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edIToRIAL

The year has flown by and once again, 
Christmas is almost upon us. As we 
wrap the presents and decorate the 
tree, we should all remember to slow 
down, take a moment and smell the 
roses. It is the perfect time to appreciate 
family and friends, and what better way 
to do this than with the gift of beautiful 
flowers.  

It has been another great year here at 
AFI. our surveys reveal that we are still 
the industry magazine of choice, you 
enjoy engaging with us on Facebook 
and judging by the number of entries in 
our competitions, you love the thrill of 
the chase!  

In this issue, we announce the winners 
of the competitions featured in the last 
edition and the grand prize winner of 
The 2013 AFI Small Florist Business of 
the Year (see page 10).

For some, the end of the year has 
brought great sadness and hardship. 
our hearts go out to all those impacted 
by the bushfires in NSW and more 
recently the devastating typhoons 
in the Philippines. We can only wish 
for them a Christmas full of hope 
and some joy.

This edition, we have introduced a small 
design change and there are a bumper 
number of exclusives and interviews, 
our regular columnists, and yet another 
fabulous competition. 

Skipping across the Tasman, we meet 
up with one of New Zealand’s finest 
rose growing families and then it’s 
back to Melbourne to meet the owners 
of infullbloom (see page 24). I wish I’d 
had a wide-angled lens to capture the 
true magic of the shop’s floral display. 
The stylistic design, myriad of textures 
and colours and combination of rustic, 
natural and glam elements are all 

brought together 
in a remarkably 
effective way. 

Recently, I had the 
privilege of meeting 
the great master of floral design, Gregor 
Lersch, at the Toowoomba Carnival of 
Flowers in Queensland. His floral design 
workshops featured his signature 
handmade sculptures, which were 
beautiful, unconventional and intricate. 
one lucky reader this month will win 
Gregor’s Modern Floral Christmas Works 
book (see page 14)

Skarlett Walters stepped-down as our 
longstanding and highly dedicated 
Assistant editor as she needed more 
time to accommodate the many other 
demands of her life and career.  
I would like to take this opportunity  
to congratulate Skarlett and thank  
her for her dedication and hard work. 
Thank you also to Cheryl from orphix 
for her very much valued contribution 
to the magazine.

This month we welcome AgriHort 
Communications on board, an 
agriculture and horticulture niche 
publishing house based in Victoria, 
and we look forward to a long and 
successful partnership as the magazine 
moves forward in a new and exciting 
direction.

And finally, if you are stuck for gift ideas 
this season, problem solved…contact 
us and a gift voucher for a yearly 
subscription to the AFI magazine will  
be on its way to you to pop into 
someone’s stocking! 

Have a happy and safe Christmas.

denyse Corner 
editor@australianflowerindustry.com.au
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To everyone who has supported the AFI 
magazine throughout the year, we’d like to 
take this opportunity to say a big ‘thank you’.

our advertisers are a central part of our support 
network. Not only do they assist in a vital way with the 
continuation of the magazine, they also allow us to showcase 
many cutting edge products and services. 

our readers are pivotal to the magazine’s success. And, your 
subscriptions enable us to continue to provide industry tips, 
trends, exclusive stories, events and more.

a florist has much to offer at Christmas. Whether your 
customers are looking for flowers to suit a timeless, elegant 
or classic wedding or a stylised beach wedding or even a 
corporate Christmas themed function, there is a bountiful choice 
of beautiful summer flowers and foliage available at this time 
of year. Contact your wholesaler, agent or other vendor, all of 
whom are central parts of the flower and foliage supply chain.  

Season’s  
Greetings 
from the team 
at AFI magazine

Marketing tips you might find useful for the festive season:

·   Seduce prospective customers into the shop with an 
emotional pull – the power of a window display can never 
be underestimated!

·     Educate customers by answering their questions. The 
key is to make it easy and inform the customer about what 
you offer and the impact that flowers have as a gift.

·    Finally, persuade them to buy.  The quality of your 
products, incentive promotions and a highly skilled sales 
team should all be used to their full potential. By leaving a 
lasting impression, customers are more likely to return to 
your shop in the future.

And remember to photograph your Christmas creations and 
send your three favourite pics to us at the AFI magazine (see 
page 16),  to be in the running to win Gregor Lersch’s latest 
floral design book – Modern Floral Christmas Works.

with Christmas and summer now upon us what 
better way to reflect the colours of the season than 
with this immaculate red and green floral design.
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The largest horticultural event in the southern 
hemisphere, attracting more than 100,000 
visitorsis set to once again out-do itself next 
March, from 26th to 30th. Rated among the  

top five flower and garden shows in the world,  
the Melbourne International Flower & Garden 
Show is hosting three highly respected industry 
florists – Pim van den Akker, Bart Hassam and 
Matthew Landers. Rennae Christensen from  
Flowers Victoria explains.

At next year’s Melbourne International Flower & Garden Show 
(MIFGS), Flowers Victoria will host three of the biggest names  
in the floristry industry: Pim van den Akker, author and one of 
the most highly-sought european florists from Holland; multi 
International and National award winning florist Bart Hassam  
from French Flowers in Brisbane, and the progressive Matthew 
Landers from Perth in Western Australia.

Not only will the general public be able to bask in the delights  
of their exceptional designs and attend demonstrations but also 
our industry’s professional florists and stylists will be able to  
learn from the “masters”. Across the Show’s four days, Flowers 
Victoria will hold sessions and workshops with the florists,  
with Pim also available for private consultations.

Pim has developed a lengthy resumé. An extraordinary floral 
designer and speaker, he is renowned throughout europe, the 
United Kingdom and as far afield as Japan for his floral art creations 
and books on floral design. At his last show, Pim developed a 
unique concept where fashion, floral art and gastronomy went 
hand in hand.

“I believe it’s important to be able to share, and tell people, or even 
better yet show them, what our business is all about and how we 
are able to turn a beautiful product into beautiful creativity,” 
Pim explained. 

“our trade is much more than just putting 
together an arrangement or a bouquet; 
florists and designers have the talent of 
capturing a product’s emotion and 
translating that into an expressive 
floral design.”

A profile of Matthew Landers, recently published in Australian 
Flower Industry’s June edition, revealed his progressive and 
entrepreneurial boldness. 

Matthew is a third generation florist who built multiple businesses, 
sold them as a going concern, travelled and then returned home 
brimming with new ideas, and then created another successful 
business and academy. 

one of Matthew’s talks at next year’s MIFGS will be in conjunction 
with industry marketing strategist, Annie Harper. The two will 
address the current trends, where to find inspiration but also how 
to market and grow one’s floristry business. 

Finally but not least is acclaimed designer, Bart Hassam of French 
Flowers in Brisbane. Bart is inspiration personified and a talented 

and gifted floral artist – his awards run the length of a 
page, and again this year (for the fourth time) he 

was judged the Australian Interflora Florist of 
the Year (see story page 12).  

To stay in touch with what else will happen 
at MIFGS 2014, keep an eye on Flower’s 
Victoria at www.flowersvic.com.au

INdUSTRY NeWS

A ‘sneak peek’ at MIFGS 2014

Pim van den akker, world-renowned florist 
will be attending next year’s MifGs.
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Once again Canberra came alive with fragrance  
and colour for 30 days during September and  
October with a million spring blooms on display 
 during Floriade. 

The annual event now in its 26th year attracts 
more than 400,000 people and showcases one 
million flowers in bloom through Canberra’s 
Commonwealth Park. 

This year, Floriade also helped contribute much  
colour and enjoyment to the festivities associated  
with the nation’s centenary celebrations.

The event’s floral designs, demonstrations and fun 
activities were all inspired by the theme Beautiful 
Innovation . 

Canberra’s Floriade - once again 
Australia’s biggest celebration of spring
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The start of the country’s Spring  
Racing Carnival is synonymous  
with fashion, colour and the perfect  
way to showcase the best features  
of Australia’s cut flower industry. 

This year was no exception, with fashions on  
the field, rose gardens and even some horses, all 
relishing in the latest flower trends of the season.

By far one of the best stages that highlighted the 
industry’s signature flowers was the world-renowned 
Melbourne Cup. Models and gallant ladies attended 
wearing corsages and fresh flowers on hats that 
boasted the season’s most popular flower themes, 
with men also enjoying the ‘lapel fashion’ of a perfect 
single bloom.

Held at the Flemington Racecourse on Tuesday  
5th November, the race that stops a nation also 
captured the attention of even the most amateur  
of flower lovers.

What’s more, each of the race days throughout 
the season all are allocated their own official  
flower. 

Spring flowers in focus this year were:

•	 White	Freesia

•	 Lavender

•	 Dutch	Blue	Iris

•	 White	Rose

•	 Cecil	Brunner	Rose

•	 Cornflower

•	 Yellow	Rose

•	 Pink	Rose 

•	 Red	Rose
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Sydney flower fashion show 
declared a blooming success
A unanimous chorus of applause 
was given to the recent Flowers in 
Motion flower fashion show held 
in Sydney last month and hosted 
by the South Western Sydney 
Institute (SWSI).

In fact, SWSI Floristry Head Teacher  
and organiser, Joanne Hynard declared 
the event a “blooming success”.  

Almost 1000 people attended the 
fourth annual flower fashion show 
which showcased the skills of TAFe 
SWSI students studying floristry, hair, 
beauty, events and hospitality. 

Joanne said the 2013 show exceeded all expectations, with 
record-breaking attendance and student participation.   

“This year we used more than 10,000 blooms sourced from all over 
Australia as part of our moving and static displays,” she explained.

Joanne added that the highlight of the 2013 Flowers in Motion 
show was the catwalk parade which featured 60 models 
decorated in elaborate wearable floral couture. 

The theme for the night was ‘A night at the movies’ with students 
asked to align their creations to popular movie stars and scenes.

Among the movie-themed attractions were models dressed  
in floral outfits inspired by popular films, such as: The Devil  
Wears Prada, The Great Gatsby, Priscilla Queen of the Desert,  
Alice in Wonderland and The Wizard of Oz. 

TAFe SWSI floristry student Carly Ness, who participated for the 
first time, said the show was the highlight of her studies.

“Flowers in Motion has given me a chance to stretch my skills and 
my imagination to the limits,” Carly said.

“Taking on a challenge of this magnitude makes me feel that I can 
conquer almost anything I might face in the floristry industry.”   

The theme for the night was ‘a night at the movies’ with students asked to 
align their creations to popular movie stars and scenes.

Photos: Mike King, TRICK Media Photography.
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We are proud to 
announce that the 
Australian Flower 
Industry magazine  

Small Florist Business of the Year 
is Thrive flowers & events at 
Collingwood in Melbourne, Victoria.

AFI magazine
Small Florist
Business of the 
Year Winner 

alyssa Goodall and rosie Mackenzie are the qualified floral designers and consultants 
behind Thrive Flowers & events, who work closely together to bring amazing floral 
experience each and every time to all their clients.

Part of the duo’s philosophy is to “…always keep up with current trends and fashions –  
we love our dream job and team.”

Alyssa has worked in the floristry industry for more than 15 years often collaborating with 
well-established businesses and freelancing her skills as a modern and contemporary 
floral designer. over the past six years Alyssa has been building her own boutique bridal 
business, beginning with the forward thinking idea of providing a home consultation 
service to brides for their convenience. This style of service along with the high quality of 
her floral work has proved to be such a success that Alyssa began to rank very highly with 
the Australian Bridal Industry Awards, recently placing 2nd with an almost perfect score  
for floral design of 99.48.

Since then the business has developed and grown to a capacity that necessitated the  
lease of a studio space in the up and coming designer warehouse district of Collingwood 
in Melbourne.

alyssa still offers the personalised home consultation service but many brides now 
enjoy seeing the inspired space of the studio and the refined area of the gorgeous 
consulting room. 

High-end florists with over 20 years’ experience each are now sub-contracted by Alyssa 
and while she continues to oversee the general day-to-day floral work she still takes great 
pleasure in conceiving and creating the bridal designs with pride.

rosie officially joined the Thrive Flowers & events team this year as a creative and 
marketing consultant but has been working alongside Alyssa over the past six years often 
assisting with wedding and event flowers and overseeing the logistics and delivery of 
reception setups.

Learn more about the winning team at: www.thriveflowers.com.au

The winning Criteria 

Each nominee was required  
to demonstrate:

• Consistent, high-level delivery  
of a business service or product

• Commitment and support by the 
business of the local community

• Business growth, including  
sales, profitability, growth 
prospects and job creation

• Innovations in product  
service and technology

• An environmentally  
responsible business model

• A business model which 
is supportive of a positive 
workplace culture



ausTralian flower indusTry – December 2013
www.australianflowerindustry.com.au 11  

orchid canvas –  
and the winner is…

As part of our 10th 
birthday celebrations 
we offered our readers 
the chance to win 
a stunning 80cm x 
80cm orchid canvas 
courtesy of custom 
artwork website, 
ArtWorldPod.com.

And the 
winner was… 
nici Thompson 
from eildon  
in north-east 
Victoria (pictured).

Lucky subscribers 
win Fiskars 
PowerGear pack 
worth $200
Another competition to 
celebrate our 10th birthday 
celebrations involved 
entering all Australian 
Flower Industry magazine 
subscribers, as of September 
30th, automatically into a 
draw to win one of two prize 
packs from Fiskars, valued 
at $200 each. each Fiskars 
PowerGear pack comprised 
of a pruner, lopper and 
hedge shear.

Congratulations to:

•	 Katherine Blanche, Winston and Rose, 
 Queensland (pictured)

•	 Michael Cordeiro, euphoria Flowers,  
New South Wales
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The 2013 Australian Florist of the Year competition, which took place at the Darwin 
Convention Centre during October, saw Queensland state finalist, Bart Hassam (right) 
take out the top honours.

This year’s theme was to create designs inspired by music. The five state designer finalists were  
asked to interpret the music through modern flower design. 

The Interflora state selection competition is open to all 1000-plus members of the association.

To take out the top award, Bart won four items and placed second in the fifth. He previously won  
the National title in 2002, 2005 and 2009.

Bart is no stranger to receiving awards, winning many design competitions in his 20-year career.  
His largest achievement was winning the 2011 Intercontinental Cup in Taiwan – one of the largest  
floral design competitions in the world. 

Bart Hassam of French Flowers – Brisbane, 
wins 2013 Australian Florist of the Year

a sample of one of Bart Hassam’s winning floral designs from the 2013 australian florist of the year competition.
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The theme for this year’s WildFlowers Australia national student 
floristry competition was ‘Wildflowers for a Centenary Event’ –  
our nation’s capital celebrates its 100th year. Bettina Gollnow  
and Helen Tremain explain.

A total of 99 students entered the Wildflowers for a Centenary event 
competition and designed and constructed an arrangement of flowers and 
foliages to suit a table setting for one of the many centenary events held at 
Canberra during the year. 

The students chose an incredibly diverse range of events or themes to inspire 
their work. These included indigenous themes, art and photography, community 
events, the natural landscape, flora and fauna around Canberra, iconic Canberra 
buildings and events associated with the planning of Canberra a century ago.

As in previous years, there were two categories in the competition.

Category 1: A minimum of 75 per cent of the total plant material had to 
include wildflower and foliage products (species tracing their origins to either 
Australia or South Africa), and up to 25 per cent could be traditional/exotic or 
tropical flowers.

Category 2: ‘Purely Australian’, the design could feature only Australian native 
flower and foliage products (species endemic to Australia).

entries were judged on their use of floristry design elements and principles,  
and selection, as well as use of quality materials.

Centenary inspires  
great floral creativity

Winners 
Category 1:  
wildflower and foliage products

• First prize: Sophie Kempton  
(Holmesglen Institute of TAFE, Victoria)

• Second prize: Annette Bradley (Challenger 
Institute of Technology, Western Australia)

• Third prize: Clare Menzies (South Western 
Sydney Institute of TAFE Padstow, NSW)

Category 2:  
‘Purely australian’- only australian  
native flower and foliage products

• First prize: Ngaire Gamack  
(Canberra Institute of  Technology, ACT)

• Second prize: Regina Viana  
(South Western Sydney Institute of TAFE 
Padstow, NSW)

• Third Prize:  Fionna Tamin  
(Canberra Institute of  Technology, ACT)

Photos of all winners and all entries in the 
2013 competition are available for viewing at 
www.wildflowersaustralia.com.au/floristry-
competition and on AFI’s Facebook page.

Category 1: wildflower and foliage products 
second prize: annette Bradley  
(Challenger institute of Technology, western australia)     

Category 1: wildflower and foliage products 
first prize: sophie Kempton (Holmesglen institute of Tafe, Victoria)

Category 1: wildflower and foliage products  
Third prize: Clare Menzies  
(south western sydney institute of Tafe Padstow, nsw)
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CoVeR FeATURe

As Gregor travels the world performing lectures in all countries, the 
continual opinion is that; he is not only a master florist but a master 
teacher. Those who have attended his various lectures say he is “…
warm, engaging and happy to help any student where they are in 
their floral design journey”.

He is a prolific author of more than 30 floral design books, is fluent 
in six languages, a musician, and is recognised for his wonderfully 
creative Land Art.

And then there is his popular Christmas book, Modern Floral 
Christmas Works, which clearly explains the floral design techniques 
he uses for his Advent and Christmas arrangements. 

one past book review stated that: “The depth of knowledge, 
philosophy and techniques he so generously shares will not be 
found between the pages of any other floral book.”

He has been called the Master of all 
Master Florists. And with a portfolio 
that backs up this statement German 
born, Gregor Lersch is said by many

to truly have revolutionised the approach to 
floral design worldwide. Katie Fisher gives AFI 
readers an insight into what inspires Gregor 
when he begins a creation.

“His concept of combining all styles of floral work, 

with a sense of place, and the personality of the 

artist in floristic expression, is recognised throughout 

the world as unique.”

Gregor Lersch

Up close and personal with 
the ‘master’ of  
floral design
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In a recent edition of Fusion Flowers magazine, internationally recognised  
floral designer, Gregor Lersch expanded his thoughts on – to glue or not to glue. 

Firstly, I am not entitled to try to stop a very important movement in Floristry and 
Floral Art. Secondly, it would be stupid to avoid this technique if you yourself have 
many examples of work in your Floral Craftsmanship books. 

even when detailing a wide use of all kinds of methods and listing glue materials  
as a very important category in the list of possible techniques. 

Thirdly, I believe, many other conservative teachers in our profession, agree it is in 
the right of the next generation of florist (younger or older) to set the guidelines  
for the future. They are the ones with a strong bond on the present time and  
the flow of cultures.  

ethics and design rules cannot be set in concrete (clay) when the awareness of 
design is no longer authentic; but with the emergence of the electronic medium, 
design is more and more a dynamically changing picture.  

And finally, I cannot be judged within this context by more conservatively feeling, 
former students of myself. I am in a flow with the changes of many things in life, as 
long as it is about plants and flowers and their position to be praised by us the third 
living power in the world. I am an old man in this profession, a fossil…but then that is 
not the point of this discussion!  

To pen every door to glue everything because of the absence of other opportunities  
is a sign of poverty and a meltdown of the values and diversity of the profession. 
The quality of our craftsmanship is dependent on the suitable use of all  
techniques and the knowledge of how flowers will react to different treatments.

(article taken from issue 74 of fushionflowers.com)

“

Aside from being a respected teacher and having a vast portfolio, 
Gregor has won many national and international awards and prizes 
in the field of floristry. 

Perhaps one of the reasons behind Gregor’s complete passion and 
appreciation for the floristry industry is his belief that floristry must 
be suitable for forming part of our lives, and should be in line with 
the diversity of the environment.

That bridge with the environment is clearly evident in his floristy 
designs. Critics state that: “His concept or philosophy is to combine 
all styles, architecture, social components, design trends and 
personality of artists in floristry work.”

After working in more than 32 countries he is one of the few 
interpreters in the world of floral creativity and bridges the gap 

between all nationalities. He travels the world promoting european 
floral design, demonstrating and inspiring florists and floral artists.

Born in 1949 in Bad Neuenahr, Ahrweiler, ,Germany, Gregor is one 
of the few people looked to internationally, for bringing new trends 
 and design evolutions to the global floral design industry. 

His concept of combining all styles of floral work, with a sense  
of place, and the personality of the artist in floristic expression,  
is recognised throughout the world as unique.  

Gregor also is recognised for his dedication first and foremost  
to the promotion of natural flora, whether it is fresh or dried. 

His work stands under the motto of Albert eurich, his revered 
teacher: “Appropriateness, decisiveness and truthfulness – but 
above all with great character”.

At a glance...
• Gluing is often quick – and that 

can be a real necessity with the 
ever-increasing costs that have 
to be faced in the workplace.

• Gluing often needs less  
space than other techniques; 
flowers can be more implanted 
and integrated into a form or  
in a silhouette.

• Gluing creates more lightness 
and allows new patterns and 
differing images.

• Gluing as a technique to  
study in all its dimensions 
makes the learning deeper  
and wider. There’s a lot to learn 
– how the flower reacts, which 
flowers are the right ones and 
in which circumstances gluing 
should be used.

“The quality of our craftsmanship is dependent on the suitable  

use of all techniques and the knowledge of how flowers will react  

to different treatments.”

CoNTINUed oN NexT PAGe >

“

Glue? A marriage made  
in heaven...or in hell!

CoVeR FeATURe
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Contemporary materials, noble craftsmanship, 
fascinating performances; these three points are 
brilliantly articulated in internationally renowned 
florist, Gregor Lersch’s Modern Floral Christmas 

Works – a celebration of Christmas design.

The study book deals extensively with the design of floral 
arrangements for Advent and Christmas, as well as with a range of 
effective forms for exhibition presentations. Above all, the particular 
techniques needed for technically sound execution are described  
in detail so they can be followed systematically. 

Using the obligatory Floral design edition fold-outs, this study 
book also gives the reader a second easy-to-use overview of a 
comprehensive list of all the techniques. Some techniques that recur 
frequently in Advent and Christmas floristry are described separately; 
as are the techniques for making certain parts of an arrangement,  
for example, candleholders and multi-pronged forks. 

Practical tips and detailed elucidation of technical terms complete 
the explanations. Since different design intentions often require 
different craft techniques, the book illustrates not only the various 
arrangements and the techniques for their execution, but also which 
individual design decisions were responsible for the final form. 

Quite clearly Modern Floral Christmas Works is a craft and design  
book for attractive Advent and Christmas arrangements with detailed 
technical descriptions, including lists of floral and other materials, and 
many practical tips and explanations. 

With more than 300 brilliantly laid-out pages that reflect about 150 
floral works, readers can well and truly bask in the joys of Christmas  
and share their creations with others.

Floral study book outlines secrets  
behind crafting Christmas arrangements

Up close and personal with the ‘master’ of floral design (continued)

Win Gregor Lersch’s 
Christmas design book
would you like a big bumper book of Gregor lersch latest  
designs? of course you would! send us a photo of your original 
Christmas design – it can be a window display, tablecentre,  
wreath, bouquet, body art, whatever – and our judges will  
choose the best. simple! 

Rules : 

1.  All work must be yours. 

2.  All photos must be good quality and 2MB minimum. 

3.  We will use the photos, with a credit to you in the magazine  
      and associated publications/communications. 

4.  one entry per person - so choose your favourite! 

5.  entries close Friday 20 december, 2013.
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Pat Daley

Up close and personal with the ‘master’ of floral design (continued)

a selection of some of the stunning pieces contained in Gregor Lersch’s  
Modern Floral Christmas Works.

CoVeR FeATURe
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Rules or no rules?

Some florists believe there are no rules to floral 
design yet others feel there are very strict rules. 
There are aspects of design that come naturally 
to some and yet not to others. A good florist 

should be able to explain their design and to do so 
you have to understand what is correct about the 
design and what is not. Hence the use of rules. 

I recently attended a floral demonstration in the United Kingdom and 
an audience member asked the designer where he had trained. 
The designer explained that he had trained in-house and, when 
questioned further about the designs, said they pleased him and he 
felt they looked right. The problem, however, is what looks right to 
one may not look right to another. 

often in-house training is following a design or in fact copying it 
without a full understanding of right or wrong. If you understand 
a design you should be able to justify the use of every component 
and its purpose. The elements and principles of design are the key.

The elements of design will be in every arrangement that a florist 
makes. each arrangement made, either knowingly or unknowingly, 
uses space, form, colour, texture and line. These five elements are 
there and yet the arrangement could be a visual disaster. 

It is the principles of design that order the elements. If you consider 
balance you should think about balance of all colours in the design 
as well as balance of flower/foliage sizes (form). Also, it is vital to 
consider the balance of texture and space between the flowers. 
When you create a line it should balance through the design. 

The other principles are proportion, scale, harmony, contrast, rhythm 
and dominance. Scale and proportion are often confused. Scale 
briefly relates to the form (sizes) and how they relate to each other 
within a design. For example a king protea placed into a design 
with sweet pea would see the size of each bloom out of scale with 
each other. You could only bring them into scale by increasing the 
numbers of sweet pea to be equivalent in size to the proteas. 

Proportion relates to the overall form size of all the design 
components within the outline in relationship to the container. 
Contrast in texture, form size, colour and space will feature in most 
designs and it can be used in modern design to create more drama.

The elements will be evident in every design either modern or 
traditional. Sometimes florists remark they are comfortable with 
traditional design yet they do not understand modern design. This 
indicates a lack of understanding of the floral design elements and 
principles.

Some florists believe that odd numbers should always be used. The 
Fibonacci series is universally accepted as a guide to flower numbers 
in a design yet this theory is based on odd and even numbers. 
Leonardo Fibonacci, medieval europe’s greatest mathematician, 
developed the sequence where each number is the sum of the 
two preceding it. The theory is based on 1,1,2,3,5,8,13,21,34 etc...

Now consider making a bouquet consisting of light pink and dark 
pink roses. You need to look at the form size of each bloom and 
how you will use space between the blooms to achieve balance 
within the circular outline. 

The form size also affects the amount of colour in each bloom. If 
you were to place five blooms around the perimeter you would 
have two of the same colour next to each other and this would 
create more unwanted dominance. 

To space evenly you need an even number when you have two 
contrasting colours. The largest bloom will be the focal dominance 
of the creation. It is possible to group flowers in a bouquet but all 
groups must balance within the circular outline. If all the blooms were 
half open, however, and there was only one bud, then this bloom, 
although it is the smallest, must be placed as the focal bloom. 

There is nowhere else in the design to balance the focal bloom 
other than in the centre. In a round design, the angle of a focal 
bloom should be at 90 degrees to the stem. An iris for a focal 
bloom is a poor choice, as the flower usually angles and therefore 
in a round design it is not impartial as it favours one side more than 
another. The focal flower needs to face upwards. 

Put simply, there is a need to plan every design and make sure you 
implement the above principles to ensure every flower serves its 
purpose within a particular design.

every time you select flowers for a design you should consider: size, 
the colour mass, colour harmonies, use of space, texture and how 
you will balance all these forms. 

“A good florist should be able to explain their design 

and to do so you have to understand what is correct 

about the design and what is not.”

This dramatic design uses space as a strong visual feature with emphasis 
on line direction. The contrasts in line and texture excite the viewer.

BUSINeSS, MARKeTING ANd edUCATIoN
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By Gregory Milner

Importantly extra flowers, if needed, show a lack of forward 
planning and, if the cost is accurate, extra flower/s cannot be 
added. Focal areas are areas of dominance and darker colours hold 
more visual weight than lighter. However, if all the flowers in the 
design are darker than a light bloom will be the dominator.

It is interesting to observe these statements:

•	 The	further	away	from	the	base	the	smaller	the	bloom.

•	 As	flowers	are	placed	down	a	line,	they	are	also	
stepped forward.

•	 As	you	move	away	from	the	centre	line	towards	the	sides,	
flowers are placed progressively further back.

•	 Flower	heads	and	foliage	are	angled	further	forward	with	each	
descending step.

•	 All	placements	have	the	highest	piece	to	or	near	the	centre.

In summary, if you use the elements and principles of design you 
will be in control of the floristry standard of each design. every 
competition in floristry is judged by the use of these elements  
and principles of design. 

And…yes, there are rules.

note the directional flow 
and balance of forms, 
including groupings 
within the design.

This design features dramatic 
contrasts in forms including 

line direction in the use of 
stems and flowers as well as 
foliage and flower direction.

This striking bouquet 
presents contrasts in form 

and texture with a rhythmic 
line. The colour harmony is 

complimentary.



M illions of businesses use social media in 
their customer communications mix.

Thousands of businesses use social media 
for lead marketing – to build continuing 

relationships that ultimately lead to sales.

A few businesses don’t use social media at all. 

S-s-say what?! I was recently chatting to a lovely  
florist about her business, and how she uses 
promotion. She explained that 20 per cent of her 
clients come from her Pinterest boards. 

I’ll repeat that: TWENTY per cent. 1 in 5 – if you  
slice it another way.  

If I took 20 per cent of your customers away, could 
you pay the bills?

on my office wall I have a dilbert cartoon. 

dilbert’s boss is interviewing a new engineer: “Your engineering 
experience is great, but your social media score is nearly zero. You 
have no friends, no followers, and no social influence whatsoever.”

engineer, indignantly says: “Because I focus on my work!”

Boss replies: “No, I’m pretty sure you’re dead.”

oK, it’s funny. But like all good jokes, there’s an element of truth to 
it and that truth isn’t so amusing. 

There was a nationwide competition this year for growers, with 
a Queensland grower taking out the award. When I put on my 
research hat to find out more about this grower by googling his 
company name I found nothing. I then googled the grower’s name 
and again found nothing. Not one single mention of this person or 
his business anywhere on the gazillion website pages out there. 

Now, I’m pretty sure he’s not dead (he just picked up an award 
after all) but if I was looking to buy his product – or even just 
phone to say congrats – I’d be flat outta luck. 

so how’s your social Media activity?

“all my stock is pre-sold. i’ve got a waiting list.”

Fantastic! That’s how luxury brands like Aston Martin (2.6 million 
Facebook fans, 170K Twitter followers), or Hermes (9800 Pinterested, 
29,000 YouTube views on “how to tie a scarf”) operate. It doesn’t 
stop them promoting and it also means they can charge more for 
their product.

“i do all my communication face to face, personal is better.”

Personal is time-consuming. With Social Media, you can 
be face-to-face with more people, all the time and 

when it suits them. The rules of communication 
have changed. Let Social Media do your cold-

calling and leave your personal time for valued 
customers.

“it’s just a big talkfest.”

For some companies it is. You can make it 
otherwise. Post photos of your product, and 
tell people where they can get it. Add a link 
to your newsletter. Join network groups to 

find technical support. Host online instruction 
workshops. Monitor forum comments for new 

business ideas.

“There’s too many businesses on 
there already.”

There are fewer businesses on Social Media than there are 
businesses selling stuff. do you really say: “There are too many 

people selling stuff, I’m going to stop?”

Social Media – why you’re losing 20% of your business
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“it takes too much time.”

You can create a batch of posts in advance for uploading later.  
Sites are optimised for smartphones, so if you’re stuck in a queue  
or sitting in the bath, you can post. Write one post, share it – 
mobile apps help you post to multiple sites with just one click.

Convinced but cautious?

“i don’t know how to do it.”

each site has a help section with simple instructions on how to  
get up and running. Most allow you to save privately and preview 
your work before you go public. 

The Australian Flower Industry magazine is running a two-day  
social media and communication conference for horticulture  
titled – “Know It To Grow It Comm-ference” in June 2014 (see page 47) 
so sign up today.

“There’s too much choice.”

You don’t have to be on every site – pick one that your target 
customers use, and give it a fair go. Assess the results. If it works, 
refine what you do; if not, try another. The beauty is once you’re  
on one site it’s much easier to add more.

Facebook, Twitter, Pinterest, Instagram, Flickr, Wordpress, Blogster, 
LinkedIn, YouTube, Google+ … are all free to join. All you need is  
an email address. 

“what do i post?”

Images are the fourth biggest reason people go online. You’ve  
got a product made for appealing images – you’re not selling  
toilet cleaner after all. If you’ve been following my “baby steps”, 
you’ll have a clear idea of your story and what makes you special. 
So focus on that. 

don’t make your posts too sales-oriented. This will turn-off 
followers, and you’ll lose your audience. Be friendly. Have a chat.  
It’s Social Media, not Sales Media. 

“My business is fine. i don’t see the point.”

Twenty per cent. Remember?

P.S. If you get the social media lark cracked, let me know. You  
could see your business publicised in our magazine – or even  
star at our conference. 

P.P.S. If you don’t get “baby steps”, email  
babysteps@australianflowerindustry.com.au and I’ll send you them.

“Facebook, Twitter, Pinterest, Instagram, Flickr, 

Wordpress, Blogster, LinkedIn, YouTube, Google+ … 

are all free to join. All you need is an email address.”

By andrea Caldecourt

Social Media – why you’re losing 20% of your business

BUSINeSS, MARKeTING ANd edUCATIoN
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There is often so much to think about  
every day – so is it any wonder marketing 
drops-off the list? Andrea Caldecourt from  
the Flower Association of Queensland Inc. 

explains why she has created ‘baby steps’ that help 
achieve one small change each week, without  
being overwhelmed by too many options.

If you want to do any promotion for your business, there’s a simple 
process to follow, and it’s one every marketing professional uses. 
But it’s probably not the one you have in mind.

Most beginner companies start at the end – which is very upside 
down. “We need to hand out a flyer at the station” or “Let’s put a small 
ad in the local paper.”  

These are known as tactics – the ‘how’ of the process – and they 
come right at the end of the whole marketing process. Before you 
get to the nitty-gritty of the ‘how’ there are more significant items 
to consider –the ‘why and who’. 

So relax. Let’s start at the beginning. Here are the first three things 
you need to think about to plan your marketing activity.

1. what’s your story, morning glory? 

Successful brands have a strong story such as: why they do it, 
what they do, and the way they do it. once you tell the story of 
your business, you have everything you need to then create your 
marketing program. 

You will have developed a consistent, coherent message, a set of 
guidelines by which your business operates and a community in 
which you belong – the “international design” clique, the “family 
friendly” clan, or the “organic local” tribe. 

You also will have a business focus that allows you to easily judge 
future decisions against, “does this new action fit with your 
essential story?”.

2. who are you talking to?

I’ll tell you a secret. Not even Mcdonalds serve everyone everywhere. 
You don’t have to be all things to all people, so quit trying. 

Your business might concentrate on selling everything to everyone, 
but only say within a 2 kilometre radius. or everyone who wants 
locally-sourced flowers, say within a 20km radius or appreciates 
high-end design in a 200km radius. 

Behind every successful 
marketing brand is a ‘to do list’

Your story will help determine your end customer and how far you 
go. People who love chips don’t visit salad bars – and people who 
love old-fashioned scented flowers don’t (usually) care how funky 
and cutting edge your design is. 

Look for the places where your kind of people congregate. As the 
guru says: “Go where you’re celebrated, not where you’re tolerated.”

3. what do you want them to do about it?

We often tell a child a story to calm them to sleep, to give them a 
laugh, or to teach good behaviour in an appealing format.

It’s the same thing with a marketing story. Just as we want the 
child to sleep, laugh or behave better, we want our customers to 
do something. We should have a goal in mind. (Hint: That doesn’t 
necessarily mean buy something.)

You might want them to do something specific – fill in a form, refer 
a friend, upgrade a quality choice.

You might want them to feel something about your business, such 
as reassured that you are trustworthy and reliable and pleased that 
you share the same priorities they have.

Make sure you just have one goal per marketing activity, or it 
becomes confusing and unproductive. You can’t make a child 
laugh and go to sleep... 

To Do Today : 
4 go to market
4 condition f lowers
4 arrange dis p lays
4 make bunche s
4 pric e up products
4 serve customers
4 take orders
4 manage staf f
4 deliver orders
4 bag up rubbish
4 c le an shop
4 pay bills
4 renew lic enc e s
4 do accounts

Before you get to the nitty-gritty of the ‘how’ there are 

more significant items to consider – the ‘why and who’.

MARKE T ING??!!



ausTralian flower indusTry – December 2013
www.australianflowerindustry.com.au 23  

In the last issue of the Australian Flower Industry magazine, 
we looked at the vital role plant biosecurity played within 
our industry in terms of preventing the entry and spread of 
potentially damaging pests and diseases. 

With cut flower and foliage products being regularly imported 
into the country, our industry must be able to rely on effective 
quarantine and import processes.

The Australian Flower Council (AFC) has recognised how critical this 
issue is for the security and future of the national cut flower and 
foliage industry. 

Subsequently, the council has identified the need for a national 
strategy, developed through collaboration with industry members, 
government and other key stakeholders, which will provide a solid 
foundation on which the industry can work together in building a 
world-class biosecurity system. 

A project is now underway to develop the National Biosecurity 
Strategy for the Cut Flower and Foliage Industry. The strategy 
is being developed by Plant Health Australia (PHA), under the 
management of the Flower Association of Queensland Inc. (FAQI) 
and with assistance and input from key industry representatives. 

PHA works with federal and state governments and industry 
representatives to promote strong biosecurity practices that 
minimise plant pest impacts on Australia, and has developed 

biosecurity plans for a range of industries including fruits, 
vegetables, nuts and nursery production. 

The new National Biosecurity Strategy now means the cut flower 
and foliage sector has joined the large number of industry players 
already guided and assisted by an effective risk management 
approach to biosecurity.

The main function of the strategy will be to identify the relevant 
biosecurity issues that affect the flower and foliage industry in 
Australia, as well as to provide a detailed security risk assessment. 

Ultimately, it will outline a vision and provide a set of practical 
processes in relation to biosecurity for the industry. Further  
updates on the progress of the project will be reported in future 
issues of the magazine. 

For more information about the national biosecurity  
strategy, email denyse@flowersqueensland.asn.au.  
or visit www.flowersqueensland.asn.au

MARKE T ING??!!

NeW National Biosecurity Strategy to safeguard industry

“... a national strategy… will provide a solid 

foundation on which the industry can work together  

in building a world-class biosecurity system.”
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When Warren Byrne had the opportunity to purchase  
a thriving retail business in Melbourne’s inner suburbs  
six years ago, he knew he was onto a winner. 

Youna Angevin-Castro explains how the South 
Melbourne business, infullbloom, has become synonymous with 
quality and artistry, wooing its clientele from the street with its 
heady aromas and elegant in-store display.

Wander into the shop today, which was established 
25 years ago, and you’ll be greeted with an array 
of blooms, complemented by high-end giftware 
including vases, plants, candles and a luxury 
range of natural body products by Australasian 
brand ecoya. 

owner, Warren Byrne sources most of his stock 
locally to ensure the best and freshest flowers 
are available at all times; however, like all good 
business people, he will happily go the extra  
mile for a customer to find very exotic or  
out-of-season products.

“Prior to moving into retail, I had a wholesale 
florist supplies business in St Kilda, which I ran 
with my parents. I sold the business eight years 
ago, so when the opportunity came to purchase 
infullbloom, I jumped at the chance,” Warren 
explained. 

“We have access to suppliers all around Australia 
and the world. There’s rarely an order we cannot 
fill, at any time of year. Repeat customers are 
very important to our business, and it is always 
rewarding to see customers come back for 
flowers for different occasions.”

Going the extra mile

FLoRISTRY PRoFILe
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While quality flowers have gone a long way to establishing infullbloom’s 
reputation as a florist business of distinction, Warren also recognises the 
importance of providing a personalised customer experience. 

For this reason, he has deliberately made the store a multi-sensorial experience, 
catering to sight, sound and smell to create an urban sanctuary – a refuge from 
the daily bustle of the shopping strip on which it resides.

“Flowers have an amazing effect on people – they appeal to the senses of 
smell, touch and sight; they lift, energise and cause the people you care for  
to smile,” he explained.

“We want a visit to infullbloom to be an experience – a place where people  
can find tranquillity while they gather decorating ideas and find inspiration. 
Locals have been known to drop in just to breathe for a few gentle minutes!”

According to Warren, good people are just as important as a good product, 
and he has made it a priority to ensure that he employs the right individuals  
to work in his store. Creativity, patience and good listening skills are just some 
of the hallmarks of the infullbloom employees. 

CoNTINUed oN NexT PAGe >

At a glance...
Store:  infullbloom

owner:  Warren Byrne

Where:  Clarendon Street, South 
Melbourne, Victoria

Focus:   Flowers that say more than words and 
of the highest quality fresh blooms with 
personal service, care and imagination.

“We want a visit to infullbloom to be an experience – a place 

where people can find tranquillity while they gather decorating 

ideas and find inspiration. Locals have been known to drop in 

just to breathe for a few gentle minutes!” 

 infullbloom, Warren Byrne.

Going the extra mile

FLoRISTRY PRoFILe

infullbloom employee, 
dwayne McCumiskey working 
hard in the store’s cool room.
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“our staff members are carefully chosen to reflect the diversity of  
our clientele. They are all gifted, creative florists who are committed  
to providing attentive service,” he explained.

“They’ll spend time talking to the client, asking questions about what 
they’re looking for so they can create a truly personalised arrangement  
for the occasion.

“Admittedly, it can be challenging to find staff who care about the business 
as much as I do, but when I watch my staff grow and develop with the 
business and take pride in their work, it is exceptionally rewarding.”

Going the extra mile (continued)

“Admittedly, it can be challenging to find staff who care 

about the business as much as I do, but when I watch my 

staff grow and develop with the business and take pride in 

their work, it is exceptionally rewarding.”  

 infullbloom, Warren Byrne.

Like many small businesses, rising costs of rent and utility bills have  
placed pressure on Warren’s bottom line, but his passion for flowers 
keeps him going. Warren’s marketing approach is a mix of web-based 
advertising combined with good old-fashioned word-of-mouth.

“our website and Facebook pages attract a lot of hits, but I find that  
word of mouth is still the best form of advertising,” he added.

“You would be surprised by how many phone orders start off with 
someone saying: ‘A friend of mine recommended you guys…’ or  
‘ I received some lovely flowers from your store a few weeks ago…’”

So what is Warren’s secret to staying at the top of his game in the  
flower business? Just a few choice rules sum things up. “Treat your  
staff well, treat your customers well, work hard and work smart,” he 
explained. Sounds like good advice to us.

www.infullbloom.com.au
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Lately I have attended a few funerals and in 
some cases, I was surprised by an almost 
complete lack of flowers. In the cases where 
flowers had been sent, they were a variable 

array of mini boxes, arrangements, large boxes, 
wreaths, sheaves in foam, sheaves in cellophane,  
and bunches from Coles and Woolworths. 

It seems to me that florists today have an opportunity to learn 
more about funeral flower etiquette and to provide better  
services in this rewarding and important area of floristry.

When I was learning floristry, I was taught that the most 
appropriate choice for burials is a wreath or a cellophane-wrapped 
sheaf, either single or double-ended and based in foam. For 
cremations, it is the same, but without the wreath. Bunches are 
acceptable, but are made in the hand much like a sheaf, with the 
cellophane wrapped around the base with a nice bow. 

Boxes, arrangements and ceramic containers are unacceptable for 
a funeral; these should be sent to the house following the funeral. 

There are also correct ways to express the message in the card  
to accompany the flowers for a funeral. All of the major words  
in the message should be capitalised, for example: In Loving 
Memory of Our Dear Mother and Friend. You will be Missed. From  
Your Loving Family.

As a florist, it is important to help your customer to select 
something suitable depending on the situation. If the customer 
comes to your shop with a request for a box or arrangement, you 
will be providing good customer service to inform them that the 
products would not suit the funeral but would be an appropriate 
choice for the family’s home. 

Your customers will appreciate your honesty and advice. 
Remember, some have probably never sent flowers to a funeral 
before and are not likely to be aware of the correct etiquette or 
which products will best suit each situation. 

The last funeral I attended was for the mother of a friend. I asked 
the florist to send a spray of small flowers in foam. They sent 
beautiful pink spray roses which were placed under a portrait of 
the deceased lady, which was a very fitting tribute and made me 
feel very pleased. 

The only other flowers were upright 70 cm yellow roses in a large 
yellow box; while the flowers were beautiful, I felt that they were so 

out of place for the occasion. And amazingly, 
these two arrangements were the only 
flowers in the entire church, which was full 
of people. 

We can only hope that the trend towards  
a lack of flowers at funerals will change and 
that people will once again embrace flowers 
as a beautiful, loving and caring way to say 
farewell to their loved ones.

on a lighter note, when I depart this world, 
I hope the notice in the paper will read: “John will appreciate 
your gifts of high-quality flowers, nothing cheap, and nothing from 
Woolworths or Coles!”

It is really the fault of florists if they are no longer receiving funeral 
flower orders. This is your industry. Take the time to talk to your 
local funeral directors, and visit your local churches, crematoriums 
and cemeteries. discover what is needed in your community, and 
strive to fulfil that need. 

By learning the basic principles and always following professional 
standards of etiquette, you can help your customers to convey 
their messages of love and respect through the gift of flowers.

Funeral flower etiquette

 By John Jones

“…some have probably never sent flowers to a 

funeral before and are not likely to be aware of  

the correct etiquette or which products will best  

suit each situation.”
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Sydney is home to Australia’s largest fresh  
cut flower market located at Haymarket,  
about 3 kilometres south of the city. The 
diverse group of growers at the market 

primarily supply florists in the Sydney area, regional 
New South Wales and the Australian Capital Territory, 
but the market also is open to the general public. 

WildFlowers Australia’s Communications and 
Extension Manager, Bettina Gollnow speaks to  
grower and market wholesaler, Andrew McFarland 
who provides a rare insight into how business is 
performed at Sydney’s bustling trading floor. 

Today traditional flower grower, Andrew McFarland wears many 
hats when doing business at Sydney’s Flower Market, which 
includes market wholesaler and sales agent. 

Twenty-five years ago, in order to maintain control of his own 
product, Andrew assumed the role of market wholesaler and then 
went a step further and started sourcing extra product for his 
wholesale business from other growers. 

While Andrew remains small in scale, he is well-known as a high 
price seller in the market, selling thousands of bunches of many 
different product lines.

As a grower himself, Andrew is well aware that horticultural 
production requires one of the highest inputs of time and money 
per square metre.

But he is quick to add that: “The more you put in, the greater the 
returns.” 

“Hopefully the small hobby farmers have now gone as they don’t 
feed their crops, they don’t water and end up with rubbish to sell. 
And that impacts on everyone.”

Andrew happily offered useful advice into how business is 
conducted within the Sydney Flower Market. He explained that 
most agents sell on a percentage commission, usually 30 per cent 
of the selling price. 

For Andrew, it makes sense to aim for the highest possible price  
the market will bear, as that benefits him as well as the grower. 

The ins and outs of the 
Sydney Flower Market
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But it’s a juggling act to hold the price – so Andrew prefers to  
sell 10 buckets of flowers by selling 1 bucket to each of 10 different 
florists, rather than all 10 buckets to 1 florist who offers to pay a 
reduced price. 

“Cutting 50 cents a bunch off the price across 3000 bunches 
becomes a significant percentage,” he explained. 

While he’d love to sell by the box, which is less work, he has to 
cater for all his different customers. 

“Florist buyers vary quite a bit – from a small florist business to 
large groups with eight shops.”

Here are some of Andrew’s other tips on how to remain viable 
when conducting market business.

•	 The	easiest	way	to	‘move’	flowers	is	to	sell	high-quality	 
product. People recognise top-end quality and chase it.  
The better the product, the more it will sell, even if there  
is a glut on the market.

•	 There	are	some	‘dream	lines’,	where	you	have	good	quality	
product in small volumes – so set a price and it will clear.

•	 It’s	difficult	if	you	know	that	new	supplies	are	coming	in	
tomorrow as you aim to sell what you have on the floor 

today. And, if you have to take the flowers back and forth for 
two market days’, costs go up and things start to snowball. 
Remember, too much volume drops the price.

•	 If	you	sell	old	stock,	or	make	any	kind	of	mistake,	you	will	lose	
sales for, at least, the next eight weeks.

•	 If	a	variety	isn’t	selling,	the	grower	needs	to	respond	to	the	
market and replace it with something else. While this may be 
hard if you’ve invested in a crop for 10 years, in the long-run  
it’s better to change, give buyers what they want and not 
waste money on something that isn’t selling.

•	 There	will	always	be	disappointments	and	winners,	but	if	we	
don’t look after growers, we’ll lose them and as agents we can’t 
make money without suppliers.

“…it makes sense to aim for the highest possible 

price the market will bear, as that benefits him as 

well as the grower.”

CoNTINUed oN NexT PAGe >
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Sydney Flower Market wholesaler and grower, 
Andrew McFarland answers some key questions 
about what the market wants from their final product.

does value adding by the grower – e.g. adding sleeves  
and labels – make a difference? 

It’s an individual thing. Use sleeves only if it gives an advantage, 
such as stopping breakage and holding the bunch together. 

For me, grading, consistency and quality of product are key to 
avoiding the nightmare of flowers not performing, which creates 
complaints from florists, refunding money and headaches. 

what’s important for your buyers?

Avoid offering many grades – two grades are easier to manage 
(fewer price points to track). Give your customers two nice 
grades to choose from - priced at $6 and $8. If you offer more 
than two grades, people will go for the very short, cheap grade 
or pick only the A grade and disregard the bottom end.

Remember, stem length isn’t everything. Very long bunches are 
harder to handle, may look untidy and may not achieve a top 
price. For example, five stems at a posy length may sell more 
quickly than longer stems which may still be sitting there at the 
end of the market because no one wanted to pay a higher price. 

Most buyers will stick flowers into a bunch, so long stems are not 
necessary. But proportion is important – stem length must be in 
proportion to the flower head. 

How do agents handle my flowers and how can i improve 
my relationship with them?

As soon as most agents receive flowers they are placed straight 
into water without having the stems cut. So, it is better if the 
flowers arrive at the agent’s well hydrated so they don’t have to 
work to get the product looking good again by re-hydrating.

Build a good relationship with your agent, but also ask other 
agents to test your product to see if they can get a better price. 
or perhaps they will give you better feedback?

do your own market research. Go along to the market, look at 
your product on the floor and see what it’s doing. even if your 
agent says he hasn’t got time to talk to you, make him!

do florists go specifically to the market looking for natives?

No. They come and look at the stand, point and say, “I like 
that…”and it goes on from there. If you bring in a product that 
looks similar to something they know but is different, they seek 
it out. Quality wildflowers are sought after by florists as much as 
any other flower – if it’s good, the market will like it.  

I believe wildflower interest is increasing primarily because there 
is not as much poor product entering the market. I have reduced 
my number of wildflower suppliers, having been burnt by 
“backyarders” who supplied poor product. I now work only with 
one grower who provides good product year-round. But let me 
stress that I am chasing only a small part of the market, and other 
agents will be targeting a different sector.

Knowing what your market wants…

The ins and outs of the Sydney Flower Market (continued)

andrew stressed that market buyers ‘buy with  
their eyes and if it looks fantastic in a bucket  

it generally is good and they buy’!

(Photos courtesy NSW DPI)

Blown Protea repens with leaf blackening was one of  
the examples of ‘bad wildflower product’ quoted by  

andrew as spoiling the market in years gone by. 

(Photo courtesy NSW DPI)
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Can florists pick good flowers?

Some yes, some no. There are a lot of very serious florists out there who know their 
business and are very good at it. They will tell me what product they prefer, and ask 
for more. They also ask specific questions about vase life, applications and whether  
or not you can use the flower in floral foam. At the other end of the scale, people can 
say it’s so nice to sell flowers and open a shop, but they have no idea about flowers 
and buy cheap, cheap, cheap.

How important is vase life?

Florists find their corporate customers the hardest. They want one week of vase 
life but they want to pay as little as possible, so they always ask about vase life 
before they buy.

is demand for flowers increasing?

Yes, more flowers are selling through the Sydney Flower Market than ever before. What 
wholesalers complain about is that they are not selling as much because they are losing 
market share on mainstream product and can’t find or grow specialised lines.

is the supply of flowers increasing, or not?

Yes, growers need to think more outside the square and provide more. You also  
need to understand consumers. Consumers who buy cheap flowers often don’t  
know flowers, and don’t want to. on the other hand, there are consumers who are 
happy to pay $100 a week for flowers for their house. 

Supermarkets have improved their whole marketing strategy for flowers, and do 
respond to customer needs or complaints. 

There are huge increases in the number of flower imports entering the Sydney Flower 
Market, especially now ‘China is on line’. There may be lots of talk in the market about 
imports, but the reality is they can’t be stopped. Some overseas producers are simply 
doing it better, for example ecuadorian roses are a superb product. 

what does cheap product do to the market?

People buying the cheapest flowers do affect market share. They are dollar driven 
and will buy another line of flowers which are cheaper. Therefore agents need to 
be careful not to put prices up too much. The industry is competing against other 
products as well as the high cost of our labour in Australia. 

Market prices haven’t kept up with cost increases, so you have to look to efficiencies to 
reduce costs.  Additionally, I don’t believe the Sydney Flower Market should be open 
to the general public. Members of the public who buy at the market don’t understand 
why flowers at a florist shop cost so much more – they think it’s a rip off, but it isn’t, 
because florists do a lot of value adding and have many overheads to cover. 

Ideally all flowers should go to a florist shop so everyone is exposed to the same 
retail price.

use sleeves only if it 
gives an advantage, 
such as stopping 
breakage and holding 
the bunch together.
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An early introduction to the wonder of plants 
sparked a lifelong passion for horticulture in 
Theo Van Lier, joint owner and director of 
Van Lier Nurseries in Auckland, New Zealand.  

Youna Angevin-Castro spoke to the passionate grower 
about his future aspirations and challenges. 

The son of dutch migrants, Wouter and Maria Van Lier, Theo Van 
Lier grew up amongst the greenery in the family nursery, which 
opened for business in Massey, in the northern suburbs  
of Auckland, New Zealand in the early 1950s.

Starting out as a potted plant nursery, Wouter and Maria eventually 
diversified into cut-flowers.

“Carnations were the first cut-flower product that they grew. In fact, 
they were the first growers to commercially produce carnations for 
the cut flower market in New Zealand,” Theo explained.

Today Van Lier is best known for their trademark roses, which  
were first introduced to the business in 1974, and became the main 
focus for the enterprise in the 1980s. 

Theo and his wife, Monique, bought the business from his parents 
in 1987, and have never looked back. 

At a glance...
Grower:  Theo Van Lier

Location:   Auckland, New Zealand

Property:   Van Lier Nurseries operates over  
two properties – the original Massey 
property, and a second block of land in 
Riverhead – where they grow about 35 
varieties of rose across 2.5 hectares of 
glass and plastic greenhouses. Focus:  
Implemented programs designed to 
reinforce the company’s commitment  
to quality and service. 

A blooming  
success from  
across the  
Tasman
Van Lier Nurseries

new Zealand cut flower growers, (first from left) Monique Van lier and Theo Van lier (third from left) with their passionate horticulture family.

Today, Van Lier Nurseries operates over two properties – the 
original Massey property, and a second block of land in Riverhead  
– where they grow about 35 varieties of rose across 2.5 hectares  
of glass and plastic greenhouses.

Roses are their main crop, but in addition they grow Alstroemeria, 
Statice, Limonium, Carnations, Solidago and Breanthus cut flowers. 

“We also are agents for several top cut flower breeders being Schreurs, 
Terra Nigra, Lex, Hilverda-Kooij and Royal Van Zanten. We import 
propagation material from these breeders which we then make 
available to commercial growers around New Zealand,” Theo said.

Theo credits his parents for his passion for horticulture – a passion 
that has only grown over the years.

“My parents inspired in me a love of plants and hard work. As a 
young boy of around seven years I was always assisting my parents 
at our Massey nursery,” he proudly explained. 

“I think I started off earning about 10 cents per hour! I thought  
it was a great treat to be allowed to rise at 3am and attend the 
flower market with my father. 

GRoWeR PRoFILe



ausTralian flower indusTry – December 2013
www.australianflowerindustry.com.au 33  

“I never had the desire to do anything other than follow in  
his footsteps, so when I finished secondary school I went to  
Massey University in Palmerston North and studied horticulture. 
Thereafter I spent a year working for Palmers Garden Centre in  
their propagation nursery and some time working in horticulture  
in Canada and the Netherlands before coming home in my  
early twenties to manage the family business.”

Maintaining the ‘family’ aspect of the business is important to 
Theo, and he names the opportunity to employ and work with 
several family members over the years as highlights in his career, 
eventually hoping to pass on the business, in the future, to the  
next generation of Van Lier’s. 

When it comes to marketing and promotion of the nursery, Theo 
has implemented a program designed to reinforce the company’s 
commitment to quality and service. 

Their website is regularly updated and plays a significant 
role in communicating the company’s values; however Theo 
complements this with a number of strategies directed at meeting 
face-to-face with his buyers. “We offer nursery tours to interested 
and affiliated groups, as well as have nursery open days,” he added. 

“We also plan regular product launches targeted at getting 
the industry together. our sales team also are committed to 
maintaining constant communication with our customers to 
ensure that their needs are being met.”

For Theo, one of the main threats to his business, and other 
growers’ in the industry, is imported flowers that come from 
countries with lower production costs and are subjected to 
minimal biosecurity restrictions.

However, he believes that the quality of production in New  
Zealand will see his business continue to grow in the future.  
“I remain optimistic that we will be able to retain our niche in our 

above: The nursery grows about 35 varieties of rose across 2.5ha of glass 
and plastic greenhouses.

Below: Today, Van lier nurseries are best known for their trademark roses.

small corner of the world by maintaining our consistently, fresh 
product and our excellent quality and customer service,” Theo said. 

“our New Zealand produced flowers and plants have not traveled 
thousands of kilometres and are grown with minimal pesticides. 

“We also are strong promoters of the ‘Buy NZ Made’ brand and 
have a great desire to keep the industry alive and employment in 
our country.”

A large part of Van Lier’s success comes from their commitment 
to maintaining high standards of quality, selection and service.  
However, being able to offer exclusive product lines also is another 
important part of their business strategy.

“We try to choose unique product lines that are not grown in New 
Zealand and that cannot be imported,” Theo explained.

Van Lier’s thorough quality control process also ensures they supply 
top quality flowers to their customers – every time.

“At the height of summer, our roses are picked up to three times a 
day to ensure that the flower is consistently picked at exactly the 
right stage of opening,” Theo said. 

“From picking to packing, we apply four quality checks, which 
ensure the straightness and strength of stems, no head damage, 
the absence of pests and disease, and the correct head tightness.”

Theo also tries to stay ahead of marketplace trends by constantly 
researching and improving the selection of roses that they supply. 

“When it comes to marketing and promotion of the 

nursery, Theo has implemented a program designed 

to reinforce the company’s commitment to quality 

and service.”

GRoWeR PRoFILe
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Foreign imports threatening  
the New Zealand flower industry

“While the imports may have big heads and big,  

long stems generally the vase life is not very good.”  

    NZ grower, Steve Moffatt

The New Zealand flower growing industry is under seige 
from an influx of cut flowers from countries such as India, 
Malaysia and Colombia. Volumes of imported flowers 
started to increase earlier this year and as a result domestic 
prices are rapidly falling.

To help local consumers make an informed ‘buying’ decision  
the industry is now pushing for country-of-origin labelling.

“Imports of roses, lilies and carnations have skyrocketed,” New 
Zealand Flowers Growers Association (NZFGA) spokesperson,  
david Blewden said.

“It’s having a major impact on the domestic industry and many 
growers here are severely suffering and the NZFGA is very 
concerned at this situation, which has the potential to wipe-out  
the domestic flower growing industry.”

david explained that the growth in flower imports was driven by 
one of the two major New Zealand-based auction houses that 
could not source adequate product.

The resulting over-supply of imported product has depressed 
prices for local growers at a time when their costs of production 
are at their highest, he said.

According to Bruce o’Brien from United Flowers Growers’, the 
problem is that the types of flowers imported also are grown in 
New Zealand.

“Chrysanthemums  can come all the way from Malaysia and roses 
from Colombia,” he said. 

While the imports may have big heads and big, long stems generally 
the vase life is not very good, added rose grower, Steve Moffatt.

“And part of the reason they don’t last as long as local flowers 
is because of the time it can take to get them here.” And the 
sharp spike in flower imports has also created major bio-security 
concerns from all industry sectors.

“There is a very real risk that this uncontrolled growth in flower 
imports will bring in dangerous pests and diseases and it won’t 
only affect flower growers,” NZFGA’s david Blewden said.

Steve Moffatt said that imported roses have to be dipped in a 
herbicide and a weed killer for 20 minutes before they come into 
the country. He added that local growers were keen for consumers 
to understand the chemicals used on imported flowers.



ausTralian flower indusTry – December 2013
www.australianflowerindustry.com.au 35  

Figure 6

Sixty-four years on and the 
Toowoomba Carnival of Flowers 
Festival continues to blossom, 
according to recently released 
market research.

A $26.6 million boost to the economy, 
a 7 per cent increase in the number of 
visitors and a dramatic increase in the 
number of tourists booking short-term 
accommodation in the region were  
some of the findings detailed in the AeC 
research commissioned by the Carnival  
of Flowers office.

data was collected via face-to-face visitor 
surveys between Friday, September 20 and 
Sunday, September 29, 2013.

environment and Community Committee 
chair, Cr Geoff Mcdonald said the statistics 
were a great indication that this year’s 
event was a tremendous success.

Research finds Toowoomba 
Carnival of Flowers a ‘top’ event

“The Carnival of Flowers has once again proven to be a huge success both by 
participation but also by financial gain,” he added.

“The significant increase in the number of visitors, both external and internal to 
the region, is exciting, and interestingly, 84,000 people said they would return.

“This cements Toowoomba’s image as the Garden City.”
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Managing fungus gnats  
in cut flower crops

Fungus gnats are common insect pests on cut 
flower farms and can affect a wide range of 
crops. In our September issue of the Australian 
Flower Industry, the general biology and cultural 

management of fungus gnats were discussed . 

In the second part of our series, Queensland 
Department of Agriculture, Fisheries and Forestry 
senior entomologist, Andrew Manners explains  
how predators and biopesticides can be used for  
the management and the control of fungus gnats. 

There are a growing number of predators that are commercially 
available and are very effective if used correctly. All fungus 
gnat predators target larvae, the damaging stage, and include 
two species of predatory mites, one rove beetle, insect-killing 
nematodes and BT biopesticide products. As such, biological 
control of fungus gnats is very feasible and often more effective 
than the use of traditional pesticides.

Geolaelaps aculeifer (Hypoaspis a or killer mite)  
= Hypoaspis aculeifer

Stratiolaelaps scimitus (Hypoaspis M) = H. miles

Geolaelaps aculeifer is a relatively large, brown to orange-coloured 
soil-dwelling predatory mite, about 1 mm in length. Nymphs and 
adults feed on fungus gnat larvae, thrips pupae and other soil 
organisms, including nematodes, springtails, root aphids and mites, 
preferring moderately moist habitats high in organic material. 

The killer mite takes about 12 days to complete development at 
27°C, but up to 40 days at 16°C and can survive for long periods 
scavenging on soil arthropods without specific pest prey. 
Temperatures above about 30°C are detrimental and activity below 
10°C is very low. 

Soil conditions do not always reflect outside air temperatures 
and this should be taken into account when deciding to use soil 
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predators. direct sun on the container of plants may increase the 
temperature for media within pots compared to air temperature. 
By contrast, soil in the shade may be substantially cooler than air 
temperature. Under good conditions, females lay three to four 
eggs per day.

Stratiolaelaps scimitus feeds on a similar range of prey as G. aculeifer, 
such as fungus gnats and thrips pupae. Females lay two to three 
eggs and consume one to five prey items each day.

development from egg to adult ranges from 10 days at 25°C to 
18 days at 20°C, and 30 or more days at 15°C. They should not be 
stored below 10°C as this will kill them and populations are likely to 
crash in unheated structures where the temperature drops below 
10°C in winter. 

While soil predators may have some protection from foliar sprays 
of insecticides, run-off from high impact pesticides can still have a 
severe negative effect on predators, particularly if they have a long 
residual activity. 

Dalotia coriaria = Atheta coriaria 

Adults and larvae of the rove beetle, Dalotia coriaria, feed on a 
range of small insects and mites, feeding heavily on fungus gnat 
and shorefly eggs and larvae and thrips’ pupae. eggs and small 
larvae of a wide range of insects are consumed. Adults are slender, 
fast moving, glossy, blackish-brown beetles that are 3 to 4 mm 
long. The optimum temperature for D. coriaria is 27°C, at which 
development is completed in 13 days, but it also is active between 
15°C and 32°C. 

Adults have wings and may fly to find food. They live about 21 
days and lay up to eight eggs a day, where they can eat up to 150 
fungus gnat larvae. Adults prefer to eat fungus gnat larvae more 
than shorefly or western flower thrips’ pupae, when given a choice. 

insect-killing nematodes (e.g. Steinernema feltiae)

Insect-killing (entomopathogenic) nematodes (eNs) are tiny, very 
slender, worm-like, soil-dwelling organisms that are a little less than 
1 mm in length. The eNs have limited dispersal capacity and thus 
must be drenched into the growing media. once they come in 
contact with a host, they enter it and release bacteria, which break 
down the tissue into food. This process causes septicaemia and kills 
the host, usually within 48 hours after infection. 

Thousands of eNs can breed within certain hosts, largely 
dependent on the size of the host; for example, up to 100,000 
nematodes can develop from a single scarab beetle larva. once 
the food is completely consumed, the prey essentially disintegrates, 
releasing the eNs into the soil to infect new hosts. eNs can be 
applied manually or through irrigation lines (with filters removed). 

CoNTINUed oN NexT PAGe >

“As such, biological control of fungus gnats is very 

feasible and often more effective than the use of 

traditional pesticides.”

opposite: Queensland department of agriculture, fisheries and 
forestry, senior entomologist, andrew Manners.

Top and middle above: dalotia adult and larva. The Dalotia coriaria  

adult and larva, each are about 3 to 4mm long.

Bottom above: Hypoaspis: an adult Stratiolaelaps scimitus.
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Bacillus thuringiensis subsp. israelensis (Bti)

Bacillus thuringiensis (Bt) is an entomopathogenic bacterium  
which causes diseases in insects. After ingestion by an insect  
host, the bacteria produce a number of substances which cause 
cell disruption and other physiological problems which cause  
the cuticle to disintegrate and the insect to die. 

There are a large number of Bt subspecies which are specific to 
certain pest groups, such as flies or caterpillars. Bti (e.g. Vectobac 
and other products) is specific to various fly larvae, including 
fungus gnats. Research has shown that Bti is mainly effective 
against first instar fungus gnat larvae, not larger second or third 
instars. This is because larger larvae must consume more bacteria 
to cause mortality than smaller larvae. 

If using Bti one must apply the product when fungus gnats 
first appear and multiple applications may be required. Bti is UV 
sensitive so this must be taken into account before application.

naturalised predators 

At least one naturally-occurring parasitoid wasp may cause 
substantial mortality to fungus gnats. Synacra sp. is similar in size 
and habit to fungus gnat and therefore are easily confused. They are 
often found running across growing media similar to fungus gnats. 

However, Synacra have four wings, not two, and a more pointed, 
strictured abdomen than fungus gnats and can easily be 
distinguished on yellow sticky traps. 

Female Synacra lay eggs into larval fungus gnats and the wasp 
larvae feeds inside the host larva until it pupates. As a result, fungus 
gnat larvae may still cause damage to plants, even though they 
are parasitised and will die shortly after pupating. They have been 
known to be quite effective against fungus gnats in glasshouses 
where broad spectrum, long residual pesticides are not in use 
(Marilyn Steiner, Biocontrol Solutions, personal communication). The 
biology of this species is not well known. overseas, closely related 
species can parasitise 200 to 300 fungus gnat larvae, and survive 
best between about 15°C and 25°C and multiply more quickly  
than their fungus gnat hosts.

releasing multiple predators

Research has shown that both G. aculeifer and S. scimitus feed on 
D. coriaria larvae, particularly relatively small larvae. d. coriaria also 
feed on eggs and nymphs of G. aculeifer and S. scimitus, sometimes 
feeding on equal numbers of fungus gnats as predators. 

These interactions may reduce the efficacy of multiple predators 
released to control fungus gnats. While these interactions were 
only tested in small laboratory arenas, the results suggest that 
releasing both D. coriaria and a predatory mite may not be 
beneficial for the control of fungus gnats. 

Before using predators

Always talk to your biocontrol agent producer before purchasing 
predators for the first time so that the best results can be achieved. 

It is important to take into account insecticide products that have 
been applied to the growing area that could have a negative 
impact on predator efficacy. 

Weather conditions also can influence the success of control with 
predators; low and high temperatures can cause difficulties. 

More information can be found by searching for ‘pest 
management plans’ on the nursery and Garden industry 
australia website, www.ngia.com.au. information on 
australian suppliers of biological control agents can be found 
at http://www.goodbugs.org.au/ 

“It is important to take into account insecticide 

products that have been applied to the growing  

area that could have a negative impact on  

predator efficacy.”

Managing fungus gnats in cut flower crops (continued)

for information about ens
for floriculture call

funGus GnaT ConTrol
Biological control of Sciarid fly using Gnatnem 

Entomopathogenic Nematodes (EN’s)

ecogrow environment Pty ltd
Ph: (02) 6284 3844

website: www.ecogrow.com.au
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Eggs

Larva
4th Instar

Larva
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Larva
2nd Instar

Larva
1st Instar

a small parasitoid wasp, Synacra sp., which parasitises fungus gnats  
in australia can easily be confused with adult fungus gnats.

Photo source:  Marilyn Steiner
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Montdorensis (monties for short) are 
Australian native predatory mites that 
were first evaluated by Marilyn Steiner 
and Stephen Goodwin of the New South 

Wales Department of Primary Industries. Initially these 
mites were reared on pollen on bean plants, a labour 
intensive and therefore costly operation.
However, Bugs for Bugs, with invaluable assistance from Koppert 
Biological Systems, has worked hard to develop an efficient off-plant 
rearing method. This means that these aggressive biocontrol agents 
are now commercially available at an affordable price for release 
into a range of cropping situations to control some of our most 
difficult pests.

Trials and independent research in europe and other areas have 
shown that monties will eat up to four times the number of thrips 
per day compared to other beneficial mites. 

Monties are fast moving and will quickly spread from the top to 
the bottom of a plant. They feed readily on the young stages of 
several species of thrips especially western flower thrips - a notorious 
pest that is capable of causing extensive damage and is renowned 
for developing resistance to almost all pesticides that have been 
thrown at it.

Growers of various flower and vegetable crops are already enjoying 
the benefits of monties.  Significant reductions in pesticide use, better 
quality and reduced residue risk are the key benefits to growers 
who succeed in getting biological control working in their crops.  
Naturally monties are also fully compatible with the increasing range 
of biocontrol agents available to manage a broad range of pest 
issues.  Several new generation pesticides can be used in conjunction 
with beneficial species including montdorensis.  our aim always is to 
conserve these materials by minimising their use wherever possible.

Pests controlled:
•	 Thrips	(several	species	including	western	flower	thrips).

•	 Whiteflies	(both	greenhouse	and	silverleaf	whitefly).

•	 Broad	mite	and	cylamen	mite.

•	 Russet	mite.

How to apply:
Monties are supplied in cardboard cylinders containing a minimum 
of 10,000 mites in a vermiculite mix.

•	 Release	by	sprinkling	onto	the	crop.

•	 Apply	at	rates	of	10-20	mites	per	square	metre	depending	on	
pest pressure.

•	 Make	3-4	releases	at	intervals	of	2-3	weeks	from	early	in	the	
crop cycle.

•	 Monitor	closely	and	make	further	releases	if	required	–	especially	
into ‘hotspots’.

•	 Beneficial	insects	and	mites	should	be	introduced	early	before	
pests build-up to damaging levels.

Contact Bugs for Bugs at T: (07) 4165 4663 if you wish to discuss 
monties or any other of our biological control products.

At a glance...
• Monties are native to Australia.

• They can consume up to 14 young thrips a day.

• Each female can lay three or more eggs a day.

• Monties have been shown to feed readily on whitefly 
eggs and immatures.

• They can complete their life cycle (egg to adult) in 
less than a week.

Monty – The ‘Mighty Mite’
A powerful and fast moving predator for thrips and whitefly control

AdVeRToRIAL
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What cut flower is That?

What Cut Flower is That? is the much 
anticipated, completely new and 
comprehensive floristry care and  
handling manual for cut flower 

professionals – and it’s now available. 

Lead authors Del Thomas and Bettina Gollnow 
explain how the new guide packs into 200-pages 
the latest information about the exciting and diverse 
range of floristry products available to Australian 
floristry – some of it never before published. 

every entry in the recently released What Cut Flower is That? 
guidebook has beautiful full-coloured photos and a detailed index 
to ensure speedy access to topics, as well as enjoyable reading. 

From the A-Z of cut flower and foliage profiles, to advice on care 
and handling, the information is presented in an easy-to-read 
format and design so that every florist will want to leave it open  
on the workbench for quick easy reference. 

The guide is designed to inform and educate, from entry level 
through to experienced business owners and senior florists in any 
retail setting. Growers and marketers, and in fact anyone with an 
interest in the care and handling of high-quality  
cut flowers and foliage, will find this an essential reference. 

Horticultural consultant, Greg Lamont who extensively reviewed 
the final draft to ensure it reflected current industry knowledge  
and practice, said: “It really is an excellent publication – probably 
the most comprehensive, down to earth, readable reference on  
cut flowers and foliage. I can’t begin to wonder how much time 
and effort has gone into this.” 

What Cut Flower is That? includes a general introduction to the 
Australian flower industry along with extensive information 
regarding recognition of flower quality, essential postharvest  
care and typical problems. It includes the latest research and 
reliable industry knowledge. 

Management techniques are addressed that maximise 
product quality and vase life, including recommended holding 
temperatures, cooling, hydration, hygiene, care in handling, 
conditioning, use of floral foam and advice to customers. 

The mysteries of subjects like air embolisms, stem blockages, 
ethylene, geotropism, leaf blackening, uneven stem lengths, grey 
mould and issues associated with imported flowers that have the 
potential to reduce flower quality and vase life are all unravelled. 

detailed charts provide information not previously available in 
this format for the Australian floral industry. experienced florists 
and students alike will appreciate and benefit from the accurate, 
industry sourced instruction and information, allowing them to  
plan orders and perform work tasks to ensure customers receive 
the best quality product and advice. 

The charts include:

•	 The	Quick Guide to Australian Native Flowers and Foliages 
including berries, cones and nuts according to season of 
availability and colour range. This list will undoubtedly  
become a lasting and valued resource across the industry, 
replacing much of the misinformation that currently persists  
in some corners of the industry and education sector. 

•	 The	Seasonal Guide to Traditional, South African and 
Australian Wildflowers, Orchids and Tropical Flowers lists 
flowers by common and botanical names, season and colour 
range. In this guide native Australian and South African flower 
and foliage products, orchids and tropical flowers are featured 
and identified alongside the range of currently available 
traditional flowers. Additional notes and special care advice  
are given for orchids and tropical species. 

•	 A	section	on environmental and noxious weeds, how  
florists can contribute to the problem of spreading weeds,  
and a list of common weeds used/to be avoided. This 
represents a first for an Australian floristry manual. 

•	 A	chart	of	ethylene sensitive flowers, ranked by low,  
medium or high sensitivity. 

By far the foremost feature of the manual is the 116 cut  
flower and 30 foliage profiles. These provide key information  
and photos to aid recognition. Botanical and common names  
are listed, and each listing has advice on correct postharvest  
care and handling to maximise quality, seasonal availability,  
typical stem length, colour range, buying tips on what to  
look for and what  

About the authors... 
Delwyn (Del) Thomas is a horticulturist and floral 
designer with a lifetime of experience in the floriculture, 
nursery and garden and floristry industries. Del has  
taught floristry and horticulture part-time at TAFE for the 
last 22 years whilst continuing to work on other projects. 
She also owns Flowers by Delwyn, a small wedding 
flower specialist business. 

Bettina Gollnow, currently Communications and 
Extension Manager with WildFlowers Australia, is an 
extension horticulturist with more than 20 years of 
experience working with the Australian cut flower 
industry. Additionally, Bettina has managed many 
projects, and co-authored and produced numerous 
high-quality industry manuals. 

“By far the foremost feature of the manual is the  

116 cut flower and 30 foliage profiles. These provide 

key information and photos to aid recognition.”
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to avoid as well as other special notes and 
suggested design uses. 

The foreward has been co-authored by  
dr John Faragher and Professor daryl Joyce. 
dr Faragher’s expertise is in research and 
the development of postharvest handling 
techniques for flowers, fruit and vegetables, 
while Prof Joyce works in the School of 
Agriculture and Food Sciences at The 
University of Queensland and is a key 
member of the Supply Chain Innovation 
Team at the Queensland department of 
Agriculture, Fisheries and Forestry. 

In writing the book, industry members 
including growers, wholesalers, postharvest 
experts and leading florists were consulted 
to ensure that the manual provided the 
most accurate and up-to-date information 
on all products, with the initial draft 
reviewed by 15 industry specialists. 

The readable style and appealing design 
of the manual is a credit to the technical 
editor Matthew Stevens.

The manual has been supported by the 
Rural Industries Research and development 
Corporation and has been sponsored 
by industry associations – the Flower 
Association of Queensland Inc. and 
WildFlowers Australia Ltd. It was developed 
from an earlier project that conducted an 
education campaign about wildflowers to 
inform florists, students and wholesalers. 

What Cut Flower is That? also has been 
accredited as a training resource by Service 
Skills Australia under their Right Way 
program (see serviceskills.com.au/rightway). 

This is a National Accreditation Program, 
linked directly to Training Package 
requirements, as Service Skills oversee 
the Floristry Training Package nationwide. 
This resource is designed to promote 
best practice in floristry industry training. 
Right Way accreditation recognises that 
this manual meets their quality standards 
and industry expectations for professional 
and current content and embraces the 
key requirements of the National Floristry 
Training Package. 

Therefore, this accreditation means the 
manual will be in high demand by students 
at TAFe and other registered training 
colleges across Australia.
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17 - 19 January Ginger flower & food festival, The Ginger Factory, Yandina, Queensland. www.gingerfactory.com.au

28 - 31 January iPM essen, essen, Germany  www.ipm-essen.de

26 feb - 2 March ellerslie international flower show, Christchurch, New Zealand www.ellerslieflowershow.co.nz

26 - 30 March Melbourne international flower & Garden show, Melbourne, Australia www.melbflowershow.com.au

5 - 10 april California spring Trials, California, USA. www.springtrials.org

10 - 23 april royal easter show, Sydney, Australia. www.eastershow.com.au

20 - 24 May Chelsea flower show, London. www.rhs.org

19 - 20 June Know it to Grow it Comm-ference, Gold Coast, Queensland, Australia. www.flowersqueensland.asn.au

29 June
international lonely Bouquet day, The world of flower lovers leave out mini bouquets for strangers.  
www.thelonelybouquet.com

17 - 22 august 29th international Horticultural Congress, Brisbane Convention Centre, Queensland, Australia. www.ihc2014.org

Upcoming events 2014

Wafex is proud to announce that their premium hybrid Waxflower Moonlight  
delight was recently awarded a Blue Ribbon in the outstanding Varieties competition  
at the Society of American Florists ( SAF) Convention in Phoenix, Arizona USA.

Waxflower Moonlight delight  
wins coveted Blue Ribbon

The SAF outstanding Varieties  
competition had over 270 entries  
from USA, Canada, Colombia, Thailand, 
ecuador, Canada and South Africa as  
well as Australia.

Craig Musson, Wafex Managing director 
said the SAF Blue Ribbon award was a 
fantastic outcome for what was a joint 
effort across all the WAFex entities.

www.wafex.com.au

Blue Ribbons were 
awarded based on:
• Colour and Commercial Appeal.

• Stem and Foliage.

• Bloom Form.

• Bloom Size

• Overall Quality and Presentation
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new souTH wales

Blandfordia research & extension Group
Contact: Lyn Johnson
email: myallausflowers@bigpond.com

Grandiflora Growers Pty ltd
(A group of NSW and interstate growers who 
support the Grandiflora brand)
Contact: Paul dalley
Phone: 02 6562 7450
www.grandifloragrowers.com.au

nfG Co-op
Contact: Harry Kibbler
Phone: 02 6567 4266
email: info@goldengecko.com.au
www.goldengecko.com.au

flower Grower Group of nsw (inc.)
Contact: denis Secco
Phone: 02 9606 6222
email: denis@secco.com.au
www.australianflowercouncil.org.au

wildflower industry network nsw inc.
Contact: Frank Allatt
Phone: 02 4567 2093
email: fallatt@bigpond.net.au

ViCToria

flowers Victoria
Contact: Rennae Christensen
Phone: 03 9207 5524
email: rchristensen@vff.org.au.
www.flowersvic.com.au

norTHern TerriTory
north australia Cut flower Group
Contact: Jan Hintze
Phone: 08 8988 1771
email: hintze@ozemail.com.au

wesTern ausTralia
wildflowers Growers of wa
Contact: Nina Foulkes-Taylor
Phone: 08 9576 1011
email: nina@plantationwildflowers.com

wa Protea Growers association
Contact: Tony Small
Phone: 08 9755 1147

Queensland

faQi – flower association of Qld inc.
Contact: denyse Corner
Phone: 07 3821 3350
email: faqi@flowersqueenland.asn.au
www.flowersqueensland.asn.au

Cairns fine flora (forest lace)
Contact: Anne Yinfoo
Phone: 07 4095 8636

naTional

australian flower Council (afC)
c/- R Christensen
Farrer House
24 Collins Street, Melbourne VIC 3000 
Rennae Christensen – Secretariat
Mob: 0418 282 875
Phone: 03 9207 5524
email: rchristensen@vff.org.au

wildflowers australia ltd
Contact: Communications  
and extension Manager
Phone: 0434 265 817
email: management@wildflowersaustralia.com.au
www.wildflowersaustralia.com.au

Protected Cropping australia
Contact: Saskia Blanch
Po Box 538, Narrabeen NSW 2101
Phone/fax: 02 9939 5993
email: secretary@protectedcroppingaustralia.com
www.protectedcropping australia.com

new Zealand

new Zealand flower Growers association inc.
Contact: Jennie Boerema
Po Box 173, Patumahoe 2344
Phone/fax: 09 2364145
email: nfga@kol.co.nz
www.nfga@kol.co.nz
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afi MaGaZine Trade direCTory
Have a product or piece of equipment to sell?

need affordable advertising that will hit your 
target market?

Reach AFI magazine’s 1400+ readers every quarter with an 
affordable Trade Directory listing.
for More deTails:  
editor@australianflowerindustry.com.au
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PluG suPPliers

ProPaGaTion suPPliers

liGHT & TeMPeraTure ConTrol

indusTry assoCiaTions

HorTiCulTure suPPliers

ProPaGaTion ausTralia PTy lTd
CarnaTions CHrysanTHeMuMs GyPsoPHila asTers daHlias
GerBera solidaGo liMoniuM delPHiniuM alsTroMeria

for our current cut flower catalogue please

Contact us by phone, fax or email!

Ph: 07 3803 5566 fax: 07 3803 4670

e: sales@propagation-australia.com.au

liVinG sHade - said ad was in file but i 
can’t see it. Page? issue 40?

4 Fresh produce available out of season
4 Growing any plant, anywhere, anytime
4 Producing local good food with low food miles
4 Locations flexibility & improved ergonomics
4 Minimal environmental impact - eco-friendly
4 Reduced pest accessibility & therefore chemicals
4 Converting ‘waste streams’ into ‘revenue streams’
4 Reduced water, energy, fertilizer & land consumption
4 Food supply solution for rapidly increasing global population
4 Increased climate control
4 Cutting edge high technology
4 Not soil or climate dependant
4 Professional 

The Modern Face of Horticulture

4 Sustainable 
4 Clean

02 9907 6633   www.protectedcroppingaustralia.com
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roses

Sydney’s largest Hydroponic Rose 
Growers and Australian Agents for 
Rosen Tantau are offering growers, 
Australia wide, with a selection of 
new varieties of Roses.

Flora International

1322-1340 Camden Valley Way, Leppington NSW 2179 
Ph: 02 9606 6222 • Fax: 02 9606 6841

Purchasing and warehouse officer

Michael Tesselaar flowers is a leading flower and plant 
distributor based in Townsville dealing in the highest quality 
premium flowers in the marketplace.

due to continued growth we require the services of a 
Purchasing and warehouse officer to join our team. 
Reporting to the operations Manager, your responsibilities 
will include:

•		 Establishing	and	maintaining	excellent	relation-ship	 
with growers, suppliers, customers and freight providers.

•		 Daily	stock	purchasing	in	an	accurate	and	timely	 
manner that minimises stock expenditure, wast-age  
and freight costs.

•		 Assisting	in	daily	sales	activities	–	taking,	picking,	 
packing and dispatching customer orders.

•		 Negotiating	with	suppliers	to	consistently	achieve	 
high quality, low cost outcomes.

•		 Coordinating	and	monitoring	freight	pick-up	and	
deliveries including expediting delayed orders, 
 unpacking deliveries, rotating stock and general 
warehouse housekeeping.

•		 Perform	accurate	and	timely	administration	and	
data entry.

our ideal candidate will have:

Essential:

•		 Sound	working	knowledge	of	wholesale	and	 
purchasing business practices.

•		 Demonstrated	intermediate	skill	level	of	Microsoft	
office programs.

•		 Proven	negotiation	and	customer	service	skills.

•		 Demonstrated	experience	in	working	in	a	fast	 
paced environment with competing priorities.

•		 Current	Queensland	“Open”	driver’s	licence	
(manual vehicle).

Desirable:

•		 Experience	in	a	similar	position	within	a	wholesale	
operation or warehouse environment.

•		 Floral	industry	or	horticulture	experience.

The successful candidate must be able to perform  
the physical requirements of the job (some heavy  
lifting and manual warehouse work). You must also  
be available to work rostered Saturdays and additional  
hours in peak periods.

This is a great opportunity to join an established business 
and to enter a role that offers diversity, flexibility and the 
chance to acquire new skills!

applications (cover letter & resume) can be  
sent to hr@peoplegrowbusiness.com no later  
than 12 december 2013. for information please  
contact Meaghan smith of People Grow Business  
on 0459 739 818.

Contact us at the AFI magazine and we will write your story for 
you. It’s as easy as emailing us with a few dot points or picking 
up the phone.

We will do the rest!
Email: editor@australianflowerindustry.com.au

Not tHe Best writer... 
But you Have a story to sHare 

witH your iNDustry?

flower BroKers

flower & foliaGe eXPorTs

TRAde dIReCToRY

With offices in  
Los Angeles & Osaka
to help represent you

Phone: +649 275 6324 | Fax: +649 275 3156
info@nzbloom.com | www.nzbloom.com

Ph: 1300 044 852   www.treloarroses.com.au

PosiTion aVailaBle
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