
Floriculture . July - August  2018 

July - August  2018

Kshs. 400         Tshs. 8,800 S.A Rands 45     USD 6



            Floriculture . July - August  2018



Floriculture . July - August  2018 

AWARD-WINNING 
TECHNOLOGY FOR 
ORNAMENTALS AND 
VEGETABLES



            Floriculture . July - August  2018

July - August  2018

Kshs. 400         Tshs. 8,800 S.A Rands 45     USD 6

2

The Leading Floriculture Magazine

Contributions to Floriculture are welcome. Although every effort will be made to return manuscripts and photographs, these are 
submitted at owners’ risk. Opinion  expressed by contributors are not necessarily the views of Floriculture.
All rights reserved. Reproduction in whole or in part without written permission of the publishers is strictly prohibited. Floriculture is 
published six times a year and circulated to personnel in the Horticulture Industry, foreign missions and Kenyan Embassies abroad, 
Flower Growers, Exporters and Consumers, extension officers in  the Ministry  of Agriculture and counties, research offices and 
suppliers of agricultural inputs in Kenya.

I n s i d e

Contents

Brand Positioning Strategy

Rosy Outlook For Kenya

Growers Eye US Market

Setting Pace in Logistics

Phyto-Sanitary Assurance 

Master Lighting in Your Greenhouse

IFTEX 2018 a success!

Naivasha Horticultural Fair 2018

Powering on for Avocado

Valagro Launches Megafol & Kendal

Nem in Kenya

7.
11.
15.
21.
24.
28.
30.
34.
36.
42.



Floriculture . July - August  2018 

THE SYSTEM THAT PUTS YOU IN CONTROL
 A new standard in powdery mildew control
  Rapid and excellent disease Control 
  A broad spectrum of activity
 Low application rates
 Ideal for resistance management programs
  Versatility  & systemicity with Xylem-Pro Technology™  fits well into both foliar and soil application
  Superior Plant Health Benefits on greening, rooting and yield

FUNGICIDE

Arysta LifeScience
Tulip House, 5th Floor, Mombasa Road
P.O. Box 30335-00100 GPO, Nairobi, KENYA

 
Tel: +254 717 432 174
Email: arysta.kenya@arysta.com

FERTILIZER

480 SC

With Xylem Pro Technology™

Amiran

Our Knowledge, Your Success.



            Floriculture . July - August  20184

Editorial
F
L
O
R
I
N
E
W
S

F L O R I N E W S

Publishers of Floriculture Magazine

P.O.BOX 79396 - 00200 Nairobi.
Tel: 020-2440909 • Cell 0732-558172, 
Fax: 020-2244892
Email: info@floriculture.co.ke
Website: www.florinews.com

Editor  
Masila Kanyingi

Editorial Assistant
Cornelius Mueke

Contributors 
Edwin Kirwa
Logistics Update Africa

Photographers   
Jairus Ndani 

Graphic Designer
Evelyne Ndiema

Marketing
Edwin Kirwa

Editorial Consultants
Tom Ochieng       : Penta Flowers
Victor Juma         : Syngenta EA Ltd
Doris Kawira       : Dow Agroscience
Charles Njuki      : Flamingo Holdings        
Patrick Ngugi      : BASF
Daniel Kisongwo : Consultant
Innocent  Arunda : Arysta LifeScience
Maurice Koome   : Bayer Cropscience

Floriculture Team

Branding is one of  the most important 
aspects of  any business, large or small. 
An effective brand strategy gives you a 
major edge in increasingly competitive 
markets. But what exactly does 
“branding” mean? How does it affect a 
small business like yours?

Simply put, your brand is your promise 
to your customer. It tells them what 
they can expect from your products and 
services, and it differentiates your offering 
from your competitors’. Your brand is 
derived from who you are, who you want 
to be and who people perceive you to be.

Are you the innovative maverick in your 
industry? Or the experienced, reliable 
one? Is your product the high-cost, high-
quality option, or the low-cost, high-value 
option? You can’t be both, and you can’t 
be all things to all people. Who you are 
should be based to some extent on who 
your target customers want and need you 
to be.

The foundation of  your brand is your 
logo. Your website, packaging and 
promotional materials--all of  which 
should integrate your logo--communicate 
your brand.

Your brand strategy is how, what, 
where, when and to whom you plan on 
communicating and delivering on your 
brand messages. Where you advertise 
is part of  your brand strategy. Your 
distribution channels are also part of  

your brand strategy. And what 
you communicate visually and 
verbally are part of  your brand 
strategy, too.

Consistent, strategic branding 
leads to a strong brand equity, 
which means the added value 
brought to your company’s 
products or services that allows 
you to charge more for your 
brand than what identical, 
unbranded products command. 

Masila Kanyingi

The Basics of Branding
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Just like any great road trip, the journey is just as 
important as the destination. Make sure you put plenty of 
work into planning your messaging framework that lies 
on top of your brand strategy.

Branding For 
Global Market
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Overall, a brand strategy is a 

long-term plan for the growth 

and evolution of a public image 

in order to achieve specific 

goals. A well-defined brand 

strategy for any business 

should guide all aspects 

of it including consumer 

experiences, messaging, 

internal culture, and even 

positioning.

Think of it like giving driving 
directions.
Creating your brand strategy 

is like drawing out a map, and 

positioning is determining 

your location and destination 

(your goal). It is completely 

impossible to provide someone 

turn by turn guidance if you 

have no idea where they want 

to eventually end up and where 

they stand. Once you know this, 

you can then configure the best 

way to get there.

So, without further ado, let’s 

begin with the location, or 

brand positioning, in mind. If 

you haven’t already, selecting 

and developing a brand 

positioning strategy isn’t as 

hard as you might think.

There are four major positioning 

styles that most companies will 

fit into. You may find yourself a 

hybrid between two, but most 

companies will fit snugly into 

one of the styles below.

Style 1: Arm Wrestling-USA 

Market

In this positioning style, you 

are trying to take on the market 

leader and beat them at their 

own game. This type of strategy 

can be used when there is 

a well-established market 

category but no clear market 

leader that is leaps and bounds 

ahead of everyone else.

The advantage of this style 

is that your audience already 

has a frame of reference, 

making it very easy for them to 

understand your offering. “Oh, I 

get it, this product is just like X.”

However, the biggest hurdle to 

attempting this strategy is that 

it takes a lot of money and time 

to make it successful.

Style 2: Big Fish, Smaller 

Pond-Rusia Market

The idea behind this style is to 

focus on a smaller sub-segment 

of an existing market. In other 

words, it’s about creating a 

niche within an underserved 

market segment (the proverbial 

small pond). This strategy is 

especially useful if there is an 

identifiable segment of the 

existing market whose needs 

are not being met by the 

existing market leader.

Many marketing agencies, for 

instance, take this tactic and 

may position themselves as a 

specialist in providing services 

to a specific industry. The 

advantage to this, again, is your 

audience already has a frame of 

reference. 

They understand your offering 

because it is similar to 

something that already exists, 

but unlike “arm wrestling,” you 

Brand
Positioning 

Strategy

Good branding 
doesn’t happen 
overnight and it 
doesn’t happen by 
accident. In fact, 
it takes planning, 
creativity and 
consistency - 
executed over time 
- again and again. 
This starts with 
the company logo, 
corporate identity 
package and brand 
guidelines. Then 
exhibitor should 
expand the brand 
from element to 
element without 
overlooking even the 
smallest detail.

Building a brand marketing strategy doesn’t happen overnight. You 
have start somewhere. So what is the first step you should take in 

creating your marketing strategy? Where should you start?
The answer: brand positioning.

Cover  Story

To Page 8
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don’t have to go head-to-head with the 

market leader since you are targeting a very 

specific niche. The risky part is the market 

leader could turn around and match your 

niche offering if they see it working.

Style 3: Reframe the Market-EU Market

This style of brand positioning reframes an 

existing market in new terms. It makes the 

benefits highlighted by previous market 

leaders irrelevant, or frankly, boring.

You would use this if your product 

or service features an innovation or 

advancement that was previously 

unattainable, or if there has been a recent 

shift or change in the market needs or 

expectations.

The reason to pick this style would be to 

highlight your strengths as differentiators, if 

they are so important to the audience, they 

can surpass those of the  market leader.

You’ll want to make sure the market leader 

can’t strike back by simply adding a feature 

similar to yours, however. Your strength or 

differentiator must be bigger than a simple 

“feature.”

Style 4: Change the Game-Virgin Markets

This style is reserved for when there is no 

market category for what you do. You are 

the first of your kind and you get to invent 

your market! (Lucky you!)

This strategy should be used when your 

strengths don’t fit you into an existing 

category or if a new need has emerged 

that isn’t served by any existing market 

categories. (A new product-market fit, if you 

will.)

The advantage to this strategy is you’ll 

be the default market leader because 

you created the category. There are still, 

however, a few risks to be wary of if you 

want to go this route.

For example, you’ll want to be sure there 

really is a need for your product or service. 

Sometimes if a market category doesn’t 

exist, it’s because it doesn’t need to. Don’t 

believe me? History is littered with product 

flops that tried to fill a need that didn’t exist.

The other major risk with this strategy is 

copy-cats. Without major barriers (i.e. 

patents, technology, etc.) people may be 

able to quickly copy and beat you before 

you have a chance to establish yourself as 

a leader. So, just make sure you have a big 

enough head start if you are going to try 

this strategy.

You Have Your Brand Strategy; Now What? 

Now that you’ve decided how to 

strategically position your brand, everything 

else will be so much easier. You’ve defined 

your destination as a brand, so your next 

steps will be selecting and planning your 

route to get there. These, are often your 

marketing tactics.

Just like any great road trip, the journey is 

just as important as the destination. Make 

sure you put plenty of work into planning 

your messaging framework that lies on top 

of your brand strategy.

Your most important next steps are to:

• Define your personas and identify their  

   decision-making styles

• Understand your unique buyer’s journey

• Create value propositions for each of your  

   products or services

• Decide upon key messages that will   

   resonate with your persona’s pain points

8

One of the Stands During 2018 IFTEX Exhibition

Cover  Story

From  Page 7
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We are focusing more on Asia and China in particular 
because the EU market has so many players and the rate 
of expansion in Kenya is higher than the growth of the 
EU market,’ said Pigeon Blooms Managing Director Eliud 
Njenga, whose farm exports roses to China

Kenya Spreading Love

Cover  Story
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Kenya’s flower industry is 

adopting high-quality standards 

to grow and consolidate its 

market share and ward off competition 

from emerging flower-growing countries 

in an increasingly competitive global 

market. The internationally and locally 

defined quality standards are geared 

towards creating the Kenyan flower 

brand.The standards include the Kenya 

Flower Council Silver standard which all 

exporters must comply to. The KS1758 

standard for flowers and ornamentals is 

an additional quality control measure, 

“which means no one should be allowed 

to mess up the industry.”

The making of the Kenyan Flower brand 

means growers are now optimizing on 

available resources to get the best cut 

flower, and also taking advantage of 

global events such Valentines days – 

which accounts for almost 30 percent of 

all roses sold in a year. Flower farmers 

are also innovating around the efficient 

use of water which has saved growers 

from the biting drought in 2017 with 

sales estimated to close at over Sh71 

billion up from Sh65 billion in 2016.

Kenya’s market share in the EU 

is expected to rise to 40 percent, 

consolidating its second position after 

Netherlands, while at the same time 

growing its market in the over 45 other 

countries it exports to. The prospects 

for 2018 look promising due to favorable 

weather and emerging new markets 

such as the Far East, Korea, Australia 

and Eastern Europe for Kenya’s cut 

flower product.

Rosy Outlook 
For Kenya

With a global market share of 7 percent, 

Kenya is the fourth largest exporter of 

cut flowers behind The Netherlands, 

Colombia and Equador. Africa’s second 

largest exporter of flowers – Ethiopia with 

a market share of 2 percent – is steadily 

expanding acreage under flowers backed 

by government incentives and low labour 

costs.

Kenya’s answer to the competition is 

exploring and promoting new regions with 

favorable weather to expand flower farms 

beyond the traditional Naivasha flower 

farms.  The North Rift (region) is coming up 

strongly and so is Nyahururu and the Mt. 

Kenya region.

China is an attractive market for Kenyan 

flower

China has become a new attractive market 

for Kenyan flower farmers exploiting 

diversified avenues for retailing their 

produce. But as many investors continue 

to take interest in flower farming, exploiting 

new markets with huge potential for 

a sustainable supply is becoming an 

inevitable aspect in the industry. And China 

has turned out to be a potential destination 

for high value roses. 

‘We are focusing more on Asia and China 

in particular because the EU market has 

so many players and the rate of expansion 

in Kenya is higher than the growth of the 

EU market,’ said Pigeon Blooms Managing 

Director Eliud Njenga, whose farm exports 

roses to China. 

To Page 12

11

Cover  Story
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‘Penetrating into the Chinese market would 

neutralize monopolization of prices thus 

benefiting flower farmers in the country 

in the long-term,’ Njenga said.  Creating 

an enabling environment for direct flights 

between the two countries largely boosts 

exportation of flowers from Kenya to China 

as Njenga argues. 

Significantly, huge population in China 

and growing demand for quality roses 

provides Kenya with a viable customer 

base to capitalize on.  

‘The flower industry in 

Kenya is more than four 

decades and evolved 

over the years in the use 

of modern technology,’ 

said the Pigeon Blooms 

Managing Director. 

Njenga said premiums 

roses exported to 

China are grown in high 

altitude parts of Kenya 

and whose high quality 

provides a competitive 

leverage in the Asian 

market. 

Even as Kenyan flower 

farmers seek to exploit a growing market 

in China, they face competition from other 

countries such as Colombia and Ecuador. 

However, Njenga is convinced that the 

Kenyan flowers would be most preferred 

due to their fair retail price and long shelf 

life.

To Australia with love: 

If you have bought a rose for your loved 

one in Australia, there is a chance it has 

travelled a very long way.

Figures from the Federal Department of 

Agriculture show that Australia flower 

imports from Kenya are significantly. This 

year It is understood to be a record for the 

Kenyan rose trade to Australia.

Jasmin McFadden, who runs a flower shop 

in the remote Kimberley region of Western 

Australia, said she was surprised when told 

the roses she was being sent were from 

Kenya.”It would appear that local supply 

cannot keep up with demand, so they’re 

all imported unfortunately,” she said. “It’s 

quite amazing. It’s a very long flight, without 

water too.”

Kenya is one of the world’s biggest 

exporters of roses, and according to the 

Kenya Flower Council (KFC), the nation’s 

floriculture industry earns Kenya billions 

of US Dollars. Kenya Airways Cargo (KQ 

Cargo) has also entered into an agreement 

with QANTAS to export flowers to Australia. 

Through this agreement, KQ Cargo aims 

to freight over 30 tonnes of flowers into 

Australia every month. 

This has enabled the success of the new 

service to uplift flowers via Johannesburg 

into Sydney and Melbourne and is a 

major game changer for Kenya in terms of 

increasing trade exports of flowers to non-

traditional markets. This partnership opens 

up the Australian market for exporters 

and is a business opportunity to generate 

revenue.

Australian roses struggling to compete

The increase of flower imports to Australia 

is putting pressure on local growers 

according to the Flower Association. 

Growers said the rise of imports had 

been exponential and was putting some 

Australian producers out of business.  “A lot 

of our local growers are pretty disappointed 

by the ready-availability of imported roses,” 

he said.

They’ve been coming in for years for 

Valentine’s Day only, and 

then over the last five to 

eight years they’ve really 

been ramping up almost 

exponentially year on 

year. There are a lot of 

growers who have gone 

out of business.

“I was speaking to a rose 

breeder based in Victoria 

and he was saying at 

least half of the rose 

growers on his books 

have dropped off and not 

growing any longer. And 

that’s mainly because 

they can’t compete against 

imports on price.”

Mr Holborn said flower imports would no 

doubt continue and industry was pushing 

for tighter biosecurity. “Our biggest fear at 

the moment is what we feel is insufficient 

biosecurity protocols in place at the 

border,” he said.

“There’s a number of issues such as insects 

coming in on certified pathways and also 

the packaging tends to deteriorate more 

than it should, which poses a risk at point 

of entry that boxes are open, collapsed or 

compromised.”

From  Page  11

Cover  Story
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Keen to see KQ commit some space 
for cargo. We are really hoping that 
our flowers will be carried directly.

Mr. Chris Kiptoo

Marketing
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Growers 
Eye US Market 

Kenya’s earnings from the United States 

horticulture market are set to rise to 

Sh10billion [98.6 million USD] on direct 

Nairobi to New York flights scheduled to 

start in October.

Kenya Flower Council chief executive Clement Tulezi said 

in an interview that the country is currently earning less 

than a billion from the US market.

Earnings from the horticulture sector hit Sh115 billion [1.1 

billion USD] last year from Sh101 billion [996 million USD] 

announced in 2016. Companies licensed to export the 

flowers also increased to 386 from 356 in 2016.

The total export volumes increased by 26,303 tons to 

159,961 tons in said period, while the value rose to 82.25 

billion from 70.8 billion.

“We also expect that the direct flights would increase our 

Share of the US market from the current 0.4 per cent to 

10 per cent,” Tulezi said.

“Kenya is looking at  an opportunity to diversify our 

markets to the American market. And, we’re also looking 

— not to compete with the South Americans, who are 

the main producers or the main suppliers of flowers for 

North America — but look at complimenting the product. 

Because, our products are very different,” Tulezi said.

Kenyan roses have a smaller head-size than the 

Columbian flowers that dominate the U.S. market, say 

growers in Naivasha, but Kenya’s varietals and low 

production costs could give it an edge. 

While a small fraction of Kenya’s flowers currently end up 

in the U.S., the air freight stopover in Europe is a costly 

barrier to greater market access. 

Mr. Tulezi agrees that direct flights are a good opportunity 

— if there is enough cargo space.  “I think it will depend 

on how much freight is available, in terms of what can 

leave the country, and also of course how competitive 

Kenya can be against the South American exporters, 

which are very, very strong in terms of the U.S  market”, 

Tulezi said.

Kenya-US direct flights 
By attaining the highest International Aviation Safety 

Assessment status, Nairobi can now cement its position 

as the region’s aviation hub for both passengers and 

cargo.  Direct flights to the US will significantly reduce the 

time taken to move cargo between the US and East Africa 

— from seven days to as little as a day.  

However, direct flights are usually more expensive than 

connecting ones and so travellers should expect shorter 

but costlier flights. 

The direct flights will particularly enable East African 

businesses to exploit the currently under-utilised Agoa 

trade agreement with the US.

Kenya’s cut-flower industry may be set to grow once again with direct flights opening in October to 

the United States. Kenya’s flower growers have been anticipating the direct flights for a few years 

now, according to Clement Tulezi., CEO Kenya Flower Council. Kenya’s cut-flower industry has 

blossomed since the 1980s, and now holds the biggest market share for exports to Europe. Kenya’s 

flower producers are hoping direct flights set to open between Nairobi and New York City could 

help them put down roots in a new market — the United States.

15

To Page 16

Marketing



            Floriculture . July - August  2018

No Commitment So Far
Kenya Airways (KQ) is yet to commit that it will offer freight space 

for flower exporters as it begins maiden direct flights to the US in 

October.

According to Kenya Flower Council (KFC) CEO Clement Tulezi, KQ 

appears focused on growing passenger numbers as opposed to 

promoting trade through provision of space for cargo. “One thing 

we are looking at is how much of cargo space they (KQ) will have 

to airlift flowers from this country to the US. At the moment, we are 

not sure because in their business strategy, they are more focused 

on passenger numbers than cargo,” he said.

Speaking in Nairobi the International Flower Trade Expo, Mr Tulezi 

said flower exporters were in talks with KQ to help them leverage 

on direct flights to grow trade.

At the same event, Trade Principal Secretary Chris Kiptoo said he 

was also keen to see KQ commit some space for cargo - even 

though he was still in the dark on the issue, just like the exporters.

“We have optimism, even though when I spoke to the KQ chief 

executive (Sebastian Mikosz), he did not seem to give me good 

indication that we are actually going to carry flowers directly. We are 

really hoping that our flowers will be carried directly,” he said. 

Quality Standards
Quality standards are stringent. Flowers must be flawless, conform 

to grading standards (which may be different to those for Europe), 

long vase life. Bunches or bouquets arranged according to pre 

-set parameters often in agreement with customer (stem length, 

flower size, petal count, and number of flowers or stems, bud 

opening stage). Colour mix and product mix are very important 

in connection to specific dates. No mechanical or pest/ disease 

damage, this goes beyond quality control as can lead to rejection 

of product at the border

A stable, continuous cold chain from farm to sale point is essential 

to ensure a long vase life. This can bring significant logistical 

challenges, particularly when handling different flower types or 

arrangements

Packaging and Product presentation
The main goal of packaging is protecting the flowers, however 

exporters cater to customer’s desires by packing solid colours, 

mixes, specific stem counts, sometimes weight. Boxes, sleeves, 

decorations and others are very important in the retail/ mass market 

scenario. Bar codes, certification and other information traceability 

are critical.

Bouquets: A specialized trade, largely consolidated into large 

companies often focusing exclusively on bouquet/ mass-market 

sales. Many flower and foliage types are needed and marketing 

departments within a company need to be structured so they can 

efficiently cater to the mass buyer. 

Quality control, inventories and postharvest management can be 

challenging. The same is true of transportation and distribution 

logistics. 

Certification
Eco-labels and certification are increasingly important. US 

consumers now recognize GLOBALGAP, Rainforest Alliance, 

FairTrade, Veriflora and MPS certificates, and some importers and 

traders (both wholesale and retail) now request them. Some mass 

marketers have their own certificate or recognize specific ones.

Environmental sustainability and Corporate Social Responsibility 

(CSR) are considered equally important. International suppliers to 

the US have standardized individual efforts in this respect, e.g. Flor 

Verde (Colombia), Flor Ecuador. Flower growers in the US have 

launched American Grown.

16

“One thing we are looking at is how 
much of cargo space they (KQ) will have to 
airlift flowers from this country to the US.

To Page 15
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Mr. Clement  Tulezi
We need a good study to understand the retail 

market, which is different from the auction 

market that we are traditionally used to.

Marketing
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Direct Flights 
Cut Cost by Half

Kenya Airways (KQ) is yet to commit that it 

will offer freight space for flower exporters 

as it begins maiden direct flights to the US 

in October. 

Speaking during the International Flower Trade Expo, Mr 

Tulezi said flower exporters were in talks with KQ to help 

them leverage on direct flights to grow trade. 

Currently, Columbia dominates the US flower market, 

taking up about 70 per cent of the supplies. Kenya is 

yet to break beyond four per cent of the market, but 

exporters are keen to make inroads above 10 per cent, 

boosted by the direct flights. “We want to go into this 

market since we have a whole range of flowers, from low 

attitude to high attitude, than the South Americans are 

able to supply,” said Tulezi. 

According to the 2018 Economic Survey, Sh115 billion 

worth of exports came from horticulture, about 19.4 per 

cent of total exports. Cut flowers accounted for Sh82 

billion, translating to 71 per cent of horticultural exports. 

KFC has already started promotions in the KQ in-flight 

magazine, Msafiri, to warm up to the American market 

and also wants more vigorous marketing hinged on 

foreign missions. 

Market study 

“We need a good study to understand the retail market, 

which is different from the auction market that we are 

traditionally used to,” said Tulezi. 

But of concern will be the freight charges. Exporters are 

concerned over the huge cost of transportation and are 

keen on negotiating with airlines to bring them down. 

Tulezi said charges are shifting from actual weight to 

Certification responds to increasing demand for sustainability

volume, which means that exporters will have to pay more 

on freight than they have done before. 

This has caught the attention of the Government, which 

says about half of cost incurred to export horticultural 

products are contributed by freight charges

Direct flights will cut cost by half 

The current scenario which costs traders $4 per kg to 

ship flowers to the US via Schiphol or South Africa is 

set to significantly change once direct flights to the USA 

commence. This is an affirmation from the Kenya Flower 

Council (KFC) sighting the transit stopovers as the reason 

for high freight costs.

It is going to be cheaper for us to export our flowers to 

the US once direct flights to America start, this will be 

a big boost to our growers who will see their earnings 

improve.“KFC is gathering market intelligence on 

the status of the American market, entry points and 

investment opportunities.”

Mr. Tulezi said the US market would raise competition for 

Kenyan flowers globally as currently nearly all the produce 

from the country is sold in Europe. Exports to the US 

implies we will have diversified our markets and we will no 

longer have to rely on Europe as our major buyer; this will 

make our produce competitive because of an alternative 

market.

Kenya’s flowers are a sensation in the US but until the 

categorisation, it has been costly and lengthy to ship the 

country’s flowers to the world’s biggest market of our 

flower after the EU.

In 2016, Kenya’s Floriculture Industry earned over 600 

million Euros, making up 70 per cent of earnings from 

horticultural exports.
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Main Story

Kenya Airways (KQ) has finally been cleared 

to make direct flights to the United States, 

the move will help the airline grow revenues 

as well as enable local industries increase 

exports to the American market.

KQ Direct US Flights

Logistics
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hopes to increase the amount of 

goods exported to the US market, 

especially through the African Growth 

and Opportunity (AGOA) window, 

which exempts from taxes, certain 

goods from some African countries 

including Kenya.

Emirates carried 28K tonnes of 

Kenyan flowers

Emirates SkyCargo transported 

28,000 tonnes of flowers from Kenya 

in the year 2017-18. This volume was 

transported in the 12 months since 

the launch of Emirates’ offering for 

perishables – Emirates Fresh. 

Since April 2017, Emirates SkyCargo 

has carried close to 400,000 tonnes 

of perishables under the three 

different Emirates Fresh service 

categories. 

Fruits and vegetables were the 

largest category of perishables 

transported by Emirates SkyCargo. 

In the last year, the air cargo carrier 

transported over 150,000 tonnes 

of fruits and vegetables globally. 

More than a fifth of the total volume 

of fruits and vegetables carried on 

Emirates SkyCargo were transported 

from India. Nearly half of the fruits 

and vegetables from across the 

Thrust on perishables exports

According to a recent report, Kenya 

earned much more from flower 

and other perishable exports in the 

last three years than before.  “The 

earnings from exports are slowly 

growing and a promise of a better 

future. 

A number of multinational freight 

forwarders are acquiring Kenyan 

companies to tap into the lucrative 

perishables market. Recently, 

the world’s third largest logistics 

company, Japan’s Nippon Express, 

launched a subsidiary office in 

Kenya. Nippon Express has been 

making use of local agents for the 

export of home-grown (Kenyan) cut 

flowers and roses.

The firm announced that it will be 

putting in place a structure to meet 

the needs of customers in Kenya 

and the rest of East Africa, where 

sustained growth is expected.

Tapping into the vast potential in the 

Kenyan perishables market, global 

freight forwarder and logistics group 

Panalpina acquired Kenya-based 

Air Connection last year, this follows 

Panalpina’s acquisition of another 

Kenyan perishables forwarder, 

Airflo, which was completed in 

2016. Air Connection’s perishables 

In logistics 
sector, a number 
of international 
companies acquiring 
local players in 
Kenya is a clear 
indication of the 
lucrative nature 
of the business 
here, particularly 
with perishables. 
That apart, the 
Kenyan government 
has initiated a 
wide number of 
infrastructural 
projects to set the 
ball rolling. This 
speaks volumes 
about how the 
country has 
emerged from its 
days of economic 
downturn. Initiating 
a broad range of 
business reforms, 
the Kenyan 
government is 
leaving no stone 
unturned to attract 
more investments 
into the country.

Setting
Pace in

Logistics

business has operations near Jomo 

Kenyatta International Airport in 

Nairobi and in Mombasa, and is 

now merged with Panalpina Airflo. 

With this acquisition, Panalpina 

Airflo’s combined cold-storage 

capacity will increase to 4,200 

square meters as the combined 

business expects to handle about 

70,000 tonnes of perishables 

airfreight per year. The company 

has also begun construction to 

increase its cold-storage space in 

a project that should be completed 

by 2018, according to the company 

statement.

KQ Direct US flights

Now that Kenya Airways (KQ) has 

finally been cleared to make direct 

flights to the United States, the 

move is expected to help the airline 

grow revenues as well as enable 

local industries increase exports 

to the American market and boost 

tourist numbers from the key source 

market. Direct flights between the 

two countries will open a window of 

opportunity, especially to Kenya, with 

the US being one of Kenya’s largest 

trading partners. 

Last year, Kenya exported Sh43 

billion worth of goods to the US. 

In return, America imported Sh47 

billion worth of goods. Kenya 

Kenya’s growing importance as a global hub for trade explains why the nation has been 

experiencing the fastest rise in foreign direct investment in the continent.

To Page 22
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world were imported into the UAE, which 

has a thriving international food scene 

catering to a large expatriate population. 

With the onset of the export season for 

mangoes from the Indian subcontinent 

and the start of Ramadan, Emirates 

SkyCargo will be going through one of its 

busiest seasons in the year for transport of 

perishables from May 2018 onwards. 

 

Over 50,000 tonnes of fresh flowers and 

plants were also transported on Emirates 

SkyCargo between April 2017 and March 

2018. This includes flowers transported 

directly from some of the world’s most 

important flower producing regions such 

as Kenya and Ecuador on freighters 

to Amsterdam – the hub of the global 

floriculture market. 

“Since its launch last year, we have 

received extremely positive feedback on 

Emirates Fresh from our customers,” said 

Nabil Sultan, Emirates divisional senior 

vice president, Cargo. “The three different 

service levels of Emirates Fresh allow us to 

respond to the varied needs of perishables 

exporters. We continue to work with our 

customers and to invest in and develop 

Emirates Fresh as well as our other sector 

specific offerings. This is what helps us stay 

ahead of the game,” he added. 

Turkish Cargo keen on Kenya 

Turkish Cargo attended the IFTEX 

(International Flower Trade Expo), held in 

Nairobi, the capital of Kenya, one of the 

prominent flower producers of the world. 

Having attended said exhibition, which 

is attended by more than 120 flower 

producers and international flower 

buyers on yearly basis, Turkish Cargo 

held meetings with various producers 

and buyers, and hosted Mr. Ahmet Cemil 

Miroglu, the Ambassador of Turkey in 

Kenya. Some conversations were held with 

the Esteemed Ambassador in respect of 

performance of effectual logistic activities 

for the floriculture industry.

Turkish Cargo operates direct air cargo 

shipments for 7 days a week to Nairobi, 

to which flights (pax) are operated also 

by Turkish Airlines on 7 days basis. The 

flowers, arriving at the cargo terminal by 

air-conditioned vehicles, are shipped at 

2°C + 8°C. If and when vegetables and 

fruits are also transported within the same 

shipment, then the flowers are loaded in 

different compartments in order to avoid 

the flowers becoming affected by the 

ethylene gas, generated by such fruits and 

vegetables, during the flight, and thereby, 

any and all actions and measures are taken 

as required.

Rail infrastructure gains steam

Kenya Railways Corporation, a 

government-owned rail operator, launched 

its cargo service on the new Standard 

Gauge Railway (SGR) in January 2018. The 

new Standard Gauge Railway (SGR), also 

called the Madaraka Express, connects 

Mombasa Port, the largest port in East 

Africa, and Nairobi. This 472km-long line 

is the first phase of the SGR project that 

aims to connect Kenya, Uganda, Rwanda 

and South Sudan and create around 30,000 

jobs during construction.
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Online shoppers across the globe are 

buying from marketplaces and international 

retailers, relying more on digital devices 

and seeking alternate delivery options, 

according to the global UPS Pulse of the 

Online Shopper study.

The study – which captured the changing 

behaviors and preferences of online 

shoppers in six markets including the US, 

Asia, Europe, Canada, Mexico and Brazil 

– details how these behavioral shifts seek 

better prices, and more choice, control and 

convenience. It also captures geographic 

differences, information essential to 

retailers as e-commerce increasingly 

transcends geographic borders.

“Understanding shoppers and meeting their 

demands is crucial in this rapidly changing 

landscape. To stand out, smart companies 

must recognize that, with competition now 

coming from around the world, consumers 

want different ways to make purchases, 

more convenient ways to receive them and 

innovative experiences from start to finish.

Almost all online shoppers in the markets 

Understand Online 
Shoppers and Meet their Demands 

surveyed shop at marketplaces, which 

are third-party e-commerce sites that let 

multiple merchants sell products. The top 

reasons for using marketplaces are better 

prices and free or discounted shipping.

The study also showed that global 

competition for customers is increasing, 

with a significant number of online 

Consumers shopped internationally 

primarily for better prices and access to 

specific or unique products.

The majority of global shoppers also use 

mobile devices to search for products, 

compare prices, locate stores and track 

deliveries, all the more reason retailers 

should think ‘mobile first.’ At least 70 

percent of respondents in all regions used 

smartphones to compare prices while in 

stores.

Meanwhile, shoppers expect quick 

fulfillment of online orders and speedy 

delivery across all regions, but expectations 

for what counts as quick delivery differ. 

New developments in the retail experience 

that may play a role in the future of the 

industry include online marketplaces and 

new technologies such as robots and 

chatbots, according to the study. 

Consumers are more open to some new 

technologies in the retail landscape but 

skeptical of others. When asked about the 

appeal of robots in stores, more than half 

of consumers in the U.S. and Canada are 

not convinced, preferring to interact with 

a person. While face-to-face assistance is 

preferable in-store, respondents prefer self-

service options online. The comfort level 

with using chatbots for tasks like getting 

product information is growing too. 

The study divided the results into three 

sections: constants, areas of the retail 

experience that remain important year after 

year and influence purchase behaviors; 

movers, areas where consumers have 

shown significant growth in recent years; 

and e-mergers, newer areas of retail that 

may play a role in the shopping experience 

of the future.

“Understanding shoppers and meeting their 
demands is crucial in this rapidly changing 
landscape.
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With a paradigm shift of investors, growers and the market place 

towards sophisticated technological tools in a commitment to 

foster productivity, quality, speed up operations, cut on costs, real 

time updates and access ; Regulators should adopt an up to date 

and competitive systems in place if 25% annual growth was to be 

realized within the industry.

The Kenyan government through the ministry of agriculture and 

ministry of foreign affairs and international trade, with the help of 

governmental and member based self regulatory organizations 

in place which are KEPHIS and KFC respectively have achieved 

enormous milestones when it comes to phyto-sanitary standards 

both locally and internationally. Through continuous self 

assessment, the two regulatory bodies continue to conform to 

the upcoming trends and gaining recognition in the international 

market.

Despite these notable achievements and growth within the industry, 

the question still lingers: Can you imagine the gain, IF the data 

captured and accumulated by the two regulatory bodies could 

be made visible and available right from the grower (farm) to the 

consumer (market) in real time updates?

This will spur an interesting debate; but in a nutshell, we all have 

experienced at one point or the other the benefits of being able 

to access credible, correct and complete information instantly; 

whether on certification, compliance and information on pest free 

assurance; this information has contributed immensely to positive 

decisions from consumers, promotion of the country’s brand and 

increase in trade: Sadly,  a lot of stones are yet to be turned so as 

to unearth the real potential of information visibility and traceability 

to as a certain phyto-sanitary assurance and certification to our 

target markets.

There is no doubt of our high scoring record as an industry when 

it comes to inspection, compliance, auditing programs and 

production of quality plants; but yet still we encounter an alarming 

decline of plants at the dispatch point, because of lack of either 

credible documents or maybe late documentation due to system 

traffic, non-compliance and incompetent pest management 

systems at the farm. Growers and the industry have succumbed to 

enormous losses due to these system and technical issues.

What Is the Solution?
Quality management, quality production and compliance to phyto-

sanitary standards nowadays is not enough, even with a strong 

tool that conforms to GLOBALG.A.P, there still lies  a giant that 

needs to be adequately  awaken and utilized. To effectively execute 

this strategy, it is about time to allow companies and systems 

to talk to each other. If we are going to manage all this data on 

a global scale, keep it up to date and save time and resources 

in the process, we need intelligent people with capable systems 

who work together to ensure that we are all operating in the most 

efficient and profitable way possible.

According to Dobbs, Manyika & Woetzel in their book “No ordinary 

Disruption: The Four Global Forces Breaking all the Trends”. 

Processing power and connectivity to the internet are sweeping the 

all world; their impact is multiplied by enormous revolution of data, 

which places unprecedented amounts of information into the hands 

of consumers and business alike; this has been made possible 

through proliferation of technology-based business models.

When companies and systems work together in a language they 

understand, to foster capturing, accumulation, monitoring and 

visibility of data then the 25% annual growth will be realized once 

the markets’ confidence are secured and the consumers are 

assured of quality products; through transparency envisaged in our 

data visibility and updates with the help of a stable and capable 

technological based platform.

Phyto-Sanitary Assurance: 
Where we are, What are the Loopholes

Advertorial



Floriculture . July - August  2018 

Way to Assurance
Muddy boots software is a company which has demonstrated 

competitive experience when it comes to development of tailor 

made systems in management of flower and horticulture sector 

over the last 20 years. We have diversified and reinvented more 

often to suit the ever changing technological world and match 

up with the market needs to enhance information visibility and 

transparency from the grower to the retailer.

Contributions of regulators keeps our brand breathing and thriving 

but to compliment inspection and compliance activities done by 

regulatory bodies, muddy boots takes a notch higher to ensure the 

systems built, record inspection information, provided escalation 

to this information (making it visible and accessible in real time 

updates), notification on any updates and recommendation for a 

corrective action.

Muddy boots’ phyto-sanitary systems provide businesses total 

confidence that every product from every consignment comes from 

a validated source that meets their customers’ protocol. With all 

supplier information held in one centralized and secure location, 

our customers have instant access and complete visibility of the 

approval status of both products and suppliers.

The integration with GLOBALG.A.P makes this process even easier. 

Now, our phyto-sanitary assurance systems can synchronize 

certificate and grower information from the GLOBALG.A.P 

database, driven by a unique number. This saves a significant 

time by reducing the manually upload and monitor GLOBALG.AP 

certificates.

What are the Benefits
Greater transparency- It provides capabilities to exhibit total 

transparency of the approval status of your sites, suppliers and 

products so as to mitigate risks from your supply chain.

Connect with suppliers- The system enables you to connect 

with suppliers online for you to manage, share and validate all 

information relating to the approval status of your supply chain. 

Suppliers and customers can access the system and update 

information from any location.

Reduce costs and increase efficiency-Through holding of 

supporting evidence for approval in one place; you will significantly 

reduce the time spent on managing this process. The automatic 

alerts tell you when an action is required, so you no longer need to 

continuously monitor your data as the mobile apps allows auditors 

to work both on and offline, so as they can capture data in the 

field; avoiding unnecessary duplication of effort and speeding up 

operational processes.

Total confidence- The system maps your supply chains from grower 

to your customer and provided confidence to the market that all 

products are from an approved source.

Monitor and measure performance-The system allows collection 

and access of large volumes of data from across your supply chain 

using single cloud –based platform. Remove papers, subjectivity 

and duplicity from the audit, visit and assessment process. Visual 

reports allow you to identify issues and spot trends immediately.

Technological revolution is unavoidable, with 5th industrial 

revolution in the offing, its occurrence will sweep the world, 

everyone will be in possession of the latest technological 

innovation as it is even witnessed today; the need and hunger for 

technological based operations, products and services (offered 

on technological platforms). There is need to automate operations 

and processes to compete well and assure the market through 

sharing of data. Visit our website to interact with our phyto-sanitary 

systems in place so as to scale up your operations, reduce waste 

and enhance your visibility throughout the supply chain.

Download a free 30 days trial of the software at iOS or the website
Contact: Stephen Ng’ang’a: 0720 893 421, David Lawrence: 0722 523 477
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About half of the 

Kenyan population 

lives without a mains 

connection. To expand its 

power supply, the country is 

investing in geothermal, wind 

and solar technology. 

The entire African continent 

has enormous potential for 

renewables. But Kenya lacks 

substantial fossil fuel deposits, 

which is why the country has 

been forced to search for 

alternatives: even today, around 

two thirds of the electricity 

demand is met by renewable 

sources.

Unfortunately about half of the 

population still lacks a mains 

connection. Because, even 

though generating capacities 

have increased by around 60 

per cent since 2010, there 

are still many power supply 

deficiencies. Rapid population 

growth and positive economic 

development have placed 

expansion of Kenya’s power 

supply in a position of central 

importance.

To cushion this, the potential 

of hydropower has by and 

large been exploited and, 

due to prolonged periods of 

drought, it has lost reliability. 

So Kenya is intensifying its use 

of geothermal, wind and solar 

energy. Kenya’s geothermal 

potential is distributed 

across close to 23 locations 

and is estimated to be over 

10,000 MW. This is far more 

than Kenya’s current power 

generation capacity of 2,400 

MW.

The geothermal energy is not 

only a renewable and nearly 

carbon-neutral technology; it 

is also largely independent of 

factors like the seasons and 

climate.

Expansion of geothermal 

energy exploitation is also an 

important element of Kenya’s 

adjustment to climate change, 

as it reduces dependency on 

hydropower. Due to the high 

intensity of radiation near the 

equator, experts also see strong 

potential for solar energy. 

While photovoltaic technology 

has mainly been used for 

decentralised, small-scale 

solutions in the private sector 

known as “solar home systems” 

until now, their share in power 

production is expected to 

increase to five to ten per cent 

in the coming years.

To achieve this, by 2030, 

investments of USD 30 to 50 

billion in power production, 

transmission capacity and 

connections to the electricity 

mains are expected. This could 

increase the percentage of 

renewable energy sources to 80 

per cent of the electricity mix. 

To conserve Kenya’s limited 

budget funds, the market 

was opened for private power 

generation companies. The 

Kenyan government has already 

concluded long-term off-take 

agreements with 11 private 

Kenya A Pioneer 
In Green Energy

26

electricity producers.

The Olkaria geothermal power 

plant alone reduces emergency 

power generation with diesel 

generators so significantly that 

end consumers saw a drop in 

energy prices of about 24 per 

cent. The people now also have 

access to reliable power.

In addition to developing 

geothermal power like the 

exploitation of the geothermal 

field in Baringo-Silali, 

development of new wind 

power generation capacities 

is inevitable. Its generation 

potential is estimated to be 

close to 5,000 MW. In this 

manner, the Meru wind farm 

is being planned with support 

from Germany and is intended 

to supply an overall capacity of 

400 MW in several phases.

Additionally, Kenya, like other 

countries, is striving to not only 

expand renewable energies, 

but is also actively planning to 

invest in coal and gas energy 

sources. 

By consistently further 

promoting renewables in 

the context of development 

cooperation, donors can make 

a contribution to keeping the 

proportion of these energy 

sources as small as possible. 

The potential for generating renewable energy is large enough.

Environment
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It may seem obvious, but light is hugely 

important to bringing up crops. Depending on 

where you live, dealing with light levels can 

be a serious challenge, whether it’s making 

sure your plants have enough of it during cold 

days, or making sure they aren’t frying during 

hot days.

Luckily, however, the modern greenhouse 

has radically changed a grower’s reliance on 

sunlight to bring up crops. A range of modern 

equipment now exists to help manage light 

levels regardless of the time of year - meaning 

you can grow more, better, from the comfort of 

your very own greenhouse.

Here’s a look at some time-tested light control 

levels that have made growing high-quality 

crops in a greenhouse easier than ever:

Shade Structure - Limiting The Most 

Powerful Rays

Known far and wide for their usefulness, shade 

structures offer the very thing their name 

implies: shade. For growerss, this means 

staying cool even through the hottest days.

For growers in very hot areas, the intense 

light of the sun can pose a serious threat to 

plants. Heat stress and burns can limit crop 

production and damage plants beyond the 

point of fruitful productivity. By removing just 

a small amount of that direct sunlight, growers 

can continue to offer crops all the necessary 

energy they need to grow without the stress of 

direct light.

And because direct sunlight is the natural 

enemy of standing water, plants left 

overexposed to intense sunlight tend to need 

more frequent waterings than those left under 

the protection of a shade structure. That’s 

why so many growers who choose shade 

structures see notable decreases in water 

costs as a result, and why a shade structure 

might just be the solution to your midsummer 

heat and light issues.

Glass & Glazing - Letting The Right Light In

While open-air grow setups may be stuck 

in the stone age, relying only on sunup and 

sundown to ensure plants have all the light 

they need to thrive, a greenhouse does one 

better.

That’s because most greenhouses are 

surrounded by some kind of glazing, or 

covering material like glass, polycarbonate, 

or poly-film. These three may be different in 

many important way - glass, for example, is 

typically clear, while poly and poly-film tend to 

be opaque or translucent - they each achieve 

the same overall goal: light diffusion.

By diffusing sunlight before it hits your crops, 

glazing materials help optimize and equalize 

light levels throughout your greenhouse, 

ensuring no one patch of your grow is favored 

or left in the dark as the sun travels across the 

sky.

Master Lighting in Your Greenhouse

28

By diffusing sunlight before it hits your crops, glazing materials help optimize and 

equalize light levels throughout your greenhouse, ensuring no one patch of your grow is 

favored or left in the dark as the sun travels across the sky.

Greenhouse
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This diffusion will also help prevent the worst 

damage from intense summer sunlight, 

helping to reduce burn patches under the hot 

sun. 

On top of that, glazing materials also offer 

protection from wind and other elements to 

make sure nothing damage your hard work.

Greenhouse Lighting - The Key To Getting 

Through Those Long Nights

For those looking to maximize their output 

through all weather-season farming, 

greenhouse lighting plays an important role in 

keeping your plants energized and growing all 

through. Good lighting can be the difference 

between a succesful or failing farmer.

Light Deprivation - For When Your Plants 

Need A Little Rest

When we think “light control,” we generally 

think about limiting light levels. But for plenty 

of growers - too much light can actually be a 

bad thing. In these instances, light deprivation 

can be hugely important to ensuring top 

quality throughout the growing season.

Bonus: Don’t Underestimate the Power of 

Solar Energy

If you’ve operated a greenhouse with 

environmental control systems before, you 

probably know that keeping your greenhouse 

at the right temperature and light level can 

be an expensive process. Between the cost 

of ventilation, heating, and light deprivation, 

energy costs for greenhouses can be a burden 

for small-scale farmers. That’s why solar 

energy continues to represent a big savings 

opportunity for greenhouse growers all across 

the world, even in single greenhouse setups.

By implementing a solar power system in your 

greenhouse, you will not only reduce your 

energy expenditures but also increase the 

stability of your existing environmental control 

systems. No longer will your greenhouse 

suffer due to power outages or energy 

shortages - with the consistent power of the 

sunshine, your greenhouse can stay up and 

active all year long. Plus, you can continue to 

supplement your solar energy with traditional 

energy sources for those cloudy or dark days 

for added security.

Light Done Right for All Growers

Regardless of how exactly your struggles with 

light manifest themselves - whether it’s lack 

of light through the winter or too much of it 

during the summer - a greenhouse system can 

represent a highly effective way to stabilize 

and optimize light for your crops regardless of 

the season.

29

Growers can continue to offer crops all 

the necessary energy they need to grow 

without the stress of direct light.
“

Greenhouse
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The three day event started off by the official opening held in the 

auditorium of the Oshwal Center in Westlands Nairobi, the place 

where the exhibition traditionally takes place. The guest of honor 

this year was the Kenyan Permanent Secretary for Trade, Dr. 

Chris Kiptoo. He praised all players in the flower industry for their 

contribution to Kenya’s export economy.

IFTEX was held this year along the newly launched FPA, a trade fair 

in line of the IFTEX mission, but especially set up for the vegetable, 

fruit and herb industry of Kenya. For this purpose about 50 growers 

of fresh produce were exhibiting in Fresh Produce Africa (FPA), the 

name of this new trade fair, and located in a separate hall adjacent 

to the IFTEX halls.

“Fresh Produce Africa” or FPA will be a platform for the fresh 

vegetables and fruits sector of Kenya and other African countries. 

It is totally new for two reasons: never before a trade fair with this 

profile has been organized in Africa and never before this concept 

has been implemented in Africa, a concept where international 

buyers are being invited to the continent where the product is being 

grown, as it is custom that producers go to the countries where the 

product is being sold, according to the organizers.

The extension is a logical result of the developments in the 

international distribution channels of flowers. More and more 

flowers are being also sold through big retail chain stores, 

supermarkets and other mass market channels where also fresh 

produce is being sold and it is therefore beneficial for exhibitors 

and visitors of IFTEX to enlarge and diversify the exhibiting product 

profile in order to attract more international buyers.

Winners of the Competition in the Best Stand Design in the 

category 

Non Perishables were: 

Bronze for Afrex/Cargolite, Silver for Panalpina, Gold for Elgon 

Kenya Ltd and Platinum for Royal Flora Holland. In the category 

Perishables winners were: 

Bronze for Oserian, Silver for Subati, Gold for Omang & Amor/

Decofresh and Platinum for Fontana/Black Tulip.

Winners of the Best Grower Quality Competition in the 

category 

Other Cut Flowers were: 

Bronze for gypshophila Cosmic of Tropiflora (Fontana), 

Silver for hydrangea Magical Trophy of Flora Delight Ltd, 

Gold for alstroemeria White Pears of Batian Flowers and

Platinum for chrysanthemum Anastasia Green of Utee Estate Ltd 

(Black Tulip).

In the category Roses the awards went to: 

Bronze for the standard rose Beyond Zero of Fontana, 

Silver for the garden rose Charming Lady of OSserian, 

Gold for the standard rose Crimson Sky of Fontana and 

Platinum for the standard rose Tiara of Uhuru Flowers.

Exhibitions
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The 7th edition of IFTEX was very successful, according 

to all who attended. In every aspect the trade fair was 

rated as “excellent”. Both exhibitors and visitors were 

very impressed by this year’s quality and diversity of 

displayed flowers and creativity of stand building. 

IFTEX 2018 a Success!

Exhibitions
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Many companies, big and small, are moving 

towards a more collaborative approach to 

business. Effective collaboration is much 

more than just ‘working together’ – it’s a 

strategic choice too. This was witnessed 

during a one day Nematode Management 

field day held at Interplant Roses, Business 

Park, Naivasha, Kenya.

The two decided to take farmers back 

home and chose Interplant Roses 

breeding facility, a state of the art ultra 

modern, breeding, testing and showroom 

showcasing the latest rose varieties to their 

valued customers. It is a perfect meeting 

place for different market parties such 

as rose growers, wholesalers, importers, 

exporters and retailers.

Why Collaboration Is 
Essential in Paristic Nematode 

Management
Unlike before when farmers were treated to a state of the art hotel ambience, Syngenta Eas Africa Ltd, a world-

leading plant science company committed to promoting sustainable agriculture through innovative research and 

technology, joint hands with ICIPE whose vision is to pioneer global science in entomology, to improve the well being 

and resilience of people and the environment to the challenges of a changing world, through innovative and applied 

research, alongside deep exploratory study, impact assessment, evaluation and sustainable capacity building. 

Growers were taken through the newest 

innovations from the three multinationals 

before finally settling for the days, business, 

Nematode Management.

“As companies delve further into a 

collaborative work environment, they 

quickly find that the benefits have the 

power to transform the entire sector in 

unexpected, yet positive, ways”, said Mr. 

Victor Juma in his opening remarks. 

Adding, “when there is collaboration the 

team delivers results collectively, with 

each member performing their role, to 

their strengths. The best person does the 

best work at the best time, and there are 

no ‘turf wars’ to contend with. Today, the 

Entomologists, Developer and Breeder will 

be at their best to serve one customer, the 

grower” 

On the floor, a team of Entomologists 

from ICIPE and IITA, Danny Coyne, Laura 

Cortada and  Solveig Haukeland teamed 

up with Margaret Njambi of Syngenta EA 

Ltd and George Hopf of Interplant Roses to 

take growers through.

Why Plant Parasitic Nematodes Diseases

Nematodes are a diverse group of wormlike 

animals found in a number of habitats. 

Many types live in the soil feeding on 

bacteria, fungi, or other nematodes. The 

group of greatest interest in the landscape 

and garden feeds on the roots of plants. 

Nematodes that attack plants are generally 

so small that a microscope is needed to 

Crop Protection
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observe them. 

 

Types

Nematodes that feed on plants can 

generally be separated into two types. The 

first type can be found in the above-ground 

parts of a plant (generally buds or foliage). 

The second type of nematode is generally 

found to occur in either the soil or roots of 

plants. Most of our problems are caused 

by nematodes within this group. Root-knot 

nematode is the most important and best 

example of this group. This nematode 

causes damage to the root system which 

affects growth and development of many 

plants in the yard or garden.

Identifying the Problem

It is important to get your farm tested 

through soil sampling. In testing it is 

important for the grower to get the right 

soil depth, quantity, sampling pattern, 

identification & field history and finally 

soil storage. Since nematodes may be a 

problem throughout, positive identification 

is critical to start a good management 

program.  

General symptoms of a nematode infection 

include Stress, Breaking of resistance 

and Post-harvest losses. Once root-knot 

nematode has been identified, then it’s 

probably a good idea to assume that it 

will be present every year. Nematode 

populations tend to go up and down each 

year but are very unlikely to just disappear. 

Even the best management practices will 

only reduce the numbers to low levels.  

Management Practices

Once a nematode problem has been 

identified, then a management program 

should be developed. No single method is 

so effective that only one should be used. 

Growers should try several methods that 

can help reduce the nematode population. 

In management farmers should consider 

sterile substrate, clean water, clean 

Sharing information 
and data with each 
other is crucial in 
this process.

“planting material/ quality seed, controlled 

environment and consider biological 

enhancement of seedlings

When planting, growers should use clean 

tools, limit soil movement and remove 

volunteer crops, weeds and alternate hosts. 

Where applicable it is advisable to practice 

crop rotations and use trap crops.

Chemical Control

The elimination of nematodes from some 

crops is essential for certain export 

requirements, particularly of high-value 

horticultural products. Chemical treatment 

with nematicides may be the only technique 

available, and from the plant quarantine 

standpoint it is important that their use is 

retained. 

Syngenta East Africa Ltd has innovative 

nematicides available for growers. 

Nemathorin® 150ec 

This is the most efficacious environmentally 

friendly nematicide, providing reliable, 

cost - effective control of plant parasitic 

nematodes with good residual effect 

resulting in high yields and quality.

• Broad spectrum long residual control of 

important nematode species. Fosthiazate is 

a low-tox organophosphate compound that 

controls all plant - parasitic nematodes in 

ornamentals with minimum effect on non-

target soil- dwelling organisms

• Plant vigour -  Nemathorin ensures there 

is no damage to the root system, Thereby:

• Reducing risk of secondary infection by 

other pathogens e.g bacteria, fungi and 

viruses

• Ensuring increased water use efficiency 

and nutrient uptake, reducing cost of 

irrigation and fertigation.

Increasing ability of plants to withtstand 

stress conditions from biotic and abiotc 

environmental factors such as disesases, 

nutrient defiency and so on 

Tervigo® 20sc 

Nematicide for the control of nematodes in 

roses and carnations.

• Crop Enhancement benefit - The unique 

chelated formulation ensures effective 

protection of the active ingredient for 

optimal soil penetration and contact with 

nematodes. 

• The iron chelate also provides a 

micronutrient iron (Fe) which:

• Improves soil health and fertility by 

increasing Cation Exchange Capacity.

• Improves chlorophyll content and  

enhances root mass

• It has strong activity against several 

species of nematodes including the root-

knot, the stubby-root, the lance, the sting, 

the lesion, the dagger, the needle, the ring, 

the spiral, and the stunt nematode.

IPM- Fitness, safe to beneficial insects like 

bees and natural enemies.

Conclusion

In his closing remark, Mr. George Osure 

of Syngenta Foundation said, “We have 

all finally realized we are actually in the 

relationship business, and that collaborating 

with other complimentary organizations is 

the best way to serve our customers easily 

and swiftly”.  

Crop Protection



            Floriculture . July - August  2018

Helping reconstruct a street boy emerging from the tough life in 

the Kenyan streets is not about the talk, it’s about the walk. It’s not 

about the what, it’s about the how. And it’s never about the will, it’s 

about the will. But how can you get it right if you are on the wrong 

part of the world? Naivasha Horticultural fair has been doing it and 

will do it. Their generous contribution in many areas has helped 

enormously. They have involved themselves in plentiful charitable 

projects which are of great help to the community at large. 

One of the greatest secrets of the rich and mighty is giving to the 

needy part of what they profit. This not only goes in tandem with 

the saying that “For every action, there must be some reaction” but 

also unleashes some power that the smartest of all investors in the 

world has never been able to explain. This could not necessarily 

be a reason the hortifair but the greater need for the horticultural 

growers and exporters to look at the problems of the local people 

with a human eye. 

The corporate involvement in development in this regard has been 

left a-new concept based on the traditional belief that it is only the 

government that is mandated with the responsibility of initiating 

development.  NH Fair has in this regard created a great possibility 

in a short time since it takes the government quite a while to study 

the feasibility of any needed project before approving and hence 

implementing it. 

The Naivasha Horticultural Fair, which marks the joint initiative of 

horticultural growers and related stakeholders in the industry, will 

be held in September. The aim still stands as convening to raise 

some funds towards the needy in the communities within which 

they operate. 

Naivasha Horticultural Fair started in 2003 as a much limited 

initiative attracting a small bundle of the industry investors. The 

few participants in the fair barely filled the provided space and 

were scantily spread in it that it could take only an ambitious and 

optimistic person to look up to a bright future for the event.  

With the passing of time, the event nowadays attracts a greater 

number than ever experienced in the past, encompassing both 

foreign and local investors who are ready to lift the kitty. The 

observation that has been made indicates that company directors 

have been won into the fair that their presence and participation is 

forthcoming. 

 

This year’s event comes at a time when the country has faced the 

most traumatizing experience and tremendous challenges of global 

financial crisis/credit crunch and ugly famine.  All the stakeholders 

of the sector felt the effects. 

The truth is, flower farms are comprehensive partner in waste 

management issues and environmental preservations that always 

strives for the highest quality possible. They cooperate with 

governments to set up long-term solutions that help generate 

income to the country.

It is worth noting that the Naivasha Horticultural fair team has 

played a formidable role in supporting different clusters of people 

and groups.   There are several projects that the group has 

been involved in touching the lives of the local residents. Their 

contribution has been felt in such activities as road construction, 

community health projects, social ventures such as football clubs, 

recreation centres, educational programmes but just to mention a 

few.  

 

As this goes on, it is anticipated that the fair will continue to 

brighten more lives in Naivasha and make it a symbol of human 

effort of supporting one another for a better tomorrow.    

Naivasha 
Horticultural 

Fair 2018
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Avocado
Powering on for
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Kenya has been part of the international supply base over the past 20 years with the majority 

of the fruit going to France and Holland. In 2016, avocado contributed KES4.63 billion from 

246,057 tons of fruits accounting for 8% by value of the fruit sub-sector. The value increased 

form 4.45Billion in2015 to 4.63 in 2016 which was a 4.2% increase from 2015. This was due 

to improved prices in the international market as well as opening of the Russian market that 

demands high volumes of Fuertes avocados which were not very popular in the European 

market.

The area under production increased from 

10,383 Ha in 2015 to 11,017 in 2016 a 6.1% 

change that was attributed to planting of new 

orchards in non-traditional areas of the rift 

valley while production increased from 230,984 

tons to 246,057 in 2017 representing 6.6% 

increase. The leading county was Murang’a that 

accounted for 53% by value of produce followed 

by Kisii, Kiambu and Nyamira that contributed 

11%, 9% and 4% respectively of the total. The 

factors that led to a high value in Murang’a were 

county government intervention in marketing 

as well as inclusion of Kakuzi avocado data 

that was previously unreported.  Although the 

avocado exports have marked an increased 

growth to the EU market, there were a host of 

constraints and challenges faced by the Kenya 

avocado export sector.

Challenges Faced By Kenyan Avocado 

Exports

Several constraints and challenges face the 

avocado export sector in Kenya and can be 

highlighted as below;

a).The Quality of Kenyan arrivals vary a lot due 

to the nature of the production as the majority 

of the fruit is small holder grown and has lots of 

variance during production.

Packaging staff in a pack house (Photo: courtesy of KHE) 

Horticulture
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b) The packaging is also not strong enough and this results in 

consistent claims and lack of confidence from the markets.

c) Disruptions to shipping and less capacity available also slow 

the markets down as Northern Europe does not want as much 

Fuerte.

The initial development of the Kenyan imports of avocados was 

controlled by a number of large French importers who used 

Kenyan production to cover gaps in the market and on average 

paid prices 20-30% cheaper than other origins. The buying 

patterns in Europe have changed significantly and the French 

have lost their dominance.

Reasons behind the Avocado Export Sector Growth

There has been production consolidation in Kenya between 2007 

and to date as the industry decided to reduce the loadings due to 

commercial reasons and strategically focused on improving the 

production of the fruit in the fields, developed stronger and more 

attractive packaging, worked on a number of different add-ons 

that helped modify the atmosphere in the reefer containers that 

would help the fruit travel and last longer and there has been 

more stringent controls on maturity index and opening of export 

season by the government regulators. 

During this time more of the new plantings which were 

predominantly Hass have come online. This automatically opened 

up new markets in Spain and Northern Europe. The quality has 

been excellent and Kenyan fruit is now achieving considerably 

better prices and despite the Kenyan share of the European 

market dropping from 31% to 5%, the value has increased by 

11%. The growth in value of the Kenyan avocado exports to EU 

can be attributed to largely to the Hass Variety which fetches 

better premium than Fuerte variety.

The European market achieves good prices as long as the weekly 

import volumes stay below 1,000,000 cartons [4,000 MT]. With 

increased volumes from Peru imports into Europe were crossing 

this threshold and prices were affected. South Africa had also 

suffered devastating damage from hail storms and so Kenya had 

a bumper year. Spanish and Israeli production has been affected 

by extreme drought, and the collapse of Agrexco, and the 

recession in Spain has slowed down their production and again 

given more opportunities to Kenya.

The Quality Aspects For Export Avocado

The initial sorting of fruits is done at the point of harvesting. Then 

before collection at each production unit the agent will carefully 

select & buy the fruit prior to loading it if it is for an export order. 

The final and more thorough grading is done at the factory level 
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where sorting is done visually and then each fruit is washed, brushed, 

waxed, dried, and graded through electronic sizing machines that sort 

the fruits by their weight.

The required sizes by the market are counts 12, 14, 16, 18, 20, 22, 24, 

26 and 28. The sizes co-relate to international standards that links the 

count to the weight of the fruits.

The EU standards for avocados are well documented and thorough. 

I. Fruits should be clean, free from debris and skin damage (blush or 

sunburn). They should be physiologically mature.

II.Fruits should have the stalk intact (0.5 cm)

III. Fruits for processing market should be fully mature so that they 

can ripen uniformly at room temperature and have good oil levels. Size 

specification not required.

IV. Both export and processing market require the fruits to be free from 

pests and disease.

V. The packaging needs to have all the necessary information as 

required by the EU and most importantly, traceability. The country of 

origin, weights, count, product description, shipper and classification of 

category of fruit are mandatory.

VI. All the wooden pallets that the boxes are loaded must be fumigated 

& free of pests.

VII. Phytosanitary inspection and certification by KEPHIS is a must.

VIII. A EUR1A certificate that guarantees duty free access is also 

needed.

The Kenyan Avocado Value Chain

As the fruit matures at different times in the year depending on altitude, 

rainfall and temperatures, farmers market their fruit differently to a range 

of outlets. A key factor on how far the fruits go from the production 

region depends heavily on the infrastructure, local conditions & 

consumption habits. Kenyan farmers initially produced and sold the 

avocados for the export markets only and all the production that was 

not sold due to slow markets or quality issues was fed to livestock or 

left to rot. Over the past decade Kenyans have now started to actively 

eat avocados and an active national education & marketing drive needs 

to be embarked upon. 

The avocado value chain has developed with a business oriented 

approach that aims at capturing the best return at each stage of 

production, processing and trading. The chain is made up of several 

individual players, who are closely linked to each other and depend on 

each other’s trust, co-operation, communication and ability.

The Value chain Players comprise of:

A. Input suppliers

This encompasses agrochemical distributors, agrochemical shops, 

financiers and extension workers

B. NGO’s and Development Agencies

There are a number of NGO’s working under contract from development 

agencies to provide training and capacity building of individual farmers 

and groups in areas of Good Agricultural Practices (GAP), Microfinance, 

market linkages, environmental & sustainable production. Some also 

provide seed capital for production use & inputs.

C. Farmers 

As the Kenyan farmers evolve and get more sophisticated in their 

farming techniques, due to the multitude of programs and aid 

that Kenya receives for the sector, their cropping is changing. The 

farmers are now looking at markets and growing a range of cash 

crops depending on the season, the rainfall and the pricing. There is 

investment in covered tunnels, high quality seeds and inputs so that 

the farmers have quick turnaround cash crops like tomatoes, cabbage, 

onions etc; Annual crops of maize or beans, and then the tree crops 

that include Avocados, Mangoes, Pears or Bananas. The skill levels 

of the farmers varies a lot by county and in the leading regions, the 

farmers employ a lot of labour during the harvest season.

D. Brokers/ Middlemen/ Suppliers (Marketing Agents)

This group provides important marketing channels for many small scale 

avocado farmers who have small volumes which would be expensive 

to market individually and so work with producers to consolidate their 

production. They also facilitate collection of fruits and become contact 

persons to other middlemen in their respective areas. They form the 

most important part of the current value chain in place in Kenya as 

they link the production to the export market. Most farmers have no 

choice but to work with them as they get paid in cash directly ex-farm 

gate. The Marketing Agent  plays very  important  role  in  determining 

what the producer gets paid as  most exporters  and  processors  

don’t  have  direct  links  to  the  farms. The Agent covers the cost of 

harvesting, transport and rejects and often the farmers feel they get a 

raw deal and have very little bargaining power due to their scale. Mobile 

communications throughout the country are excellent and this allows 

Horticulture

The industry has shown alot of 

resieliency over the last decade 

with positive growth in volume and 

value.‘
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There 
has been 
minimal 
interception 
based on 
MRLs after 
efforts to 
regulate the 
industry paid 
off. This had 
put the over 
6.5 million 
Kenyans who 
rely on the 
sector for 
income and 
employment 
at risk.

‘

efficient flow of information on orders, weather and 

money transfers/payments which has revolutionized 

the banking system in Kenya.

E. Transporters

These are vehicle owners who hire out their vehicles 

to middlemen to transport the Produce to either the 

processor or the exporter as required. To maximize on 

the weight capacity the open pickups are lined with 

banana leaves to act as buffers and provide insulation 

to the loose loaded fruits from the farms to the 

market, the pack house or the processing center.

F. Cess Collectors

Each County now has barriers along their main roads 

and stop vehicles carrying fresh produce to collect 

cess from each one depending on the quantity /

size of the truck. This is supposed to go towards 

infrastructure upgrades, repairs and maintenance but 

is rarely the case.

G. Processors

The role played by processors is increasingly 

getting important as they take most of the grade 2 

& 3 fruit that is perfectly good for the consumption 

in the local market but the volumes are too high. 

The operations sort fruit on maturity, process and 

carry out the primary extraction for unrefined oil. 

One facility can currently refine the oil to final state 

for final supermarket sales. The 4-6 processors in 

Kenya pack, store and ship the oil over a period of 

4-5 months when the main crop is flushing and oil 

levels are higher. The rest of the year there is minimal 

processing.

H. Exporters

Exporters are the main drivers of this industry and 

handle about 20% of the crop for export into all of 

Europe, the Middle East, within Africa and small 

loads into Asia. They perform the role of sorting 

Grade 1 fruits at various pack houses equipped with 

processing lines that clean, disinfect, wash, wax and 

grade fruit that is then packed in export packaging, 

cooled down and shipped out primarily by sea, 

with reasonable amounts by air to the Middle East, 

especially during Ramadhan holiday. 

There are three groups of exporters; 

I. Tier 1 is the exporters that grow, pack and export 

their own Avocadoes

II. Tier 2 are large established exporters that have all 

the investments in pack houses to handle post-harvest 

processing & marketing of primarily smallholder avocado 

fruit.

III. Tier 3 is the smaller operators who do not have the 

facilities nor the experience and technical knowhow but 

still export fruit to try and cover gaps in the markets. These 

groups of exporters is the weakest link and provides no 

traceability and are a threat to the industry as they are 

responsible for devaluing prices and reducing the prices & 

returns.

I. Wholesalers

Wholesalers buy in bulk from brokers. They then distribute 

to urban and rural selling points, supermarkets and major 

markets. They also sell to retailers.

J. Retailers

Retailers normally buy from wholesalers and sell to 

consumers. They either operate small retail shops or 

supermarkets.

K. Small informal retail Kiosks and “Mama Mbogas”

These form the majority of the sales outlets in Kenya and 

provide the majority of Kenyans with fruit and vegetables 

on an informal basis. They will either be road side for 

passing trade or will move from home to home hawking. It 

is all cash business and the total value of this sector for all 

fruit & vegetables is in the ballpark of US$150 million each 

month (KHCP /TNS Reports)

L. Consumers [hotels/airlines/local]

Consumption of avocado fruits is both direct and indirect. 

The direct consumption is where the unprocessed fruits are 

taken as whole fruits for the range of markets whereas the 

indirect consumption is whereby the processed avocado 

oil is an ingredient in some consumer goods.

The overall consumption of the fruit at national levels 

continues to grow year on year as the awareness and 

spending power grows. Tourism brings in close to a million 

visitors each year and all the hotels & lodge have avocados 

on their menus.

Murang’a County and the Central region are well 

developed with an excellent road network that is essential 

to move fruit quickly to market after harvest. The producers 

in this region are also the best farmers and have been 

trained up in good agricultural practices over the years.
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Prevent ethylene damage 
& leaf yellowing

Chrysal AVB is a post-harvest conditioner for ethylene sensitive 
flowers such as carnations, lilies and Alstroemeria. It improves vase 
life, prevents dropping of blooms, leaves and buds and improves 
bud opening. Chrysal BVB is added to prevent leaf yellowing.

For more information and availability please contact us locally or visit www.chrysal.comFor more information and availability please contact us locally or visit www.chrysal.comFor more information and availability please contact us locally or visit www.chrysal.comFor more information and availability please contact us locally or visit www.chrysal.com

Chrysal-180x275-Advertentie-Kenia.indd   1 25/06/2018   14:49
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Growers preparing their procurement lists 

will have many options including Megafol 

and Kendal Nem innovations from Valagro 

and distributed by Elgon Kenya Limited 

in the region. It was pomp and dance in 

Naivasha and Nairobi hotels as growers 

welcomed the entry of the two products. 

Valagro launched Megafol and Kendal Nem 

to increase agricultural efficiency.  The 

product will improve tolerance to abiotics 

stress (heat stress, water scarcity, chemical 

stress), nutrient use efficiency (root 

development) and also improve crop quality 

(size, width, precocity and Brix). It is a 

product which can increase the productive 

potential between 5% and 15% above 

other alternatives in the market.

 

The two products have a conception that 

is different from what is used traditionally in 

market, such as soluble salts and mixtures 

of first generation foliar fertilizers, and 

the micronutrients products with organic 

substances for the second generation plant.

 

According to Valagro, the company years 

on developing the products that can 

serve the needs of major crops in globally, 

including flowers and cereals. The products 

have a specific target on metabolism 

and acts within the plants cells. They 

showed great consistency in more than a 

hundred fields tests conducted in the main 

production regions globally. 

 

The results, according to Valagro 

Agricultural Scientists, are “resistance 

to abiotic stress, with increased 

photosynthesis, increased production of 

sugars and improved breath. The final 

goal of these metabolic procedures is to 

produce a more vigorous and uniformed 

flowering, and to increase the efficiency 

of flowers and fruits formation. With more 

flowers, fruits or pods, the farmer is able to 

produce more with same planted area”.

About Valagro

Valagro is a trusted brand in the agriculture 

industry and has got excellent R&D facility 

to bring new chemistry for better farming 

based on customer demands and future 

market trends. Valagro is known for 

their Biostimulants, Speciality Nutrients 

Valagro Launches Megafol and 
Kendal Nem in Kenya

(Micrinutrients and water Soluble Nutrients 

and Biocontrol. Farmers can benefit from 

their Ultra-modern state of the art facilities 

which produce Megafol, Kendal Nem, 

Ferriline and Brexil among others. 

In the region, the company has teamed up 

with Elgon Kenya.

About Elgon Kenya Ltd

Since inception in1898, Elgon Kenya, has 

endeavoured and established itself as a 

profitable and trusted business partner 

for the Agri-input products to the farming 

community in East and Central regions of 

Africa.

Elgon Kenya is currently one of the largest 

agri-input suppliers company in Kenya 

especially into farming sector. Nevertheless, 

the company stands top in providing other 

packaging materials like BoPP flower 

sleeves, Buckets, Crates, Labels etc. 

Elgon Kenya Limited-thus strives to be a 

One Stop Shop, making it household name 

to the farming community.
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Handling ever-changing retailer requirements 

can be overwhelming—especially if you’re 

working with multiple retailers across the 

country or the world. Maintaining compliance 

with these rules requires a strategic approach. 

If you’re currently shipping less than truckload 

(LTL) or underutilized truckload freight, a retail 

consolidation program might be the answer 

you need.

What is a retail consolidation program?

Simply put, a retail consolidation program 

combines shipments to make the process 

of delivering into a retailer simpler and 

more efficient. This helps meet any retailer 

compliance programs that may exist.

Retailer compliance programs are unique to 

each company. These programs specify how 

shippers must set appointments, maintain 

on time delivery performance, and deliver in 

full. All activities that help the retailer improve 

efficiency, lower inventories, focus on an 

omni-channel approach, and respond most 

effectively to the consumer’s demands. It relies 

on having product available when and where 

the consumers want it.

A retail consolidation program helps you 

meet the standards set forth in a compliance 

program and eliminates unnecessary waste 

and expense from your supply chain.

How consolidation program works
In retail consolidation, a consolidator has an 

order level solution for less than truckload 

shipments—one that spans across multiple 

suppliers all delivering to the same retailer. 

Most programs include a consistent shipping 

schedule and alignment with lead time and 

retailer delivery expectations. The program 

should be fully compliant with the retailer’s 

expectations from ordering patterns, to 

appointment scheduling requirements, to on-

time performance measurements.

For example, if your dock space is limited, a 

regular schedule through the consolidation 

program eliminates the need to accommodate 

pickups of small order quantities from multiple 

transportation providers.

You can send LTL or partial truckload 

shipments based on consolidation delivery 

schedules. Once ready to move, your products 

are sent to a consolidation centre where 

they are optimized with deliveries from other 

shippers and delivered to retailers in time to 

meet tight delivery windows.

Top benefits of retail consolidation
While retail consolidation programs may 

improve the speed of delivery that is not 

their only benefit. You might turn to retail 

consolidation to align with specific retailer 

compliance initiatives, improve your on time 

delivery performance, and add connectivity 

across supply chain partners (think 

manufacturing, suppliers, transportation 

providers, consolidator, and retailers). It’s also 

a solid cost-saving initiative for LTL/order 

level business. Many shippers also discover a 

reduction in total lead-time, which in turn can 

reduce inventory-carrying costs.

And because your products move more 

quickly off the books on a prepaid basis, you 

might notice an improved cash-to-cash cycle 

that leads to profits. These benefits can also 

add to your ability to precisely address metrics 

that retailers use to gauge performance, which 

leads to fewer missed delivery appointments 

and reduced out of stock incidents.

Why You Need a consolidator
The key to a successful retail consolidation 

program is high volumes of shipments, which 

is why retail consolidation works best when 

handled by an experienced consolidator 

who has substantial experience within the 

retail industry. This knowledge helps your 

consolidator understand requirements, 

initiatives, and behaviors of retailers.

Most Consolidators work with many 

established, well-known retailers. They 

can help you begin or enhance a retail 

consolidation program by combining your 

freight with freight from other companies who 

are also shipping to the same retailers. And 

because they operate globally, they have 

significant volumes to make consolidation 

efficient for you.

In addition, when you choose a Consolidator, 

know that their experts understand the 

compliance requirements. Often they 

add connectivity between retailers and 

customers—from appointments to business 

intelligence. Finally, they are able to provide 

global technology that helps simplify your 

transportation, reduce dock congestion, and 

increase visibility into your products in transit.

Is retail consolidation right for your business?

Shippers currently utilizing LTL, partial, or 

underutilized truckload service stand to gain 

the most from a retail consolidation program. 

If you can answer yes to one or more of these 

questions, a retail consolidation program may 

be the right opportunity for your business.

Consolidation,
Is It Right For You? 
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FARM NAME  PRODUCT  LOCATION  CONTACT PERSON TELEPHONE  E-MAIL

AAA- Flowers-Rumuruti  Roses  Rumuruti  Shailesh  0722 203750 shailesh.rai@aaagrowers.co.ke 
AAA- Flowers -Chui Farm  Roses  Timau  Shailesh  0722 203750 shailesh.rai@aaagrowers.co.ke
AAA Growers   Vegetables / Flowers Nairobi  
AAA-Chestnut    Narumoru  
AAA-Growers     Nakuru  
AAA-Hippo   Vegetables  Thika  Vincet  0726999080  vincet@aaagrowers.co.ke
Acacia Farm-Sunripe    Naivasha  Antony  0711827785  naivasha@sunripe.co.ke
Africala   Cuttings  Eldoret  Meindert  -  meindert@africalla.com
Africa Blooms   Roses  Salagaa  Ravindra Chaudhari 0723159076  ravindra.chaudhari@xflora.net
Afriscan Kenya Ltd  Hypericum  Naivasha  Charles Mwangi -  -   
Alani Gardens  Roses  Nakuru  Judith Zuurbier 0722 364 943 alani@alani-gardens.com
Aquila Development Co  Roses  Naivasha  Abhay Marathe 0729776656  gm@aquilaflowers.com
Bamboo Farm-Sunripe    Nakuru  Reuben  0723920237 
Balaji Flowers  Roses   Olkalou  Erastus Simiyu 0711393248  erastus190@gmail.com 
Baraka Farm   Roses  Ngorika  Lucy Yinda  -  lucy@barakaroses.com
Batian Flowers  Roses  Nanyuki  Dirk Looj  O720102237  dirk@batianflowers.com
Beautyline   Flowers  Naivasha  Peter Gathiaka 0722676925  peter@beautyli.com
Big Flowers   Roses  Timau  Simon Blinco 0723234927  simon@mauflora.co.ke
Bigot Flowers  Flowers  Naivasha  Kakasaheb Jagtap 0722205271  jagtap.kt@bigotflowers.co.ke
Bila Shaka Flowers  Roses  Naivasha  Joost Zuurbier 0722204489  bilashaka.flowers@zuurbier.com
Black Petals   Roses  Limuru  Nirzar Jundre 0722848560  nj@blackpetals.co.ke
Bliss Flora Ltd  Roses  Njoro  Appachu  Sachin  0789101060  appachu7@yahoo.com
Blue Sky   Summer Flowers Naivasha  Mike  O720005294  info@blueskykenya.com
Bloom Valley     Salgaa  Ramnath Sarbande 0780314387  ramnath.sarbande@xflora.net
Blooming Dale  Roses  Kenya Ltd Flowers  Nanyuki  Sunil  0718991182  info@bloomingdaleroses.com
Buds and Blooms  Roses  Nakuru  Shivaji Wagh  0720895911  shivaniket@yahoo.com
Carzan (K) Ltd  Summer flowers- Salgaa  Mahesh    seb.chambers@carzankenya.com 
   Hypericum, Carnations      
Charm Flowers  Flowers  Athiriver  Ashok Patel  020 352583  ashki@charnflowers.com
Colour Crops   Hypericum  Nanyuki  Kennedy Wanyama 0716389472  colourcrops@tmu.com
Colour crops    Summer Flowers- Bahati  Patrick Kipkurui 0727806184  kipkirui89@gmail.com
   Hypericum, Veronica
Colour crops Naivasha  Flowers  Naivasha  Geoffrey Mwaura O722200972  nva@colourcrops.com
Credible Blooms   Flowers  Rumuruti  Eliud Njenga  0722382859  eliud@pigeonblooms.com 
Credible Blooms  Flowers  Ngong  Eliud Njenga  0722382859  eliud@pigeonblooms.com
Dale Flora   Roses  Mogotio  Ajay Sutar  0711102266  ajay.sutar24@gmail.com
Delemere Pivot  Vegetables    Naivasha  Daniel Ondiek 0720395963  daniel.ondiek@vegpro-group.com
Desire Flowers  Flowers  Isinya  Rajat Chaohan O724264653  rajatchaohan@hotmail.com
De ruiters   Breeder Roses Naivasha  Fred Okinda  0722579204  Fred.okinda@deruiter.com
Double Dutch  Cuttings   Naivasha  James Opiyo  0723516172  Opiyojames160@gmail.com 
Duro Farms   Hypericum  Naivasha  George Anguko 0725762099  george@durofarms.com  
Dummen Orange  Flowers Breeders Naivasha  Steve Outram 0733 609863 s.outram@dummenorange.com
Elbur flora   Roses  Nakuru  Daniel Moge  0721734104  kimmanexp@gmail.com 
Enkasiti Thika  Flowers  Thika  Tambe  O734256798  enkasiti@gmail.com 
Equinox   Flowers  Nanyuki  Harry Kruger  0707266956  harry@equinoxflowers.com
Everflora Ltd.  Flowers  Thika  Bipin Patel  O735873798  everflora@dmblgroup.com
Exotic Peninah  Roses/ Carnations Athiriver  Dan  0734626942       dan@exoticfields.com
Fairy Flowers   Flowers  Limuru  Sylivester  0753444237  sylvesterkahoro@yahoo.com
Fides Kenya Ltd  Cuttings  Embu  Francis Mwangi  068-30776  francis.mwangi@dummenorange.com
Flamingo Holdings Farm  Flowers  Naivasha  Peter Mwangi O722204505  peter.mwangi@flamingo.net
Flamingo Holdings-Kingfisher Farm Flowers  Naivasha  Charles Njuki  O724391288  charles.njuki@flamingo.net
Flamingo Holdings- Kingfisher Farm Flowers  Naivasha  Jacob Wanyonyi O722773560  jacob.wanyonyi@flamingo.net
Flamingo Holdings-Siraji Farm Carnations, Roses Nanyuki  -  -  -    
Finlays -Tarakwet  Flowers  Kericho  Lelon Chepkwony
Finlays Chemirel  Flowers  Kericho  Aggrey  Simiyu 0722601639  aggrey.simiyu@finlays.co.ke
Finlays- Lemotit  Flowers  Kericho  Japheth Langat 0722 863527 japheth.langat@finlays.co.ke
Flamingo Flora  Roses  Njoro  Sam Nyoro  0721993857  s.ivor@flamingoflora.co.ke
Flora ola   Roses  Solai-Nakuru Lucas Choi  0721832710  lucas.floraola@gmail.com
Flora Delight   Summer flowers Kiambu/ Limuru Marco  0710802065   marcovansandijk@yahoo.com

FLOWER & VEGETABLE FARMS IN KENYA
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FARM NAME  PRODUCT  LOCATION  CONTACT PERSON TELEPHONE  E-MAIL

Florensis Ltd   Cuttings  Naivasha  Anne Marie    annemarie@florensis.co.ke
Florenza Flowers  Roses  Solai  Yogesh  0737453768  farm.florenza@megaspingroup.com
Fontana Ltd-Salgaa  Roses  Salgaa  Kimani  0733605219  production@fontana.co.ke
Fontana Ltd - Akina farm  Roses  Njoro  Mahindra Patil 0798254199  --
Fontana Ltd - Ayana Farm  Roses  Mau Narok  Gideon Maina 0721 178974 gideon@fontana.co.ke
Fox Ton Agri     Naivasha  Jim Fox  0722204816  jim@foxtonagri.com
Frigoken K Ltd  Vegetables  Nairobi  
Gatoka Roses  Roses  Thika  Robert Mutembei 0720639392  info@gatokaflowers.com
Gladioli Ltd     Naivasha  Pieriguichi / Claudia 0722206939  torres.palau@yahoo.com
Golden Tulip    Roses  Olkalao   Umesh Choudhery 0739729658  umesh@bth.co.ke
Gorge Farm   Roses  Naivasha  Patrick Mulumu 0722498267  pmulumu@vegpro-group.com
Groove   Flowers  Naivasha  John Ngoni  O724448601  grovekenya@gmail.com
Harvest / Manjo Plants  Roses  Olkalao  Paul Salim  -  -
Harvest Ltd   Roses  Athiriver  Julius  Oloo  0721465853  julius@harvestflowers.com
Highland plantations  Cuttings & Herbs  Olkalau      production@highlandplants.co.ke 
Imani Flowers  Summer Flowers Nakuru  Raphael Otieno 0792302466  raphael@imaniflowers.co.ke
Indu Farm   Vegetables  Naivasha  Wesley Koech 0715546908  
Indu -Olerai Farm    Nakuru  Everline Debonga 0723383160  everlyne.adhiambo@indu-farm.com
Interplant Roses  Roses  Naivasha  Gavin Mourittzen 0733220333  info@interplantea.co.ke
Isinya   Flowers  Isinya  Rajesh  -  pm@isinyaroses.com
Jatflora     Naivasha  James Oketch O724418541  jatflora@gmail.com
Jesse  AGA     Mweiga  Thuranira  0754444630  davidt@eaga.co.ke
Karen Roses   Flowers  Nairobi  Peter Mutinda O723353414   pmutinda@karenroses.com 
Kariki Ltd.   Flowers  Thika  Samwel Kamau O723721748  production@kariki.co.ke
Kariki Ltd - Nanyuki  Eryngiums  Nanyuki  Richard Fernandes 062-31023/6 bondet.production@karik.biz
Kariki Ltd - Hamwe  Hypericum  Naivasha  Peter Kamwaro O721758644  hamwe.fm@kariki.biz
Kariki Ltd - Hamwe- Molo  Fowers  Molo  Joseph Juma  0725643942  production.fm@kudenga.co.ke
Twiga Flowers  Flowers  Naivasha  -  -  -
Kenflora Limited    Kiambu/ Limuru Abdul Aleem  0722311468  info@kenfloraa.com
Kentalya   Cuttings  Naivasha  Linnet  0733549773     lynette@kentalya.com
KHE     Nanyuki  Elijah Mutiso  0722254757  mutiso@khekenya.com
Kisima Farm   Roses  Timau  Martin Dyer  O722593911  martin@kisima.co.ke
Kongoni River Farm - Gorge Farm Roses  Naivasha  Anand Patil  0728608785  anand.patil@vegpro-group.com
Kongoni River Farm - Liki River Flowers  Nanyuki  Madhav Lengare O722202342  madhav@vegpro-group.com
Kongoni River Farm -  Star Flowers Flowers  Naivasha  Dinkar  O789487429  dinkar@vegpro-group.com
Kongoni River Farm  - Kongoni Flowers  Timau  Oppaso Bandgar 07120070053 oppasobandgar@vegpro-group.com  
Kongoni River Farm  -Bemack Flowers  Timau  Rakesh Kuttaiah 0724631299  rakesh.kuttaiah@vegpro-group.com 
Korongo Farm    Naivasha  Macharia  0721387216 
Kreative   Roses  Naivasha  
Lamorna Ltd   Roses  Naivasha  Mureithi  0722238474  admin@lamornaflowers.com
Lathyflora     Limuru  Mbauni John  0721798710  mbaunij@yahoo.com
Lauren International  Flowers  Thika  Chris Ogutu/Carlos O722783598  laurenflowers@accesskenya.co.ke
Laurel Investment  Roses  Nakuru  Rajendra Jadhav 0738359459  rajendra.laurel@bht.co.ke
Livewire   Hypericum  Naivasha  Esau Onyango O728606878  management@livewire.co.ke
Lobelia Ltd/ Sunland  Roses  Timau  Peter Viljoen  0721632877  info@lobelia.co.ke
Lolomarik   Roses  Nanyuki  Topper Murry 0715 727991 topper@lolomarik.com
Loldia Farm     Naivasha  Gary/Rotich  0720651363
Longonot Horticulture      Naivasha  Chandu  0724639898                    chandrakant.bache@vegpro-group.com
Longonot Horticulture      Naivasha  Patrick  Mulumu 0722498267  patrick.mulumu@vegpro-group.com
Magana   Roses  Nairobi  John Ngugi  0725307509                productionmanager@maganaflowers.com
Mahee  Flowers  Roses  Olkalao  Rao Venkatesh 0705401431  maheefm@eaga.co.ke
Maridadi Flowers  Flowers  Naivasha  Jack Kneppers 0733333289  jack@maridadiflowers.com
Maua Agritech  Flowers  Isinya  Madan Chavan O738669799  production@mauaagritech.com  
Mau Flora    Roses  Molo  Mahesh  0787765684  mahesh@mauflora.co.ke
Milmet/Tindress Farms  Flowers  Solai  Pravin    pravinyadav.29@gmail.com
Molo Greens   Summer Flowers Molo  Justus  Metho 0722 755396 justus@mologreens.com
Mt. Elgon Flowers  Roses  Eldoret  Bob Anderson 0735329395, bob@mtelgon.com
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FARM NAME  PRODUCT  LOCATION  CONTACT PERSON TELEPHONE  E-MAIL

Mwanzi Flowers Ltd  Roses  Rumuruti  Ram  0722265845  -
Mweiga Blooms  Flowers  Nanyuki  Stewart/ Mburu 0721674355  mweigablooms@wananchi.com
Mzuurie Flowers - Maji Mazuri  Roses  Eldoret  Mark Juma  0727471034  mjuma@majimazuri.co.ke
Mzuurie Flowers - Molo River Roses Flowers  Kilelwa  Andrew  Wambua O724256592  awambua@moloriverroses.co.ke
Mzuurie Flowers - Winchester Farm Roses  Karen  Raphael Mulinge O725848909  rmulinge@winchester.co.ke
Mzuurie Flowers - Winchester Farm Flowers  Bahati  Raphael Mulinge O725848909  rmulinge@winchester.co.ke
Nini Farms   Roses  Naivasha  Philip Kuria  0720611623  production@niniltd.com
Nirp East Africa  Roses  Naivasha  Danielle Spinks 0702685581  danielles@nirpinternational.com
Ol Njorowa   Roses  Naivasha  Charles Kinyanjui 0723986467  mbegufarm@iconnect.co.ke
Oserian   Flowers  Naivasha  Musyoka Stephen O722888377  stephen.musyoka@oserian.com
Panda Flowers  Roses  Naivasha  Chakra  0786143515  chakra@pandaflowers.co.ke
Panocol International  Roses  Eldoret  Mr. Paul Wekesa 0722748298  paul.wekesa@panocal.co.ke
Penta   Flowers  Thika  Tom Ochieng  O723904006  tom@pentaflowers.co.ke
Pendekeza   Roses  Nanyuki  Richard Siele  0722716158  tambuzi.sales@tambuzi.co.ke
Pj Dave   Flowers  Isinya  Simiyu  O723500049  pjdavetimau@pjdaveepz.com 
Pj Flora   Flowers  Isinya  Palani Muthiah O752607651  muthiah.palani1971@gmail.com
Pj Flowers Ltd  Roses  Isinya  Sanjiv  0737576966  sanjiv@pjdave.com
Plantation Plants  Cuttings  Naivasha  William Momanyi 050 20 20282 pplants@kenyaweb.com
Plantech Kenya Ltd  Propagators - Herbs,  Naivasha  Idan Salvy  0702187105  idan@plantechkenya.com
   Roses & Vegetables
Porini Flowers  Roses  Molo  Vivek Sharma 0731040498  gm@poriniflowers.com
PP Flora    Roses  Nakuru  Prakash  0718045200  ppflora2010@gmail.com
Primarosa Flowers Ltd  Roses  Olnjororok  Shantaram  0701464049  production.p2@primarosaflowers.com
Racemes Ltd     Naivasha  Bonny  0721938109  bonny@kenyaweb.com
Rain Forest Farmlands Ltd  Roses  Naivasha  Benard Omwansa 0722912943  bomwansa@fleurafrica.com
Ravine Roses  Flowers  Flowers  Nakuru  Peter Kamuren O722205657   pkamuren@karenroses.com
Redland Roses    Thika  Aldric Spindler 0733603572  aldric@redlandsroses.co.ke
Redwing Flowers  Flowers  Nakuru   Simon Sayer  0722227278  sayer@redwingltd.co.ke
Rift Valley Roses (K) Ltd  Flowers  Naivasha  Peterson  Muchuri 0716589898  fm@riftvalleyroses.co.ke
Rimiflora Ltd   Hypericum  Njoro  Richard Mutua 0722357678  richard@rimiflora.com
Riverdale Blooms Ltd    Thika  Antony Mutugi 0202095901  rdale@swiftkenya.com
Roseto   Roses  Roseto  Arvind  0734848560  gm.roseto@megaspingroup.com
Rozzika Gardens –Kamuta Farm   Naivasha  Mbuthia  0721849045  jwachiram@yahoo.com
Savannah international  Geranium  Naivasha  Ignatius lukulu 0728424902  i.lukulu@savanna-international.com
Selecta Kenya    Thika  Alnoch Ludwig 0738572456  l.allnoch@selectakenya.com
Sojanmi Spring Fields  Roses  Njoro  Ashesh Mishra 0792217088  ashesh@xflora.net
Schreus   Roses  Naivasha  Haiko Backer  -  -
Shades Horticulture  Flowers  Isinya  Mishra   O722972018   info@shadeshorticulture.com
Shalimar Flowers  Flowers  Naivasha  Anabarasan  0733604890  anbarasan@eaga.co.ke
Sian Roses - Maasai Flowers Flowers  Isinya  Andrew Tubei O722728364  atubei@sianroses.co.ke
Sian Roses - Agriflora (K) Ltd Roses  Nakuru  Clement  Ngetich 0723159619  cngetich@sianroses.co.ke
Sian Roses  - Equator Roses Roses  Nakuru  Nehemiah Kangogo 0725848910  nkangogo@sianroses.co.ke
Sian Roses - Equator Flowers Roses  Eldoret  Charles Mulemba 0721311279  cmulemba@sianroses.co.ke
Sierra flora   Roses  Njoro  Sharieff  0787243952  farm.sierra@megaspingroup.com
Simbi Roses   Roses  Thika  Karue Jefferson 067 44292  simbi@sansora.co.ke
Sirgoek Flowers  Flowers  Eldoret  Andrew Keittany 0725 946429 sirgoek@africaonline.co.ke
Solai Milmet/Tindress  Flowers  Nakuru  Vinoj J. Kumar 0737801646  solairoses@gmail.com
Subati Flowers  Roses  Subukia  Naren Patel  0712 584124 naren@subatiflowers.com
Subati Flowers    Roses  Naivasha  Naren Patel  0712 584124 naren@subatiflowers.com
Suera Flowers Ltd  Roses  Nyahururu  George Kimathi O724622638  gkbuuri@gmail.com
Sunland Timau Flair  Roses  Timau  Peter Viljoen  0723383736  info@lobelia.co.ke
Stockman rozen  Roses  Naivasha  Julius muchiri  0708220408  julius@srk.co.ke
Syngenta Flowers - Kenya Cuttings Flowers  Ruiru  James Ouma  O725217284  john.odhiambo@syngenta.com
Syngenta Flowers - Kenya Cuttings Flowers  Thika  Kavosi Philip  O721225540  philip.munyoki@syngenta.com
Syngenta Flowers -  Pollen Flowers  Thika  Joseph Ayieko O733552500  joseph.ayieko@syngenta.com
Tambuzi   Roses  Nanyuki  Richard Siele  0722716158  tambuzi.sales@tambuzi.co.ke
Timaflor Ltd   Flowers  Nanyuki  Simon van de Berg 0724443262  info@timaflor.com 
Transebel     Thika  David Muchiri O724646810  davidmuchiri@transebel.co.ke
Tropiflora     Kiambu/Limuru Niraj    tropiflora@africaonline.co.ke
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FLOWER FARMS IN UGANDA

FARM NAME  PRODUCT  LOCATION  CONTACT PERSON TELEPHONE  E-MAIL

Tulaga Flowers  Roses  Naivasha  Steve Alai  0722659280  tulagaflower@africaonline.co.ke
Tulaga Flowers  Roses  Rumuruti  Gideon Kariuki 0701153844  tulagamarmanet@africaonline.co.ke
Tk Farm     Nakuru  Gichuki  0721499043  davidgichuki20@yahoo.com
Uhuru Flowers  Flowers  Nanyuki  Ivan Freeman O713889574  ivan@uhuruflowers.co.ke
United Selections  Roses -Breeder Nakuru  Jeroen Van Marrewijk 0700176556  jvanmarrewijk@united-selections.com  
V.D.Berg Roses  Flowers  Naivasha  Johan Remeeus O721868312  johan@roseskenya.com  
Valentine Ltd    Kiambu/Limuru Maera Simon  0721583501                 simon.maera@valentinegrowers.com
Van Kleef Ltd  Roses  Njoro  Rathan  0787266007  rathan@vankleef.nl
Vegpro K Ltd Vegetables    Nanyuki  John Kirunja  O729555499  john.kirunja@vegpro-group.com
Vegpro K Ltd   Vegetables  Nairobi  Judy Matheka O721245173  jmatheka@vegpro-group.com
Vegpro K Ltd   Vegetables  Nanyuki  John Nduru  O722202341  jnduru@vegpro-group.com
WAC International  Breeder  Naivasha  Richard Mc Gonnell 0722810968  richard@wac-international.com
Waridi Ltd     Athiriver  P. D.Kadlag    0724-407889 kadlag@waridifarm.com
Wildfire   Roses/summer Naivasha  Eliud Kimani  0727598349  roses@wildfire-flowers.com
Wilfay Flowers  Gypsophila/hypericum Subukia  Makori  0723358644  makoriwilfay@gmail.com
Wilmar Agro Ltd  Summer Flowers Thika  Alice Muiruri  0722 321203 alice.muiruri@wilmar.co.ke
Windsor     Thika  Vikash  073705070  vikash@windsor-flowers.com
Xpressions Flora  Roses  Njoro  Brijesh Patel  0715469732  brijesh.patel@xflora.net
Zena -Thika Farm  Roses  Thika  Vincent  -  sales@zenaroses.co.ke
Zena - Asai Farm  Roses  Eldoret  Phanuel Ochunga 0722506026  pochunga@zenaroses.com
Zena Roses - Sosiani Farm  Roses  Eldoret  Phanuel Ochunga 0722506026  pochunga@zenaroses.com

TYPE  FARM NAME CONTACT PERSON LOCATION  PHONE NUMBERS  E-MAIL

Roses  Kili flora  Jerome Bruins Arusha  255 27-25536 33  jbruins@habari.co.tz

Roses  Mt. Meru  Tretter  Arusha  255 27 2553385  office@mtmount-meru-flowers.com

Roses  Tengeru Flowers Tretter  Arusha  255 27 255 3834  teflo@africaonline.co.tz

Crysenthemums Multi flower Ltd Tjerk Scheltema Arusha  255 27 250 1990  tjerk@arushacutting.com

Crysenthemums Dekker Bruins Lucas Gerit  Arusha  255 27 255 3138  info@tfl.co.tz

Crysenthemums Arusha cuttings Tjerk Scheltema Arusha  255 27 250 1990  tjerk@arushacutting.com

FLOWER FARMS IN TANZANIA

TYPE  FARM NAME CONTACT PERSON LOCATION   PHONE NUMBERS E-MAIL

Roses  Rosebud  Ravi Kumar  Wakiso   0752 711 781  ravi.kumar@rosebudlimited.com

Roses  Maiye Estates  Premal  Kikwenda wakiso    premal@maiye.co.ug

Roses  Jambo flowers  Patrick Mutoro  Nakawuka Sisia Wakiso  (254) 726549791 pmutoro80@yahoo.co.uk

Roses  Pearl Flowers  Raghbir Sandhu Ntemagalo Wakiso  0772 72 55 67  pearl@utlonline.co.ug

Roses  Aurum flowers Kunal Lodhia Shiva Bulega, Katabi Wakiso  0752 733 578  kunal@ucil.biz

Roses  Eruma roses  Kazibwe Lawrence Mukono   0776 049987  kazibwe@erumaroses.com

Roses  Uga rose  Grace Mugisha Katabi Wakiso   0772 452 425  ugarose@infocom.co.ug

Roses  Kajjansi   K.K rai  Kitende Wakiso  0752 722 128  kkrai@kajjansi-roses.com

Roses  Uganda Hortech M.D hedge  Lugazi Mukono  0703 666 301  mdhedge@mehtagroup.com

Chrysanthemums Fiduga  Jacques Schrier Kiringente , Mpingi  0772 765 555  j.scherier@fiduga.com

Chrysanthemums Royal Van Zanten Jabber Abdul  Namaiba Mukono  0759 330 350  j.Abdul@royalvanzanten.com

Impatiens, poinsetia Wagagai  Olav Boenders  lwaka Bufulu Wakiso  0712 727377  olav@wagagai.com

Chrysanthemums xclussive cuttings Peter Benders  Gayaza- Zirobwe rd  0757 777 700  pbenders@xclussiveuganda.com
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TYPE  FARM NAME  CONTACT PERSON LOCATION  PHONE NUMBERS E-MAIL

Cuttings  Abssinia flowers  Toon Van Kessel Legedadi  +251 116653911 tvankessel@yahoo.com
Roses  Addisfloracom   PLC  Kitema Mihret Holeta  +251 912 264190 tasfaw@addisflora.com
Folwers  Afriflowers  PLC  Mauricio Castillo Holeta  +251  937977849 topigs@grepodelago.com
Fruits & Vegetables Africa Juice Tibila S.C  Abayeneh Essayas Adama  +251 221191203 info@africajuice.com
Roses  Agriflora     Holeta  +251 922 397760 flowers@ethionet.et
Roses  Alliance Flowers    PLC  Navale  Holeta  +251 116184341 navele@nehainternational.com
Roses  Arsi Agricultural Mecahanization   Holeta    arsiflower@ethionet.et
Cut Flowers  Assela Flowers Farm   PLC  Friedrich Wilheilm Wolliso  +251 911431417 info@asellaflowers.com   
Roses  AQ Roses    PLC  Frank Ammerlaan Ziway  +251 464414277 frank@aqroses.com
Cut Flowers  Beti Ornamentals  Henock Zerihun Debre  Zeit  +251 116521211 betiornamentaldz@gmail.com
Roses  Bukito Flowers  Anteneh Tesfaye Debra Zyeit  +251 911 615571 
Roses  Braam Flowers  PLC  Ben Braam  Ziway  +251 464413137 braam.roses@gmail.com
Cuttings  Desa Plants   PLC  Ben Depraeter Mojo-Ejersa  +251 116569195 ben@desaplants.com
Roses  Dire Highlands Flowers   PLC Seifu Bedada Holeta  +251 113870308 dhf@ethionet.et
Roses  Dire flowers 2  Abenet Fiktu  Sebata  +251 911 149 329 abifiktu@yahoo.com
Roses  Dugda  Floriculture Dev’t   PLC Adugna Bekele Debre Zeit  +251 4336142/43 general@dugdaflora.com
Roses  Ethio dream  PLC  Jan Prins  Holeta  +251 11 2372334/35 ethiodream@ethionet.et   
Roses  Ethio Agri- CEFT  Asfaw Kejela  Welmera  +251 112372415/18 ethioagriceft@ethionet.et
Roses  Enyi Ethio Roses  Endale Yirga  Kara Kore Sebeta +251 113482143 enyi@ethionet.et
Roses  Eden Roses   Vaibhav Aggarwal Sebata  +251 8959343 vaibhav@edenroses.com
Roses  Ethio passion Agro PLC/Oda Flowers Roshan Muthappa Sebeta  +251 111561572/73 ethiopassion@ethiopassion.com
Roses  ET Highland  Flora   PLC  Tsegaye Abebe Sebeta  +251 113383710 bnf2etf@ethionet.et
Roses  Euro Flora PLC  Shiranda Pia  Holeta  +251 118602075 euroflora@gmail.com
Roses  Evergreen Farm  Hiwot  Debra zyeit  +251 912 18 5065 Hiwot.Ayaneh@yahoo.com
Hydragiums   Ewf Flowers   Humphrey  Sebata  +251 920 35 1931 production-manager@Ewf-flowers.com
Cuttings   Ethiopia Cuttings  PLC  Sunil Hemdev Koka  +251 224590151-55 akalu.ermias@syngenta.com
Cuttings   Ethipia Magical Farm  Daniel Bentora Sendafa  +251 118606534 emf@ethionet.et
Summer  Flowers Freesia Ethiopia  PLC  Ronald Vijverberg Sebata  +251 118101018 freesia@ethionet.et
Roses  Friendship Flowers  A.  Tsegaselassie Debre zeit  +251 91 130 49 67 friendship.flowers@yahoo.com
Roses  Flowerama    PLC  Srinivasan Mini Holeta  +251 112849349 floweramaa@hotmail.com
Cuttings  Florensis Ethiopia   PLC  Ronald Vijverberg Koka  +251 116525556/57 florensis@ethionet.et
Roses  Gallica Flowers PLC  Stephane Mottier Menagesha  +251 112849368 gallicaethionet.et
Roses  Golden Rose Agro Farm Ltd Ryaz Shamji  Sebata  +251 113520282/84 goma@ethionet.et  
Roses  Herburg Roses   PLC  Huub Van Der Burg Ziway  +251 464414281/79 huu@herburgroses.nl
Roses & Veges JJ Kothari   PLC  Jay Prakash Kothari Sululta  +251 111860021 j.jkothari@gmail.com
Fruits & Veges Jittu Horticulture  PLC  Jan Prins  Tikurwuha  +251 116189313/14 info@jittuhorticulture.com
Roses  Joe Flowers   PLC  Wondirad Firdu Holeta  +251 112372016 joeflowersplc@gmail.com
Roses, veges, herbs Joytech   PLC   Jagdish Eknath Debre Zeit  +251 122370877 jagdish@joytechplc.com 
Cut Flowers  Karuturi Farm/Ethiopia meadows Anil Tumu  Holeta  +251 11 6632437/39 eth.meadows@gemail.com
Roses  KAF Flowers   Baker Elkadi  Holeta  +251  913 202 460 baker-elkadi@yahoo.com
Cut Flowers  Klaver Flowers  PLC  Danny Koppes Hawassa  +251 110916581769 klaverflowers@gmail.com
Roses  Lafto Roses PLC  Gerard van der Deiji Sebeta  +251 115541485/83 pm@laftoroses.com
Roses  Linssen Rose   Peter Linssen Addis Alem  +251 11 3205668 linssenroseset@ethionet.et
Fruits, Veges  Luna Fruits PLC  Tesfalidet Hagos Koka  +251 116627894 lunaexport@ethionet.et
Cut Flowers  Maranque Plants  PLC  Marc  Driessen Merti  +251 22 1190750  md@maranqueplants.com
Veges, sum. flowers Marginpar Ethiopia   PLC  Andrians Vanrol Holeta  +251 116547005 marginpar@ethionet.et
Roses  Metrolux Flowers  Akiko Siyum  Holeta  +251 114669273 export.mtx@ethionet.et
Roses  Minaye Flowers   PLC  Yidnekachew Ayele Debre Zeit  +251 113728666/67 minaye@ethionet.et
Summer Flowers Mullo Farm  PLC/ Derba  PLC William Koerts Chancho  +251 116553910 office@derbaflowers.com  
Roses  Oromia Wonders  Navale Kodaje Holeta  +251 112372378 mekdesoromia@gmail.com
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Distributed by:
Amiran Kenya Ltd.
Old Airport North Rd., P.O.Box 30327 - 00100, 
Nairobi Kenya
Tel:  0800 720 720
Email: pr@amirankenya.com / www.amirankenya.com

My production, my stem 
length, my head size is a 

reflection of my root system 
– ACRECIO, the powerful and 

unique  root activator  

My production, my stem 
length, my head size is a 

reflection of my root system 
– ACRECIO, the powerful and 

unique  root activator  

Acrecio is a unique association of endogenous 
activators. 
The unique root activator is made up of 4 active 
ingredients:
• Pure L-Tryptophan
• Pure L-Methionine
• Acreciactiv : natural stimulator for roots           
   created by the Agronutrition’s research  
• Humic & Fulvic acids  

Call us on our toll free number

0800 720720

RATE:

 10L/Ha in a 

crop cycle.


