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FLORENSIS:  A COMPANY WILLING TO TAKE RESPONSIBILITY 
 
Alexander Van der Bijl closes the document Gas Price Outlook 22/23 with a sigh: ‘How different the 
world looks now, in September 2022, compared to one year ago!’ Energy prices and inflation are 
soaring, impacting industries, businesses and households alike. Spending power is expected to 
decrease, the dollar-euro exchange rate is unfavourable, and energy prices are likely to remain high 
due to uncertainty in the market. In an attempt to prevent a deep recession, the EU has just released 
an ‘emergency intervention’ proposal. The Dutch government has also just announced a price cap on 
natural gas for household use in an attempt to prevent people from literally being left out in the cold 
this winter. 

Van der Bijl, CFO at Florensis, a globally active breeder and supplier of starter materials for professional 
growers of plants and flowers, is by nature an optimistic person. Yet he can’t ignore the sombre feeling 
in the pit of his stomach. Although Florensis, a third generation family business based in the small town 
of Hendrik-Ido-Ambacht near Rotterdam, has secured sound and solid long-term energy contracts for 
its production location in the Netherlands, its revenue for 2022 is not looking as good as originally 
expected. Van der Bijl thinks back on the board meeting he had one year ago. The future looked quite 
bright then. Revenue promised to reach a 20% increase compared to 2020, and the sustainability 
report showed proof that Florensis was doing everything in its power to make this world a better place. 
While he saw no reason to complain in 2021 after the board meeting, even then Van der Bijl had the 
feeling they could do more. But what? And how? Florensis was already at the forefront of sustainable 
innovations, socially responsible strategies, energy reduction and many more initiatives to ensure a 
liveable world for future generations.  

Fast forwarding again to 2022, Van der Bijl is still convinced the path Florensis has chosen towards an 
even more sustainable and socially responsible company is absolutely the right one. In the past year 
the company has taken huge steps towards achieving its goals of reducing its chemical use and CO2 
emissions by 2025 as well as contributing to the six selected SDGs. Van der Bijl is proud of Florensis 
and wants to do everything possible to ensure that the company continues to take its social 
responsibility and stay the course it has chosen, even – or perhaps precisely – in these difficult times. 
He has been around long enough to know that every cloud has a silver lining. ‘This energy crisis, too, 
will pass, and then the company must be ready for a reality that is increasingly emphatic and a near 
future that does not look pretty. During the Covid pandemic, we thought for a moment that things 
could be quite different and that we should hold on to that aim: lower CO2 emissions, less pollution, 
and much more attention to people and planet’, muses Van der Bijl. ‘But the pandemic was not yet 
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over when all these good intentions were already forgotten. Man is a hedonistic creature’, Van der Bijl 
observes. ‘But it is companies that can make the difference!’ He is now even more convinced Florensis 
should play a role, albeit a tiny one on a global scale, in giving the world a nudge towards a greener 
and more sustainable direction. 

After all, Florensis is a major player in flori-* and horticulture, and an important position brings 
responsibilities. The company is an important link on the long road a plant takes from a tiny seed to 
the final customer. Van der Bijl is a great supporter of ‘chain thinking’: everyone in the chain must work 
well together and take responsibility. However, the stakes are high and different for everyone. What 
steps could Florensis take? How could Florensis gain greater control of the processes that influence 
consumer behaviour? Not that Florensis is interested in taking over the work of growers and retailers, 
but what position should Florensis take in the whole chain to be able to contribute even more to 
making the world a better place? How can the company really be that connecting link, ensuring that 
‘all noses point in the same direction’?  

Van der Bijl is convinced now is the time to act; there is no such luxury as waiting until this crisis is 
over. As in chess, he already needs to think a few moves ahead. As he looks outside and enjoys the 
mandevillas in bloom below his window – a fine example of the beautiful products Florensis supplies 
– some ideas begin to mature in his mind … 

* Floriculture is a branch of ornamental horticulture concerned with growing and marketing flowers and ornamental plants 

as well as with flower arranging. Because flowers and potted plants are largely produced in plant-growing structures in 
temperate climates, floriculture is largely considered a greenhouse industry, though many flowers are cultivated outdoors in 
nurseries or crop fields. Both the production of bedding plants and the production of cuttings to be grown in greenhouses or 
for indoor use as houseplants are usually considered part of floriculture. (https://www.britannica.com/science/floriculture) 

 

Florensis – young plants 
 
Florensis started more than 75 years ago as a typical product-oriented company, providing the best 
quality seeds to various professional growers. The company was founded in 1941 under the name 
‘Hamer Bloemzaden’ (Hamer Flower Seeds). In the subsequent years, the product assortment was 
expanded with the production and sales of young plants. In those days, customer relations 
management was the normal base for doing business. No one talked about it; the term had not even 
been invented. Traditionally, the customer was king. Not much (higher) education was necessary; 
‘farmer’s wisdom’ was enough.  
 
Since then, a lot has changed. Nowadays, running a company like Florensis requires a lot more than 
‘farmer’s wisdom’. From the original local company in Zwijndrecht, Florensis has evolved into a major 
global player in the flori- and horticultural industry. It is a breeder and supplier of basic plant material, 
specialising in annuals, potted plants, primroses, pansies, perennials and cut flowers – all produced at 
the highest possible level of quality and grown using highly innovative and sustainable methods.     
Florensis now has production and breeding locations in the Netherlands, Germany, Portugal, Kenya 
and Ethiopia, producing more than a billion young plants in 4,000 different varieties coming from seed, 
cuttings and tissue culture, and supplying them to 8,000 professional growers in fifty countries. 
Florensis employs more than 2,500 employees worldwidei. In 2022 Florensis is the world’s largest 
producer of plant stock, seedlings and seeds for flower and plant nurseries. 
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In addition to providing an excellent, broad and extremely competitive assortment of young bedding 
plants, Florensis has increasingly transformed into a full-service provider for a wide range of 
professional growers, from fairly small to really large companies, e.g. Emsflower, Kwekerij Baas and 
Endhoven (Exhibit 1). The company’s primary activity is selling young plants to the European retail 
sector. Almost 25% of all plants sold in Europe originate from Florensis in Zwijndrecht, the Netherlands. 
Florensis furthermore supplies young plants to growers for the production of cut flowers via Florensis 
Cut Flowers in Rijsenhout, the Netherlands. A different group of professional growers is targeted for 
this purpose. 
 
Over the years, Florensis has thus truly developed from a product-oriented company towards one with 
more focus on relationships with its customers, predominately professional growers of various plants 
and cut flowers. In its early days, this customer intimacy strategy made Florensis a successful 
multinational company. Later, during the nineties, lean and mean, effective and efficient operations 
became the focus. Margins became thinner as the power of the (large) retailers increased. Therefore, 
a strategic focus on operational excellence was and is still seen as key success factor.  
 
 
Florensis locations 
 
Florensis has sales offices in the Netherlands (Hendrik-Ido-Ambacht), Belgium (Sint-Amands), Germany 
(Weeze), Italy (Lazzate), Poland (Warsaw) and Switzerland (Thun). Through agents, Florensis supplies 
young plants (plugs), propagated from seed and cuttings, all over the world. Florensis has special 
production locations for the production of unrooted cuttings and seeds. These locations in Ethiopia, 
Kenya and Portugal are essential for maintaining the very highest level of quality. The production of 
young plants takes place in the Netherlands (Zwijndrecht). Recently, a second production location in 
the Netherlands was opened (Dinteloord).  
 
 
Floriculture in the Netherlands 
 
Global flower and plant exports amount to 20 billion dollars annually. With more than half of the global 
flower trade originating in the Netherlands, the country is far ahead of any other in the world. The 
flower market is a dynamic, fast-growing global industry, defined by three major components: 
growers, wholesalers and retailers. The Netherlands is an important producer for cut flowers, as well 
as a key importer from developing countries. Besides being one of the market leaders for cut flowers, 
the Netherlands is also a main trade hub, especially in the region around Aalsmeer. The country’s 
logistics position within Europe, as well as its established international trade ties within the flower 
industry, place the Netherlands at the core of Europe’s flower market. Every year, roughly 1,200 to 
1,500 new types of flowers and plants are bred and cultivated by growers. New types of cut flowers 
contribute enormously to the flower industry. The leading export markets for Dutch floriculture are 
European, with Germany, UK and France among the top three countries importing flowers from the 
Netherlands. Markets are huge. German consumers, for example, spend 50 euros a year on flowers on 
a per-capita basis, in addition to the nearly 30 euros they spend annually on plants. 
 
During the last decade, the number of flower-growing companies in the Netherlands decreased year 
on year. In 2007 there were roughly 2,100 growers, compared to approximately 920 in 2017. This 
development can also be seen among bulb growing companies. The Netherlands had to deal with a 

https://www-statista-com.ezproxy.hro.nl/statistics/603983/leading-export-countries-live-trees-plants-and-flowers-in-the-netherlands-by-export-value/
https://www-statista-com.ezproxy.hro.nl/statistics/647556/total-number-of-flower-growing-companies-in-the-netherlands/
https://www-statista-com.ezproxy.hro.nl/statistics/647481/total-number-of-bulbgrowing-companies-in-the-netherlands/
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loss of approximately 310 bulb growing companies between 2007 and 2017. A decrease in the number 
of growing companies in the country reflected the development of competition in the form of other 
emerging markets. Countries like Ecuador, Colombia, Kenya and Ethiopia are making their mark on the 
flower industry and are now seen as big players in the market. They are among the leading tree, plant 
and flower suppliers to the Netherlands, Kenya being the number two country for Dutch imports, at a 
value of roughly 345 million euros in 2018.   
 
The rise of developing countries as flower growers and the shift of wholesalers towards these countries 
is a challenge for the flower-growing market in the Netherlands. However, developments in e-
commerce could result in a positive impact on the Dutch market in this sector, bringing the opportunity 
to complete direct sales with consumers instead of using an intermediary such as a wholesaler and/or 
retailer (Exhibit 2). 
 
 
Floriculture worldwide 
 
With the continuous development of greenhouse technology and advances in plant biotechnology, 
transportation conditions and marketing strategies, floriculture has reached an historical maximum of 
activity and competitiveness. The Netherlands, the United States and Japan are the three most 
important global producers and consumers of floricultural products. As a result, three essential 
floriculture centres have formed: Europe-Africa, America, and Asia-Pacific. In the market chain, 
auctions and tele/Internet flower auctions are major marketing strategies and play an increasingly 
important role in the floriculture industryii.  
 
The floral industry is a highly dynamic business. The characteristics of varieties, the origin of 
production, production technologies, markets and retailing systems as well as individual products are 
all undergoing continuous change, while challenging the adaptive capacity of the actors involved. In a 
slowly but steadily growing world market, new developing country exporters are increasing market 
share at the expense of existing producers. These producers are trying to remain ahead by increasing 
productivity through diversification and innovation.  
 
The worldwide market for flowers and ornamental plants – grown for the primary purpose of being 
sold as cut flowers and houseplants or used in landscape design – is expected to grow by roughly 6.3% 
over the next five years, reaching USD 57.4 billion in 2024, up from USD 42.4 billion in 2019. The 
Netherlands retains a key role in the global trade of cut flowers, accounting for about 50% of all global 
export volumeiii. As of 2019, Kenya has grown to become the world’s 3rd largest exporter of fresh-cut 
flowers, supplying close to 40% of all flower sales in Europe todayiv (Exhibit 3). 
 
 
European retailers 
 
The largest retail companies in Europe are located in the well-established countries in the west, and 
the vast majority operate in the food sector. When looking at the top 10 retailers with regard to 
revenue, one will find that 5 of them are German, 3 are French and 2 are from the United Kingdom. 
The indisputable number one is the German Schwarz-Gruppe (owner of Lidl), with an annual turnover 
of EUR 113 billion. They are followed by the Metro Group, Tesco and Carrefour, which all reported 
yearly revenues exceeding EUR 50 billionv. Ikea, Euronics and online retailers such as Amazon and Otto 

https://www-statista-com.ezproxy.hro.nl/statistics/603931/leading-live-trees-plants-and-flowers-suppliers-to-the-netherlands/
https://www-statista-com.ezproxy.hro.nl/statistics/603931/leading-live-trees-plants-and-flowers-suppliers-to-the-netherlands/
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are examples of companies outside the food sector with revenues comparable to the food merchants 
mentioned above. The online retail market has experienced the highest growth in sales in the recent 
years, with annual increases of up to 40% for Amazon alone. Even though this growth will almost 
certainly slow down in the coming years, Amazon is expected to double its turnover in 3 to 4 years.   
 
Lidl, Aldi and Ikea are typical retailers through which Florensis’ products will eventually be offered to 
many European consumers (Exhibit 4). 
 
 
Consumers 

Springtime home gardeners are typical end consumers of Florensis’ products. These consumers look 
for bedding plants to quickly add beauty and colour to their gardens. After a long, cold, rainy winter, 
these bedding plants generate long-awaited summer feelings. It is especially these needs and wants 
that Florensis’ plants fulfil. Segmentation has never been a major concern in the industry; bedding 
plants for everybody, particularly for shopping consumers and garden owners, was simply enough.  
 
There are, however, indications that consumer needs and desires are changing. The bedding plant 
industry must quickly transition from simply producing to also marketing plants. Micro-segmentation 
should result in products targeted to the specific needs of specific groups of people. A good example 
is the mandevilla. Many customers no longer want to cut expired flowers out of their plants, as with 
geraniums. That is why you now see mandevillas on many terraces in Alpine countries. These naturally 
drop their old flowers, and all one needs to do is sweep them up.  In other words, growers and retailers 
should do a better job of finding out what consumers want and satisfy those needs by creating priority 
lists towards new product development departments. For example, from an energy savings 
perspective, consumers might start looking for plants that have an insulating effect on roofs. The 
increasing emphasis on sustainability is an important development. If customers start demanding this 
in their plant choices as well, the bedding plant industry will have to scramble to come up with good 
answers.  
 

CFO Florensis 

Van der Bijl worked for PriceWaterhouseCoopers for fifteen years. Then, after two years of financial 
management in the Cargo Division of Vos Logistics, he moved to Florensis to become Chief Financial 
Officer (CFO)vi. Although not a member of the Hamer family, he feels tremendously connected to the 
family and to the history of the family business. He fully endorses the values Florensis holds dear: 
acting with integrity and responsibility, and being personal. These values are entirely in line with his 
own – something that is also reflected in his many ancillary positions. In addition to his position as CFO, 
Van der Bijl is a supervisor and supervisory director in organisations in his own sector and in social 
organisations. ‘You have to fill your days a bit’, he smiles modestly. ‘I get all the space I need for this, 
both personally and professionally. I find it very relevant to transfer my knowledge and skills to the 
social field.’  
 
He considers himself lucky to work for a family business. For a family business, nothing is more 
important than long-term continuity and harmony. A good balance between family and business 
interests is essential.  In any case, the focus is on the long term. Earning profits in the short term is not 
the leading principle, although as CFO he is of course responsible for ensuring that the current financial 
situation is healthy as well. In an interview (2020) with Executive Finance, a magazine for financial 
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board executives, Van der Bijl said: ‘We are always busy with investments. Not so much in branches as 
in knowledge, technological developments and artificial intelligence. We don’t invest in market shares; 
you have to earn them (…). As a down-to-earth family business, we are innovative, based on healthy 
business operations. I think patience is a key word here. We always look for opportunities and carefully 
consider the risks we want to take.’ When asked about sustainability, Van der Bijl replied: ‘By 2025, 
Florensis wants to be the most reliable, innovative and sustainable breeder and propagator on the 
market. Florensis attaches great importance to responsible business operations with an eye for people 
and the environment. It sees sustainable thinking and acting as a precondition for growth. Florensis 
has formulated two concrete sustainable objectives for 2025: further reducing the use of crop 
protection products by 30 per cent and reducing CO2 emissions by 25 per cent. Furthermore, Florensis 
contributes to six selected international Sustainable Development Goals (SDGs): Good health and well-
being, Quality education, Gender equality, Clean water and sanitation, Responsible consumption and 
production, and Climate action.’  

Two years later, Van der Bijl stands by these statements and has become even more firmly convinced 
that Florensis is on the right track. The important thing now is to not be thrown off course by the 
current crisis and turbulent developments. If he loses faith temporarily, the Florensis Manager for 
Sustainability & Corporate Communications, Regina Dinkla, reminds him of the two sustainable 
objectives. Van der Bijl knows there is no doubt about Florensis’ willingness to become greener when 
it comes to both production and products, and to act responsibly in everything the company does 
(Exhibit 5). 

 

 

https://www.florensis.com/en-gb/about/ 

https://www.florensis.com/en-gb/about/sustainability/ 
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Promising trends and troubling developments 

The use of chemical growth regulators has become part of regular practice by commercial growers of 
ornamental plants. Chemicalisation is attractive from an operational and profit perspective but has 
consequences for the environment. If a grower’s main objective is to ready the plants more quickly, 
they may not be concerned about paying for carbon dioxide if that allows them to produce three more 
crop cycles a year. By adding carbon dioxide, the plants can be pushed to develop their roots faster 
and propagation time is shortened. 
 
In the Western world, regulations on this are getting stricter, but in other parts of the world, they have 
not yet reached this stage. An example is Ethiopia. Here, floriculture is one of the booming sectors and 
a good source of income generation for both the owners and the government. However, the heavy use 
of environmentally damaging pesticides and chemical fertilisers is worrying – not to mention the huge 
associated water consumption, which is downright alarming. 
 
Light and heat are among the most important factors in the propagation of young plants. Growers may 
be able to increase plant growth by maintaining constant levels of light and heat, but this increases the 
emission of carbon dioxide. Van der Bijl explains it is even worse: ‘To make sure the plant does not 
grow too fast, they slow down growth with chemicals. Currently, however, light and heat are 
expensive, so they are starting to use less heat, so the chemicals for slowing down growth are suddenly 
no longer needed.’ With a smile, he quotes Winston Churchill: ‘Never waste a good crisis!’ 
 

 
Robotisation is another trend in floriculture. Florensis’ state-of-the-art production location in 
Dinteloord opened in 2020: convertible glass greenhouses, and a production hall with 24 cutting 
robots; everything that is needed to realise the cultivation of young plants with minimal energy 
consumption and use of chemical pesticides and fertilisers (Exhibit 6). All of the picking, sorting and 
cutting used to be done manually. But now, with good labour being scarce, over 1500 seedlings per 
day are planted by Robovision specialised robotsvii. These robots never tire and produce quality results. 
These fully automated machines recognise, pick and pot plant cuttings. Whereas in the past many 
people could find a job in Zwijndrecht, nowadays most manual and repetitive labour is automated.  

In the Kenyan facilities, on the other hand, much of the work is still manual. Many people in the area 
depend on the work needed to harvest cuttings for export to the Netherlands. What is considered 
mind-numbing work in one country and considered good if it can be automated, is a very important 
source of income that cannot be missed in another. Van der Bijl points out that robotisation is very 
important, but it is not a solution for everything. It is sometimes a delicate balance. 

Robotisation exists at different levels; it also includes mechanisation of parts of the labour process, 
such as lifting and putting away crates. An entirely new development is insect control via drones. The 
possibilities are endless ... 

 

 
 
New genetic modification techniques for plants have evolved rapidly in recent years, allowing much 
faster and more precise results than conventional plant-breeding techniques. Florensis develops its 
own genetics based on consumer preference and a plant’s earning potential. These breeding 
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techniques belong to the absolute core of Florensis’ activities; the company is one of the frontrunners 
in geneticisation. 
 
Biotechnology offers tremendous new scope and potential to conventional methods of crop 
improvement, crop protection, crop quality management and other horticultural characteristics.  
 

 
One trend in Europe is the growing demand for locally produced and marketed food, called 
localisation. As a result, for example, the traditional export of greenhouse vegetables from the 
Netherlands is coming under pressureviii. Although this trend typically impacts the food industry, 
Florensis needs to take into account that this consumer behaviour will also affect its floriculture 
operating model.  
 
On the one hand, Florensis is very close to its customers. On the other hand, cuttings are flown in from 
Ethiopia and Kenya to the Netherlands. Van der Bijl does not deny that at first glance there is a certain 
contradiction there. It can be explained quite easily, but perhaps not in the eyes of the customer. 
Florensis will have to prepare a better answer for that. 
 

 
Disintermediation – cutting out the middleman – is a trend which has been triggered by the worldwide 
rise of online sales possibilities. The recent Covid pandemic served as a catalyst and boosted online 
sales even more. In the past, disintermediation within the floriculture industry decreased the power 
of auctions within the value chain. Florensis is very active as far as online communication is concerned. 
This has been mostly business to business communication. Direct sales to consumers is not really on 
the agenda.  
 
The Internet of Things is another trend that will have impact on the value chain. Here the focus is on 
information as to what and where products are in the value chain. Moreover, the Internet of Things 
enables a floriculture chain in which the quality of products is continuously monitored, adjusted, 
planned and optimised on the basis of virtual objects. This virtualisation makes it possible to offer 
consumers better quality, chains can be organised more efficiently and sustainably through better 
cooperation, and new forms of added value and new distribution strategies can be created.  

 
Today most flowers physically pass through the auction houses on their fixed routes from 
(inter)national growers to (inter)national customers. Physical presence is still necessary to allow for 
physical inspection, quality control and break-bulk activities. Several developments, such as new 
markets in Eastern Europe and increased virtualisation, stimulate the chain to become an efficient 
floricultural hub-network, in which cut flowers, plants and other products are delivered to customers 
via different (direct) routes and using different logistics concepts. The Dutch sector aims to remain the 
physical and virtual floricultural trading hub of Europe.  
 
‘These are interesting trends, but they will not automatically make the whole chain greener’, says Van 
der Bijl. ‘Surely that would require the whole chain; really everyone has to have that same sustainable 
mindset. Ideally, you should be able to control the whole chain. Florensis did do a lot of backward 
integration, and there is a direct line from Florensis to breeding. But forward integration is not an 
option. If Florensis wanted to grow all those plants and flowers itself, it would need hundreds of 
hectares of land. That would be impossible and is, moreover, unaffordable.’ 
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Greenhouse horticulture is a major consumer of natural gas. Growers need gas to heat their 
greenhouses and to simultaneously generate electricity in the mini-energy plants they often have in 
their yards, so-called ‘cogeneration plants’. They use that electricity to light the crops, but often also 
supply it to the public electricity grid. High gas prices hit greenhouse growers who use geothermal or 
other renewable sources just as hard, because when natural gas becomes more expensive, they 
receive less subsidy from the government. ‘Normally, energy is about half the cost; now it is suddenly 
double. Flowers and plants should therefore cost twice as much, but the question is whether 
customers will pay that. After all, everyone is now suffering from skyrocketing inflation. And besides, 
there is a real danger that buyers, especially big retailers, will start buying competing products from 
Africa; competition is already fierce.’ix 
 
The derailed prices of natural gas are therefore a major problem for almost the entire greenhouse 
horticulture sector. Glastuinbouw Nederland (Dutch Greenhouse Horticulture) has therefore been 
sounding the alarm bell for some time. As early as spring 2022, the industry warned that 40 per cent 
of growers are in dire straits. There are also examples of growers who have still bought gas relatively 
cheaply through long-term contracts. For them, it is now more advantageous to resell the gas and the 
electricity, and simply close the greenhouses. ‘It really is the world upside down’, sighs Van der Bijl. 
 
‘But’, says Van der Bijl, ‘when the need is high, businesses always come up with creative solutions. A 
horticultural cluster in Brabant has such a solution. Dinteloord, where Florensis’ high-tech greenhouses 
are located, is home to approximately 50% of all Dutch tomato growers. That industry is extremely 
energy intensive. It involves dozens of millions cubic metres of gas. Prezero (formerly Suez) in 
Roosendaal burns waste, producing heat and CO2. These can be converted into tomato plants. That is 
why Prezero – part of the Schwarz group, which owns retailer Lidl – has invested, together with two 
horticultural clusters and with the necessary subsidy, to build a two-kilometre pipeline so that 
Prezero’s residual heat can go to the horticulturists. This whole project did require some regulatory 
work with the government, but as it was of national importance, the government had no objection and 
things could move quickly. The time horizon of this project is 30 years.’ 
 
Van der Bijl calls this a good example of a sustainability strategy. He hopes there will be much more of 
this kind of thinking and acting. It is an undeniable fact that the cultivation of bedding plants is seen as 
‘energy-extensive cultivation’. The temperature in greenhouses is kept between 14 and 20 degrees 
Celsius, also in the cold months of January, February and March. Wageningen University & Research 
already stated that Dutch Greenhouse Horticulture would not achieve the CO2 targets agreed upon 
with the Ministry of Agriculture, Nature and Food Quality in 2020. This energy-extensiveness requires 
many growers and producers of small plants to invest heavily in energy management. Regardless of 
the current energy crisis, reducing energy demand is always relevant. 
 
Developments towards high-savings greenhouses, where various techniques are applied, such as 
energy-saving glazing and screens, have already been initiated. Better lighting, geothermal energy, 
solar panels and wind turbines are already being used. A good example of greenhouse energy 
management and CO2 reduction is Anthura, a company specialised in orchids and anthurium. This 
company is now connected to the RoCa powerplant, a combined heat and power plant in Rotterdam.  
The RoCa residual heat now fulfils about 20% of Anthura’s total heat demand. It is expected that in the 
coming years increasingly more heat suppliers will appear, for example the Port of Rotterdam.  
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A green strategy as a strategic balancing act 
 
Van der Bijl knows that there is no reason to complain: in general sales are good (Exhibit 7). He is also 
used to uncertainty in his line of business. Sometimes there is drought, sometimes there is too much 
rain, sometimes a crop is diseased, or a war puts pressure on prices and exchange rates. But this time 
his worries run deeper. He wants to really anchor the company’s sustainability strategy in the values 
Florensis wants to live by: acting with integrity, being personal and acting responsibly. He knows 
Florensis is already actively minimising pesticides and fertilisers and reducing its CO2 emissions, and 
the way Florensis deals with its employees in Kenya and Ethiopia is exemplary. Nonetheless, Van der 
Bijl feels that the above discussed developments in the floriculture industry and current worldwide 
trends create issues that will undoubtedly have an impact on Florensis’ sustainability ambitions. These 
issues have to be addressed if Florensis wishes to become greener. 
 
To Van der Bijl, an obstacle could be the current business and operating model. Margins are thin and 
could become even thinner in the future as customer power, and consequently retailer power, will 
only increase. Disposable income is under pressure as is, and customers may not be willing to pay 
more. More scale advantages, however, are hard to find. Moreover, there are also increasing questions 
from society about the green nature of products; green activist groups may start raising their voices. 
And green strategies usually come with a cost and can only be compensated by more sales and 
production or by a higher price. Can costs be passed on to customers in a highly competitive 
environment? Would consumers be willing to pay for a ‘greener’ plant or ‘greener’ flowers? And how 
do you prove a plant’s sustainable origin? By another label? Retail now works with labelling: the ESG-
label (Environmental, Social and Governance). But is that really the solution? Van der Bijl has his 
doubts. ‘It takes a lot of administration. And what does it really say, such a label? How can we influence 
how that is measured and the reliability of the label monitored? Competitors all have sustainability 
reports nowadays, but these present the sustainability efforts as much better than they really are.’ He 
knows plenty of examples of abuse and greenwashing. 
 
This all, however, is seen from an operational excellence perspective.  He looks again at the 

mandevillas below his window. They are a nice example of product leadership. Of course, you should 

always diversify, so you don’t depend on energy or water ‘guzzling‘ plants, for example. However, lead 

time is long. ‘Whereas your basic garden-variety plants take a maximum of six months to grow from 

seeds into the seedlings that are supplied to nurseries, the germination times for the species 

developed by Florensis itself will be significantly longer. We have to start out by developing a parent 

line, for which we can produce seeds. We then have to select the highest-quality seeds from the bunch, 

build up a stock, and start producing young plants that we can then supply to nurseries’, Van der Bijl 

explains. Will geneticisation make Florensis so green that it meets its sustainability targets? Can it 

support new sustainable product development? Could sustainable product innovation change 

consumer behaviour, even if it comes at a price? 

Florensis has traditionally enjoyed very strong customer loyalty. The company has long-standing 
relationships with growers and pays them regular visits. Florensis knows its customers – both large and 
small – inside out. With its size and expertise, Florensis plays an important role in the entire supply 
chain, both backward and forward. ‘We’re not interested in taking over the growers’ and retailers’ 
jobs, but we do want to take on the role of supply-chain manager. We work with retailers to develop 
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a proposition, for example for the plants and their packaging. We already develop the promotional 
materials and then find growers who can take over from there.’ Van der Bijl describes the entire supply 
chain as a train, albeit one that is not running smoothly at the moment. Everyone is attached to each 
other, but not everyone wants to go in the same direction. The big retailers in particular have a lot of 
power and often dictate what happens. ‘Being “green” is nice, but it shouldn’t cost anything’, they 
sometimes seem to think. Still, Van der Bijl thinks that even closer cooperation – at least at a Western 
European level – is the key, or at least one of the keys. But how can that get started?   
 
Where is there still room for improvement? How can Florensis make enough money and secure the 
company’s future for coming generations while at the same time taking on the responsibility for 
sustainability that it is so eager to bear? It is a balancing act. Is Van der Bijl perhaps overlooking 
something? It is already nearing six o’clock. He closes the window, leaves the building and gets on his 
bicycle. Perhaps the fresh air on the way home will give him new and creative ideas ... 
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EXHIBIT 1 
 
SOME EUROPEAN GROWERS – FLORENSIS B2B CUSTOMERS 
 
 
Emsflower 
Emsflower GmbH is located in Emsbüren, Niedersachsen, Germany and is part of the Nursery & 
Floriculture Production Industry. Emsflower GmbH has 80 employees at that location and generates 
10 million in sales (USD). (Sales figure is estimated). There are 6 companies in the Emsflower GmbH 
corporate family.  
 
 
Kwekerij Baas 
Kwekerij Baas is a family business that is always on the move. Thinking along with their customers to 
make them perform better. They show responsibility for the well-being of relations and employees. 
With almost forty years of growing experience, Kwekerij Baas produces the most beautiful seasonal 
bloomers in the best quality every season. They take responsibility as a supplier of quality plants and 
therefore keep the entire process from seed or cutting to the end product in own hands. In this way 
they contribute better to optimal sales, maximum shelf yield and a consumer who comes back every 
year.  
 
 
Endhoven 
Endhoven Flowering Plants is specialized in the cultivation of countless colourful seasonal bloomers of 
top quality. Since its foundation in 1994, their nursery has developed into a modern company with a 
fully automated cultivation system. This ensures uniform batches, flexible delivery and optimal use of 
space. Moreover, intensive cultivation operations are no longer required. This makes the working 
conditions for their employees very labour-friendly. 
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EXHIBIT 2 
 
 CONCEPTUAL MODEL OF FLORICULTURE SUPPLY CHAIN MANAGEMENT 
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EXHIBIT 3 

WORLD FLORICULTURE MAP – FLORA HOLLAND 
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EXHIBIT 4 
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EXHIBIT 6 
 
EXPANSION TO DINTELOORD – AN INTERVIEW… 
 

In 2020, Florensis started using a new greenhouse in Dinteloord. A beautiful and high greenhouse, equipped with 
all modern techniques and equipped with vertical air circulation by means of Nivolators. The different 
departments are multi-deployable. The starting points for growing in the new greenhouse are The New 
Cultivation and Plant Empowerment. 
 
A year after the commissioning, Nivola (a specialist company in climate control) spoke with cultivation specialist 
Erik Van Schie. Cultivation Specialist at Florensis.  He tells about his experiences with the realisation of the 
greenhouse, the state of cultivation and what else the greenhouse will bring. Erik has been working at Florensis 
for 10 years as a grower and cultivation specialist. He is an expert in the field of young plants. In these 10 years 
he has already experienced various developments and many adjustments in cultivation. Introducing The New 
Cultivation and striving for Plant Empowerment, for example. These are all techniques with which he has been 
able to raise cultivation to a higher level with lower energy consumption. Part of this is vertical air circulation with 
the Nivolator, which over the past 6 years has come to play an important role in the growing climate for Florensis 
in both Hendrik-Ido-Ambacht and Kenya. 
 
New investment and new challenge in Dinteloord 
Back to the new greenhouse: this gigantic investment must of course be earned back. That is where the experience 
of cultivation specialists such as Erik is indispensable. The cultivation specialists were asked how they can achieve 
the best cultivation results for the design of the new greenhouse. The result is a greenhouse that is considerably 
higher than the existing greenhouse in Hendrik-Ido-Ambacht with 3 screens, a high-pressure fog system and 
Nivolators. The bar in the new greenhouse is high and there are new challenges. Erik had to get used to the height 
of 6 meters. In addition, the set-up of the departments is multifunctional and every crop in the range can be grown 
in every department. This provides enormous flexibility in business operations. 
 
Why is that Nivolator important? 
During the difficult moments of a day in autumn and winter, a Nivolator makes all the difference to growing 
crops. In addition, the lighting in the greenhouse must also be shielded in winter evenings, because the new 
greenhouse must meet the stricter light emission requirements. During the past summer months, more and more 
use was made of the screens against radiation during the day in Dinteloord. During these periods, the Nivolator 
ensures that an active crop is created under the closed screens. Things are going well in the lower greenhouse in 
Hendrik-Ido-Ambacht, but is it also successful in the higher greenhouses? ‘Yes, the power is in the vertical direction 
in which the Nivolator circulates air. As a result, the air at the top of the greenhouse is mixed with the air at the 
bottom of the greenhouse. Because you circulate vertically, you create air movement between the crops, resulting 
in no moisture accumulation, fewer diseases and the crop is stimulated.‘ Erik also indicated that a very 
homogeneous climate is created, both in temperature and in CO2 distribution. 
 
Not only a better climate, but also lower costs 
Florensis has also carried out measurements for energy savings at the Hendrik-Ido-Ambacht site. By circulating 
vertically, much less minimum tube was required. At a greenhouse temperature of 20°C, the tube temperature 
can be 5-10°C lower. This in turn ensures that energy is saved every year. These savings and a better crop also 
lead to a faster payback time. In addition, there is also a subsidy for vertical circulation. 
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EXHIBIT 7 
 
SALES, OPERATIONAL AND FINANCIAL PERFORMANCE 2020 
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