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Issues w.r.t. management

ÁMarket orientation of the horticulture sector can be 
enhanced:

ƀMany growers are production oriented

ƀFor many traders, their transactions are the main 
source of information

ÁNo tradition of data based supply planning

ÁReactive management, little anticipation
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Issues w.r.t. data

ÁAvailable statistics do not present the level of detail 
required for management decisions

ƀE.g., product categories:

ñPearsò versus varieties like Beurré , Williams etc.

ÁAvailable data are not current, e.g. export statistics

ÁGrowers and traders lack data about consumer trends 
and how the products are used and appreciated
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Big Data opportunities

ÁCurrent detailed data on production, stocks, and 
(expected) supply are abundant in many public and 
private sources

ÁSocial Media:

ƀData on consumersô appreciation and applications 
of products are abundant in Social Media

ƀGrowersô communications in Social Media indicate 
future supply

ÁAnalytic methods to interpret the data are advanced



Relevant data for horticultural markets

ÁExternal factors affecting supply and demand:

ƀWeather conditions, exchange rates, energy prices

ÁConsumption:

ƀMarket research, retail sales data, Social Media

ÁProduction:

ƀAreas/capacities, actual production, forecasts, FADN

Á(International) trade:

ƀImport/export statistics, phytosanitary certification 
requests, stocks, expected arrivals at (air)ports

ÁNews media:

ƀNews about health aspects; food safety incidents
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Market information for the horticulture 

sector: Big Data challenges 

ÁData are present in public administrations, but not open

ƀGovernments promote Open Data, but at a lower 
level many obstacles must be overcome

ƀEntrepreneurs are concerned about competitive 
relations

ÁSemantic heterogeneity (in product classifications, etc.)

ÁMany SMEs in this sector have limited capacity to invest 
in the IT required for Big Data applications, including the 
collection of relevant Social Media data and semantic 
integration of data from a diversity of sources
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The BIGt&u project

ÁA Dutch public -private partnership

ÁTo develop an infrastructure for market information

ÁAccess a diversity of data sources

ÁCollect and structure data from Social Media

ÁProvide mappings between classifications of products etc.

ÁOffer a uniform interface with standard classifications

ÁBoost applications of market data

ÁEnhance market orientation & data based supply planning

ÁMinimize investment cost for individual SMEs
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Consortium

ÁKnowledge institutions: fundamental and applied 
research (Agriculture, IT, Data Analytics)

ÁOrganizations and companies from horticulture and IT 
sectors

ÁCooperation between fruit/vegetables and 
flowers/ornamental plants subsectors

ÁParticipation of government and public data suppliers
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Work packages

1. Research on Semantic Technologies for data access and 
data integration

2. Research on Social Media filtering and real - time 
clustering

3. Data source descriptions (metadata) and mapping of 
classifications

4. IT architecture and development of software and other  
infrastructure

5. Social, legal, and financial aspects (competition, data 
usage rights, business case)

6. Application prototyping and community building across 
horticulture and IT sectors
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Uniform interface and standard classifications for apps and ERP

Conceptual architecture
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Information

t im.verwaart@wur.nl
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Efficient, uniform access to a  
variety of market data sources


