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Volumes oy 0
Fish

and seafood 169,072 +19.3%
A4 Pavilion 63,386 +0.3%
Warehouses 105,686 + 34.6%

Despite still high prices, fish consumption
IS up again, supporting the activity of
Rungis fish market. With the warehouses,
volumes recorded the best growth of
the year on the Market.




Turnover 2008

/955,081 .

Forecasted variation 2009/2008: -1.4%

56 Tenants

of whom: 35 Wholesalers
21 Traders, brokers and
import-export companies

Traders, brokers and
import-export
companies 20%
Turnover 2008: 148,118 K€
Forecasted 09/08: - 0.5%

Wholesalers 80%

Turnover 2008: 606,963 K€
Forecasted 09/08: - 1.9%

For the first time in a long time,
Rungis fish market recorded a
significant increase in volumes,
up by 19.3% to almost 170,000

tons. Of course, this is mostly driven

by the boom of the warehouse
businesses, up 34.6% to almost

106,000 tons. Yet the latter precisely

confirm Rungis’ central role in the
fish and seafood logistics in France.
These warehouses, used by

catering distributors or supermarkets

central purchasing organizations
confirm these actors’ intent

to gather a major part of their
flows on the Market.

Furthermore, the fish market
A4 pavilion per se also recorded a

slight increase in volumes, up 0.3%

to over 63,000 tons. This is a sign
that the Market also retains the
loyalty of independent customers
as well as the large operators.

However, 2009 was not a “smooth

ride” in this pavilion. The first half
of the year was satisfactory, with
volumes aided by a slight drop

in prices, although they were still
high. After an usual quiet summer,
business became much more
complex in September. In this rather
tense climate, Christmas and New
Year took on the appearance of
lifesavers.

Generally speaking, pre-orders start
coming in to the market tenants
towards the end of November,

so that 60 to 70% of the tonnage
delivered in December comes from
these orders. This was not at all the
case in 2009. In early December,
advance orders had only totalled
5%. Even worse, a few days before
Christmas, they had just reached
about 20%. The wholesalers then
redoubled their sales efforts to finally
achieve a 3.8% increase compared
to December 2008.

This phenomenon is symptomatic
of holiday consumption in food
products today: people increasingly
decide at the last moment, although
this has nothing to do with the
economy. The 2009 year end

68 Employees

of whom: 795 Wholesalers

68 Traders, brokers and
import-export companies

and seafood

Fish
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festivities proved this with a general
increase in all upmarket products
(champagne, foie gras, smoked
salmon, etc.).

Fish is driving sales

In 2009, the slightly higher volumes
in the fish pavilion of Rungis were
characterized by the continued
boom in imports (+4.8% to almost
36,000 tonnes), while fish from
France experienced the opposite
(-5% to about 27,000 tons). This
trend affected the vast majority of
species. Another lesson was that
fish drove the year’s sales. For
instance, wild and farmed fish
together rose by 2.6% to almost
31,000 tons. Also of interest was
the performance of cod (+14.8%)
or sea bream (+11.7%) and

the decline of red mullet (-20.6%)
or sardines (-16.2%).

and seafood

Fish

Fish fillets did not maintain the
steady growth of recent years in
2009, even recording a slight drop
" — of 2.8%. As it happens, the
! ! = economic context affected sales
0y TRE™ 2 of these clearly convenience, but

A The resin covering the floor of the A4 pavilion
was completely renovated in 2009.

more expensive products, which
have peaked, particularly in the
catering trade. This is not at all the
case with fresh salmon apparently,
which rose by nearly 10% again in
2009, exceeding 10,000 tons,
representing nearly one quarter of
the fish sold on the market and
almost all the freshwater fish
(11,500 tons in total).

A complete modernization

The positive effect of fish sales was
counterbalanced by the reverse
trend in other products. Shellfish
volumes were down 1.9% in 2009,
falling below the level of 11,000
tons, a poor performance mainly
due to a 2.9% drop in mussels.
Qysters in turn fell 6.2%, still
totalling over 3,000 tons, due

to a disease that reduced yields.
Crustaceans fared even worse,
falling 9% to just over 6,100 tons,
mainly due to the loss of almost
20% of tropical prawns, which fell
from 2,500 to 2,000 tons. Lastly,
the processed seafood products
sold at the fish market were down
6.7%, to just over 1,000 tons.
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According to the TNS survey cited by FranceAgriMer, On the other hand, shellfish recorded a 6.1% decrease in
household spending on fresh fish grew by 2.6% in volumes, which was quite evenly split between oysters,
volume at end November 2009. Fish cuts drive the mussels and whole scallops. It should also be noted that
market (+3.8%), which represents over 63% of the prepared scallops (with no shell) in turn grew by 50.6%.
volumes consumed in France, whereas whole fish Crustaceans also showed a drop of 2.4%, whereas
remain stable (-0.2%), despite a drop in average prices processed seafood products (fish nuggets, smoked fish,
that was 3.2% higher than for fish cuts (-0.9%). surimi, etc.) were up by 4.6%.

Representing nearly 21% of the total, salmon volumes French exports of seafood products in turn dropped

rose 6.2%, but it was cod sales that soared in particular 32.9% over the first nine months of the year, while

(+47.9%, for 12.4% of the fresh fish total). imports only grew by 1.2%.
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Companies have an
ice-maker right next to the
pavilion to keep products at
the right temperature. »

A The veterinary services inspect the delivery
dates and temperature of the products every day.
Freshness not stands for compromise!

The renovations of the resin

covering the buyers’ walk of the

pavilion were completed in 2009. Better POIyStyrene

This little extra put the final touch to collection

the modernization of the Market’s

most recent building, which alone Since 2009, SEMMARIS has created a special service that allows

fishmongers buying at Rungis fish market to drop off any polystyrene
packaging not taken by the various municipal waste collection
services.

Previously dumped near the fish pavilion, the polystyrene waste is
now centralized in a much cleaner way in a dedicated area, called
waste collection centre, located near Point E. This waste is then sent
on to the burning plant for incineration.

symbolizes the forty years Rungis
has just celebrated. Inaugurated in
2003, after the meat pavilion and
before the poultry pavilion, the fish
and seafood pavilion has undergone
a genuine revolution in the world of
wholesale markets. It is now a
reference in hygiene and quality.
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SEMMARIS

1, rue de la Tour — BP 40316 — 94152 Rungis Cedex — France
www.rungismarket.com





