl, 
Fleurdirect, Bakker, and Plantsome,  are now joined 
by several newcomers in what feels like a renewed 
online gold rush. But Ingen Housz faces the future with 
confidence.
He says, “Generally speaking, in our webshop, you 
will find prices that are on average lower than most 
of the garden centres. We are not the cheapest nor 
the most expensive option in the market. We focus on 
providing a complete package with an easy-to-navigate 
website, quick delivery, quality plants and impeccable 
after-sales.  
Other websites tell me that their primary purpose is 
selling as many as possible plants. That’s not the way 
we are doing business. As long as you stay focused on 
improving your customer’s journey, turnover will come 
by itself.”
The global health crisis took many indoor plant growers 
to build their websites. Does Ingen Housz feel this is 
conflicting business? He answers confidently, “When 
you are a plant nursery, you are not a webshop. I feel 
is that many plant nurseries underestimate online 
business, it’s much more time-consuming and complex 
than people think. The idea is: you set up a website, and 
plants will automatically sell. But fortunately, we live in 
a free world. I wish them the best of luck. Many will give 
up in the long-run, only a few will make it.”
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L ast year, Royal FloraHolland, the world’s 
largest global auction in cut flowers and 
potted plants, announced four strategic 
priorities to make the cooperative future-
proof, accelerate growth and create long-term 

member and customer value. Their implementation did 
not pass unnoticed.

MAKING THE HEADLINES
The announcements came in threes. Firstly, its ‘100 per 
cent digital target’ goal forcing all member growers to 
process their entire supply for direct trade through the 
auction’s digital sales platform Floriday by the end of 
2020.
 More or less simultaneously the auction’s board ordered 
digital reporting of environmental performance and 
mandatory certification for all growers by December 
2021 - meaning all members and non-members 
supplying flowers and plants to the marketplace.
Thirdly came the news of Royal FloraHolland’s initiative 
to modernise its financial services. The goal is to extend 
the reach of instant cross border payments across the 
global market by enabling Floriday customers to pay 
in US dollars. The auction partnered with Citibank for 
this purpose (an international bank with an extensive 
network in Africa and the Middle East) to jointly simplify 
dollar currency balances and flows and reduce associated 
costs. A November 2020 trial demonstrated the auction’s 
ability to facilitate orders, with payment in dollars 
through Floriday, between a Kenyan grower and a buyer 
from Saudi Arabia.

That same month, the cooperative made headlines by 
acquiring three leading transportation companies: De 
Winter Logistics, Wematrans and Van Zaal Transport. 
This ‘deal-in-the-making’ , also known as Floriway, is 
set to create ‘smart logistics services to serve as a solid 
backbone of nationwide  auctioning.

TOO MUCH TOO SOON
While the introduction of all these Flori-initiatives 
- Floriday, Floriway, and ‘flori-certification’, came 
from a good place, their reception was ‘too much, too 
soon’, causing much emotional turmoil. That is, for 
approximately 400 members (representing five per cent 
of the auction’s votes) who signed a FloriNEE petition 
urging the auction to reconsider its sustainability 
strategy and improve the useability and speed of its 
Floriday platform. 
The FloriNEE movement also requested suspension of 
the mandatory eco-registration and certification for 
growers. 
Meanwhile, the Netherlands Authority for Consumers 
and Markets (ACM) is currently examining the Floriway 
initiative and checking to see if its deals contravene 
anti-trust laws. 

‘NOT ALL MEMBERS ARE WORRIED  
ABOUT THE SAME THING’
In hindsight, auction boss Mr Van Schilfgaarde is ready 
to acknowledge mistakes and learn from them. “We have 
acted excessively quickly and have not always been clear 
about why we are doing -or not doing - things. We have 

 Following a backlash from members, Royal FloraHolland has decided to reframe its 
digitalisation ambitions and mandatory eco-certification policy. Its CEO Steven van Schilfgaarde 

freely admits that the board has ‘acted excessively quickly’ while stressing that the discontent 
is not as widespread as it may look from the outside. The auction boss also looks back on the 
roller coaster year of 2020 with the ups of a quickly recovering market and the downs with 

tonnes of composted flowers at the onset of the pandemic. A universal crisis forced the auction 
to successfully break through rigid bureaucracies and act instantly, bringing back much-needed 

calm and confidence in the auction rooms. 

Auction boss 
apologies for too hasty 

decision-making



WWW.FLORACULTUREINTERNATIONAL.COM 25

Van Schilfgaarde asserts, 
“It is important to 

mention that the auction 
did not use any of the 

money from the stimulus 
package so we survived 
without any state aid.” 
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disappointed some and for that, we are genuinely sorry.” 
He also quickly adds that there are nuances in 
conversations that are often lost. “Whether it is 
sustainability or Floriday: different issues affect 
growers differently. It is certainly not true that all 
members are worried about the same thing.”
To date, it is difficult to say if the boards pacifying words 
are capable of putting the genie back in the bottle or 
-conversely- have increased the members’ taste for 
more rebellion, with increasingly stronger voices to 
bring power back to the 
members. 
In 2018, at a Royal 
FloraHolland General 
Members’ Meeting (GGM) 
it was agreed to alter the 
organisational structure 
for the cooperative with 
a new Members Council 
replacing the GGM. 
Three years later, there 
is  a  re-emerging nostalgia 
for the GGM pulling the emergency brake when there’s 
disagreement on all-encompassing industry issues. 
Not every member is convinced that this decision has 
led to what was back then touted as ‘a more structured 
influence for members.’ 

DIGITAL TRANSFORMATIONS ARE HARD
It is a well-known fact that various issues surface when a 
company is in transition. The job number one focus is to 
embrace a data-driven future and cater for a well-oiled 
digital infrastructure. Transformations are complex, 
and it may be that in more traditional industries such 
as ornamental horticulture, digital transformations are 
even more complicated.

Implementing a digital system is a time-intensive 
process in reality. One could argue that following a five-
year roll out and the time, money, and energy invested 
in the new technology, should all work smoothly for 
Floriday. The caveat is that new technology becomes 
quickly obsolete, and there is always something better 
around the corner.
Floriday, in essence, is a well-thought-out platform with 
a massive potential to expand the breadth and depth 
of the auction’s digital relationships with current and 
future members and customers. Its success not only 
depends on good communication and leadership. It is 
also about constantly adjusting and upgrading tools. 
And that can be a daunting task, notes Van Schilfgaarde.
“We have underestimated the need for more tailor-made 
solutions for growers and exporters which are more 
complex than we had imagined. Luckily, there was very 
positive feedback. But Floriday users also indicate the 
system needs additional functionalities.” 

TOGETHERNESS AND TRANSPARENCY
Van Schilfgaarde underlines that the industry is 
complex, with many different products, specifications, 
and working methods which were not all reflected 
during Floriday’s development stage. “Following 
extensive deliberation with the Members Council, 
handling agents, growers, buyers and software 
suppliers, we are now ready to bring in new 
functionalities so that that the platform becomes more 
user-friendly, and less time-consuming. Together with 
all parties involved we are now looking at a feasible end 
date for 100% digital,” he announces.
According to Van Schilfgaarde, there is currently a good 
dose of ‘togetherness’, ‘transparency’ and ‘interaction’ 
in the digital platform. The auction runs Q&A sessions 
on YouTube, with each episode giving a grower or trader 

space to address one 
of the many pressing 
functionality issues. 

BUILDING ON A 
STRONG FOUNDATION
Speaking of pressure, 
how does Van 
Schilfgaarde handle the 
extreme pressure that 
the rollout of Floriday 
brings? “Was it nice? 

No of course not. I would have preferred a smooth 
implementation of this key strategic initiative. Taking 
a more holistic approach, one realises not only the huge 
size of this programme but also its meaning for our 
entire industry. With currently 30 per cent of direct trade 
realised through Floriday we are now building on a solid 
foundation, but we are not there yet. However, I am fully 
confident that by the end of this year, together we can 
look back on significant achievements. Hopefully saying 
to each other that despite the tough journey our efforts 
have been worth it.“
Whether Floriday has kept Van Schilfgaarde awake at 
night or not, being a CEO is a dynamic, exciting career 
that certainly gets him up in the morning. He says, 

‘WITH CURRENTLY 30 PER CENT OF 
DIRECT TRADE REALISED THROUGH 

FLORIDAY WE ARE NOW BUILDING 
ON A SOLID FOUNDATION, BUT WE 

ARE NOT THERE YET’

What helped 
was that the 
supply was not 
cut off entirely 
with product 
continuing to be 
available when 
the first wave of 
coronavirus was 
over.
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“Frankly speaking a CEO’s primary task is to run the 
daily operations while preparing our marketplace for 
the future. Digitalisation, but also wholesale distributor 
consolidation and direct sourcing from flower farm 
to retail store; we must move faster with new services 
to address the more rapidly changing preferences and 
needs of our member growers and customers.”
Royal FloraHolland’s CEO believes that the company has 
taken a significant step towards digital readiness over 
the past three years, efforts for which it is not always 
easy to deserve credits, especially among industry peers. 
“In turn, it is remarkable that people from outside the 
industry show great appreciation. For not taking our 
leading position as the global hub for flower trade for 
granted. For our sense of reality and pro-active approach 
in digitising our business for the sake of the entire 
industry at home and abroad,” notes Van Schilfgaarde. 
He firmly believes in the power of an ‘interconnected 
ecosystem’ with Floriday being the grower’s powerplug 
and Blueroots, the portal for buyers.

Van Schilfgaarde 
candidly admits 
that a one-size-
fits-all strategy 
is not the way 
forward.

FIVE MONTHS AFTER BREXIT, 
WHERE DO WE STAND?

The Dutch flower industry welcomed the 
British government’s decision on 11 March 
to postpone the tightening of phytosanitary 
rules on imports until the beginning of 2022.

Since the Brexit withdrawal transition period 
ended on 1 January, exports to the EU from 
the UK have been subject to controls. But the 
UK government decided to opt for a phased 
approach on EU imports to give hauliers and 
businesses more time to adapt.
Checks were due to be introduced in stages from 
1 April and 1 July; now, Britain will begin these 
processes a year later than the EU. This U-turn 
or ‘revised timetable’ phrased by UK Cabinet 
Minister Michael Gove is because the border port 
infrastructure is not ready.
Van Schilfgaarde says, “Flower and plant exports 
to the UK have partially rebounded from the 
initial shock. The Brexit hurdles are intense but 
manageable. However, more specific issues 
continue to be high on the agenda of the Dutch 
lobbying organisation in floriculture VBN. The 
Brexit Withdrawal agreement has set that rate 
at zero for cut flowers grown in the EU. But 
that tariff does not apply to flowers from third 
countries that go to the UK via the Netherlands, 
which is often the case. France is now taking 
over from the UK becoming the second largest 
export destionation for Dutch flowers? The 
figures will tell us how it’s going. For now, I don’t 
know. It also depends on the economic situation 
in the UK. And we all know how awkwardly Brexit 
coincided with the global health crisis.”
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CRISIS MANAGEMENT
For all the eco-certification sensitivity, tensions in 
transportation, digital distrust, Royal FloraHolland 
does deserve credit for the pro-active handling of its 
Members interests during the unprecedented global 
health crisis. The pandemic shook the market from 
the onset, with auction clocks in free fall and tonnes of 
products composting when they would usually be selling 
in the peak season of March and early April. 
The auction’s rebound was lightning fast for product 
categories such as indoor plants, garden plants, trees, 
shrubs and young plants. Meanwhile, the pressure 
continues for the cut flower segment as couples rethink 
their wedding arrangements and other celebration 
events continue to be cancelled and postponed. 
In week 9, the auction recorded its highest ever week’s 
turnover: €162 million. For the first time in its 110-year 
history, the Dutch cooperative reached the one billion 
mark in turnover in week nine. This milestone, under 
normal circumstances, is customarily celebrated in 
week 11 or 12. 
“In terms of managing the coronavirus crisis, I reckon 
that the industry did an excellent job, realising the 
importance of bonding together. The way out of the 
crisis was quicker than anticipated. What helped 
was that the supply was not cut off entirely, with 
products  continuing to be available when the first wave 
of coronavirus was over. Simultaneously, we managed to 
create more airfreight capacity. 
“At home, Royal FloraHolland teamed up with the 
government and industry stakeholders resulting in a 
€600 million stimulus package, which brought back 
calm into the industry. Growers regained trust and 
started to plant new crops. Currently, flower and plant 
exports remain strong, price levels are good. Which does 
not mean the Covid-19 impact on the industry is over, as 
several companies continue to struggle. 
Van Schilfgaarde asserts, “It is important to mention 
that the auction did not use any of the money from the 
stimulus package so we survived without any state aid.” 

COVID-19 LONG-LASTING IMPACT
Asked whether the pandemic will have a lasting 
impact on the flower industry, Van Schilfgaarde notes, 
“Covid-19 will change the world as we know it for good. 
We have all grown more accustomed to working digitally 
and the pandemic has accelerated e-commerce growth. 
Some of the more traditional ways of working will 
return but overall the digital world is here to stay.”
Today, the industry may well find itself in a seller’s 
market. But where will the growers and traders be in a 
year from now when mass vaccination will start to have 
a profound effect. By then, people will be done with their 
sofa and garden, ready to go out and about. Is there a 
future flower crisis in the making?
“No one has a crystal ball, everyone is guessing. In our 
pre-Covid world, we were already seeing a growing 
demand for flowers, and, in particular, indoor plants. 
Prices are high, while we are also seeing an increase in 
production. So I am very optimistic. But the degree to 
which a business adapts to the new business landscape is 
likely to substantially impact a company’s performance.”

WHAT WILL BE THE FUTURE OF ROYAL 
FLORAHOLLAND’S AUCTION HUB IN 
NAALDWIJK?

One of the Glass City landmarks - the vast expanse of 
greenhouses in Westland known as the greenhouse capital 
of the Netherlands - is the silvery office building of Royal 
FloraHolland's auction hub in Naaldwijk. FCI asked Van 
Schilfgaarde about the auction branch’s future now that the 
housing policy of the city council of Westland is to increase. 

Presuming that the Naaldwijk auction will be hardly recognisable soon, 
this consideration to move away from a physical hub is a bridge way 
too far, he warns. “The reality is that Royal FloraHolland has land for 
construction available. The logistics buildings in Naaldwijk are not 
among the most modern ones. To make Naaldwijk a more efficient 
logistic hub you can either invest in new logistic accommodations 
and infrastructure or renovate existing buildings. Meanwhile the city 
council is planning new housing areas and Royal FloraHolland already 
neighbours existing residential areas. Possibly there can be a win-win 
situation, combining the council’s housing planning and the auction’s 
plan to bolster Naaldwijk’s logistics position. All this is currently 
under investigation. No decisions have been made, there is no final 
plan. What is needed is a further assessment of the needs of the city 
council, the neighbours to support the business case. It may be we 
find a way out or that we are not changing anything in Naaldwijk.” 
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EMBRACING SUSTAINABILITY
Van Schilfgaarde thinks that when positioning 
a company for long-term success, horticultural 
entrepreneurs must embrace sustainability because 
the industry is highly vulnerable to negative 
connotations towards poor flower farming practices. 
“Consumers expect transparency. They want to know 
where the plants and flowers come from, how they 
are grown to subsequently assess which of them have 
the lowest environmental impacts. This not only 
applies to our industry for all mass market retailers,” 
says Van Schilfgaarde. He adds that of the auction’s 
annual turnover of €4.65 billion, currently 81 per cent 
can be attributed to flowers and plants grown in an 
environmentally friendly way.
According to Van Schilfgaarde, sustainability, 
competitiveness, and reputation go hand in hand. He 
says, “In a highly competitive gift market, you need 
a firm sustainability strategy to stay top of mind 
with your customers. With eco-certification, we are 
responding to all sustainability requests. However, 
the question is whether you need to make digital 
environmental registration and eco-certification 
mandatory? From the emotional debates, this 
consideration results in varying costs and considerable 
paperwork. “Therefore, it has been decided to look into 
how we can accommodate the various requirements 
jointly. We are therefore postponing the enforcement 
of the obligation for growers. We are not enforcing and 
applying sanctions until further notice, and so we will 
not be imposing any penalties.”

ONE-SIZE-FITS-ALL IS NOT THE WAY FORWARD
Our final question to the auction boss, who is at the 
helm  of the auction since 1 January 2018. Suppose 
discussions on the regulatory burden, paperwork, and 
digital preparedness show an increasingly significant 
gap between large growers serving the mass floral 
market and the small-to-medium-sized grower 
doing traditional wholesale. How urgent is it to move 
away from a one-size-fits-all business model? Van 
Schilfgaarde recalls how this discussion started one 
year ago and is ongoing. 
He candidly admits that a one-size-fits-all strategy is 
not the way forward. On the other hand, he also says 
that an organisational restructuring to set up different 
cooperatives, each responding to the diverse needs of 
growers, is ‘the worst thing you could do’.
“For running a strong cooperative you need 
economies of scale to deliver low cost services. 
Second, you need both smaller and larger growers. 
The smaller ones for growing specialty products 
which our exporters need to cater for the events 
market. The wider your product range, the more 
attractive you are for the consumer in the end. The 
best thing you can do? Is to exactly follow the path we 
are currently embarking on, that is using one digital 
eco system which everyone connects. Based on this 
digital environment every grower and trader can use 
the service they need, with no obligation to pay for 
unnecessary services. And this will lead to the best 
competitive position for the industry as a whole.”

VOICES

CONSOLIDATION IN THE 
FLORICULTURE VALUE CHAIN  

IS A GROWING CONCERN

Arne Bac, Sector Specialist Rabobank Food&Agri Netherlands.

Over the past 40 years, the agricultural industry has moved through 
different stages of consolidation. In my view, agricultural businesses 
will continue to merge with or acquire other companies.

From my role as a Dutch banker, I can see that consolidation in 
ornamental horticulture is relatively slow compared to the global trend. 
The enormous variety of different types of flowers and plants is an 
important reason why many growers do not feel the urge to join forces. 

And I can agree with them a bit on this point. Most flowers go to market 
as semi-finished products. The following links in the value chain 
take care to turn them into consumer products. Sometimes the flower 
merchant takes care of this, sometimes the florist or the garden centre 
takes care of the finishing touches to a bouquet. Growers often tend to 
oversee this preparative process. 

But the market is changing. Rabobank expects that market shares in 
Europe will change to a market share of 30 per cent online, 30 per cent 
retail and 30 per cent for the florist/garden centre (10 per cent other) 
within six years. 

In 2017, the florist/garden centres had a market share of 55 per cent, 
retail 22 per cent and online 8 per cent. In 2027, this will be a different 
playing field, especially when you realise that consolidation in the final 
stage of the supply chain is speeding up. 

Already, retailers in Europe are scaling up rapidly to gain more market 
share to almost any price. This reaction is an answer to the attendance 
of discounters such as Aldi and Lidl. 

As a result, all retailers are busy gaining extra market share with a well-
dedicated price strategy, compared to mergers and acquisitions. This 
situation results in considerable buying power where their suppliers 
(flower traders, for example) must comply. 

Simultaneously, the flower wholesale-trade industry is also speeding 
up. The big five is responsible for three billion euros (43 per cent) of 
the European flower and plants turnover. We expect them to grow to 
4.8 billion (60 per cent) euros turnover within seven years. We may be 
talking about the big three instead of five. These big traders can deliver to 
the retail, florist, garden centre all over Europe. They are well-organised 
and very cost-efficient. We do not think their margin will increase due 
to the buying power of European retailers.

The main excuse that the idea of consolidation does not take the 
European growers (mainly located in the Netherlands) is due to the 
product – the wide variety of flowers in plants’ assortments. But is 
this point of view valid? As a business person, it could be helpful, but 
having awareness on this topic, by yourself, should be given more 
attendance. When your value chain develops, you should ask yourself 
which opportunities this could lead to for your business.

It might be that upscaling of your clients leads to other demands 
not known at this moment. It might be that a type of consolidation 
(upscaling, merger, or cooperation) can be a good answer to give your 
company a better position for future challenges. And one should realise 
that 2027 is not far away. Making your business future-proof is a time-
consuming endeavour. Maybe today is the right moment to develop a 
strategy that will keep your business prepared for the things to come.
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W ell over three-
quarters of 
these projects 
are being built 
and equipped 

by Dutch greenhouse builders and 
greenhouse technology suppliers, 
which form a cluster of around 70 
companies in the world-famous 
Westland area, the greenhouse 
capital of the Netherlands. Around 80 
per cent of their combined turnover 
of 3bn euro is estimated to come 
from exports – and Annie van de 
Riet, who took over as president 

of their trade association, AVAG, 
18 months ago, is determined they 
will continue to be the investors’ first 
choice when planning new projects.
“They’re much more internationally 
oriented than I initially expected, 
and with a focus on innovation that 
the outside world doesn’t always 
see,” she says.

INTERNATIONAL FOCUS
That international focus meant 
significant disruption when the 
Covid-19 pandemic hit. Visits to 
prospective international clients 
were out; projects already underway 
went on hold. But Van de Riet 
believes the pandemic’s impact on 
food supply chains has created more 
opportunities than challenges for 
greenhouse builders.
“It accelerated some existing 
trends,” she says. “Consumers were 
already more interested in locally-
grown food but governments too 
want more local production now, to 
secure supplies.

“Traditionally it was horticultural 
businesses commissioning new 
greenhouses. Now it’s increasingly 
being driven by governments 
or financial investors. Both see 
the world population growing 
rapidly, becoming more urbanised 
and demanding more food of 

ever-higher quality. What could be 
better than investing in feeding 
and greening the megacities and 
thus contributing to a socially 
responsible solution?”

GREENHOUSE HORTICULTURE 
BECOMES EVER-MORE CAPTIAL 
INTENSIVE
The value of projects is also growing 
ahead of inflation, she points out, as 
greenhouse horticulture becomes 
ever-more capital intensive due 
to increasing levels of technical 
sophistication.
“That’s the main reason Dutch 
suppliers have been at the forefront 
for so long, because of the time and 
money they invest in innovation, 
working closely with universities 
and research institutions. There’s 
more and more cooperation in the 
supply chain and that’s something 
AVAG works to promote. It’s created 
a strong network capable of great 
innovation.”
One way AVAG supports its 
members’ international 
competitiveness is through its 
HortiQ quality certification which 
sets standards for both the structure 
and its equipment, and for the 
expertise of installers.
“We also stimulate innovation 
through our Hortivation 
programme which sets up research 

How the pandemic  
is reframing the  
future for Dutch  

greenhouse builders
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New greenhouses, mostly glass, have recently been going up 
at the rate of around 3,500ha a year – and the area is expected 

to grow by a further 50 per cent in the next five years thanks to 
investment in regions such as the Middle East and Asia and from 

sources not traditionally associated with horticulture.

Hybrid lighting systems are gaining  
traction in greenhouse horticulture 
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projects through institutions such 
as TNO [Netherlands organisation 
for applied research], and publicises 
the results to members,” says van 
de Riet. “We focus on projects that 
couldn’t be tackled by individual 
companies.”
One example is the construction 
calculation software CASTA which 
greenhouse builders use to optimise 
designs for local conditions 
wherever in the world they’re 
working. AVAG is also currently 
supporting work on the kind of data-
driven integrated growing systems 
that Dutch greenhouse suppliers 
are starting to offer by way of 
support services that extend beyond 
completion of the build itself.
Investors are increasingly looking 
for a complete service, from 
greenhouse design and build to 
crop management. “Clients are now 
governments and investors who lack 
cultivation knowledge,” she says. 

AUTOMATING AND DIGITISING 
CROP PRODUCTION 
Van de Riet considers automating 
and digitising crop production is 
now the industry’s biggest technical 
challenge. “Again, this can be 
achieved by working together in the 
supply chain,” she says. “AVAG is 
helping its members to shape this 
new business model. We’re finalising 

plans for a ‘greenhouse technology 
as a service’ masterclass which is 
already generating a lot of interest.
“Wageningen University 
Research’s autonomous nursery 
challenge has shown computerised 
growing gives better results 
than growers on their own, and 
automation saves on labour, 
water, energy, fertiliser and so 
on. And by closely monitoring the 
performance of the greenhouse, 
maintenance can be carried out on 
time, thus extending its lifespan.”

A ‘FLURRY OF ‘OUTSIDE’ 
INVESTMENT
The increasing value of 
international business has led to 

a flurry of ‘outside investment’ 
in Dutch greenhouse supply 
businesses, such as the recent 
acquisition of constructor Gakon 
by Israeli-based irrigation firm 
Netafim, and private equity 
investment in Prins Group. “It’s 
a logical development,” says van 
de Riet. “Companies are working 
more and more internationally, 
the projects are getting bigger 
and bigger. This requires greater 
financial leeway. Sometimes 
this is a merger, sometimes an 
acquisition and sometimes foreign 
investment. I think this trend will 
continue.”
While Dutch constructors are 
doing well out of the international 
greenhouse boom, van de 
Riet recognises there could be 
consequences for Dutch growers 
who serve mostly export markets.
“The area under glass in the 
Netherlands is under pressure,” 
she says. “One consequence is 
some Dutch growers becoming 
involved in large projects abroad, 
for example by setting up a branch 
abroad to fill the local-for-local 
need. You cannot control trends 
such as that for globalisation 
but you have to take them into 
account in making your decisions, 
otherwise you have no right to 
exist.”

The world’s greenhouse area is expected to grow by a further 50 per cent in the 
next five years thanks to investment in regions such as the Middle East and Asia. 
Greenhouse constructor Bosman Van Zaal provided a complete turnkey laboratory 
construction solution for CH Biotech in Nantou, Chinese Taipei 

Ter Laak 
Orchids: a 
shining example 
of building 
sustainable 
greenhouses.

Annie van de Riet 
took over the 
helm as president 
of Dutch trade 
body AVAG in 
November 2019.



FLORACULTURE INTERNATIONAL   May-June 202132

“It had a major impact on world trade flows. The container 
ship Evergreen that blocked the Suez Canal. I don't think 
many of us knew that this route was so important to the 
supply chain. More than 300 cargo ships were blocked 
on their way to Europe or the southern and eastern 
territories. And we can already see the impact on the 
availability of products when we look at the web shops 
selling, for example, garden furniture and other products. 
Also at the beginning of the Covid crisis, the supply chain 
from the East was blocked. In several industries, this led 
to production delays. A lack of availability in the chip 
industry led to problems in the stock of smartphones but 
also in the car industry.

When I order from the webshop, it is not only a question 
of availability but also of the capacity of the parcel 
companies to deliver on time. And with more people 
staying at home, you notice that this is also becoming a 
problem. You could say that the success of webshop sales 
is killing itself. Especially in Europe, I see that the large 
Internet platforms are preparing themselves for the 
future. On the one hand, they are building large storage 
facilities close to the densely populated areas and are 
taking part in the logistics from stock to delivery. On the 
other hand, manufacturers are looking for production 
sites closer to the demand. To be less dependent on 
possible crises in the global supply chain.

If you look at the current situation in the floriculture 
sector, I see a number of similarities with these 
developments of the past year. The growth of online sales 
is clearly visible. Not only in Business to Consumer, but 

also in Business to Business we see a growth of web shops 
of different wholesalers. There is a lot of pressure on air 
freight capacity around the world, especially from Africa 
to the north and east. And we see an imbalance between 
supply and demand despite the current measures of Covid-
19. It will be interesting to see what the consequences of 
this development will be. The aim of Royal FloraHolland 
is to connect growers and wholesalers on a global scale 
through our Floriday Platform. And to provide logistic and 
financial services that facilitate transactions. So that we 
can link production to demand. We don't develop those 
services ourselves, but together with the users of our 
platform. Step by step we Connect to Grow.”

Fred van Tol
Manager of International Development
Royal FloraHolland

WE CONNECT TO GROW

VOICES
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Outsmarting the  
elusive greenhouse 

thrips in ten  
simple steps
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T he global thrips 
problem is exacerbating 
because of the pests’ 
widespread resistance 
to chemical pesticides. 

The continued pressure to reduce 
chemical pesticide residues, even 
on non-edible flower crops, and the 
withdrawal of approvals for certain 
pesticides, makes this problem 
even worse. An Integrated Pest 
Management (IPM) programme is 
essential to combat this pest.
With these serious market 
ramifications at play, growers 
must now significantly improve 
the management of thrips. This 
consideration, however, can often 
be a challenge in itself. Infestations 
can quickly spread undetected in 
the greenhouse due to the pest’s 
small stature (1-1.5mm) and high 
reproductive rate – but evidence 
suggests that early action from 
the beginning of the crop cycle can 
help growers turn the tables. With 
over fifteen years of experience in 
cut roses, Scarab Solutions experts 
believe that a combination of several 
intervention methods can help 
growers address the early signs of 
thrips before an infestation becomes 
too costly and unmanageable. 
 

1MAINTAIN A CLEAN 
GREENHOUSE AND 
CARRY OUT THOROUGH 
INSPECTIONS 

In the early stages of crop cycles, good 
greenhouse hygiene can be a crucial 
preventative measure against thrips 
infestations. For instance, growers 
should use clean growing media in 
the production area and thoroughly 
inspect any new planting material 

to minimise the risk of introducing 
a new source of infestation. In 
particular, growers must check any 
new crops for signs of thrips larvae, 
as this would confirm the presence of 
‘resident thrips’, which are thrips that 
have multiplied in the crop. 

2 ADJUST TRAPS TO  
INCREASE CONTROL 
OVER POPULATION SIZES

Sticky traps above the 
crop canopy are a common way for 
growers to monitor thrips in the 
greenhouse, as this is where the 
tender plant tissue the pest feeds on 
is located – but an understanding of 
the pest’s ecology can significantly 
increase the number of captures. 
Research indicates that 70% of 
flying thrips adults are captured at 
a height lower than 1 meter from the 
ground.² Therefore, traps nearer 
to the ground level can provide 
growers with more accurate data on 
the population situation and will 
better inform decisions concerning 
intervention measures. 
Thrips are attracted to both yellow 
and blue sticky traps, and can these 
also be used outside the greenhouse 
to monitor and trap thrips moving 
into the farm from neighbouring 
crops and vegetation. 
Growers can also incorporate a 
formulation of male-aggregation 
pheromone into the glue layer of 
sticky traps to double the number of 
captures and keep the population to 
a manageable size.

3 LOCATE THE KEY  
POINTS OF ENTRY 

Unlike ‘resident thrips’, 
‘immigrant thrips’ 

such as ‘local flyers’ enter the 
greenhouse from the outside, often 
through doors, holes, and cracks 
in plastic walls or when lifting 
wall curtains during ventilation. 
These thrips favour the leeward 
side of the greenhouse as they fly 
upwind during periods of light 
wind but remain in place during 
windy weather. Research from traps 
mounted on wind vanes found that 
only 25 per cent of the thrips were 
caught on the windward side.³
Therefore, once growers define the 
prevailing wind direction on the 
farm’s location, knowledge of the 
thrips flight pattern can be used to 
target measures on the leeward side.
With attention now on the 
leeward side, growers must 
start intervention and focus 
on greenhouse maintenance to 
minimise the pest’s infiltration. For 
instance, workers should always 
report and immediately fix any 
holes in the plastic walls, especially 
near the ground level – this is an 
easy but highly effective strategy to 
avoid a costly infestation. Growers 
should limit the movement of thrips 
with the installation of double doors 
that can create a small airlocked 
room connected to the greenhouse 
entrance.
But don’t forget about the periphery 
defences. Growers can place 
repellent substances, such as 
naphthalene balls, near the ground 
to repel emerging thrips outside the 
greenhouse. It is also important that 
scouts regularly check any outdoor 
plants on the farm, including bushes 
and trees, for signs of thrips and 
take measures to remove or replace 
plant material that is known to 
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B In equatorial regions, thrips is a major phytosanitary challenge and can significantly 
hinder the success of ornamental crop growers across international markets. The 
pest’s direct feeding during the adult and nymph stages can cause leaf deformation 
or chlorosis on flower petals, leaving growers with a level of cosmetic damage that 
renders the crop unmarketable. The pest’s polyphagous nature and ability to vector 
viruses, such as tospovirus, can be an even greater threat to importation hubs and 
requires workers to constantly monitor crops for the various thrips species.  Workers 
need to monitor greenhouse crops for the various thrips species constantly.1

Outsmarting the
elusive greenhouse

thrips in ten
simple steps
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attract thrips. Growers should also 
frequently mow the grass close to 
the greenhouse and never allow 
it to flower to further reduce the 
build-up of thrips populations in the 
greenhouse vicinity.

4 FILTER OUT UV LIGHT 
TO DISRUPT FURTHER 
ADVANCEMENT 

However, if thrips manage 
to elude the early defences, growers 
can still avoid a costly infestation 
by manipulating the pest’s affinity 
for sunlight. For instance, growers 
can cover certain areas of the 
greenhouse in UV-absorbing 
plastics to discourage thrips from 
moving into the perceived dark 
spaces and spreading to other 
plants.⁴ 
Outside the greenhouse periphery, 
highly-reflective, metalised mulch 
can be spread on the ground or 
hung up as a skirt around the 
greenhouse from 1 meter down 
to further disorientate the thrips 
and limit their infiltration into the 
greenhouse.5

5 INTRODUCE NATURAL  
ENEMIES TO KEEP THE 
POPULATION LOW

As growers aim to 
implement more sustainable pest 
management practices, biological 
controls, particularly the use of 
natural enemies, have become a 
popular control option. However, 
it is important to remember that 
different species are only effective at 
certain stages in the thrips lifecycle. 
For the larval stages, growers can 

viability. Seek advice from your 
supplier. 
The entomopathogens Metarhizium 
anisopliae is most effective when 
applied to the soil surface because 
they are killed by UV light after 
about 24hrs when applied to 
the canopy. The soil phase of 
thrips pupae is an easy target 
for entomopathogens providing 
they are applied by a high volume 
hydraulic sprayer and not applied 
down the drip irrigation system. 
Thrips pupae are located very 
near the soil surface therefore 
to target them effectively with 
entomopathogens the application 
must focus on the soil surface 
underneath the leaf canopy as well 
as the edges of beds. Applications 
down drip irrigation is designed to 
take the water to the root zone – 
where there are no thrips. If flower 
crops are grown on benches, the 
entomopathogens are generally 
compatible with soil-dwelling 
predatory mites. 
It is a common practice by rose 
growers to combine Botrytis and 
thrips sprays and only focus the 
sprays on the flowers. This practice 
allows the thrips population in 
other parts of the canopy to survive 
and present a continuous threat. If 
applied routinely and in sufficient 
numbers, predatory mites will 
seek out thrips in all parts of the 
canopy. They are an essential tool in 
reducing populations of thrips that 
are resistant to chemical pesticides. 
 

6RELY ON A SYSTEMATIC 
SYSTEM TO GUIDE  
THE RELEASES

However, the time taken 
to establish biological control is a 
common concern to growers as it 
can lead to unnecessary losses. But 
a good scouting system can collect 
data on thrips adults and thrips 
larvae and calculate the difference 
in proportions – helping to improve 
a grower’s response time. 
With thorough systematic in-crop 
scouting and data collection 
measures in place, growers can 
carry out better spatial targeting of 
interventions and make data-based 
decisions on when and where to 
intervene with either stronger and 
more toxic means or with milder 
and more environmentally friendly 

A good scouting 
system can 
collect data on 
thrips adults and 
thrips larvae 
and calculate 
the difference 
in proportions 
– helping 
to improve 
a grower’s 
response time.

use Neoseiulus cucumeris, Amblyseius 
swirskii, Amblydromalus limonicus 
and Transeius montdorensis – but 
these predatory mites will only 
feed on the ‘resident thrips’ 
offspring and help keep the resident 
population low.6 Growers can target 
thrips pupae in the soil with the use 
of soil-dwelling predatory mites, 
Stratiolaelaps scimitus (formerly 
Hypoaspis mites) and Macrocheles 
robustulus.
During the adult and larvae stage, 
growers can use the predatory bug, 
Orius laevigatus and fungi attacking 
insects (entomopathogens) such as 
Metarhizium anisopliae, Verticillium 
lecanii, Paecilomyces and Beauvaria 
bassiana to significantly limit the 
spread of thrips in the greenhouse.
Entomopathogens can be effectively 
applied to the canopy despite the 
short persistence in UV light. Thrips 
tend to congregate on the upper 
surface of leaves two hours after 
sunrise and two hours before sunset, 
making them easy targets for a 
topical spray. However, the spray 
volume and choice of the nozzle 
must be carefully calibrated to avoid 
run-off and ensure even coverage of 
the upper surface of the leaf at this 
time. At all other times of day, the 
thrips will continue their cryptic 
behaviour and avoid the sprays. 
At other times of day, the ideal 
application for thrips will cover 
all surfaces but this is most likely 
to be achieved by use of fogging 
equipment. Some commercially 
available entomopathogens have 
been tested with thermal foggers 
and have suffered no reduction in 
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means to keep the thrips population 
under control. 

7ENHANCE EARLY 
INTERVENTION 
MEASURES WITH 
INSECTICIDAL MIXTURES

As concern mounts from global 
markets to reduce pesticide use, 
biocides can be a safer alternative 
to help limit the spread of thrips 
infestations in the greenhouse 
– and to enhance the efficacy of 
biological controls. For instance, 
growers can combine a mixture 
of natural insecticides, such 
as neem extract, with certain 
entomopathogens (Metarhizium 
anisopliae, Verticillium lecanii, 
Paecilomyces and Beauveria bassiana) 
to improve the effectiveness of this 
control.7 
Check the label of the 
entomopathogens used and seek 
advice from the supplier if they 
can be tank-mixed with certain 
chemical pesticides and lower 
than the label rates. This approach 
can provide a synergistic effect 
on thrips control when a chemical 
action is combined with a biological 
mode of action. This strategy 
can not only reduce the amount 
of chemical applied to the crop 
but can also help with resistance 
management of important active 
ingredients such as that in Tracer 
(Spinosad). Most labels for Spinosad 
indicate that there is a high risk of 
resistance if the product is applied 
more than once or twice in a season. 
It is therefore recommendable to 
guard the effectiveness of this 
active ingredient by tank mixing 
with an entomopathogen.
While the mode of action is still 
not clear, longstanding research 
indicates that growers can also 
enhance the efficacy of nerve-
acting insecticides with liquid sugar 
additives. The recommended dosage 
is between 0.125% to 0.25%.8 But 
note, dissolved solid sugar does not 
have this effect.

8MAXIMISE COVERAGE  
AND LIMIT WASTE WITH 
TARGETED SPRAYS

Sprays must make direct 
contact with the pest to improve 
non-systemic applications' 
effectiveness, but this can often 

be a challenge in itself. Thrips 
in unopened rosebuds and the 
underside of developing leaves have 
far less exposure to insecticide 
treatment compared to flowers 
with disc florets. Therefore, we 
recommend a thorough spray 
coverage of all plant parts (flowers 
and leaves) and the use of flat fan 
nozzles with an inclined spray angle 
30° to reach the underside of the 
leaves.9 
It is also important to target sprays 
when the pest is less likely to fly 
away. For instance, we recommend 
growers concentrate sprays before 
8am and between 10am and noon 
to account for the diurnal flight 
activity patterns of the adult thrips, 
which peak between 8am to 10am 
and again between 2pm to 4pm 
in greenhouses.10 If growers can 
intervene in this timely manner, 
they will be able to maximise the 
thrips’ contact with the spray before 
it dries and reduces any unnecessary 
losses. However, growers must take 
care to avoid the risk of scorching 
during strong midday sunlight 
sprays.

9ADJUST THE ACTION 
FOR EACH LIFE CYCLE 
As thrips can quickly build 
up resistance to chemical 

sprays, we advise growers to use a 
different mode of action for each 
life cycle. This change can occur 
approximately every two weeks to 
ensure the continued effectiveness 
of sprays against the ‘resident 
thrips’.¹¹ 
The compatibility of chemical 
pesticides with predatory mites 
and other natural enemies is well 
known, and information is freely 
available on the websites of several 
commercial biocontrol companies. 

It is critical to the establishment 
of the routine predatory mite 
systems that only compatible 
pesticides are used when natural 
enemies are deployed. Quantitative 
scouting systems will indicate if 
these chemicals are needed and 
monitor their effectiveness. Due to 
the high risk of further resistance 
developing, it is crucial that the 
effectiveness of chemical pesticides 
is keenly monitored in this way. 

10STAY ONE STEP 
AHEAD WITH  
EARLY ACTION  
AND AVOID A 

COSTLY INFESTATION 
As thrips remain a constant threat 
to protected ornamental crops 
throughout its entire life cycle, 
there is no one simple management 
solution that growers can use 
to take back control and satisfy 
market demands. But lessons learnt 
from cut roses demonstrate how 
growers can successfully manage 
the pest with a reliable scouting 
system and a combination of 
preventive measures and targeted 
interventions that aim to protect the 
crop throughout its entire cycle.
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Thrips’ direct 
feeding during 
the adult and 
nymph stages 
can cause leaf 
deformation 
or chlorosis on 
flower petals, 
leaving growers 
with a level 
of cosmetic 
damage that 
renders the crop 
unmarketable.
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A NEW STANDARD FOR RECYCLED TRAYS  
AND FLOWER BUCKETS ON THE HORIZON 

Soren Bøgede Andersen is CEO of UNI-TROLL EUROPE (UTE).

At the beginning of 2021, a well-known discussion was taken up 
again in Europe about the necessity for more sustainable solutions 
in plant- and flower distribution. The present use of too many 
one-way packaging materials is a huge problem.

In Germany, the discussion has begun. Hopefully, the beginning 
of a future standard size tray for plants and flower buckets. 
Speaking of  standard, what do we actually mean by this word? 
According to widely accepted definitions, a ‘standard’ is a 
‘document for common and repeated use specifying rules, 
guidance or characteristics of activities or their results. The 
document is drawn up by a consensus and adopted by a recognised 
body. The intention is to achieve optimal order in a given context.’
The big question is – which ‘body’ has on behalf of the entire 
ornamental industry the authority and power to set such a 
‘standard’? The dilemma is that when the industry is unable to 
reach a consensus on the topic and take timely action, several 
influential retailers/organisations and national authorities may 
make individual decisions on what they define as ‘the industrial 
standard’. 

In such a situation, growers, exporters, retailers, and other 
stakeholders within the horticultural supply chain will  eventually 
pay the bill, forced to follow locally developed initiatives according 
to national laws or directives. This non-standard ‘standard’ can 
only lead to chaos. The world of plant trays is already pretty 
chaotic with so many one-way packaging solutions available. Is 
this subject really so tricky, one can ask?  What is the EU, AIPH, or 
Union Fleurs’ position on this? 
The problem is which of these organisations have the most 
powerful voice and authority so that industry members across 
Europe are willing to listen. What capital interests are already 
bound up in present applications, and how much will they 
financially suffer due to a new standard? 
In this context,  it is incredibly positive, that the German Stiftung 
Initiative Mehrweg (SIM) is inviting all interested parties to 
join their foundation to reach a quick conclusion. I believe all 
stakeholders within our sector should strongly support their work.  

Based in Berlin, SIM was established in 1996 under German 
civil law as a legally responsible foundation. It aims to provide 
sustainable support for the conservation of natural resources and 
the protection of the environment. The foundation is committed 
to creating the conditions to sustainably stabilise and increase the 
amount of reusable packaging in all economic sectors.
As Uni-Troll Europe (UTE), a Danish-based company known for 
its universal trolley solution for production sites, greenhouses 

and on the retail floor, we share SIM’s philosophy. More recently, 
we inked a deal with TPS Rental Systems to work together. TPS 
is a well-established international supplier of logistics solutions 
based on IBC containers which are rented primarily to the food 
industry. TPS will handle all rental and sale of the three models 
of shelving trolleys at UTE.

TPS and UTE envision establishing a new trolley standard for 
universal use. These trolleys will handle  automation for the 
ornamental industry and other industries; thus UTE will stick 
to the ISO modular system on all internal loading plans of their 
trolleys. The planned dimension of the preferred ISO modular 
unit load shall accordingly be 1,200 x 1,000 mm. This unit load is 
derived from the basic 600 x 400 mm module, and is an element 
of the modular distribution system.

In explanation, an industrial ‘standard’ trolley has to fit a 
truck’s width, which in Europe is the maximum of 2,495 and 
down to 2,440 mm internally. For example, a 600 mm internal 
trolley size in width would need 610-616 mm external spacing. 
To explain further, the measurements for our UT-M2, 600 x 
800 mm; this also fits a half pallet and quarter pallet in size, and 
the measurements for our   UT-M3 is 600 x 1,200 mm. One can load 
four trolleys of UT-M2 or UT-M3 trolleys in the width of a truck. 

If one wishes for bigger sizes, for example, four 400 x 600 mm 
crates at a shelf, this is possible with the model UT-M4, measuring 
800 x 1,200 mm, which is also the same size as the EUR-pallet. The 
UT-M4 loads three trolleys side by side in a truck. 
In our view, the recycled plant tray size for the future is 400 x 
280 mm outside, which is also the Normpack 200 size. This 
dimension is a perfect size for both trays and square buckets, 
fitting to existing load carriers like the CC/DC trolley and the 
RFH auction trolley. 

The futuristic ISO SUBMODULAR ideal size of a collo (carton box, 
tray or square box, crate etc.) fitting precisely to the ISO 600 x 
400 module, will also fit 100 per cent of the trolley models UT-M2, 
UT-M3 and UT-M4. 

In the ornamental horticulture industry, the CC/DC classic trolley, 
outside 565 x 1,350 mm and inside 12 x 22 inches has over 45 
years become the ‘industry de facto standard’. There is no doubt 
about this, but as 12 x 22 inches are used only for the ornamental 
industry, a shift to recycled trays will be an excellent chance to 
consider a conversion. There is, in our opinion, no alternative to 
the ISO, as this module is used in all other respects.  

VOICES
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Iberflora, Spain’s premier 
horticultural trade show, is all set for 

its golden jubilee (50th edition this 
year). The trade exhibition’s newly 
appointed chairman Raúl Ferrer is 

adamant that Iberflora will go ahead 
on its planned dates between 5 to 7 

October 2021. 

R aúl Ferrer is the 
commercial director of 
wholesale plant nursery 
Orvifrusa. He is the new 
chairman of Spain’s 

premier horticultural trade show 
Iberflora. His appointment coincides 
with the trade show’s Golden Jubilee. 
He is stepping into this new position 
after a tumultuous year caused by 
the coronavirus pandemic. In this 
interview published by Spanish media 
outlet Guia Verde, Ferrer says he is 
adamant that 2021 will host a physical 
Iberflora. He is optimistic because 

of responsibility and enthusiasm 
within the show’s organising 
committee, a group of businessmen 
defending the same interests and 
facing similar challenges. It gives 
me peace of mind that I have a team 
of professionals in the organising 
committee and event organiser 
Feria Valencia. I am just the face of a 
great team.”

It is no secret that your aspiration is 
to a face to face Iberflora under the 
new normal.
“Of course, we are all longing for 
circumstances that will allow 
us to pick up our work, to be able 
to travel, to visit customers and 
suppliers. Unfortunately, this plan 
is not in our hands. Let us hope 
that science, vaccines and people’s 
social responsibility will allow us 
to overcome the pandemic in the 
coming months. I am adamant that 
this year, there will be a physical 
Iberflora show.
Last year, despite the worldwide 
disruption, it was a good year for 
Spain’s horticulture sector, and 

"flowers and plants are in vogue. 
Gardening is hot.”

WHAT MAKES A GOOD 
IBERFLORA CHAIRMAN?
“Responsibility, enthusiasm and 
peace of mind are the nouns the 
come to my mind. I consider it my 
responsibility and primary role 
to ensure that after celebrating 
50 years of excellence, Iberflora 
is the place to be for the entire 
ornamentals sector. I see it as an 
obligation to those companies and 
visionary entrepreneurs who, by 
the end of the 1970s, found that the 
Spanish ornamental sector not only 
needed but also deserved a platform 
to share knowledge and friendship 
and to generate new sales.
“I am excited because we 
horticultural business people should 
always act with an open spirit and 
participate in sectorial projects. 
By taking up the role of Iberflora’s 
Chairman, you automatically 
represent a collective, and it means 
that my colleagues trust in me. I am 
lucky to encounter the same feelings 

‘Post-Covid, trade 
fairs will emerge  

stronger than before’

Iberflora, Spain’s premier horticultural trade show, is all set for its 
golden jubilee.

Iberflora wants every segment of our industry to feel rightly 
represented and cared after.
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us to keep working and maintain 
relationships with customers and 
suppliers. They showed us that 
there were issues that could be 
solved online, avoiding travel and 
meetings, saving time and money. 
Once we can get back to business as 
usual, we will get back to face-to-
face issues. In other sectors such as 
banking, insurance, telephony, or IT, 
online tools will continue for longer. 
Now our industry seems to be fed 
up with them, and they are running 
away from them.
“Our sector thrives on relational and 
personal contact. I believe that post-
Covid, trade fairs will be maintained 
and will even emerge stronger than 
before. Online tools will be one more 
instrument of communication, and 
they will be complementary. I say 
this because there are not known 
as ‘great successes’ in the different 
initiatives carried out, neither in our 
sector nor in any other. However, 
they were the best solution given the 
exceptional circumstances.”

This year Iberflora celebrates its 
50th anniversary. You as an industry 
veteran, how did you see the trade 
show evolve over the past decades?
“Looking back at 50 years of 
Iberflora history, we would need 
much more time and space than 
is available in this interview. As I 
said before, a trade fair should be 
a promotional tool ‘at the service’ 
of a specific sector. For 50 years, 
the reality of our market, and the 
needs of companies have changed 
and Iberflora has been able to adapt 
at all times. Our challenge is to 
continue to do so. If we are helpful to 
them, they will continue to trust us.
“A trade fair is a reflection of a 
sector, and it is where you can best 
observe the boom or bust periods 
of companies. I am an optimist by 
nature, and I am convinced that 
our sector has some very positive 
years ahead of it. If the industry is 
doing well, Iberflora will do well. We 
are seeing how society's consumer 
habits are changing. New channels 
and new demand groups are 
incorporating living green, being 
surrounded by plants is in style, any 
outdoor activity is on-trend. A city, 
a neighbourhood, a housing estate 
with green areas brings a quality of 
life which citizens value.”

the outlook is looking positive 
again for this year. I am, of course, 
over the moon when some of my 
colleagues tell me that this year 
there will be a shortage of plants or 
those garden accessories such as 
parasols, pergolas and swimming 
pools will be selling out again. The 
2021 edition of Iberflora can make 
it in the history books as one of 
the biggest successes; people are 
looking forward to the event.”

What are the challenges for 
Iberflora’s future?
One of the primary challenges is 
maintaining our trajectory and 
not losing our identity; Iberflora 
is a promotional platform for 
companies. We want every segment 
of our industry to feel rightly 
represented and cared for, whether 
we talk about ornamental plants, 
production technology companies, 
garden equipment companies, 
florists, landscaping service 
companies and logistics companies. 
They are all equally important and 
necessary. Iberflora is the sum of 

them all. The word ‘service’ must 
be present in all our reasoning. 
Whether they are exhibitors or 
visitors, companies will continue 
to trust Iberflora if we add value to 
their products and services.
Every company goes to a trade fair 
with different objectives. Some 
are looking to export, increase 
their domestic market presence, 
build customer loyalty, access new 
channels or present new products, 
test products, or strengthen their 
sales network. Attending a trade fair 
is a way of positioning oneself in the 
market and facing the competition. 
But above all, a trade fair is a space 
for relationships, a meeting point, 
a neutral ground where supply and 
demand meet.”

Last year, Iberflora opted for a 
virtual event like many other 
international fairs. Are certain 
online elements here to stay?
“The hard months of confinement 
last year showed us the benefits and 
limitations of online solutions. When 
we could not move, they allowed 

Raúl Ferrer is 
the commercial 
director of 
wholesale 
plant nursery 
Orvifrusa. 
He is the new 
chairman of 
Spain’s premier 
horticultural 
trade show 
Iberflora.

TRADE FAIRS
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H T he aim is to organise 
a high-quality 
blended event that 
makes it possible 
to connect with the 

global horticulture community both 
physical and digital.

HORTICULTURE WILL PLAY A 
KEY ROLE POST PANDEMIC 
GLOBAL RECOVERY

The horticulture industry has 
a vital role in the global health 
situation and builds a healthier 
society following the epidemic. 
Developments in the industry are 
still following at a rapid pace. The 
demand for doing business and 
sharing knowledge is greater than 
ever. And also the willingness 
to finally meet again physically. 
However, the timing of hosting in 
June needed re-examining because 
of the uncertainty still surrounding 
coronavirus. It seems more prudent 
to hold the event towards the end 
of September; there will be more 
opportunities to re-engage the 
horticulture industry safely. 

DUAL FORMAT
They were consulting the industry, 
the lessons learned in the last 
year and the expectation that 
international travel will not be 
fully up to speed, resulting in a dual 
format: GreenTech Live & Online. 

GreenTech Live & Online is 
organising an alternative event 

in blended format on 28 - 30 
September instead of 15 - 17 June. 

RAI Amsterdam, as the organiser, 
expects that the event will be more 

feasible after the summer period 
due to the openness to travel and the 

vaccination programs. 

Live means physically with as many 
visitors and exhibitor stands as 
possible and online means with 
a digital platform to connect and 
share knowledge for those who 
cannot travel to Amsterdam. 

VIRTUAL ELEMENTS  
ARE HERE TO STAY
Mariska Dreschler, Director 
Horticulture - GreenTech: “We 
recognise that no digital connection 
will replace the physical interaction, 
but having said that, virtual 
elements are here to stay. The 
horticulture market is thriving, 
knowledge sharing and innovations 
are key to stay on top of the wave. 
To provide these insights we 
successfully organised a variety of 
online events during the pandemic 
period for our community. Which 
resulted in reaching new audiences, 
increasing engagement and thus 
expanding our global community. 
Therefore we are very committed to 
organise an alternative event this 
year, instead of our full physical 
show. We are looking forward to the 
spirit and energy of a blended event 
with visitors, exhibitors and their 
solutions this September.”

GREENTECH IS TRULY AN 
INTERNATIONAL EVENT
GreenTech Amsterdam is the 
world’s premier horticulture tech 
show. 50% of the exhibitors are 
from countries other than the 
Netherlands. The visitors in 2019 
originated from 114 countries. In 
October 2020, GreenTech organised 
Live & Online to keep in touch 
virtually with the international 
horticulture industry. Over 6,300 
professionals signed up for this 
event.

DATES
GreenTech Live & Online takes 
place from Tuesday 28 – Thursday 
30 September 2021. GreenTech 
Amsterdam, in full physical format, 
from Tuesday 14 – Thursday 16 
June 2022. The exhibition is a global 
meeting place for all horticultural 
technology professionals, 
focusing on the early stages of the 
horticultural chain and the current 
issues that growers face. 

GreenTech’s headline supporter is 
AVAG, the Dutch glass construction and 
equipment sector body.

GreenTech Amsterdam  
moves to September 2021
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M PS started this 
journey 25 
years ago “to 
show how the 
horticultural 

industry copes with crop protection”. 
Today, MPS is active in 52 countries 
including Turkey and considered a 
significant advocate for endorsing 
certification of sustainable 
production.

A WORLDWIDE RECOGNISED 
MONITORING TOOL
MPS-ABC certificate is a worldwide 
recognised monitoring tool that 
allows companies to push the right 

The MPS certification scheme supports horticultural 
entrepreneurs worldwide in their efforts to operate 
more sustainably. MPS offers them a complete 
package to make quality and sustainability 
transparent, measurable, and demonstrable.  
To this end, MPS develops innovative certification 
standards and on and offline tools for sustainable 
production. 

buttons to reduce their impact 
on the environment. Companies 
participating in the certification 
program receive feedback about 
their individual performances 
in every quarter. This checking 
allows them to keep on track for 
sustainable production and use 
their resources effectively. Visibility 
of MPS-ABC on the clock front, in 
the MPS TradePortal and on the 
products of certificate holders 
makes MPS-ABC certificate an 
effective marketing tool. 
MPS-GAP is a certification 
scheme that covers traceability, 
environment, safety and hygiene. 
Holders of this certificate are 
assigned a GGN number visible 
in the MPS-Customer Portal and 
in the GLOBALG.A.P. database. 
Another useful addition to the 
MPS certification scheme is the 
MPS-Socially Qualified (SQ) 
certificate, which demonstrates that 
production happens  in a socially 
responsible way. 

MAKING TURKISH 
FLORICULTURE MORE 
SUSTAINABLE
As Europe is a growing market 
for Turkey and the demand for 
sustainably grown floriculture 
is increasing (and the standards 
required are becoming ever more 
stringent), there is growing 
interest in Turkey for sustainable 
production and a validated method 
of safeguarding standards. This 
is the reason for MPS to appoint 
coordinators in Turkey who can 
support growers in their own 
language. MPS coordinators in 
Turkey offer services such as 
providing information about 
the certification programmes, 
personal assistance in starting-up 
and record-keeping processes, 
and guidance in all aspects of the 
certification schemes. 
By providing these services, MPS 
helps the grower produce more 
sustainably and gains insight 
into the grower's sustainable 

MPS is gaining  
momentum in Turkey

MPS production in Turkey covers mainly cut flowers.

MPS helps the grower to produce in a more sustainable manner.
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GROWING TREES IS NOT AS  
INSTANT AS 3D PRINTING

Maurizio Lapponi is a tree grower from Mantova, Italy and previously served  
as President of the European Nurserystock Association (ENA).

We, the tree growers from Italy, believe that the United Nations Global Impact and 
the EU’s Green Deal uniquely position us to  encourage businesses worldwide to 
create an economic, social and environmental framework that promotes a global 
economy that is healthy, sustainable and inclusive.
Doing business following the principles of corporate social responsibility in 
human rights, labour, environment, and anti-corruption has always been core 
throughout our industry’s long history. And in the years to come, we will further 
align our practices.

Meanwhile, ten mayors of major European cities have declared they will plant a 
minimum of three million trees by 2030. Considering the number of trees needed 
and the short time frame, these heads of city governments  have taken up a 
significant challenge. We are ready to help them achieve their goals, but to do so, 
we are demanding more clarity from the political arena and the world of landscape 
architects.

In European tree production, there is a considerable lack of product, variety and 
size. We are tapping in our financial reserves and expertise to fill the production 
gap emerging in  the last ten years.
The reality is that many small propagation nurseries specialing in grafts and 
seedling -the lifeblood of our industry-  have disappeared. 
One should bear in mind that starting with a three-year-old tree liner, the 
production cycle for city trees is at least five years. Without change tree nurseries 
will not be able to meet the skyrocketing demand for trees. 

City councils, governments and politicians should stop  thinking growing trees is 
as instant as 3D printing. So, before we start to write our tender letters, I urge all 
stakeholders within our industry to come up with a realistic, concrete production 
planning to ensure we have sufficient starting material, labour and resources to 
produce trees to schedule.

Ultimately it is in the interest of the entire tree industry  that the trees and shrubs 
- which by the way we no longer call ‘ornamentals’ but ‘functionals’ - meet all the 
criteria on quality, quantity and size. If not, we risk making the same error once 
again. Poor support and understanding of European tree production, ill advice  on 
suitable varieties for urban green spaces, means that we undermine the green city 
and its environmental, socio-economic and health benefits

What to do? Firstly we should set up an efficient nursery plan to help make 
current and future urban projects successful. People must plan and coordinate 
with  in-depth knowledge of the tree market and contractors and landscapers who 
can assess product quality, manage product volumes and know exactly what kind 
of variety and product specifications to include. 
Moreover, these people must set the right prices to ultimately lead to  the correct 
balance between cost/benefit and happy green loving citizens.
What’s more, we need to engage and hire a workforce that will be looking for jobs 
after this pandemic, by giving them a safe and  pleasing working environment 
and healthy job outdoors.

While we also should continue to educate citizens about the social and economic 
benefits of urban green areas and invest in capacity building within our sector. 
These industry considerations are the only way to be sure of meeting the challenge 
that lies ahead.

development. In this way, MPS 
contributes to making the Turkish 
floriculture sector more sustainable as a 
major stakeholder. 

BETTER CONTROL OF COSTS
The first grower to receive MPS-ABC 
certificate in Turkey was Trendy 
Flowers in 2013. MPS witnesses a 
continuous growth of MPS customers in 
Turkey, not only for MPS-ABC, but also 
MPS-GAP and MPS-SQ certificates. MPS 
clients in Turkey form a group of big and 
important growers, which are mainly 
exporting to Western Europe. Their 
production covers mostly cut flowers, 
but also includes potted plants, young 
plants, and nursery stock.  
The owner and co-founder of Newday 
Farms Seval Öz says: “Sustainable 
production is important to our buyers 
and it is often a condition for delivery,” 
says the owner. In addition, the 
processes in the company have become 
a lot more efficient due to MPS-ABC, 
which means that Newday Farms has 
better control of costs. “What helped 
was MPS explaining the philosophy and 
purpose of MPS-ABC, so we make few 
mistakes. MPS also takes into account 
national regulations and we receive 
advice so that we can continue to grow 
in terms of sustainability.”

MPS is gaining  
momentum in Turkey

Inside the greenhouses  
of Newday Farms.
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Using Flora Eco-Glue to reduce the proportion 
of black peat and still create a reliable block

A long-established 
supply chain for 
propagating and 
planting seed-raised 
young plants has 

grown up around the unique 
properties of one particular growing 
medium – the so-called black 
peat used in blocks or ‘press pots’. 
Raising in blocks means growers can 
plant out by machine and without 
disturbing the roots.
The material is drawn from the 
lowest layers of a peat bog, it’s the 
most highly decomposed of all peats 
and has been formed over hundreds 
of years under pressure from the 
weight of the layers above, making 
it very compact and the remains 
of the plants it’s formed from are 
barely recognisable.

BLACK PEAT IS BECOMING 
EVER-HARDER TO OBTAIN
For blocking compost, black peat’s 
fundamental property is how well 
it holds together when wetted up 
and pressed. Yet, it still retains 
good air- and water-holding 
capacity and is much less prone 
to shrinkage than younger peats. 
Propagation blocks rely on it for 

their integrity – once formed into 
blocks, it holds its shape even 
during the considerable stresses of 
mechanical transplanting. Blocking 
substrates traditionally contain at 
least 80%, and often 100%, black 
peat. Anything less and the blocks’ 
durability suffers. 
But with increasing restrictions on 
peat use and availability around 
the world, black peat, in particular, 
is becoming ever-harder to obtain. 
For example, in Germany, once a 
significant source of raw peat, no 
new deposits are being released for 
extraction. 
Climate change is playing a part, too, 
in some regions where black peat is 
extracted. Milder winters make it 
difficult to expose fresh-dug black 
peat to freezing weather – a key part 
of the production process that helps 
the substrate resist shrinkage and 
optimises air- and water-holding 
capacity. It’s possible to achieve the 
same qualities without freezing but 
at a higher cost.

FARMS AND NURSERIES  
UNDER PRESSURE TO SWITCH 
TO ALTERNATIVES

Meanwhile, an increasing number 

of countries are restricting peat 
use in response to environmental 
concerns and farms and nurseries 
are coming under pressure to switch 
to alternatives, especially those 
growing to organic certifications.
Peat substitutes have been proven 
in substrates for an expanding 
range of crops from bedding plants 
to strawberries but a blocking 
medium’s unique requirements 
mean that despite considerable 
research it has been difficult to 
reduce the proportion of black peat 
and still create a block that works 
under growers’ current production 
systems.
One company that has is Dutch 
growing media manufacturer BVB 
Substrates which based its BVB 
Impress medium on younger ‘white’ 
sphagnum peat. The company says 
it’s made ‘without any chemical 
additives’ and will still hold its 
integrity during mechanical 
handling.
More recently, German growing 
media manufacturer Floragard has 
been developing a growing media 
additive, Flora Eco-Glue, which 
gives stability and resilience to 
blocking media produced with a 

Floragard, a long-established and 
reputable manufacturer of exclusive 

growing media products and specialist 
mix substrates, has successfully trialled 

its newest substrate additive Flora 
Eco-Glue. The trials at two German 
seedling nurseries have shown it is 

possible to use the additive to produce 
reliable blocks with a white peat 

content of at least 50 per cent or with 
a high proportion of other alternative 

substrates.

A long-established supply chain for propagating and planting seed-raised young 
plants has grown up around the unique properties of one particular growing 
medium – the so-called black peat used in blocks or ‘press pots’.
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Using Flora Eco-Glue to reduce the proportion 
of black peat and still create a reliable block

range of alternative ingredients 
including white peat, fine wood 
fibre or green compost.

USING FLORA ECO-GLUE TO 
PRODUCE RELIABLE BLOCKS 
Thomas Förster of Floragard’s 
horticulture department says 
trials over the past two years at 
two German seedling nurseries 
have shown it is possible to use 
the additive to produce reliable 
blocks with a white peat content of 
at least 50 per cent or with a high 
proportion of other alternative 
substrates.
“We have tested blocks with up to 
70 per cent white peat, which met 
the requirements,” he says. “A 
substrate containing 35 per cent 
alternative constituents was also 
tested in a company that produced 
seedlings in press pots that met 
the criteria for organic growing. 
Neither serious changes in crop 
management nor significant 
technical changes to the press-pot 
machines had to be made by the 
grower.
“Young plant growth has been 
completely normal in all trials so 
far and comparable to the growth 
in conventional substrates for 

The additive 
is 100 per cent 
biodegraded 
after trans - 
planting.

Young plant 
growth has 
been completely 
normal in all 
trials so far and 
comparable to 
the growth in 
conventional 
substrates for 
compressed pots.

compressed pots. In some cases 
there was even improved root 
growth, due to the higher air 
content in the substrate.
“Trials with 50 per cent 
peat-reduced substrates are 
also currently underway on an 
organic farm and the results are 
promising.”
The advantages of press-pot 
production are likely to remain
Förster says further trials aim to 
optimise incorporation rates and 
effectiveness in combination with 
additional substrate ingredients. 
When ready to be marketed, the 
company will supply blocking 
media with the additive already 
incorporated for growers to 
produce their own blocks in the 
usual way. 
“The only difference [compared to 
conventional blocking media] is 
it will require 10-20 per cent more 
water before the block-pressing 
process,” he says. “We have stored 
substrates containing Flora 
Eco-Glue for up to eight weeks 
in trials without its performance 
being affected. But the additive 
is 100 per cent biodegraded after 
transplanting.” 
Förster stresses the additive is 

quite different from the binding 
agents used in the pre-formed 
polymer-bonded plugs familiar 
to those who propagate and grow 
bedding plants and some other 
ornamentals from seed or cuttings, 
which have to set dry and are 
supplied ready to use.
“Companies producing and planting 
young plants in blocks or press pots 
have a considerable investment 
in production processes based 
on substrates predominantly 
containing black peat, and where 
block making and sowing is done by 
the propagator,” he says. 
“While alternative substrates will 
increasingly have to be used, our 
trials suggest the advantages of 
press-pot production are likely to 
remain.”

GROWING MEDIA
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DThe International Association 
of Horticultural Producers 

(AIPH) online conference 
‘Working Together for Better 

Plant Health’ brought together 
a global audience of growers, 

traders, scientists, and 
decision-makers on 24 March. 

W ith sponsorship 
support 
from Royal 
FloraHolland, 
MPS and Visser 

Horti Systems, a cast of heavy-
weight and high-quality contributors 
from the ornamental horticulture 
industry presented their current 
regional regulatory frameworks and 
national initiatives in place against 
plant pests and diseases. 
Commenting on the conference, 
Mr Tim Briercliffe, AIPH Secretary 
General, said “From this conference 
it was clear to see that in many 
countries around the world there 
is industry recognition that 
regulatory compliance alone is not 
enough to protect the sector from 
plant health threats and to maintain 
confidence in plant trade.  National, 
industry-led schemes have emerged 

over recent years. They have been 
developed independently, but with 
the same goals.  The conference 
identified a clear need for more 
dialogue between countries on 
this issue and the possibility of 
developing a benchmark standard 
that could provide international 
recognition. The potential for 
collaboration with National Plant 
Protection Organisations in this 
will also enable growers to develop 
systems that reach common goals 
in a cost-effective way.  AIPH will 
review the conclusions of the 
conference and our recent plant 
health survey to make further 
recommendations for industry 
collaboration into the future.” 
Plant Health is important, not just to 
the audience of this conference but 
to the whole of humanity. Keynote 
speaker Mr Ralph Lopian of Finland, 

AIPH International Plant 
Health Conference 

The need for more industry collaboration 
to improve global plant biosecurity



WWW.FLORACULTUREINTERNATIONAL.COM 49

Chair of the International Steering 
Committee for the International 
Year of Plant Health (IYPH) 2020, 
put this situation into perspective. 
His presentation explained how 
much damage pests and diseases 
create, not just on lost profitability 
(estimated at $220bn) for 
horticultural products, but also on 
the environment and the resulting 
knock-on effect on the food chain.
The International Year of Plant 
Health 2020 is an initiative set up 
by the UN Food and Agriculture 
Organization and the IPPC to 
communicate this situation. 
In recognition of the many 
industry-led initiatives to support 
plant health Mr Lopian announced 
that the IPPC (International Plant 
Protection Convention) would be 
releasing guidance to National Plant 
Protection Organisations (NPPOs) 
on how to recognise and work with 
non-regulatory industry schemes 
and initiatives.
AIPH members are organisations 
representing the interests of 
ornamentals producers in their 
country or region. At the beginning 
of the year members and contacts 
completed a plant health survey 
of a kind that has never been done 
before.  The aim was to identify 
industry-led initiatives that support 
growers in demonstrating good 
plant health practices across live 
plant supply chains.  AIPH Technical 
Advisor, Dr Audrey Timm, provided 
a review of that survey, identifying 
what support the industry has from 
programmes that provide testing 

and certification of plant health 
management systems and processes. 
More than three quarters (77.5%) 
of those surveyed indicated a 
need for a voluntary international 
[inter-regional] plant health and 
biosecurity standard. A full report 
from AIPH will be available to review 
in May.
While regulatory frameworks are of 
vital importance, and regulations 
must be fit for purpose, the 
inspection services that support 
them must be efficient and effective; 
global biosecurity starts with the 
producers and traders of plants.  This 
has led many industry associations 
to develop their own schemes to 
support their sector with plant 
health.
The AIPH International Plant 
Health Conference gave speakers a 
platform to share their own national 
initiatives.
Mr Peter Vaughan, CEO of Greenlife 
Industry Australia, explained how 
the Australian ornamentals industry 
has collaborated with regulators 
to create a robust plant health 
system and enhanced ‘bio-secure’ 
assurance.
Mr Leonardo Capitanio, President 
of Italian Nurserystock Exporters 
Association (ANVE), shared his 
experiences on how Italian growers 
have tackled the challenges of 
Xylella and how they are providing 
more plant health assurances for the 
future.
Mr Alistair Yeomans presented 
the development of the new Plant 
Healthy programme for the UK, its 

implementation in the industry, and 
their future plans.
Mr John van Ruiten, Director 
of Naktuinbouw, described the 
structure and process of two plant 
health programmes that support 
different ornamental horticulture 
industry sectors.
Mr Craig Regelbrugge, Senior 
Vice President-Advocacy and 
Research, AmericanHort, described 
programmes in the USA that are 
facilitating the quicker movement 
of plants across regional and 
international borders.
Ms Anita Heuver, Treasurer 
of the Canadian Nursery and 
Landscape Association, presented 
the association’s perspective on 
the value of their ISO-like system 
approach to achieve nursery 
certification and how it contributes 
to an industry that produces plants 
that meet high phytosanitary 
standards.
Providing perspectives from the 
international cut flower supply-
chain were Ms Sylvie Mamias, 
Secretary General of Union Fleurs, 
and Mr Andrés Saenz Merino, 
Director of CENIFLORES in 
Colombia. 
From the European perspective, Ms 
Mamias shared insights and lessons 
learned in dealing with plant 
health regulatory frameworks and 
emerging plant health issues that 
impact international trade flows 
and called for responsible and due 
diligent supply-chains.
Mr Merino explained the challenges 
of importing and exporting from 
his “paradise that we share with 
the pests” without any industry-
organised plant health scheme.
AIPH Vice President Tim Edwards 
said, “We Practitioners have to have 
some knowledge of Plant Health. 
We have to operate our businesses 
in ways that deliver biosecurity, we 
have to find ways of demonstrating 
that we have fully discharged our 
responsibilities in those areas, 
and we have to adapt our practices 
when the landscape of Plant Health 
changes, as it inevitably does.” 

The recordings from the AIPH 
International Plant Health Conference 
are available to watch online 
anytime at https://aiph.org/event/
planthealthconference/

IPHC
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Free webinar to discuss future peat-free media 

The use of peat in horticulture 
is increasingly challenged by 
governments and NGOs around 

the world as part of the battle against 
climate change. The horticulture 
industry requires good quality, 
consistent growing media that is 
available at a good price. For many 
years peat has ticked these boxes 
while at the same time growing media 
producers and researchers have been 
investigating alternatives.
 
Find out what the global industry 
thinks and join in the conversation on 
18 May in the ‘Sustainable Growing 
Media’ webinar from 3pm to 4.30pm 
CEST. Register, free-of-charge today 
http://bit.ly/GrowingMedia.

The webinar will begin with a 
presentation from Mr Marko 
Pomerants, President of International 
Peatland Society (IPS), who will 
provide the current global perspective 
on the use of peat in horticulture.

This will be followed by a presentation 
from Ms Cecilia Luetgebrune of 
Growing Media Europe who will 
discuss how growing media suppliers 
are tackling the issue of sustainability.

Ms Catherine Dawson of Melcourt 
Industries Ltd, UK, will discuss the 
establishment of the Sustainable 
Growing Media Sourcing scheme in 
the UK and how the supply chain is 

achieving sustainability against the 
backdrop of strong environmental 
lobbies. 

There will also be a panel session 
with Mr Moritz Böcking of Klassmann 
Deilmann, Mr Hein Boon of RHP and 
Mr Jan de Smet, director of Forteco, 
part of the Van der Knaap Group. 
Webinar participants will be able 
to pose their questions and join the 
debate.

Facilitated by experienced webinar 
organiser Jungle Talks, the webinar 
is supported by the International 
Association of Horticultural Producers 
(AIPH).

http://bit.ly/GrowingMedia 

FREE WEBINAR
TUESDAY 18 MAY

3pm-4.30pm CEST
 


