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Dear reader, dear partner,
Welcome to the 16th edition of the Enza Zaden ‘Partnership’ magazine!
Fresh, frozen, cooked or dried: we all eat
vegetables in many different forms, colours
and a range of flavours. We need to develop
new varieties at a fast pace in order to
sustain not only the constantly changing
environment, but also the changing consumer
demands. This presents a wonderful opportunity to collaborate with partners in the
complete product chain - from breeding to
eating - and establish a stronger connection
with the consumer. There is still a wealth of
information that needs to be shared about
the value and consideration each link in the
chain brings to our daily meals.

Consumers are also shifting towards organic
produce. Enza Zaden is very proud that Vitalis
Organic Seeds, a leader in the innovation
of organic seed breeding and production,
is celebrating its 25th anniversary. We
welcome you to read more about Vitalis
Organic Seeds in this issue.
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Sustainability is becoming an increasingly
important topic to consumers. How much
water and energy are used in the production,
storage and transport of produce?
How many vegetables are we eating as
consumers and how much is (unfortunately)
wasted in the process? These are only a
few of the questions that consumers are
asking about the food chain. At Enza Zaden
we are continuously involved with crop
research and the breeding of new varieties
that enable efficient vegetable production.
Also, with the new trend in urban farming
and vertical farming to grow products closer
to the areas of high-density population, it is
important to develop products that will fit
these new methods.
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Product

Sweet shop

The market for fresh tomatoes has undergone a radical
metamorphosis in the past 25 years. The traditional round and
beef tomatoes were joined by cocktail and cherry tomatoes, and
loose tomatoes were joined by tomatoes on the vine.
The fruiting vegetable became popular as a healthy snack and
flavour became a deciding factor in purchases.

Healthy snacks

tomatoes
Four years ago, Enza Zaden started
a specific breeding programme for
small sized flavour tomatoes.
Some of these new varieties are
already available in the stores
and there are more to follow.
“This rapid success is thanks to
three factors: consumer insights,
perfect teamwork and the use of
technology”, according to Crop
Breeding Manager Martijn van Stee.
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“The demand for the slightly smaller flavour tomatoes has increased
significantly”, according to Martijn van Stee, who directs the
breeding programmes for small tomato varieties. “Our variety
Campari has enabled us to occupy a strong position in the cocktail segment for some time now. In 2011, we started diverting our

varieties had to offer added value from the grower’s perspective.
In other words: productive from early in the season to late, easy
to work with and not susceptible to diseases.

Sweet shop in Sicily
The subsidiary in Sicily was chosen as the breeding station.
Di Rosa has access to a wide variety of breeding stock for cultivated
and wild tomato varieties, which he jokingly calls 'the company’s
sweet shop'. “From this stock I selected the breeding parents that
- in our opinion - could result in unusually shaped or strikingly
coloured fine flavour tomatoes”, the passionate Italian explains.
“We used good red varieties as a starting point, crossed the
parents of these varieties with yellow varieties and back-crossed

“The demand
for the slightly
smaller flavour
tomatoes has
increased
significantly”
Martijn van Stee

energy to snack tomatoes, a segment that was already expanding
strongly and has since matured. We saw plenty of room for
innovation in the field of the real specialties: the fine tomatoes
with unusual colours and richer flavours. We set up a programme
four years ago to expand the diversity in our portfolio to include
new shapes and colours.”

Broad approach
Martijn van Stee and Senior Breeder Gianplacido di Rosa, based
in Sicily (Italy), worked together with Marketing & Sales and
the Technology Department to compose an extensive list of
requirements and wishes and to start this long-term project. The
bar was set high from the outset. The primary objective of the
cross-breeding and selection programme was to produce shapes
and colours that were missing from the fine flavour segment, or
only available to a limited extent. “Nobody would want to buy
more of the same, you really need to distinguish yourself”, the
Crop Breeding Manager explains. A second condition was that
the tomatoes have excellent flavour. Last but not least, the new

the offspring repeatedly to form lines with stable characteristics.
These were then sent to Enkhuizen in the form of leaf samples,
to be screened in the lab for the desired characteristics.”

Technology ensures acceleration
Van Stee adds: “In a traditional breeding process, you primarily
evaluate the phenotype and you need to wait after each breeding
round until the plant has developed sufficiently to bear fruit.
DNA analysis and marker technology have accelerated this
process significantly. Using gene markers, we were able to
determine even for very young plants whether they would have
the desired colour and resistances and whether they would be
susceptible to tip rot or growth tears during fruit ripening.
Ultimately, you also have to evaluate the fruit and a new variety
needs to prove its worth under practical conditions in the field
compared to its competition. However, by combining traditional
breeding techniques in Sicily with the laboratories in Enkhuizen,
the time required for the first part of this process was shortened
by at least 1.5 years.”
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On the shelf
Last year, about three years after the start of the specialty project,
we found the first two selections that appeared ripe for the
ultimate field trial: a yellow and an orange mini-plum tomato.
The selections were tested in Spain, the United States, Canada
and – to a limited extent – in the Netherlands. “They passed this
test with flying colours”, according to Van Stee. “They had the
same crop type and the same resistances as the commercial red
varieties, but distinguished themselves positively on colour and
flavour. Both varieties are perfect for the unheated cultivation and
were recently planted on a reasonable scale by several growers
in Spain. I have never seen a faster success story for tomatoes
before. We have not even thought of variety names yet.”

Experience taste during House Fair Spain
All these varieties, and many more, are presented at the
House Fair Spain, taking place in Almería on 13 November 2019.
More information: housefairspain.com.

Enza Zaden is working on expanding its portfolio of small
sized flavour tomatoes. The yellow and orange mentioned
mini-plum tomatoes where launched at the House Fair Spain
in 2018 under the concept name Itsy-Bitsy Bites. Other
successful varieties in our new flavour generation are Bosco
(E15C.41103), a baby-plum tomato which is a success in
South Europe and Mexico. And the well-known tomatoes
branded under the name TomAzur® now have a little brother
called TomAzur®-mini.

Attractive concept
The Crop Breeding Manager and the Senior Breeder are convinced
that the newly introduced duo will soon be joined by others. “We
currently have several numbers in the pipeline for which we have
high expectations”, explains Di Rosa. “These include varieties
for heated cultivation. One of them is a delicious yellow cherry
tomato, which will become available for both growing systems
this year.”

Martijn van Stee, Crop Breeding Manager

Flavour and post-harvest
In addition to the genetic and phytopathological screening,
biochemical analyses were also performed in Enkhuizen in order
to evaluate the components of the selections that are critical to
determining flavour. “Good flavour tomatoes can really make a
difference in the finer segment”, according to Di Rosa. “Large
quantities of unheated red cherry tomatoes with very little flavour
are still being cultivated in Southern Europe and North Africa.
Being able to offer a better product allows you to get a toehold in
the market.”
The value of a variety is also determined in part by its shelf life.
The fruits need to maintain their sturdiness and have a good
enough shelf life to maintain their integrity and flavour for several
weeks after being harvested. This aspect has also been studied
in detail by the post-harvest experts at the head office during the
selection stage. The crop breeding manager sums it up as follows:
“Without good post-harvest characteristics, you can never gain a
good shelf impact, no matter how good the tomato tastes.”
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Van Stee: “Our marketing people are working on a programme
to market these different varieties in an attractive and successful
manner. An example of this is the use of different shapes and
colours in one packaging concept. You could compare it to the
Tribelli® concept, which allowed us to create a unique proposition
for our mini pointed sweet peppers. Such an attractive overall
concept, based partly on varieties that are closely matched in
cultivation and production, allow us to create a high added value
for producers and retailers, particularly in the growing snack
segment.”

“Good flavour
tomatoes can really
make a difference
in the finer segment”
Gianplacido di Rosa

Specialties cause significant increase in tomato consumption
The Netherlands has been a major tomato producer for many
decades, but the country’s own consumption has always been
modest. That was until they discovered the cherry plum tomato as
a snack. The initial small packages of 125 and 250 grams increased
in size to an average of 500 grams over a short period, with
special buckets containing 1 kg for the real fans. The purchase
frequency has also increased, because snacking depends on
repeat purchases. The snack tomato is also still attracting new

buyers. The traditional cherry tomato has suffered slightly in
recent years due to the popularity of the mini plum.
Following hot on the heels of the snack tomato, the mini
cucumbers and mini conical sweet peppers are also gaining
market share. However, the snack tomatoes are the most popular
by far in the Netherlands, which includes the round cherry colours
in the mixed packages. Constant innovation in the snack tomato
range will continue to drive this healthy snack category.

Exploding mini vegetable snacking culture in The Netherlands
IRI NL supermarket Sales in Euro
90.000.000
80.000.000

Sales snack tomatoes (baby plum) in The Netherlands
YEAR

% Shoppers

Frequency

KG per Trip

2010
2011
2012
2013
2014
2015
2016
2017
2018

25
29
32
41
44
46
46
48
51

3,2
3,4
4,1
4,6
4,8
5,2
5,1
5,3
5,3

0,27
0,29
0,31
0,33
0,35
0,38
0,41
0,43
0,47

2018 vs 2020

102%

63%

71%

70.000.000
60.000.000
50.000.000
40.000.000
30.000.000
20.000.000
10.000.000

Source: GfK/Fresh Produce Centre

in €

Year
2010
Mini cues

Year
2011

Year
2012
Mini peppers

Year
2013

Year
2014

Babyplum

Year
2015
Cherry

Year
2016

Year
2017

Year
2018

Snack mix
Source: GFH-NL, IRI, GfK
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‘the best of both worlds’

for 25 years

A good click
Van Diemen can still remember how the collaboration between
Vitalis and Enza Zaden was formed. He started as a breeder of
endive, chicory and spinach in Enkhuizen in 1991 and worked in
the leafy crops group of lettuce breeder Kees de Jong. “Kees and
Jan were fellow students and also got along well as colleagues”,
he reflects. “They regularly discussed opportunities to collaborate.
In 1998, this resulted in a joint breeding project for the in-crossing
of horizontal resistances in lettuce lines of Vitalis. Such was the
mutual trust – also at management level – that Enza Zaden acquired
a stake in Vitalis that same year. Over time it has become clear
that this was a strategically important step for both parties.”

Best of both worlds

Jan Velema was a man on a mission. The former lettuce breeder
had a dream of an organic world, in which organic food production
forms a logical starting point. He was able to make an active
contribution to this dream by founding Vitalis. “Building an
organic world is still the mission of this company”, according to
Breeding Facilities Manager Marcel van Diemen. “Of course this
took place on a small scale and primarily in lettuce during the first
years. Any new venture is difficult and this is particularly true of
seed production, due to the long growth period. In addition, you
cannot use chemicals to treat diseases and plagues when you
are involved in organic seed cultivation. It takes time to develop a
stock of varieties that can take a knock.”
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From that moment onwards, the organic expertise of Vitalis was
supported by a competent, fast-growing breeding company with a
wealth of knowledge, experience and technological facilities.
This formed the basis for accelerated growth and a steady
expansion of the portfolio with the addition of new crops.
“To use a technical term, you could call this a heterosis effect", Van
Diemen explains jokingly. “We can simply say that Vitalis combines
the best of both worlds.”

Own (in-house) breeding
Lettuce formed the start of a broader breeding programme.
Van Diemen – working as a spinach breeder at the time – set up
a modest programme at the organic seed breeding company
and travelled from Enkhuizen several times per year to evaluate
the early and late selections. “The focus is slightly different for
organic cultivation”, he explains. “As organic fertilizers are used
and the conversion of nitrogen to absorbable nitrate starts
relatively late in the cultivation process, you want to select
varieties that have a high nitrogen efficiency - in other words,
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Science

Vitalis has been offering

This year, Vitalis Organic Seeds will celebrate its 25 year anniversary.
Since being founded in 1994, the company from Voorst (NL) has
developed from a pioneer in organic seed cultivation to a global player
with its own breeding programmes and seed cultivation on several
continents. This success is due in part to the close collaboration with
Enza Zaden, which became the sole owner in 2012.

the more vigorous varieties - especially for the early cultivation.
Vigour and a high resilience under difficult conditions are very
important characteristics for organic leafy crops. These properties
have also become more important in regular cultivation, as fewer
chemical resources are used nowadays. In this regard, the breeding
programmes at Enza Zaden and Vitalis reinforce one another.”

the resistance or tolerance will usually persist for a much longer
period. Such a broad tolerance is extremely valuable in organic
cultivation. In regular cultivation, the options to combat diseases
by chemical intervention are gradually decreasing. Therefore,
intermediary resistances are becoming increasingly important for
this cultivation method too.”

Pumpkin

Restrictions

In 2010, Van Diemen moved to Voorst to expand the organic
breeding programme. Pumpkin quickly became one of the main
crops. “The organic cultivation is expanding steadily and pumpkin
is a sturdy and rewarding crop in that segment, and it fits perfectly in the rotation schedules”, he continues. “It is also a crop
that comes in a wide variety of shapes, colours and flavours. The
majority of the pumpkins sold in European supermarkets today
have been cultivated organically. We have been the market leader
for some years now with ‘Orange Summer’, a red pumpkin that is
very popular internationally due to the high yield, excellent quality
and shelf life and its good flavour.”

According to Van Diemen, one other thing that is definitely worth
mentioning are some of the restrictions that breeders need to take
into consideration. “This applies primarily to Europe, where the
requirements and principles of organic farming are more stringent
than in - for example - North America. One of the requirements is
that organic farming in Europe always has to take place in full soil,
whereas this is not a strict rule in North America. In addition,
organic farmers and quality labels denounce certain breeding
techniques, because - in their opinion - they are too far removed
from natural pollination processes.” An example of this is

cytoplasmic male sterility (CMS), a technique that is used on a
broad scale in the regular breeding of brassicas. “Although this
technique is not explicitly prohibited in organic farming, we know
that growers in some countries have a strong preference for
varieties created without the use of CMS”, he explains. “The
brassica breeders at Enza Zaden take this into account. Brassica
seeds that are sold under our label are guaranteed CMS-free and
this is appreciated by the growers.”

A year of change
Vitalis Organic Seeds is growing steadily in turnover (double
figures) and number of employees. In the summer season, the
35 permanent employees are joined by several dozen temporary
workers. “In the past five or six years - in addition to strong growth
in the Benelux countries, Spain, France and Germany - we have
also achieved an enormous increase in turnover in North America”,
explains Van Diemen. “This is not only due to the growing interest
in organic vegetables, but also due to the fantastic efforts of our

American standard bearer Erica Renaud. She has really put Vitalis
on the map and is steadily expanding our network and market
share in the organic fresh chain.” As a result of this steady
expansion, the organisation in Voorst is now bursting at the
seams. In order to facilitate further expansion and for reasons
of efficiency, we have therefore decided to move a part of the
logistics process (seed cleaning, sorting, packaging, storage and
distribution) from Voorst to Enkhuizen. A separate building will
become operational in 2020. Long before this date, we will
celebrate the 25-year anniversary of Vitalis with the 'Vitalis 25
years' event and the open days in Voorst, which will be held from
24 through to 27 September this year.

1994-2019

Resistances and tolerances
“We are mainly interested in polygenic, horizontal or intermediary resistances”, explains Van Diemen. “Resistances based on
a single gene are generally overcome quite quickly by natural
mutations within the pathogen. Known examples are Bremia in
lettuce and Peronospora in spinach, which cause downy mildew.
If you can make a crop less susceptible via several genes, then

Erica Renaud, Region Manager North America,
has really put Vitalis on the map.

“In the past five
or six years
we have also
achieved an
enormous increase
in turnover in
North America”
Marcel van Diemen
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Commitment to excellence

Improving
with age
Respect and vision define decades long partnership
between Enza Zaden and BioAmerica

Gerardo Montes, President of BioAmerica
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Trust and mutual respect tie together even the most
unlikely partnerships. The partnership between Enza Zaden
and BioAmerica, however, is not an unlikely one. Their
commitment to engaging in a respectful exchange of ideas
through clear lines of communication, which aim to
sustainably increase high value crop production, has driven
two decades of innovation in the fields of Chile.

A remarkable quality of this partnership is the mutual respect and
admiration both companies have for each other. Montes explains:
“Enza Zaden has contributed to our success by adding its
knowledge and organized working style, which has been an
example to our company on many occasions.” Enza Zaden’s
research and development in seed genetics complements
BioAmerica’s commitment to rigorous field tests and
investment in expertise. Both parties have invested in the
success of their product lines and the growers they serve.
“BioAmerica is a professional company that participates
regularly in demos and is engaged in product development.
They are real product-oriented people,” adds Makoto Kamiji, Area
Manager South America.

Clear vision ahead
The production of premium fruits and vegetables is a difficult one.
A lot of time and effort is invested to ensure that this produce
— from its seed conception to the consumer’s table — meets
the qualities expected by the end market: freshness, taste, and
availability. Nonetheless, environmentally friendly agriculture has
only recently been brought to light. In this sense, BioAmerica was
ahead of the game. Montes explains: “A big part of BioAmerica’s
success was the way the company was ahead of its time. It
recognized the producer’s need to find environmentally friendly
solutions that improved the quality and profitability of its crops.”
It is only natural that a seed company would look for an input

provider with market vision and the connections to make it
happen. Add working together through harmony and mutual
respect, and you have a winning team. “The growth in business
development is due to the incredible loyalty between both
companies; this is what has allowed us to form a strong bond of
friendship and respect in everything we do and propose to do,”
Montes states.

Growing with the grower
An extraordinary example of innovation through collaboration is
the partnership’s story with tomato varieties. Naomi, a variety
that had a slow start when it was first introduced, quickly gained
ground. “Naomi became the leading tomato variety, making up
90-100% of the national market — which made it the most
profitable cultivar in the Valley of Azapa, Arica,” states Montes.
“It was exciting to see how farmers doubled their yields. They
were able to plant in the middle of summer, extend their season
from May to November and fulfil the demands of the Central Zone
during winter and spring like never before.”

“Fortamino F1 is a good
example of the excellent
teamwork between Enza Zaden
and BioAmerica”
Makoto Kamiji
Fast forward nearly twenty years, nowadays almost 80% of all
tomato production in Chile comes from rootstock. The changes
in grower and consumer demands have accelerated the need for
increased innovation in the production fields. “Fortamino F1 is
a good example of the excellent teamwork between Enza Zaden
and BioAmerica,” adds Kamiji. The rootstock, created for growing
tomatoes in hot regions, has a strong root system that sets early
in its growth and recovers quickly from conditions of stress.
The product has become a commercial success in Chile and is a
testament to the fruitful collaboration between both companies.
In addition to a range of rootstock varieties for the region,
Enza Zaden continues to add new products to its assortment.
“In the past year, we successfully introduced cucumbers and
lettuces” adds Kamiji, “we intend to expand with other crops like
long day onions, pumpkins and organic seeds.” It is partnerships
like this one – invested in excellence and based on trust and
respect – that can last a lifetime. “The nature of this relationship is
what projects us into the future” assures Montes.

Partnership | 13

Partnership

Two years after BioAmerica was founded, Enza Zaden approached
the company. The vegetable breeding company was looking to
expand their international presence and BioAmerica, a Chilean
supplier of environmentally friendly crop protection agents, was
working closely with the nation’s top agriculture technicians,
growers and research institutions. “In 1997 we established a
business development plan that we still follow today,” states
Gerardo Montes, President of BioAmerica. After more than twenty
years, the partnership has proved to be beneficial for both
companies, and Chilean growers.

The strength of a good customer relationship lies in the ability to offer added value.
And this often goes much further than supplying a product or service. It’s all about the
customer experience. In order to achieve this, it is vital that you understand the needs
and wishes of your customer. This all revolves around building and maintaining a good,
personal relationship with your customers. It’s not about companies, it’s about people.
Customer connection is a high priority at Enza Zaden. Prudencio Olivares, Regional
Sales Director South Europe and Maria del Mar Peralta, Marketing Manager South
Europe, explain how Enza Zaden approaches this concept.

Marketing

How to build strong
customer relationships?
In the digital world that we live in these days - in which most
contact takes place via e-mail, online or via text messages - it can
be a challenge to work on the personal relationship with your
customers. But it is also more important than ever. “In the past,
we used to talk about product type or profile per country or
region. Today everything is much more customised,” says
Olivares. “We have customers in the same country or region
with completely different demands, so they need different varieties.
We have evolved from a generic market approach to a customer
approach. This means for example we meet on a regular basis with
our customers. Drink some coffee, talk about business but also
about personal things, getting to know them,” says Olivares.”

Maria del Mar Peralta and Prudencio Olivares

Touchpoints Suspects, Prospects and Clients

Customer journey

From customer journey to customer experience

Satisfactory
Surveys

The customer journey is the ‘path’ travelled by a customer before
deciding to purchase a product or service. By mapping the customer journey, you know which phases your customers will complete, what their feelings are during these phases and what their
needs are during each phase.

Examples of Digital Touchpoints
Reviews/testimonia
Website
Advertisement/
advertorial

Awareness

Advertisement/
advertorial

Consideration

Advertisement/
advertorial

Satisfactory Surveys

Networking

Retention/
Service

Purchase
Aftersales

Seminars
Word of mouth

Webinars

Business
Event

1:1 sessions

Examples of Physical Touchpoints

Participation in
advisory board

In general, we can distinguish five phases in the customer journey:

Loyalty
Participation in
stakeholder committees

Paid Touchpoints
Ownes Touchpoints
Earned Touchpoints

1.	Awareness – the phase of realisation
	The potential customer becomes aware of his need for (your)
product or service.
2. Consideration – the consideration or deliberation phase
	During this phase, the customer will consider where he will
make his potential purchase. Various products and different
companies will be compared during this phase.

3. Purchase – the actual purchasing phase
	The customer has already made a decision by this phase and
wants to make the purchase. It is important to realise that
customers can still withdraw during this phase.
4. Retention/Service – the repeat purchase / service*
	A phase for service starts as soon as the purchase has been
completed (questions about product or service).
5. Loyalty – The loyalty phase
	During this phase, it is important to turn a (satisfied) customer
into an ambassador. The customer will actively promote your
product or company in his surroundings.
The customer journey consists of online and physical contact
moments. In order to achieve an optimum customer experience,
it is important that the customer feels valued and heard during all
these contact moments.

*	Phase 4 often takes longer in our sector, because we have a growing process to take into consideration. Contact between customer and supplier takes
place during the growing process in the form of growing advice and reactions from the market.
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Maria del Mar Peralta

Offering added value
Enza Zaden is continuously working to develop the best varieties.
But the best variety for one customer is not necessarily the best
variety for another customer. “What’s important, is that our
varieties offer added value to our customers. Varieties that meet
their wishes and requirements. Varieties that match their strategy
and the wishes of their customers,” says Peralta.

In focus

“Developing
the best
varieties for the
customers,
that’s what it is
all about”

Customer First
Developing the best varieties for the customers, that’s what it is
all about. “We work according to the Customer First principle in
order to achieve this,” continues Peralta. “This means that we put
our customers first and that we need to have a thorough
understanding of their business and environment.” Olivares adds:
“We must constantly ask ourselves how we can create value
for a specific customer. Only when we are able to answer that
question, will we understand what we have to do. This can be
the development of a new variety, a different positioning of an
existing variety or developing a complete concept.”

Collaboration
Collaboration between various departments within an organisation
is essential in order to achieve the correct customer experience
(see box). Peralta: “The customer in our organisation is a
Marketing & Sales responsibility, but to get a real customer
connection we need the whole organisation to support that
concept. It’s not just about developing a variety. It’s about using
all our competences as a company, at every point along the
customer journey.”

It's all about

flavour

Last June, Tribelli® has been awarded with the Superior Taste Award,
celebrated by the International Taste Institute in Brussels.

It’s all about connection

The International Taste Institute

“In short, we have to know and stay connected with our
customers. We need to put ourselves in their shoes and build
a network of contacts with them, to finally be humble and accept
their objectives as a common challenge and use all our skills, our
know-how at all levels, to achieve those objectives. That way,
we all win. We, our customers and the final consumer will all be
happy,” concludes Olivares.

The International Taste Institute, formerly ITQi, is an independent
organisation formed by top chefs and sommeliers with Michelin’s
stars. The institute is dedicated to certify the superior taste of
food and beverages from all around the world. The jury, formed
by experts and opinion leaders from the gastronomy sector, is
selected among the 16 most prestigious professional associations
in Europe.

Two stars
All the products are analyzed and scored following a strict and
objective methodology through blind tasting. Which allows that
the experts’ panel does not know the origin nor the brand of the
product they are trying and evaluating. Moreover, the experts also
give comments and suggestions for the producers to guide future
improvements or new launches. Depending on the results of the
sensorial analysis, certified products are awarded the Superior
Taste Award with one, two or three stars, something like the
Michelin stars. We are proud to announce that Tribelli® won the
two stars award.

Beatriz Lopez
and Maria del
Mar Peralta
of Enza Zaden
receive the
Superior
Taste Award in
Brussels.
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Trends

South

Asia

“Until quite
recently,
vegetables were
a luxury product
for most people”

is catching up Europe
& far East in vegetable
consumption
Eating habits are changing and this creates opportunities
for local farmers. Conversely, new growing methods
and demographic changes can force producers to make
different choices. Using global trends as a starting point,
Regional Director Enza Zaden Asia (head office in Penang,
Malaysia) Pankaj Malik and Marketing Specialist Hans
Verwegen discuss the developments in South East Asia.
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Pankaj Malik

The working area of Pankaj Malik is large and culturally diverse.
His region includes Pakistan, Sri Lanka, Myanmar, Thailand,
Singapore, Laos, Cambodia, Vietnam, Hong Kong and Taiwan.
These countries are home to more than 600 million people and
an estimated more than 10 million farmers”. The other regions
in Asia are served by local subsidiaries of Enza Zaden that have
existed for a longer period: India, Nepal and Bangladesh are
served by Enza Zaden India and China has its own local office.

Economic growth
Despite the diversity of cultures and eating habits in this vast
area, Malik and Verwegen have noted a number of universal
developments. “South East Asia has changed dramatically over
the past twenty years. Probably more so than any other region,
except China”, says Malik. “And the rate at which these changes

are taking place continues to accelerate.” These were almost all
relatively poor countries, in which agriculture was by far the most
important economic activity. Now the manufacturing industries
are flourishing, the service sector has really taken off and modern
technology - such as internet and smart phones - has permeated
into the most remote areas of the region. The strong economic
growth in a large part of this vast region is accompanied by rapid
urbanisation, increasing individual freedom and greater economic
participation by women. The increased prosperity has had a
positive effect on vegetable consumption, though consumption
per capita is still a lot lower than in Europe, North America and
the Far East. “Until quite recently, vegetables were a luxury
product for most people”, explains Malik. “People simply did
not have the money to put a few hundred grams of vegetables –
never mind meat – on the table. However, this is changing as the
consumer has more to spend on average.”

Young population, rapid changes
Most of these countries have a relatively young population, due
to the rapid population growth in recent history. “The average age
is 33 years and young people are the driving force behind these
trends”, explains the agronomist, who was born in India. “As a
result, the rate of change is much faster here than elsewhere and
these changes have a greater impact on society as a whole.
Changes come fast in South East Asia.” Hans Verwegen nods in
agreement. “This is all consistent with the global mega-trends,
but the impact in South East Asia is greater than elsewhere.
It is interesting to see what that means for the regional food
cultures and the production and trade chains for fresh vegetables.”

Partnership | 19

Trends

Trends and market analysis

Cities

Breeding companies have a long planning horizon and need to
be able to determine at an early stage which trends are relevant
to them and what this means for the future demand. Verwegen
uses tools including a matrix that is partially based on the 4-Star
Model by IGD Retail Analysis (see Figure 1). Verwegen: “This
model distinguishes four forces that form the basis of global
mega-trends: societal shifts, transformative technology, altering
authorities and resource resilience. When you plot these along
one axis and project the links in the production chain along the
other axis, this creates a matrix with cells. This allows you to
predict fairly exactly what effects certain trends will have on the
various links in the chain. It may sound a bit abstract, but such a
matrix is a very handy tool to gain quick insight and overview.”

“The migration from rural areas to the cities has several
consequences”, Malik continues. “Cities generally offer better
earning potential, more opportunities for women, greater
personal freedom and more contact with people from other
cultures, such as tourists. This translates into - among other
things - an increased demand for non-traditional leafy crops
such as lettuce, and tomatoes, sweet pepper and broccoli. The
city dwellers are also more likely to catch on to the health trend,
resulting in the increased popularity of chopped raw vegetables
and salads. In the past, everything was cooked and eating raw
vegetables was unimaginable. You could call this a cultural shift.”

Figure 1 depicts which global changes are currently taking
place and how these translate to the production chain for fresh
vegetables. The exact nature and extent can vary from country to
country, but the link to Pankaj’s observations is clear.

“People also eat out-of-home more often in cities, with the
exception of Pakistan and Sri Lanka. Out-of-home eating involves
several channels and suppliers, because street food is quite
different from a high-end restaurant”, according to Malik.
“A clear emerging trend is evident in the form of dedicated
service providers who supply restaurants and shops on a daily
basis. Running more or less parallel to this is the emergence of
the internet as ordering medium, with all the relevant service
providers involved in this process. This goes much further than

the usual fast food suppliers. In many large cities you can also
have elaborate, luxurious dinners delivered to your home. The
importance of the floating and back street markets is gradually
decreasing as a result of these developments.”

Rural areas
The flip side of urbanisation is that rural areas gradually become
more sparsely populated and the average age increases.
“According to the available statistics, farmers in this region are
50 years old on average”, according to Verwegen. “In addition,

“In many large cities you
can also have elaborate,
luxurious dinners delivered
to your home”
Pankaj Malik

there are fewer people available for planting and harvesting and
there are fewer successors to take over the business, as it is
mainly the younger generation that is moving to the cities. So
farmers are turning to mechanisation and crops that are less
labour-intensive. These needs in turn place different demands on
the varieties that farmers want to sow or plant.”

Vegetable breeding
“Of course we want to respond appropriately to this”, notes
Malik. “Enza Zaden is the regional market leader for lettuce and
we have made good progress for a number of other crops, both
non-traditional and traditional products. You can clearly see that
good varieties emerge more quickly than they did some 17 years
ago, when Enza Zaden became active in this region.”
The increased rate of change also has an effect on the trading of
seed. There are more consumers who are willing and able to pay
that little bit extra for quality. And farmers have noticed that they
really can earn much more by producing a better product. Malik
emphasises that the enormous disease burden - due to the warm,
humid climate - is still a major challenge for breeders. “Anyone
who handles that situation well can sell a lot of seeds in South
East Asia.”

Figure 1: 4-Star Model by IGD Retail Analysis
Societal Shifts
Ageing population,
urbanisation, time
poverty, healthe and
wellbeing

Transformative
Technology
Artificial intelligence,
big data, Internet of
Things and robotics

STAR model

Altering
Authorities
Data regulation,
big business and
start-ups
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Lettuce
move
forward
together

the scale per business unit increases. The number of 'employed
farmers' employed regularly by corporations and individuals
increased from approximately 180,000 in 11 years to 240,000
in 17 years. But this is still not enough. According to the
'Agricultural Labor Force Support Council'* employment growth
cannot keep pace with the increase in the number of corporations
and the scale of its expansion, and there are currently around
70,000 employed farmers lacking. “The gap is expanding year by
year, and it is inevitable that the situation of 130,000 people will
be missed in five years,” according to Han.

Mechanical harvesting
All these factors have an impact on the global trend towards
mechanisation. Companies have been looking for alternatives for
a number of years. “The Salinas Valley is ideally located. We are
just 75 miles away from the Silicon Valley. Farmers, engineers and
investors are working hand-in-hand to automate farming – from
seeds to table. The Salinas AgTech Summit illustrate this dynamic
by providing a unique opportunity for over 600 thought leaders to
come together and develop new technologies that will change the
way we grow food in California,” says Thomin. Han adds: “Also
in Japan there are many farmers who save labour while using ICT
technology such as robots and drones. However, high-quality
agricultural and livestock products require detailed work by hand.”

The Salinas Valley in the USA is known for its high lettuce
production, but broccoli, cauliflower and other open field crops
are also grown there on a large scale. “The US fresh produce
industry largely depends on farm workers. Production of corn,
cotton, rice, soybeans and wheat have been largely mechanized,
but many high-value, labour-intensive crops, such as lettuces,
still need labour,” explains Jean-Francois Thomin, Marketing
Manager North America. Things are changing. “We have to look
back at the late 90s to see such a low unemployment level. Less
immigrants are coming to the USA to fulfil agricultural tasks. Next
to that, the farm workers are aging. At the start of this century,
about one-third of crop workers were over the age of 35. Now,
more than half are. It puts a tremendous pressure on farmers to
find innovative solutions.”

Global issue

Labour shortage in the agricultural sector is a global issue.
Young Han, Area Manager North Asia, explains the situation in
Japan: “In Japan’s agricultural industry for many years, small and
medium-sized farmers accounted for the overwhelming majority,
but now the structure is changing rapidly. A large number of
older, middle and small-scale farmers retire, and their farmland is
being collected by farmers who are willing to expand.”
Most of the farms in Japan are family-owned, but with the
expansion, the shift from family-owned to corporate-owned is
also increasing. The number of employees is also on the rise as
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The mechanical
harvesting of lettuce has
gained in popularity in
recent years. This used
to be a manual activity,
but now growers all over
the world are looking
for less labour-intensive
solutions. The shortage
of labour is the main
driving force behind
opting for mechanical
harvesting.

Column

North America:

cross-regional teamwork leads to success
Rodolfo Leya, Regional Sales Director North America
North America is a challenging business area that has grown a lot in the past,
and this is expected to continue in the future. The convergence of local and
regional markets looking to consume healthy vegetables in their conventional
and organic form, is what makes this new market so attractive.
When we talk about the North American vegetable market, we talk about the United
States, Canada and Mexico: three regions where Enza Zaden is widely represented.
Our US headquarters are located in Salinas, California. And with two breeding
stations, one in San Juan Bautista, California and one in Myakka, Florida, we are able
to work year round across several crops, both conventional and organic. In the US, our
largest efforts and biggest sales are conducted in the open field segments: lettuce,
spinach, arugula, herbs, summer squash and melons.
In Canada, we are more focused on the high-tech environment. Our solid presence
within the blocky sweet pepper, tomato and cucumber segments, grant us a privileged
position in this important market. In Mexico, our M&S and R&D facilities are located in
Culiacan, Sinaloa: a very intensive horticultural area that focusses on US exports.

Demo field days
Germany (wk 37) and
The Netherlands (wk 39)
Lettuce
Lettuce is one of those high-value, labour-intensive crops.
“Mechanical harvesting is not new in lettuce,” says Portfolio
Manager Jochem Koopman. “However, until now it has been
implemented mainly for types of lettuce with loose leaves,
such as babyleaf and Eazyleaf®. The global developments with
regard to labour have resulted in an increase in demand for
mechanical harvesting of heads of lettuce. Iceberg and Romaine
are the most important types of lettuce for this development,”
says Koopman. “The mechanical harvesting of a head of lettuce
requires different properties in a variety than manual harvesting.
For us, as a breeding company, it is important to follow the
developments in this field closely. Therefore we maintain close
contact with our customers and discuss their needs and wishes.”

Visit our demo field days in Dannstadt,
Germany (wk 37) and/or Twisk, The Netherlands
(wk 39) to see how our lettuce varieties perform
in the field. More information on our
website enzazaden.com.

lettuce at the base, to robots that pick the entire head from above.
We need to be on top of that so that we can attune our breeding
activities also to these developments. On average, it takes seven
years to develop a new variety. But to offer a year round lettuce
programme to our customers, we need a range of varieties for
different seasons and production regions. This makes the
breeding process for this crop even more complicated and time
consuming. It is vital to work together closely with growers,
breeding companies and tech companies.”

Moving forward together
Besides that, Enza Zaden keeps an eye on the technological
developments that are available. Koopman: “All sorts of machines
are being developed. From machines that cut the head of
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*In April 2004, the Japan Agricultural Corporation Association called on JA
All Farms, all JAs, and all the money in the forest, and established the 'Agricultural
Labor Force Support Council'.

What’s the secret to this success?
As we are able to better understand market trends at the level of traders, retailers
and food marketers, we can improve the communication with growers and provide
solutions for their needs in the way of improved genetics. This requires the full effort of
a large team of professionals in several disciplines working in the three countries.
The combined efforts in Breeding, Seed Operations, Customer Service, Finance,
Logistics, HR, Marketing and Sales keep making it happen.

Key customer management, the right steps
By being close to our customer base, we have been able to create added value for
them. But as the market keeps moving and evolving to new consumer trends and
demands, the need to better understand and anticipate these demands becomes
increasingly important.
Consider the latest merger in the California lettuce industry, when Taylor Farms (an
already very large food grower and processor) acquired Earthbound Farms. This single
move creates a challenge, as they have now become an even larger company. But this
is a challenge we can face, because we already worked with both teams across crops
and regions. This enables us to continue working along the same line, understand their
wishes and needs, and to adapt to this new situation.
It’s highly likely that we will face similar merger situations more often in the future, as
players become bigger and more focussed on serving the end consumer. Cross-regional
and cross-functional teamwork are therefore essential to assure present and future
growth across segments, technologies and locations.

Rodolfo Leyva works at Enza Zaden for
8 years. He was first based in Mexico but
since 2018 he is Regional Sales Director of
the North American subsidiary. Rodolfo
believes that really knowing your
customers is the way to joined success.
To realize this, cross-regional teamwork is
essential, especially in a diverse market as
North America.
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The sun
in
Finnish
always greenhouses
shines

Being independent - both
in thoughts and actions is an essential characteristic
of the Finnish people.
This is expressed both in
their unique language and
traditions, as well as in the
strong demand for locally
grown fresh vegetables.
Modern greenhouses help
to satisfy this demand.
Finland has approximately 5.5 million inhabitants, with most
people living in the south and west of the country. About 20% of
the population lives in or near the capital Helsinki, the largest city
in the country by far. The greenhouse industry is spread across
the southern part of the country, with a modest area of
concentration around Närpes. The area under greenhouse
cultivation has remained fairly constant over the years, but the
number of professional companies is decreasing steadily, whilst
the remaining companies continue to increase in size, as does the
effect of modern cultivation technology.

Vegetable cultivation
According to Jarmo Lemström from Schetelig Oy, a wholesale
company within the gardening sector, the Finnish greenhouse
sector encompasses about 210 ha, divided over nearly 500
companies. “I think that we have about 100 ha of tomatoes in
different varieties, 50 ha of cucumbers and 36 ha of lettuce and
herbs. Sweet pepper is a relatively new crop and currently accounts
for 8.5 ha, of which 6 ha is cultivated using grow light systems.
This was also attempted in the 1990s, but it was not possible to
achieve a higher price compared to the cheaper imported sweet
peppers. Now the consumer is willing to pay more.”
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High plant density

“Finland is a global leader in the use of artificial grow light
systems, mainly in the form of HPS lights,” explains Thomas
Sørensen, Enza Zaden Regional Manager for Scandinavia and the
Baltic States. “Intense lighting is necessary to continue full-scale
production during the long, dark winter months and the radiation
heat released by HPS lights is generally very welcome.” Lemström
explains that investments in grow light systems have been taking
place since the 1980s. Finland was not a member of the European
Union yet and formed a protected market. These were good times
for growers and this stimulated the expansion and specialisation
of several companies. Nevertheless, the greenhouse sector
is relatively small scale and most companies cultivate several
crops. “The Finnish people are generally conservative in nature”,
according to Lemström. “They are unlikely to make any major
changes”.

Cucumber specialist and Crop Sales Manager Paul van Dijck is
impressed by the high standard of the Finnish greenhouse sector,
particularly in the area around Närpes. “A lot has been invested in
grow light systems and recent years have seen the addition of 1 or
2 ha per year of cultivation using grow light. I expect this growth
to level off in future, because Finland is virtually self-sufficient for
this product. Although construction is taking place again this year.”
Cucumber farmers in the Netherlands use lighting levels up to 100
µmol/m2/sec. They cannot go higher than this, because a suitable
LED spectrum has not been developed yet for this crops and more
intense lighting with HPS would result in excess heat. Lighting
levels of 400 µmol/m2/sec are not unusual in Finnish greenhouses
and this means that the sun always shines there.

Local for local
Although the golden years may be a thing of the past, the Finnish
consumers still value locally grown fresh vegetables. So much
so, that they are willing to pay double for a cucumber grown in a
Finnish greenhouse over a cucumber from Spain. “I don’t know
of any other countries with such a pronounced preference”,
Lemström continues. “The market share of imported products –
mainly from Spain and the Netherlands – is therefore quite small.”
The productivity per m2 has increased steadily over the years, due
in part to the increasing grow light levels and the Finnish growers
of greenhouse vegetables have seen their market share grow
steadily as a result. Products are only exported occasionally, due
to the relatively high cost price.
In addition to the greenhouse sector, there is also a modest area
of polytunnels and a number of important vegetable crops are
grown in full soil. Examples of this include brassicas, beets,
carrots and onions.

“Finland is
a global leader
in the use of
artificial grow
light systems,
mainly in
the form of
HPS lights”
Thomas Sørensen
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Famifarm continues
to push boundaries
in herb and lettuce
cultivation

The rural Joroinen is home to one of the largest lettuce and
herb producers in Finland. Famifarm Oy is located on the
Järvikylä estate, which was founded in 1674. This is also the
brand name under which the sustainably grown products are
marketed, mainly in pots.

Pioneering company
Famifarm is a true pioneer. The first greenhouse was built in
1987, on top of an old cow house. Using a cultivation area of
only 1,000 m2 they started growing lettuce in gutters of
running water. This remarkable and unique project instantly
put this company on the map. “In the same year, we started
building a second, larger greenhouse”, explains Production
Manager Nina Mustonen during a working visit to Enza
Zaden in Enkhuizen, where she is taking a look at the lettuce
and herb trials with her colleagues Sanna Kauppinen (R&D)
and Sini Memonen (Product ManagerLettuce). “The company
has continued to expand gradually. Since the last expansion
in 2014, we have 5,5 ha of greenhouses in use.”

Climate management
The cultivation technology has also continued to improve
over the years. Ongoing investments were made in the
completely closed water system, a grow light system (HPS
and LED lights) and a state-of-the-art climate control system.
In order to strengthen the sustainable character of the company, they switched from heating oil to wood chips years ago
as a source of renewable fuel for greenhouse heating. After
all, wood is available in abundance in forest-rich Finland.
“Climate management is always a challenge in Nordic
countries”, notes Mustonen. “Not only because the winters
are long, dark and cold, but also because the differences
between indoor and outdoor climate can change quickly and
drastically. Nevertheless, we always succeed in achieving
high production levels of excellent quality and managing
diseases and pests in a sustainable manner.”

Product range development
The modern company produces a wide range of lettuces and
herbs. These are grown in pots, packaged and sold primarily
via the three major supermarket chains. As a result, fresh
Järvikylä leafy vegetables are available in the far corners of
the country. “The old, softer lettuce varieties have almost
disappeared, in favour of crispy types and varieties”, explains
Sini Memonen. “The demand for these has increased tremendously in the past decade and of course we are happy to act
on this. We are responsible for the introduction of many of
these new products in Finland.” “It is good to see that Enza
Zaden is making targeted investments in the product groups
that are important to us”, adds Sanna Kauppinen. “I see new
varieties both in lettuce and in herbs that could bolster our
range of products. It is very insightful to have a look around
here and speak to some of the specialists.”
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Interview with Marco Schembari
Sales and Marketing Director
Isolagrande Srl – Vittoria, Sicily

What is Isolagrande’s main area
of activity and speciality?
Isolagrande is a vegetable production company that focusses on
high-end tomatoes. We grow, select, pack and sell fresh produce.
Our total production area is 65 ha: 45 ha of our own property and
another 20 ha at selected growers who cultivate according to our
specifications under the guidance of one of our technicians.
In our company, 15 ha utilize advanced technology in Dutch style
greenhouses with computerised air conditioning systems that
control all production factors: temperature, humidity, fertilisers, etc.

What is Isolagrande’s position
in the (international) market?

results
in solid
relationship
30 | Partnership

We are in an extremely competitive market, but we stand out
from the competition because of what we do. We don’t offer
vegetables ranging from tomatoes to lettuces, but we are a
business that specialises in premium products, with a position in
high-end tomatoes, because we have seen that this is the winning
strategy. If we were to focus on mass market produce, we would
lose, because we have competitors that perform better than us.
The Dutch are also focusing increasingly on the high-end market,
but thanks to a discussion on varietal choice and specialisation
(especially Sunstream), we can produce at the highest quality
levels. Our strength lies in the skills we have acquired by working
on one variety for about 12 years. The Dutch have an advantage
thanks to artificial lighting, while we rely on natural light, but
we manage to compete simply through specialisation and
technical improvements.

How did the collaboration between
Isolagrande and Enza Zaden start?
We had to find the right variety out of many that had been suggested
to us: Enza Zaden’s ability to identify Sunstream added real value
and they supported our strategy. The collaboration began in 2005,
when the company’s late founder, Vincenzo Fondacaro, together
with Enza Zaden, organised a demonstration at their experimental
centre in Sicily for the entire international supply chain. At the
request of the English market the first production of Sunstream

What is the added value of this
relationship for Isolagrande?
The continuing support for improvement. Let’s take the new
virus-resistant varieties derived from Sunstream, for example.
Enza Zaden often invites us to visit their greenhouses in Santa
Croce where they perform varietal selection: a reason for constant
updates. The local manager’s support is also important: Carmelo
is always present from a strategic point of view, providing us with
commercial information and supporting our company. I think that
in this respect Enza Zaden is better than other seed companies,
and we are very happy with the relationship.

What type of development have
you taken on together?
Basically, the varietal improvement
of Sunstream and testing new
varieties. We recently tried
the new cherry tomato
varieties, such as 410,
with satisfactory results.
Our specialisations are cherry
and mini-plum tomatoes, but
we are now expanding a little into
loose mini-plums, and we’ve started
working on the Marmande line, always
with premium varieties. Regarding
cuore di bue (oxheart) tomatoes, Grifone
is a variety that performs really well: this is
where Enza Zaden continues to give us a
helping hand.

What has changed over the years and
what does your future together look like?
Our relationship is solid: we know what we require from
each other and we are certain of Enza Zaden’s ongoing presence
and valuable support. I think that in the future we must together
identify a few specific varieties to focus on. With such a wide
range , devoting time, energy and money on cultivars that will
not be sufficiently trialled is often a waste. We must rely on our
true strength: we have a solid presence in the stores that sell our
brand and we offer certain varieties with a specific taste. This
enables us to reach the end consumer directly: indeed, we have
found that when distributors offer another product with a different
flavour, it’s the consumer who responds and asks to have our
traditional product back. So, we will certainly be going forward
together, along the well-known, tried and tested road that is
providing us with great success. This is the result of the taste,
texture and aroma of our produce and the constant innovation
that Enza Zaden brings to our tradition.
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Focus on

was started, which was already extremely successful in other
countries. From then on, we were in constant contact with
Enza Zaden’s local sales manager, Carmelo Iacono. We haven’t
stopped working on Sunstream since and are trialling other
varieties at the same time.

CSR

Enza Zaden goes for

green energy and reduced CO2
emissions

“We now use the heat
produced by our cooling
installations to heat a
number of buildings”

There is no doubt that the rapid climate change
taking place on a global scale is due in part to
human actions. In order to limit the speed and
the negative consequences of these changes, we
need to limit the use of non-renewable energy
sources - such as fossil fuels - drastically.
Enza Zaden has been working on making their
energy consumption more green for several years.

“We are doing our best to limit the impact of our business
activities on the environment. We are using recently developed
technology, such as heat and cold storage and LED lighting.
Step-by-step we are making the company greener and will
continue to invest in this systematically over the coming years.”
We spoke to Martin Koper, Global Infrastructure Director, about
this. He explained the tangible measures that have been implemented over the last three years to limit CO2 emissions, reduce
dependence on fossil fuels and improve the energy efficiency of
the company in general.

Solar energy
The biggest steps have been implemented at the head office in
Enkhuizen, which has seen significant expansion and renovation
in recent years. “These expansions and renovations form the
perfect opportunities to make different - more sustainable - choices,
such as higher levels of insulation to reduce the demand for heating”, he explains. “In addition, the roofs of the Santsloot logistics
building and the new lab – the two most recent expansions – are
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virtually covered with solar panels. These solar panels produce
a peak power output of 750 kW and produce an average of 750
MWh of electricity per year. The solar energy that we produce
here is equivalent to the average annual consumption of 350
Dutch families. Also the Vitalis subsidiary in Voorst has been fitted
with solar panels. In addition, significant numbers of panels have
been installed at the two Italian subsidiaries in Sicily and Tarquinia
(north of Rome) and at the Spanish location in Almería.”

LED is leading
LED forms the new standard in lighting for renovation and
new-build. In addition, broken lights are replaced by more efficient
LED lights where possible at all our sites across the globe. Koper:
“In Enkhuizen, all the outdoor lighting has now been replaced and
the climate cells have also almost all been fitted with LEDs.”

Heat/cold storage
One project that captures the imagination was the creation of an
extensive and complex system for heat recovery (from cooling

Martin Koper

installations), heat/cold storage and heat distribution in Enkhuizen.
“We now use the heat produced by our cooling installations to
heat a number of buildings. Any excess heat is stored in the form
of hot water in a heat buffer or in an aquifer located between 100
and 160 metres below ground level. There is another aquifer for
cold water. Using a heat pump, hot water can be extracted and
additional heating can be applied if necessary. The greenhouses
and buildings are connected via a network of pipes and we can
now heat and cool these areas much more efficiently. Of course
the two cogeneration systems that we have here also form part of
the renewed system.”

Other locations and measures
Elsewhere, too, Enza Zaden continues to make targeted investments in more efficient and cleaner energy management to
reduce the carbon footprint. The Chinese subsidiary replaced the
coal-fired boiler with electrical heating last year. South Africa will
be tackled in the near future. “A diesel heater is used there to
supply heating and electricity to the greenhouses and we want to

change that. We are still looking into sustainable alternatives, but
it is obvious that diesel has run its course as a primary source of
fuel. We have no firm investment plans at the moment, but this is
only temporary. Sustainability deserves our ongoing attention.”

Green fleet
And last but not least, Christian Rakow, Purchaser, explains that
Enza Zaden's fleet of vehicles is also becoming more sustainable.
Currently, 20% of the fleet in the Netherlands consists of fully
electric cars. “And that is far above average. In other countries
too, we are looking for sustainable alternatives to fossil fuels.
For example, hydrogen cars are an interesting option in Germany.
The developments in that area are not yet so far that we can
already switch to that. But we keep a close eye on it.”
“Sustainability remains something that requires continuous
attention," concludes Koper.
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Indagra
Bucharest | Romania

NOV

House Fair Spain

WEEK 46

Almería | Spain

NOV

Expo Agro Alimentaria Irapuato

WEEK 46

Irapuato | Mexico

JAN

SIVAL trade show
Angers | France

JAN

Bio-beurs

WEEK 4

Zwolle | The Netherlands

FEB

Fruit Logistica Berlin

FEB

WEEK 6

thepartnership@enzazaden.nl
Enza Zaden
P.O. Box 7
1600 AA Enkhuizen
The Netherlands
T +31 228 350 100
E info@enzazaden.nl
W www.enzazaden.com

Sources

Guangzhou | Guangdong

Berlin | Germany

Chiclayo | Peru

OCT

Tips for the editorial team?

El Albujon, Murcia | Spain

Madrid | Spain

WEEK 44

BioAmerica, Chile; BuisinessBuilding.nl,
The Netherlands; Enza Zaden,
The Netherlands; Famifarm Oy, Finland;
International Taste Institute, Brussels; Isola
Grande, Sicily; Ortomec srl, Italy; Pieter Prins
Fotografie, The Netherlands; Shutterstock,
Inc. USA.

Guatemala

WEEK 3

WEEK 6

Pictures

Antalya | Turkey

NOV
WEEK

WEEK 43

WEEK 39

Enza Zaden, Communications department;
NH Vormgevers

40

WEEK 43

Field Days Vitalis

MAR

39

WEEK 42

SEP

FEB

38

Medellín | Colombia

Twisk | The Netherlands

JAN

37

Valence | France

SEP

DEC

36

Ensenada | Mexico

Agrifuturo

WEEK 39

NOV

Dannstadt | Germany

SEP

WEEK 38

OCT

Demo Day Enza Zaden - Vitalis Culiacan
Culiacan | Mexico

More information about our events on enzazaden.com

SEP

2018/2019

Editing, concept & layout

P14-16:
https://businesscollective.com/3-tipsfor-making-a-strong-customer-connection/
index.html
https://relate.zendesk.com/articles/richardshapiro-8-steps-customer-connections/
5 phases of the customer journey:
https://www.businessbuilding.nl/salesmodel/
customer-journey/
P22-24:
https://www.nippon.com/ja/in-depth/a06003/
http://www.maff.go.jp/j/wpaper/w_maff/
h20_h/trend/part1/chap2/t2_01.html
https://business.nikkei.com/atcl/
report/16/021900010/053100068/
http://www.soumu.go.jp/johotsusintokei/
whitepaper/ja/h29/html/nc135230.html
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preparation of this magazine, no responsibility can be
accepted for any inaccuracies. Enza Zaden has attempted
to trace all copyrights of illustrations used. If proper
acknowledgments have not been made, however, we ask
copyright holders to contact Enza Zaden.
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You simply deserve
the best varieties
for your market
Today and in the future
Visit us during the Asia Fruit Logistica
at booth 5Q21 and discover how
our wide product range,
including organic varieties,
can make the difference
for your market.

Anh Nguyen
1994-2019

Portfolio Manager Lettuce & Endive

Visit us at the Asia Fruit Logistica!
4-6 September 2019 | Hall 5 | Booth 5Q21

enzazaden.com | eu.biovitalis.eu

