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Although volumes were affected by a decline 
in consumption, Rungis meat market has 
made efforts to improve its offer. This is 
why it remains attractive, all the more since 
the building of a new poultry pavilion will 
increase its efficiency. 

Volumes (Tons)
Variation 

2009/2008

Meat, poultry and offal 301,653 - 3.6%
Carcasses 116,478 - 0.6%
Poultry and game 84,529 - 5.3%
Pork 72,885 - 8.9%
Offal 27,761 + 4.6%
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these products back on their 
menus, and supermarkets are 
coming more often to Rungis for 
their supplies in this category.

The other meats did not fare as well. 
Veal dropped 4.9% at Rungis in 
2009, falling below the level of 
18,000 tons. Mutton fell by 5.6%, 
staying just above 32,000 tons. 
The most surprising was the poor 
performance shown by pork, where 
competitive prices should 
theoretically boost consumption 
when times are hard. It dropped 
8.9%, to almost 73,000 tons. 
Apparently the economic situation 
led to such discounts in 
supermarkets that some 
wholesalers preferred to lose orders 
rather than sell at a loss.

An improved, 
attractive sector
In the meantime, poultry, which is 
usually backed by a favourable trend 
in eating habits, also showed lower 
volumes in 2009, down by -5.3%, 

With volumes down 3.6%, remaining 
just above 300,000 tons, Rungis 
meat market survived a difficult year 
in 2009. Representing roughly two 
thirds of volumes, French meat fell 
6.2%, reflecting the decline in the 
number of farms in France. Despite 
prices that were often quite 
competitive, the growth in imported 
meat and poultry (+1.5%) failed to 
offset this loss in excess of 10,000 
tons. However, this apparently 
negative outlook is balanced by 
certain indicators that inspire 
confidence in the sector’s potential.

The first positive indicator is the 
steady performance of beef at the 
Market in 2009. Representing a fifth 
of Rungis meat market’s volume, 
beef rose by 1.2%, to almost 
63,000 tons. Similarly, tripe products 
grew by 4.6% to just under 28,000 
tons, confirming the trend which 
started a few years ago, after the 
sharp downturn due to the BSE 
crises that hit this market in 
particular. Restaurants have put M
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 1,514 Employees
               of whom:  1,442 wholesalers
                                              720 carcasses

273 poultry and game
250 pork
199 offal

                                        72 Traders, brokers and 
       import-export companies

85 Tenants
   of whom:  66 wholesalers
                          29 carcasses

17 poultry and game
  8 pork
12 offal

                     19 Traders, brokers and 
       import-export companies

Turnover 2008

 1,614,146 K€ 

Forecasted variation 2009/2008: - 5.5%

Wholesalers 87%

Turnover 2008: 1,397,580 K€ 
Forecasted 09/08: - 4.5%

of whom:

 Carcasses 54%
Turnover 2008: 757,532 K€

Forecasted 09/08: - 5.0 %

 Poultry 
and game 18%
Turnover 2008: 250,528 K€

Forecasted 09/08: - 3.6%

 Offal 17%
Turnover 2008: 235,003 K€

Forecasted 09/08: - 2.3%

 Pork 11% 
Turnover 2008: 154,517 K€

Forecasted 09/08: - 6.9%

Traders, brokers and 
import-export 
companies        13 %

Turnover 2008: 216,566 K€ 
Forecasted 09/08: - 11.6%
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and their location slightly outside the 
oval formed by the initial Rungis site 
historically marks this later arrival. 
This new facility will offer poultry 
professionals, both wholesalers 
and buyers, a flexible pavilion, 
14 metres wider, accompanied 
by new services, particularly 
the arrival of two ancillary shops. 
Furthermore, the SEMMARIS 
department in charge of the meat 
market will become more easily 
accessible.

Moreover the sector’s friendly 
atmosphere was further reinforced 
in 2009. Many events took place 
there, like the Beaujolais nouveau 
party, a tradition coming from the 
offal market which the V1P pavilion 
joined this year, with product 
tasting as well. 

Another interesting factor to 
consider at Rungis meat market in 
2009 was the relative acceleration 
of companies’ acquisitions. 
Several leading meat companies 
at Rungis changed hands in 2009.  
This is a sign of the attractiveness 
of this business sector and 
the banks’ confidence in 
M&A projects.

An upgraded, 
friendly sector
A third reason for optimism is, of 
course, the start of building works 
on the new poultry pavilion. The 
inauguration in 2011 will mark the 
move to a completely new building 
called V2P, meeting the strictest 
health and safety standards. Initially 
at the La Villette abattoirs, meat 
products moved to Rungis in 1973, 

falling from about 90,000 tons to 
under 85,000. French supply fell 
5.7% to about 64,000 tons, which 
essentially explains this trend. 
Furthermore, the year end festivities 
partly corrected this drop, with a 
month of December that was up in 
relation to the previous year and 
many tenants reporting a good 
business.

Volumes are not sufficient to 
describe a situation, particularly in 
meat products, as their performance 
in the best categories is also an 
important indicator of the sector’s 
health. The increase in sales of 
vacuum-packed meat for instance, 
(instead of whole carcasses) 
contributed to this trend by growing 
from 30% to 36% of the Market’s 
activity between 2008 and 2009.

In 2009, household consumption of meat and poultry 
remained absolutely stable according to FranceAgriMer 
following a TNS survey. Average prices fell slightly 
by 1.5%. Meat products showed a slight decline in 
tonnage (-0.5%); although processed meat products rose 
by 2.2%, beef (except burgers) was down 
3.4% and veal 2.4%, while lamb and mutton only 
dropped 0.1% and pork 0.3% (with a 3% price decrease 
for the latter).

Poultry in turn recorded a 1.1% increase in consumer 
spending. Chicken drove the market, with a 2.9% rise. 
With the exception of guinea fowl (+2.8%), the other 

poultry species did not fare well, with turkey down 
2.8% and duck 2.4%. Similarly, as with other meats, 
processed poultry products grew by 3.7%. Rabbit is 
a special case (younger consumers avoid it despite 
producers’ efforts to boast its nutritional virtues) 
and its volumes fell by 6%. It should also be noted that 
frozen meat rose by 1.8%.

Like most of France’s foreign trade food industry items 
in 2009, meat exports fell by 3.6% in volumes over the 
fi rst nine months of the year, essentially due to a 7.6% 
drop in pork and 3.5% in poultry. In the meantime, 
French imports of meat products remained stable. 

STABLE CONSUMPTION 
FAVOURING PROCESSED PRODUCTS
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 Bresse poultry is 
always a best-seller in 
December, with novelties 
like the mini-capon.
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 Pork volumes fell 
sharply this year.

 Beef volumes rose slightly in 2009, 
while veal and lamb were down.

The long awaited boom in organic product became 
an unarguable fact in 2009. In France, this market 
was worth 2.6 billion euros last year, a billion more 
than in 2005. By massively adopting this type of 
offer, the supermarkets boosted this market to the 
greatest number of consumers. It now represents 
42% of sales, just ahead of specialist retailers 
(40%). From 1.7% of food consumption in 2008, 
the market share of organic foods grew in 2009.  
Many accounts from Market tenants confirm this 
trend, particularly in fruit and vegetables, but also 
in dairy products and, more recently, meat products, 
like Huguenin which sells organic lamb from 
the Aveyron region. 

Moreover the catering trade is also increasingly 
turning to organic products. In 2009, 36% of 
institutional catering establishments, starting 
with schools, added organic products to their 
menus, at least temporarily, with 5% proposing 
at least one product every day. 

The boom in organic products is such that the real 
challenge is whether farm production can match 
the pace of demand, although the number 
of “converted” farmers has doubled since 2000. 
In 2009, the Agence Bio inventoried 3,600 new 
producers, marking a 26% increase in relation 
to 2008. 

The organic boom is now a reality
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SEMMARIS
1, rue de la Tour – BP 40316 – 94152 Rungis Cedex – France

www.rungismarket.com
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