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Despite the general economic context, 
particularly in the dairy business, 
the sector had a satisfactory year 2009.  
Only processed products levelled off, 
after an excellent 2008. 

Volumes (Tons)
Variation 

2009/2008

Dairy
and processed products 167,881 + 0.7%
Dairy and eggs 67,865 + 2.1%
Delicatessen and 
dry goods 100,016 - 0.3%
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The dairy and delicatessen product 
sector as a whole recorded a 0.7% 
increase in volumes in 2009. Dairy 
and egg products drove the activity, 
with a 2.1% rise. Cow’s milk 
cheeses grew by 2.2%, thanks to 
the boom in cream cheeses 
(+24.6%), undoubtedly boosted by 
competitive sale prices. However, 
cheese as a whole only rose 1.7%, 
due to certain less dynamic 
categories like ewe’s milk cheeses 
(-7%) or goat’s cheeses (-1.3%) in 
particular. 

Actually, the dairy products sector 
essentially benefited from 
the good performance of milk 
(+10.3%), or butter (+3.2%). 
Yoghurts were down 8.9% 
and eggs 2%. Nonetheless, it is 
notable that sales of other egg 
products (powdered eggs, hard 
boiled eggs, etc.) soared between 
Market wholesalers (who are not 
included in the statistics, because 
they concern internal Market flows); 

they only represent 10% of fresh 
egg volumes but they have 
apparently won over a share of the 
catering clientele, both commercial 
and institutional, because of the 
service they provide. 

Contrasting trends in 
processed products
The so-called processed – or 
delicatessen – products, the 
sector’s other side, had a less 
successful year, ending in a very 
minor decrease in volumes (-0.3%). 
The fruit and vegetables (4th and 
5th produce lines in particular) 
sold by the tenant catering 
distributors rose by 14.6%, 
whereas meat-based products fell 
2.7%, due in particular to the 3% 
drop in cooked meats and 
charcuterie (partly due to one 
operator’s move to the poultry 
pavilion). On the other hand, 
fish-based products grew by 76.6%, 
despite representing a relatively low 
volume in the sector. D
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 1,552 Employees
                    of whom:  1,353 Wholesalers
                                                  453 dairy

900 delicatessen

                                          199 Traders, brokers and 
                                                 import-export companies
                                                  50 dairy

149 others

110 Tenants
       of whom:  67 Wholesalers
                              31 dairy

36 delicatessen

                         43 Traders, brokers and 
       import-export companies

                                4 dairy
39 others

Turnover 2008

 1,360,613 K€ 

Forecasted variation 2009/2008: - 2.0%

Wholesalers 64%

Turnover 2008: 869,269 K€ 
Forecasted 09/08: + 2.3%

of whom:

 Dairy 52%
Turnover 2008: 448,208 K€

Forecasted 09/08: - 1.7%

 Delicatessen 48%
Turnover 2008: 421,061 K€

Forecasted 09/08: + 6.6%

Traders, brokers and 
import-export 
companies       36%

Turnover 2008: 491,344 K€ 
Forecasted 09/08: - 9.5%

of whom:

 Dairy 67%
Turnover 2008: 328,805 K€

Forecasted 09/08: - 25.0 %

 Others 33%
Turnover 2008: 162,539 K€

Forecasted 09/08: + 21.8%

RUNGIS INTERNATIONAL MARKET 41



(soft drinks, pastries, sour milk). 
Naturally, the year end festivities are 
always good for sales of foie gras, 
smoked salmon, or mini-capons, 
the novelty of 2009. 

Moreover, the Market’s 
40th anniversary in 2009 provided 
an occasion for a commercial 
operation known as 
“Les 40e Rungissants” (the roaring 
40’s) organized by Stratégie 
Gourmet, with the help of the 
Compagnons Fromagers 
(the AOC cheeses of the Lactalis 
group). From 8 to 10 September, 
the latter held events in participating 
Market tenants as well as a 
tasting stand set up between 
two of the sector’s pavilions.

However, the other categories in this 
business were undoubtedly 
impacted by the economic situation, 
as all of them recorded lower 
volumes: fresh processed products 
(-7.9%), frozen products (-8.6%), 
tinned foods (-2.9%) or beverages 
(-3.9%). The latter usually record 
very contrasting results from year 
to year, as it is often the subject 
of occasional opportunity sales 
involving large volumes.

A highly sensitive market
The dairy and processed product 
sector is indeed highly dependent 
on the vagaries of demand, perhaps 
more so than other Rungis Market 
sectors, following trends over the 
year. The activity slows down at the 

start of every school holiday period, 
winter holidays, All Saints and, of 
course, the summer. On the other 
hand, other events are particularly 
good for business. 

After a traditionally slow start to the 
year, (Christmas and New Year are 
over, consumption lags and tenants 
may end up with surplus inventory), 
various seasonal factors come into 
play to re-launch the sector’s 
activity. Winter is favourable to 
certain types of cheeses (Raclette, 
Tomme, etc.) while others do well 
when the weather warms up in 
spring (mozzarella). The Ramadan 
period (mid-August to mid-
September in 2009) boosts the sale 
of certain categories of products 
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 Butchers and caterers 
frequently go to the 
delicatessen sector because 
of the exceptional choice of 
charcuterie.

  Le Delas offers its 
customers a daily tasting thanks 
to its demonstration kitchen 
located at the entrance to its 
cash-and-carry. 

ANNUAL REPORT 200942



 Tasting each wheel is a 
daily routine for the Market’s 

cellar managers.

 Promoting local regions is fundamental 
at Rungis, as shown by these wheels of Bleu 

de Termignon cheese.

 The pastry offer gets bigger when 
the celebrations arrive. 

The milk crisis that erupted in 2009 
had relatively little impact on the 
Market. The crisis took the form of a 
milk strike, led by farmers in 
September. However, the drop in 
prices also impacted the Market. 
Just under 260 euros for 1,000 litres 
in December 2009, the price paid to 
producers fell by 14% compared 
with December 2008, despite a 
collection that was 4.4% lower.
According to FranceAgriMer, most 

dairy productions decreased in 2009, 
except for ultra-fresh dairy products 
and creams, which rose slightly. 
During this period, consumption 
remained stable, with a slight rise 
(0.2%) in milk volumes, a 1.4% drop 
in ultra-fresh dairy products, (except 
for cream cheeses which rose 1%), 
and a 0.5% increase in cheeses. The 
lower sale prices for processed dairy 
products (-2.8% overall) was 
therefore not suffi cient to drive 

household spending up.
Similarly, French exports of dairy 
products followed the trend 
observed on all French foreign trade 
in foodstuffs. Over the fi rst eleven 
months of the year, cheese sales 
outside France fell by 3% and milk 
sales fell 17%. It is useful to note 
that, at Rungis Market, cheese 
exports still benefi t from the high 
demand in northern European 
countries.

RUNGIS ABSORBED 
THE DAIRY CRISIS 

To secure their supplies and sales, 
Market tenants get involved upstream 
and downstream of their trade, 
participating in the sustainable 
development of their sector. For 
instance, Odéon, a company 
specialized in cheeses and dairy 
products, has developed a complete 
series of aids for its upstream sector. 
These may include committing to an 
entire production to guarantee a 
farmer’s income, based on a set price 
contract per season. It may also 
involve providing guarantees for 

certain producers’ funding 
requirements, or even cash advances. 
These aids can represent between 30 
and 40% of the activity of Au Marché 
des Fromagers (AMF), the Odéon 
brand that handles “rare” products, 
like farmhouse cheeses or mountain 
cheeses.
In the meantime, the company is also 
involved in its downstream sector. In 
addition to its wholesale and export 
(via Dexpa) businesses, Odéon 
decided, at the beginning of the 1990s, 
to buy out some retailers when they 

retired, rather than to let their 
businesses die. 22 retail stores in 
Ile-de-France and Normandy have 
been merged into an entity called 
Fromages et Détail in this way. These 
stores do not compete with Odéon’s 
existing clients since it is never a case 
of starting up an outlet. From now on, 
to pursue the long-term plan of a 
network of profitable retailers, Odéon 
can also develop lease-management 
systems, or even aids for new 
ventures, becoming a kind of “Cheese 
angel” for cheesemongers.

An exemplary case of long-term planning
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SEMMARIS
1, rue de la Tour – BP 40316 – 94152 Rungis Cedex – France

www.rungismarket.com
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