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In Aalsmeer, buyers of �oricultural products have come to the right place for a very broad and 
deep assortment. Growers know that they get the best prices in Aalsmeer, because of the strong 
ties with international purchasing power. Both growers and buyers can count on excellent 
commercial and logistic services. 
These three success factors have ensured that Bloemenveiling Aalsmeer has had a leading 
international position for many years. But this position is anything but self-evident. 
The developments in the �oricultural sector are happening at such a speed that even insiders �nd 
it hard to keep up. Production is increasingly shifting to areas closer to the equator, to countries 
where the sun ensures that energy is more or less free and labour costs are much lower; the 
market share represented by Dutch products is declining as a result. Furthermore, the economic 
regeneration of Eastern Europe and Russia, among others, means new sales markets. At the same 
time, we are seeing increases in scale in trading, processing and sales; retailers are becoming ever 
more important as a sales channel. 
These in�uences have led to the development of other production and trade �ows. Trading 
companies and retailers are doing business directly with growers more frequently. Shifts are also 
occurring in geographical terms, however: the Netherlands is no longer automatically regarded as 
the link that brings together supply and demand. Other countries are ready and willing to take 
over the function of global turntable. 
The sharp shifts in the production and trade �ows mean that Bloemenveiling Aalsmeer is faced 
with a strategic question, which we can articulate � put simply � as follows: do we wait and see 
what happens, with the risk that we may soon lose our pivotal role and be left on the sidelines? Or 
do we change course, to keep the wind in our sails? Bloemenveiling Aalsmeer emphatically 
chooses the second option, but can no longer do this alone in the global playing �eld. The merger 
with FloraHolland is therefore an obvious step to take, and on 26 October 2006, both auctions 
expressed their intention to take this step. To put it in even stronger terms: the merger is the most 
convincing answer to the developments taking place across the world. In short, we are making a 
choice from a position of strength. 
Once the merger has been accomplished, the Netherlands will have a network of auctions, each 
with its own strengths. Thanks to the bene�ts of scale offered by the new organisation, the 
member auctions will be able to offer suppliers and buyers better services at lower cost. This is the 
best way of guaranteeing that the Netherlands will retain its leading position and that Dutch 
products will continue to play a prominent role within international trade �ows. This is therefore 
also the most important bene�t that the merger has to offer Dutch growers. 

Timo Huges					     Bernard Oosterom
Chief Executive Of�cer			   Chairman 
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Personal details 

Board
						      Retiring in 
B.C. Oosterom, Chairman			   2009
D. Jager, Vice-Chairman				   2008
M.P.E. Ammerlaan (Ms), Secretary		  2008
Th. A. Akerboom				    2009
E.D. van den Beukel (Ms)			   2009
J. Elstgeest					     2007
A.C.M. Groot					     2007
T.J.M. van Ewijk				    2008
M.C.C. van Uden				    2007

Supervisory Board 	
						      Retiring in 
J.A.N. van Dijk, Chairman			   2007
C.J. van Weerdenburg, Secretary		  2007
F.C.W. Briºt					     2010
A.L.J. van der Knaap				    2010
P. Schreurs					     2008
C. van Woudenberg				    2008

Management

T.H. Huges, Chief Executive Of�cer 
L.A.C. Buchwaldt, Chief Financial Of�cer 
J.W.M. Straver, Chief Commercial Of�cer 
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Growth without limits  
What has already been happening for some time in many other sectors is now becoming all too 
obvious in the �oricultural sector as well: internationalisation. Production countries such as Kenya, 
Ethiopia, Colombia and Ecuador are rapidly gaining in importance. At the same time, the increasing 
prosperity in Eastern Europe and Russia, for example, means new sales markets. These rising 
markets are an important driving force behind the internationalisation of the sector. But they are 
not the only reason for the rapidly blurring boundaries. Thanks to new technologies, the durability 
of �owers and plants is increasing, which means that cheaper methods of transport can be 
considered. Five years ago, anyone predicting that �oricultural products would be transported by 
boat in the future, would probably have received nothing but pitying looks. But this may indeed be 
the case within the next �ve years, and a substantial part of the �ower production could be 
transported by sea containers. New production areas will then be better connected to the 
international trade in �oricultural products. This will mean a new step forward in terms of 
internationalisation. 

In addition to the high level of internationalisation, a second dominant trend has become visible in 
the �oricultural sector in recent years: retail chains are playing an ever-increasing role. 
Supermarkets, do-it-yourself stores, home furnishing stores and petrol stations; retail chains are 
now giving �owers and plants an important place within their category management. They are 
offering the consumer an ever broader assortment, and quality is also improving. These outlets are 
therefore increasingly gaining ground on the traditional �orist. New competitors � from all parts 
of the world � and international chains that are �exing their muscles; these developments have a 
major impact on growers, who are having to deal with enormous pressure on their margins. After 
all, growers in the Netherlands have to compete with businesses which get light and heat more or 
less for free and which have much lower labour costs, while they themselves are having to deal 
with ever increasing energy costs. Given their enormous scale, the chains can increase the 
pressure on the margins and at the same time demand more added value; growers are, for 
example, expected to contribute ideas to and invest in (marketing) concepts. After all, �owers and 
plants are no longer homogenous products, but are increasingly becoming branded goods. 

In response to these developments, growers are deciding to scale up their activities � via natural 
growth and takeovers � as well as to professionalise their businesses, to computerise their 
business processes, to innovate and to become part of the trend towards internationalisation. And 
even more important: they realise that they must make clear choices about their role in the chain. 
Love of their product � which has been the basis of their commercial success for generations � has 
for a long time no longer enough to make a good living. The �ower or plant grower is becoming a 
�oricultural products marketeer. He must ask himself which speci�c target group his products are 
aimed at, what level of quality is required, what kind of packaging suits his products and what the 
pricing level should be. Accordingly, increasing numbers of growers are doing the sales and 
marketing work themselves. They are contacting clients, developing concepts and making 
themselves known in international forums (trade fairs). Sometimes on their own, but more often 
together, because growers are increasingly seeking one another out to combine forces, for 
example in growers� associations. Together they are strong. But �together� no longer automatically 
means that the auction plays a dominant role. 

Bloemenveiling Aalsmeer is operating in this rapidly changing international context. In a market in 
which not only is the power in the chain shifting but the global lines of in�uence are also �uid and 
changing, �Aalsmeer� is not automatically the pivot around which everything turns. The realisation 
that the auction�s position is anything but self-evident and that we have to prove our added value 
from day to day was the guiding principle on which the policy followed in 2006 was based. 
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The policy followed in 2006 
Bloemenveiling Aalsmeer aims to respond to the needs of suppliers and clients in the best possible 
way. The auction offers suppliers as strong a marketplace as possible where they can get the best 
price for their products. Traders and exporters buy their products in Aalsmeer because they can 
choose from a very broad and deep assortment. In addition to matching supply and demand, 
Bloemenveiling Aalsmeer wants to offer suppliers and clients excellent logistic facilities, so that 
the products are delivered to the clients at the right time and without any loss of quality. 

The policy followed in 2006 focused, given the rapidly changing international context, on 
strengthening the market position of Bloemenveiling Aalsmeer. The most important components 
of this policy were: 

	 �	 increasing commercial power; 
	 �	 improving the logistic services; 
	 �	 strengthening the trading instruments (auctioning and acting as an intermediary); 
	 �	 improving the internal organisation; 
	 �	 strengthening the physical marketplace. 

Increasing commercial power 
Maximum efforts were devoted to improving the auction�s commercial power during the past year. 
The commercial policy was geared towards binding (international) purchasing power to the 
auction even more effectively and increasing the volume traded via the auction. The key concepts 
were an increase in tailor-made services and improving the auction�s response to commercial 
needs. In general, clients have been approached in a much more active way since last year, 
particularly those businesses which are not based in the immediate vicinity of Aalsmeer. And an 
even more signi�cant change: it was decided that clients should be approached in a different 
manner. Previously, clients were approached by different departments. In the second quarter of 
2006, market teams were set up which make it possible to approach the market in an integrated 
manner. All in all, eight such teams have been created. Seven of these focus on speci�c product 
groups, such as roses and Phalaenopsis. The eighth team focuses on attracting speci�c client 
groups. In the market teams, employees from different departments combine their strengths, 
including auctioning, quality (the inspectors), intermediation (Marketing & Sales Aalsmeer), 
logistics and product and account management. 
The teams analyse the market, map out client needs, look at how services can be adapted and 
work with growers to develop new marketing concepts. The formation of the market teams has 
already led to concrete results. For example, a new certi�cate to promote (potted) Phalaenopsis 
has been created: Aalsmeer Quality. Growers who meet certain quality and reliability requirements 
are eligible for this certi�cate. The label that accompanies this certi�cate is af�xed to the stacking 
carts in a prominent location. The introduction of Aalsmeer Quality demonstrably led to increased 
sales of Phalaenopsis in 2006. The creation of market teams has already led to concrete results for 
garden plants as well. In 2006, the market team focusing on garden plants drew up a joint sales 
plan with a large group of growers. Together, they set targets and laid out campaigns. The 
implementation of this plan led to sales in this product segment increasing considerably more than 
in previous years. 
A customer satisfaction survey was carried out in 2006 to �nd out whether the improvements in 
the commercial services had also been perceived by the market. Market research agency 
Interview/NSS interviewed a large number of suppliers and clients about a wide variety of topics, 
including assortment, logistics and customer service. The report for 2006 showed a slight 
improvement across the board as compared to the results for 2005. 
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Improving the logistic services.
Bloemenveiling Aalsmeer wants to stand out as a provider of excellent logistic services. Clients 
require short processing times, with the �exibility of being able to have products delivered on 
demand (just in time). Growers expect their products to be processed speedily and ef�ciently at 
the docks, while being treated with the greatest possible care. Excellent logistic services require 
optimal management of the logistical process. Signi�cant steps were taken towards this in 2006. 
A dock reservation system was introduced for �owers in spring 2006. Suppliers and collective 
transporters may now reserve a dock for unloading their products. They are assured of a free dock 
on arrival and of suf�cient manpower to help them unload. The advantages are evident: suppliers 
and transporters no longer have any waiting time and vehicle unloading times have been 
signi�cantly reduced. A similar system was already introduced for plant deliveries in 2005. The 
logical next step was to introduce a system for registering incoming products, for both �owers and 
plants. This now provides a record of the time at which each batch was delivered to the auction. 
Since the third quarter of 2006, this system has been expanded to include a record of the time at 
which �owers and plants are placed in the refrigerated areas. This makes it clear how long it takes 
to process the �owers or plants, from the time at which the products are delivered to the docks 
until they are placed in the refrigerated areas. A new reporting system is also being put into 
operation in 2007, which makes it possible for this information to be made available to suppliers 
via the internet and to be used to improve the logistical process. Obviously, our aim is not only to 
manage the �front end� of the logistical process (delivery to the auction) effectively, but the 
delivery of the products to the client as well. To this end, a barcode system was introduced for 
plants last year; a similar system had already been put into practice for �owers. Now the auction 
can check the processing time per transaction for all products, from the time at which these are 
auctioned up to the delivery of the products to the client in the auction complex. For the majority 
of products, the arrangement is that these should be in the client�s hands within 2 ‰ hours of 
having been sold. Such arrangements are increasingly being laid down in SLAs (service level 
agreements). Thanks to the barcode system, it is possible to check whether the agreements have 
been honoured. In addition to initiatives to improve logistics within the auction itself, activities 
have also been carried out to raise the level of logistics management across the entire chain. These 
include setting up Keten InformatieSysteem Sierteelt Transport (KISSit, Chain Information System 
for the Transportation of Floricultural Products) in 2006, a new company in which Bloemenveiling 
Aalsmeer is participating together with FloraHolland, the Vereniging van Groothandelaren in 
Bloemkwekerijprodukten (VGB, Association of Wholesale Trade in Horticultural Products) and the 
collective transporters, among others. Via the KISSit website, member growers and clients can 
check where their products are in the logistical process. Whether KISSit will be a success will 
depend on the number of participants. 
Another initiative within the auction itself is the formation of a team that deals with supply chain 
management. This team works closely with the Product & Account Management department to 
develop logistical solutions for clients who buy their products at the auction but are not based in 
the vicinity. Previously, these clients had to arrange transport from the auction themselves. 
Particularly given the development of Remote Buying (see below under �auctioning� for further 
details), it is becoming increasingly important to offer this group of clients good logistical 
solutions. Further measures to raise the level of logistic services have been taken in the form of 
initiatives to improve the management of logistical resources. For example, an extensive lock plate 
replacement campaign was implemented in the autumn. All the stacking carts were �tted with 
new lock plates, which offer better protection against theft. In most cases, the lock plates were 
changed at the auction. In a limited number of cases involving large-scale users of stacking carts, 
the lock plates were changed on site. 

Strengthening the trading instruments 
Auctioning 

Thanks to the auction clock, clients can choose from a very broad and deep assortment of �owers 
and plants in an ef�cient manner on a daily basis. The clock is therefore Bloemenveiling Aalsmeer�s 
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most important sales instrument. A great deal was done in 2006 to strengthen the power of the 
clock. 
Remote Buying � via Remote Buying, clients can buy products in Aalsmeer with a computer and 
internet connection no matter where they are in the world. In 2006, Remote Buying also became 
available via adsl and the internal auction network (some of the users are in the auction complex). 
This has made it signi�cantly cheaper to use this service. Remote Buying is increasingly gaining 
ground. Sales via Remote Buying rose by �fty percent in 2006. 
Image auctioning � Bloemenveiling Aalsmeer introduced image auctioning in 2005. Image 
auctioning means that the products are no longer physically placed under the clock, but that 
photographs of the products are shown in the auction rooms instead. In 2006 the number of 
product groups sold via image auctioning was increased further. 
Clockviewer � Clockviewer was introduced in April 2006 to provide growers with the most up-to-
date information about the progress of the selling process via the clock. Growers who have 
subscribed to this service can follow the auction process on a real-time basis. Around 50 growers 
were making use of this service at the end of 2006. 
Renovation � in 2006 work started on renovating auction rooms E and F. The auction rooms, 
catering and sanitary facilities and the meeting places will be redecorated in phases. 
Reliable information � it is essential to have reliable information about the products supplied by 
growers. Reliable information enables clients to make the right buying decisions. The introduction 
of new auctioning methods such as image auctioning and Remote Buying means that the reliability 
of information is even more critical. As in previous years, a great deal was done in 2006 to make 
growers aware of this. For instance, this topic was discussed a number of times during meetings 
with growers. At the same time the checks carried out in respect of the information provided by 
growers have been increased. Both actions have resulted in improved reliability. 
Projection clocks � in 2006 the existing auction clocks for plants were replaced by projection clocks 
(these clocks had already been introduced for �owers). These screens make it possible to show 
other information in addition to the price, such as a logo and product photos. All in all, this enables 
the client to make better buying decisions. 

Acting as an intermediary 
Growers can not only sell their products via the clock, but also via intermediation, using the 
Marketing & Verkoop Aalsmeer (MVA, Marketing & Sales Aalsmeer) service. In this way, they can 
sell their products on the daily and futures market. Growers who use the intermediation service 
differ widely in terms of the commercial support they require. Some growers have their own 
extensive sales and marketing system. Others do not have any sales staff of their own and are 
happy to take advantage of the commercial support offered by the auction. 
The services provided by MVA were modi�ed in 2006, to respond more effectively to the different 
levels of commercial support needed by individual growers. Growers can now choose between a 
basic package and a service package. The basic package is aimed at growers who maintain 
commercial contact with their clients themselves, while Bloemenveiling Aalsmeer takes care of the 
�nancial and administrative processing. Growers who choose the service package can count on 
active intermediation in respect of commercial transactions. Growers can also choose to make use 
of supplementary services in addition to the basic or service package, including the use of a 
personal salesperson. 80 percent of the growers chose the service package. Growers have shown a 
great deal of interest in having a personal salesperson at their disposal. Bloemenveiling Aalsmeer 
now employs 11 personal salespersons, and this number will increase further in 2007. 

Improving the internal organisation 
For too long now, many employees have regarded the central role that the auction plays as a party 
that brings together supply and demand as self-evident. The auction is not an institution, but a 
dynamic organisation that has to justify its right to exist every single day in a rapidly changing 
context. With this in mind, efforts are underway to change the organisational culture. Employees 
are expected to show more initiative. At the same time, the organisation has been altered in such a 
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way that responsibilities have been delegated to a lower level, giving employees more freedom to 
act. More cross-connections have also been made within the organisation, aimed at breaking down 
the compartmentalisation. As a result, there is more contact between departments and teams 
work together more effectively. The efforts to strengthen the external focus and increase vitality 
were given extra impetus by a number of changes at the top of the organisation. For various 
reasons, a number of vacancies arose within the Board, the Management and the top 
management. This made it possible to bring new of�cers into the organisation who have an 
excellent sense of the changing spirit of the times. This has released a great deal of entrepreneurial 
energy within the organisation. 

A change in organisational culture is also the answer to the problem of high levels of sick leave. 
The high sick leave levels are only partially attributable to physical complaints on the part of 
employees; there are also mental factors and the large amount of sick leave taken is partially the 
result of the general uneasiness that some employees are experiencing. The organisation is still 
struggling with the after-effects of the reorganisation carried out at the end of 2004. 
In 2006, sick leave levels were around 8 percent. This is unacceptably high. During summer 2006, 
a programme to reduce sick leave was launched. Sick leave levels should be reduced to 6 percent 
by the end of 2007. Reducing the amount of sick leave taken will make a signi�cant contribution to 
improving the ef�ciency of the organisation. A twofold approach was chosen to achieve this. All 
line managers have been trained in how to deal with ill employees and how to prevent 
absenteeism. A campaign to change employees� attitudes and behaviour relating to sick leave was 
also launched. This campaign calls on employees� own sense of responsibility. 

Strengthening the physical marketplace 
In and around the auction complex in Aalsmeer there are countless businesses which buy their 
products at the auction on a daily basis. Wholesalers, exporters and companies that make 
bouquets: together they make up the marketplace. These businesses need ever increasing 
amounts of space. There are also new companies that want to set up in the marketplace. In short: 
there is a great need for space. To meet this need, the VBA-Oost area will be developed in the 
coming years. This new business park, which is linked to VBA-Centrum, covers approximately 36 
hectares. The plans for this area have been developed in consultation with representatives of the 
client groups that want to take up premises in VBA-Oost. The de�nition phase and the budget 
estimates were completed in 2006. A two-story building has been chosen, to make the best 
possible use of the space available on the VBA-Oost site. The multi-tenanted business premises to 
be built will be available partly to rent and partly to buy. In this way, suf�cient �exibility has been 
built into the project: companies that have premises in VBA-Oost can later expand these, for 
example by leasing or buying additional space. The schedule of requirements for VBA-Oost will be 
worked out in 2007, and the various procedures that need to be followed to obtain the permits 
required will be started. Building work is expected to start at the beginning of 2009. 

Renovating VBA-Centrum 
The function of VBA-Centrum will change as a result of the development of VBA-Oost. The more 
clients take up premises in VBA-Oost, the more VBA-Centrum will ful�l a logistical role. It is 
therefore expected that an extra 50,000 m2 of space will be required for logistical purposes in 
VBA-Centrum in the long term. Accordingly, a new structure plan has been drawn up for VBA-
Centrum following on from the development of VBA-Oost. This plan is based not only on a 
different use and layout of the space, but also covers proposals to improve the safety and quality 
of the complex. For example, plans have been made to invest heavily in improving the �re safety of 
the complex over the next ten to �fteen years. These include the construction of a �re-resistant 
wall dividing the distribution hall and the export line at VBA-Centrum. This �rewall (ten metres 
high and eight hundred metres long) was built in 2006. 
Attention has also been paid to ensuring that more natural light enters the building along this 
�rewall. Work also started on replacing the complex�s asbestos roof covering in 2006. The �rst 
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