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H The lighting at the Market directly
participates to secure working
conditions at night.

H Health and safety relies on a
rigorous daily cleaning in all the
pavilions.

H 30,000 tons of waste are
incinerated at Rungis every year.
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Electricity, cold production, waste recycling and water treatment, among
others, are all priority challenges included in dynamic sustainable

development policy.

As we know, Rungis is busy mostly

at night. The principles of sustainable
development must therefore make
allowance for this unavoidable
constraint. In 2010, SEMMARIS carried
out a study to modernize the public
lighting system, which represents 20%
of the electricity consumption

of the overall service charge, according
to a green energy objective. It is a
matter of optimizing the lighting yield
by area throughout the Market, while
reducing energy consumption at the
same time. The degree of lighting,
expressed in number of lux, varies
depending on whether you are on

the roads, in the parking lots or next
to the buildings.

Trials were therefore conducted

to determine what equipment and
what positioning would improve the
lighting, while generating lower energy
costs. Furthermore, the development
of logistics flows, particularly on

the ring road around the Market,

or the installation of new parking lots,
necessarily involve changes in the
Market's outdoor lighting. The result
of this study showed that renovating
these lighting systems would generate
a saving of roughly 30% while
redistributing the lighting vield more
appropriately, by working on lighting
colours too, since white is better for
video surveillance. The specifications
resulting from this study will be
completed in 2011 and the works will
start in 2012 and last at least two years.

Green energy comes to Rungis

At the same time, the modernization
of the high-voltage electricity system
supplying the Market is continuing,
along with the campaign to “relamp”
lights with low-consumption lamps.

A call for tender was launched in the
2nd quarter 2010, to renew the
purchasing agreements for electrical
supplies, ending in the selection of two
operators in 2011: one for the Market
per se, and the other for the Euro-Delta
area. From now on, 25% of the energy
supplied to Rungis Market will be
produced by green energy (hydraulic
dams, for instance), out of the 33
gigawatt-hours consumed annually.

Besides electricity, sustainable
development involves many other
businesses at Rungis. For example,

the decision was made to start the work
at the fish and seafood pavilion

to replace its roof’s air-tight complex
with materials equipped with white
membranes serving as a “passive
coolant”. By reflecting the sun’s rays,
they slow the rise of temperature inside
the building. In this way, two or three
degrees can be gained, saving on the
corresponding cold production. Still in
the cold domain, the replacement of
refrigerating fluids by R22 or its
substitutes is continuing and by end
2010, 70% of the transfers had been
completed.

Waste and water treatment

Sustainable development is also about
waste treatment, of course. Waste
recycling is already well installed at
the Market: nearly 7,000 tons in
organic form, over 30,000 tons by
incineration and nearly 19,000 tons in
substance recycling. 2009 was marked
by the set-up of a container system,
with 2,000 containers allocated to
Market users with the objective of
reducing the volume of waste left on
the roadside and encouraging sorting.
In the meantime, SEMMARIS installed
38 waste collection points based in the
various collective areas (on the side of
buildings, parking lots, etc). As a result,
this waste went from 15,000 tons

in 2008 to 9,000 tons in 2010,
representing a 40% decrease.

Other collection points are under study
and should be installed in 2011.

Lastly, we come to water. To respect
discharge standards, works to store
rainwater per plot of land have been
undertaken, using tanks or pipes
handling very large volumes,

to regulate discharges. A storage ratio
of 50 cubic metres per hectare has now
been achieved. Concerning wastewater,
45 discharging agreements have been
signed with tenants that have
hazardous discharges. This figure has
doubled and it should number

60 by the end of 2011.
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Shanghai Beicai 15 hectares
wholesale market. Built in 1998.

its offices hosts the joint venture
Shanghai Rungis Market Management
Company Ltd.

Study on Brussels wholesale
market.

A Layout of Tianjin market.
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Rungis Consultant continues to work on numerous projects all over the world,
providing its expertise at every stage, from the preliminary study to completion
of a building, both nearby (Brussels) and very far away (Shanghai).

China

April 2010: birth of Shanghai Rungis
Market Management Company Ltd.,
a joint venture between SEMMARIS
and Shenzhen Agricultural Products
Company. It has a capital

of 12 million Yuan, divided between
SZAP (46.6%), SEMMARIS (33.4%)
and Chinese executives (20%).

Two of the six board members come
from SEMMARIS, which benefits
from a blocking minority. Although
the property investment is being
handled by other entities in which
SEMMARIS has no stake, the young
company is now on track to develop
a new generation of wholesale
markets in China. This company

is also going to run the innovative
"Hyperion Markets", in terms of cold
chain or logistics. The building of the
first market has already been
completed in Nanning, the capital

of the Guangxi province in the
South-West of the country. The cities
of Tianjin, Changsha or Luizhou
should follow.

India

An important technical support
agreement was signed in India

in 2010. Rungis Consultant will carry
out feasibility and sizing studies

for a hub located in the State

of Haryana, 46 kilometres North

of Delhi, with Gressard Consulting
Group. Covering 200 hectares,

it will aim to redistribute fruit and
vegetables to simplify flows between
the South and the North of the
country. Moreover, the Indian
company, Premium Farm Fresh
Private Ltd, is already a partner

in the project. Since September,

the production regions and

the principal markets have been
inspected to determine the potential
of this future site and to define its
basic concept. After this preliminary
stage, work started on the preparation
of the layout, with the links to road
and rail networks, and a business
model too.

UKraine

After some preliminary studies carried
out in 2009, particularly in terms

of location, a business plan was
produced for the Kiev wholesale
market project. The objective is to find
investors. The latter can then consult
the market surveys and the project
details. These details include the lettings
policy, human resources, the organization
between an investment company

and a management company, and the
financial terms. Ultimately, this market
could be built on 167 hectares,

35 kilometres West of Kiev for an
investment of about 300 million euros.

Belgium

Belgium’s oldest fruit and vegetable
market, just three kilometres North

of Brussels’ city centre, stretches over
fourteen hectares. SEMMARIS provided
its advice to modernize the market,
proposing a functional programme

for the entire site. This new project is
flexible and upgradeable, and it will
primarily aim to integrate this market
into a sustainable development policy.
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H The “I love Rungis” mascot visited
all the pavilions in June and
distributed 15,000 T-shirts
to employees and customers.

H 15 maps have been installed
throughout the Market.

Much appreciated by the retailers,
the Rungis sticker was supported by
dedicated PR in the local press and
on the Market's displays.
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In 2010, SEMMARIS marketing actions, aimed at strengthening the Market's
image, attractiveness and competitiveness, focused on two main objectives:
to improve the welcome to the Market and to highlight the know-how
available there. Plus the actions launched to promote the new poultry
pavilion at the end of the year.

Does Rungis Market correctly welcome
buyers in general and new clients

in particular? To answer this question,
SEMMARIS decided to commission

a vast study by CHD Expert, which
conducted a survey with 395 new
clients of the Market, a quarter

of whom came from the provinces, in
February 2010. Firstly, one reassuring
fact is that 93% said they were
generally satisfied. However,

the analysis of their answers does
reveal some opportunities for
improvement. For instance, 30% had
trouble finding their way round the
site, a proportion that increases quite
logically to 35% among those not from
|le-de-France. Furthermore, 30% also
listed signposting and parking at the
Market among the principal areas for
improvement.

An ambitious programme called
“Welcome to Rungis!”

After this study, some initial actions
were deployed in the context of

a programme called “Welcome to
Rungis!”. The objective was simple:

to welcome users of the Market better,
especially buyers, in order to simplify
the customer experience. The first
strong signal was, on the one hand,

the creation of a graphic identity,
broken down by sector and used as a
common thread for all the actions; and
on the other hand, building awareness
of the importance of this subject with
Market tenants. Numerous tools were
then made available, such as installing
fifteen maps around the Market and
two information screens, segmenting
welcome Kits according to trades,
creating mini-maps specifically

for public transport and restaurants
at the Market, collective events in the
pavilions through the “Welcome to
Rungis!” mascot and the distribution
of over 15,000 “| love Rungis” T-shirts
to employees and clients, automated
text-message to buyers whose cards
have run out of pre-paid entries, etc.
These actions will naturally be
continued and even reinforced

in 2011. Yet beyond the welcome
attitude, Rungis’ attraction also lies

in the quality of the know-how
routinely available here. This know-
how has been the subject of many
promotional campaigns.

A legitimate communication
on the know-how theme

Distributed to some 35,000 clients
of the Market every year, the 2010

version of the Rungis stickers were
designed with the goal of improving
the promotion of the distinctive
know-how of the shop or restaurant
displaying them, still based on the
message “You like quality, | buy at
Rungis” - appreciated by over
two-thirds of French consumers and
considered inciting by over half

of them (according to the TNS Sofres
2009 survey). Their release was
accompanied by an advertising
campaign in the leading daily
newspapers of twelve departments
in lle-de-France and surrounding areas.

Furthermore, a partnership has been
set up with the Equip'hotel trade show.
A VIP restaurant has been installed at
the show, so that every day a different
chef can prepare a meal in front of
visitors, using products from Rungis
Market, for 110 VIPs from

the profession. Special attention was
given to poultry in 2010, as a nod to
the future opening of the new pavilion.
Moreover, Rungis also supplied the
world competition for collective
catering chefs, where eight countries
competed over two days, with France
the winner in 2010. Still concerning
trade shows, Rungis was invited

by Medfel, a trade show devoted
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For the 5th edition of the Rungis
Symposium, some Meilleurs
Ouvriers de France were at work
demonstrating their skills and
know-how.

2]

The communications related to the
move to the new poultry pavilion
started in December.

Le pavillon de |a volaille de Rungis

Ca déménage!
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to the Euro-Mediterranean fruit and
vegetables sector, notably to present
its new rail terminal. Before that,
the Market took a stand for the first
time at SITL transport and logistics
tradeshow, to build awareness of
the logistics offer of the Rungis hub.

Many events

Another key event on know-how was
the 5th edition of the Rungis
Symposium, organized on

27 September, which actually asked
the question: “Is there still room for
know-how in the retail trade and
gastronomy’? A study done by
Opinion Way comparing the views

of the general public and professionals
on this guestion helped to trigger

the discussions. Three round tables
brought together experts who debated
the future of food industry professions
and the training or best practices that
might better promote the skills

of independent retailers and
restaurant owners in a context of
strong development of local
supermarkets by national retailers.

Still under the heading of promoting
know-how, in 2010 the first selection
of the best French artisan in fruit and
vegetables (Meilleur Ouvrier de France
Primeur) was jointly organized on

19 May at Espace Rungis, along with
the fourth edition of the cheesemonger
MOF competition on 11 october. A first
training session was also organized

for cheesemongers starting up a sales
outlet, including a morning at the dairy
pavilions and an afternoon with
SEMMARIS. For the fourth time,

the Market also welcomed about twenty
hospitality and catering teachers

from the Cerpet (study and resource
centre for teachers in technical studies)
who stayed for almost a week,

in partnership with the French
Ministry of Education.

Information and content
in every form

In 2010, a book called "Voyage to the
centre of an exceptional Market"
published in French and English by Les
Editions de la Marque and distributed
by Editions Eyrolles replaced the book
called "Rungis, the world's largest
Market" as the 20,000 copies were
sold out. Furthermore, the layout

of the monthly magazine, Rungis
Actualités, has been completely
modernized to please its 25,000
professional subscribers.

The Internet is now another method
of added value. For SEMMARIS,
expanding the Market's digital
influence is part of its welcome policy.
We already know that 19% of new
buyers consulted the
rungisinternational.com website
before their first visit to the Market.
The website was redesigned in April
2010 to improve the navigation.

This occasion was used to optimize
the tenants extranet in particular,
giving them direct access to a large
number of services like electronic
access to the paperwork in buyers' files
(company registration number, VAT..).

Facebook and the explosion
of social networks

Besides the website (313,622 visitors
and over a million pages viewed in

2010), Facebook has been massively
targeted with a huge input of content

since September. Over 600 Facebook
fans were recruited in the last quarter.
Lastly, videos have been grouped on
YouTube and Dailymotion to create a
dedicated Rungis web TV in December
2010.

Poultry is moving!

Finally, 2010 was marked by the first
step in the communications dedicated
to the new poultry pavilion, an event
that will extend into 2011.

This ambitious project covering
multiple targets and content has been
developed over 6 months for greater
efficiency and impact.

The ‘ca déménage”™ campaign started
in 2010 to announce, celebrate and
ensure the success of this transfer.

In the old pavilion, the legendary

St Hubert café was disguised by a
structure resembling a nest containing
messages. For the occasion, hostesses
collected the wishes of clients and
employees before the move.

Photos were also taken to build

a giant fresco that will decorate

the new pavilion. Furthermore, various
press releases generating a lot of
media fallout at the end of the year
placed poultry in star position. All is
ready for the inauguration, as the
emblematic sign of a new deployment
of Rungis know-how.

*“It's moving’.
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For over forty years, Rungis Market’s professionals have been known
for their know-how, namely that of proposing the greatest choice

of top quality fresh produce to retailers, distributors and restaurants

that want to guarantee consumers maximum freshness and pleasure.
These businesses also benefit from Rungis’ exceptional location

on the doorstep of the capital, which gives it a strategic place

in the distribution of fresh food products to the greater Paris region,

in a context where local logistics is no mean challenge.
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The tenants' year

Twey
w 2010

se\ wp or expounclec

With a new product-service offer and new premises, the Market welcomed
new talents in 2010, while assisting the expansion of companies

diversifying to better meet today’'s business challenges.

New to the fish and seafood pavilion
in 2010, Platinum Seafood was
created by two experienced Market
professionals who decided to pool
their know-how. The company benefits
from exclusive partnerships with

the Irish companies whose products
it distributes in France. Besides

a strong specialization in farmed fish,
it distributes wild products at the
Market like line-caught sea bass, sea
bream, John Dory or langoustine.
This company already employs five
people and its principal clients are
retailers and catering distributors.
Taking advantage of Rungis’
competitive logistics, it plans

to develop its export business,
thanks notably to its exclusive offer
in cooked Irish crab.

Muller doubled its premises at the fish
and seafood pavilion to 450 square
metres in 2010. This company, which
is less than three years old, needed
more space because of its expansion.
Its activity focuses on sales to
traditional fishmongers. The new sales
area will help the company better
promote its already wide offer, which
has now been expanded. It now
proposes greater choice in terms

of wild products for example.

The objective is to build loyalty with
existing clients and attract new ones,
to increase turnover, naturally.

Four companies considerably
expanded their floor space with

the installation of a new central unit
in the flower pavilion C1 (see

Investments section also). For Natural,
this new space means better
organization because of the on-site
cold storage facilities, which reduce
handling operations. The well-designed
lighting also makes it easier

to promote goods. Positioned at

the centre of the pavilion, this unit
naturally draws in buyers, who can
appreciate the wider choice there,
presented in the same way as in

a store. Fleurassistance and Bailet
Goiran have also taken advantage

of this opportunity.

After operating in offices with

a logistics supplier at Rungis,
Commercial Fruits El has moved to

a recently renovated warehouse
that allows it to group in functional
premises some 2,200 square metres
of cold storage and 340 square metres
of offices. By integrating logistics,
the company plans to further
specialize in long-distance imports,
particularly from Peru, starting with
avocados and including mangoes,
pomegranates, fresh figs, asparagus,
etc. By varying its sourcing, it can
propose these categories all year
round to supermarkets, other Market
wholesalers and for export.

At the end of 2010, the catering
distributor Huguenin B added

a cooking workshop to supply
restaurants with pre-cooked and
vacuum-packed meats. Composed

of a preparation workshop, an oven,
a cooling unit and a packaging line,
this industrial tool produces a product

that is almost ready-to-use; all it needs
is to be seasoned, reheated or grilled,
or the addition of a sauce. With a
refrigerated shelf-life of 15 days

to one month as the case may be,

the product simplifies the organization
of kitchens, guarantees the right
portions and keeps its taste
organoleptic qualities (no risk

of overcooking) and its natural shape
because of the shrink-wrapping.

The activity began with poultry
(chicken, guineafowl, duck, squab, etc.)
and it now includes lamb or veal.

It is mainly geared to upmarket
restaurants that have an important
number of customers.

Lastly, UGPBAN doubled its office
space to 850 square metres. Owned by
banana planters from Martinique and
Guadeloupe, this trading company now
controls the Fruidor banana ripening
facilities..

The organic boom

The rapid growth of organic products is
undeniable. Some Market operators are
developing a specialized activity.

Reynaud, one of the largest seafood
companies at Rungis, has significantly
developed its organic offer, which now
represents almost 10% of sales thanks
to the synergies created by the merger
in 2010 with Oso, the Madagascan
specialist in organic farming (the new
group is called R&O). Besides its strong
positioning in organic prawns from
Madagascar, it has developed new
partnerships with farms recently,
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such as an organic one for sea bass
and sea bream in the Gulf of Corinth.
The group's objective is to double
this business in the next few years.

Jules Brochenin El is a company set
up in 1990 to import and transform
organic products. It wanted to develop
its tropical fruit imports. Already

a pioneer in organic bananas by 1992,
it decided to integrate a ripening
business in 2010. The objective is to
provide a better service to its clients,
primarily distributors, through tighter
logistics and to strengthen the quality
of its product offer. The latter is being
diversified, although still in organic
version, with pineapples, mangoes,
passion fruit, papaya, lychee, etc.

The company has a capacity of 150
tons a week, which is the equivalent
of one million bananas. Furthermore,
mainly due to its computer system,
its ripening depot has the latest
technology in terms of green energy
or remote-control.

Lastly, Bio Tonic proposes a
complementary service with the sale
of organic fruit and vegetables.

In addition to these sales, the company
deploys a system of commercial
support for stores and industry. Using
a business watch on clients’ activities,
it analyzes their practices and creates
a specific system to improve selling
conditions. Moreover the company has
just acquired a product and service
brand called “The French Attitude”,
which gives an indication of its export
ambitions.

E-business is growing at Rungis
The development of online sales in
addition to traditional business is also
an opportunity to optimize delivery
routes in the Paris region.

Mon-marché.fr was created three and
a half years ago. The concept is to
guarantee fresh, top quality daily
produce from Rungis for a clientele

of private consumers. Any order made
the previous day before midnight

is delivered free-of-charge between

2 pm and 9.30 pm from a 600-square
metre warehouse equipped with five
cold rooms. The result is 60% steady
clients, with a steadily growing
average shopping basket (90 euros
lately), ordering every two weeks
generally. After breaking even,

and in order to continue doubling in
size every vyear, the company plans
to cover lle-de-France in the next

18 months, and all of France within
two years.

After arriving at the Market in 1992,
Daumesnil Primeurs wanted to “open
the doors of Rungis on the web”. The
result was the creation of the website
called rungischezvous.com B, which
already promotes the Market by its
name. Specialized in supplying fruit
and vegetables to the catering trade,
the company already had all

the necessary logistics tools, with

a temperature-controlled unit

of 1,000 square metres and

a fleet of fifteen refrigerated lorries.
Seven days a week, and free-of-charge
in lle-de-France, it offers next day

door-to-door delivery of any orders
made the night before. The orders are
prepared during the night. After a first
year to fine tune the details and test
the loyalty of its online clients, the
company will redouble its
communication efforts (general public
trade shows, presence on Facebook,
etc.) to develop its brand awareness.
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2010 was a quiet year for the fruit and vegetables
sector at Rungis Market. It experienced its share

of weather hazards, yet with no major consequences
on deliveries. In the meantime, the Market continued
to develop and modernize.
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2010 turned out to be a relatively
quiet year in the fruit and vegetables
sector of Rungis, even though weather
hazards remain an unavoidable
variable in terms of business results.
For instance, vegetation delays led to
a seasonal overlap, which again meant
that many products were still available
on the Market in September; this was
notably the case with melons, peaches
or nectarines. The fuel depots strike
followed by a particularly early winter
at the end of the year also penalized
sales. However, traffic at the Market
remained stable and even rose slightly.

Fruit deliveries to the physical market
fell by 2.8% to about 421,500 tons.
However the variations within product
categories generally remained quite
minimal in 2010. The highest increases
in volumes came from clementines,

a boom that offset the poor results

in 2009, watermelon and dried fruit.
The families suffering a downturn
were slightly more numerous,
including pineapples, tangerines,
pomelos, strawberries, apricots,
nectarines, plums and avocados.
Imports outnumbered French-origin
fruit for obvious production reasons,
although the proportion remained
almost the same, while French produce
even recorded a slightly more
favourable outcome than imported
products. Furthermore, political events
in the Ivory Coast had a significant
impact at the end of the year.

Vegetable deliveries to the physical
market decreased slightly more
significantly by 3.6% to over 375,000
tons. Nevertheless, the changes in the
different product categories remained
minor; especially as this is a family
that is intrinsically much less subject
to variations. Only tomatoes dropped
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sharply. Deliveries of carrots, string
beans (affected by problems in Kenya)
and lettuces also fell, but to a lesser
extent. The increases recorded

by some categories (particularly
potatoes and cucumbers) remained in a
relatively modest bracket. Representing
57% of the quantities traded at Rungis,
French productions moved faster than
imported products, because buyers
tended to prefer French vegetables,

at least when in good supply.

The boom in organic products also
continued in this sector, even
generating some business start-ups
(see page 27). The volume is still quite
low by comparison with the overall
traded at the Market, but its awareness
and interest is developing and has
become one of the Markets’ highlights.

Furthermore, Potager de Marianne, a
charity grocery project set up at Rungis
Market by ANDES (Association
Nationale de Développement des
Epiceries Solidaires) in spring 2008,
continues to boom. With a dozen social
workers on average, and four
permanent staff, it managed to sort
750 tons of fruit and vegetables

in 2010, against 412 in 2009.

This produce is then redistributed

to networks in charge of food charity
(Food banks, Restaurants du Ceevur,
Secours Populaire or Red Cross)

at prices ranging from 25 to 50 cents
per kilogramme retail price.

More tenants set up than have left in
2010, and the vacant premises were
all occupied. Furthermore, the decision
to build storage units in half of the B3
pavilion’s basements (see Investments
section too) was an instant success,

with all units rapidly let, particularly to
retailers on street markets who
wanted to have a place to store their
goods and prepare their supplies.

Specifically intended for shipping fruit
and vegetables from the South of
France, the new rail terminal of Rungis
was officially launched on 11 May
2010. It enables the shipment by train
of some 400,000 tons of produce,
doubling the previous capacity. Lastly,
in 2012 the fruit and vegetables
sector will have a new C3 building,
currently under construction. Located
in the centre of the area, it will
represent a strategic location for its
occupants.



MARKET WATCH

SIGNIFICANT PRODUCTION DELAYS

According to Interfel, “2010
was particularly marked by the
weather problems in Spain and
Morocco that led to production
delays in all European
countries”. As a result,

the spring harvests started

late with lower supplies than

in previous years.

“Production delays also
affected the summer harvests,”
adds the inter-trade
association, notably cherries,
peaches, nectarines, apricots,

melons etc. On the other hand,
these harvests extended into
September, which had record
consumption in terms of
volumes: +37% in peaches and
nectarines and +20%

in melons. At the same time,
shipping rates remained low,
for fruit -6% in relation to the
2006-2008 average in August,
and -3% in relation to the
2006-2008 average in
September.

After October, autumn products

companies
of whom:
199 wholesalers
66 producers

filled the stands, although some
logistical disruptions occurred
due to the demonstrations
against the pension reform
and fuel crisis.

Another disruptive factor was
the early arrival of winter,

with recurrent snowfall and ice
between end November

and end December. “They
sometimes had the effect

of destabilizing markets by
slowing down supplies

and disrupting the logistics.”

74 traders, brokers and import-export companies

employees

of whom:

3,016 at the wholesalers
66 at the producers

294 at the traders, brokers and import-export

companies

and vegetables

797,388

In vegetables, the shipping
rates rose by 37% in relation
to 2009 in December,

and by 22% in relation to
the 2006-2008 average.

Variation

(in tons) 2010/2009

-3.2%
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Demand bounced back in poultry and stabilized in fresh meats.
After a reassuring year in 2010, Rungis meat Market is preparing

for a 2011 backed by the opening of the new poultry pavilion.
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Forecasted variation 2010/2009: -1.7%

8 9 % wholesalers

549% carcasses
18% Poultry and game
11% Pork

17% offal

1 10/0 Traders, brokers and
import-export companies
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Rungis meat Market ended 2010
with a very minor 0.9% decrease

in volumes to just under 300,000 tons.
While French products stayed on a
downward trend (-4.8%) for structural
reasons (smaller herd, mostly dairy),
imported meats filled the gap created
by a steady demand, increasing
deliveries by 5.9%. Imports now
represent a good third of all volumes
handled in the sector. Moreover, in at
least some cases, they have the
advantage of being more competitive
in terms of prices. It must be noted
that this primarily involves intra
European community trade.

Contrasting developments in
fresh meats

One encouraging fact is that, as in the
previous year, beef stayed on an
upward trend with a 2.2% rise

to almost 63,500 tons, despite a
supposedly unfavourable consumption
context. Veal in turn managed to
stabilize at 17,800 tons, without
recovering the loss of almost 5%

in 2009. On the other hand, mutton
and lamb continued to decline,
although the 2.3% drop in 2010 was
less than half that of the previous
vear. High prices and limited imports
undoubtedly explain part of this
phenomenon. After several dynamic
vears, tripe products levelled off in
2010, stabilizing at 27,500 tons.

This was not the case for pork, which
continued to record the sharpest drop
(-7.2%) in 2010. In half a decade the
sector has lost about 30,000 tons

in this product, which now represents
just over 67,500 tons. Pork notably
suffers from competition with poultry,
which is both cheaper and more
appreciated in nutritional terms.
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Poultry wakes up

Poultry had a good year in 2010

on the whole, with a 2.2% growth to
almost 86,500 tons. However, it must
be noted that the phenomenon
exclusively benefited imported
products (mainly from Belgium), where
volumes leapt up 55% in 2010, to over
14,000 tons. The moral of the story

is that French productions still have an
undeniable edge in top-of-the-range
products, but struggle to meet
bottom-of-the-range demands.

This is why the year-end festivities
are generally profitable for them and
2010 was no exception to the rule.

For example, stocks of Bresse capons
were sold out by Christmas Day.

Lastly, it should be noted that the
miscellaneous grew by 6.3% in 2010.
This primarily refers to exotic meats,
like kangaroo, zebu or bison, which
benefit from a niche effect.

Their consumption frequency remains
low however, particularly as the prices
are generally high, which explains why
this category only represents about
3,800 tons (only 1.3% of the trade)

in meat products at the Market.

Great expectations for 2011

Actually, it should be a year for
stability, after two less favourable
years. Deliveries seem to have stayed
at a level that might even increase
again. The opening of the new poultry
pavilion in 2011 should create
renewed interest among Market
buyers and attract new ones,
particularly public-service catering.
As a result, Rungis could increase
market share, particularly as some
wholesalers have chosen to make their
business policy more dynamic by
strengthening customer relations with

sales representatives. The first to
adopt this strategy clearly reaped the
benefits of this policy and many of
their colleagues are following suit.

To recover volumes and value-added,
some are also turning to new outlets
like e-commerce or packaged products,
taking another step, after cutting and
thanks to major investments, towards
the integration of transformation until
the consumer sale unit. All these
efforts also reveal a potential that is
still only partly exploited. In short, the
meat products sector can look to the
future at Rungis more serenely.



MARKET WATCH

BEEF HOLDS UP QUITE WELL

Meat products encompass with a 6.8% rise.” had a “balanced” year in “French prices are linked to
different families with diverse  Finally, beef also enjoyed 2010, with a slight 1.4% rise  the European market,” notes
trends. Poultry was still the a more favourable climate in consumption, “driven Yves Trégaro. As a result,
most dynamic in 2010. than in previous years, by events organized by the the European supply, which
“Consumption increased according to Yves Trégaro: profession,” according is growing, experienced lower
by 5.4%, backed by a drop “Production rose by 3.9% to Yves Trégaro. prices, while French

in prices,” explains Yves and consumption by 2.1%, This was not the case with production struggles to limit
Trégaro, head of the unit in probably driven by the lamb and mutton. While the imports in a stabilized market.
charge of animal, fish and restaurant and catering decline in French production

aquaculture products at trade.” The latter is a large appears to have stopped,

FranceAgriMer; “furthermore,  consumer of minced beef, consumption fell by 7.9%

exports recovered due to the preferring cheaper meat from  due to the sharp drop-off in

demand from other countries,  culled cows or the imports from New Zealand in

primarily in the Middle East, forequarters. Similarly, veal particular. Finally, for pork,

companies

of whom:

67 wholesalers: 31 in carcasses, 17 in poultry

and game, 7 in pork, 12 in offal.

24 traders brokers and import-export companies.

employees

of whom:

1,428 at the wholesalers: 716 in carcasses,

270 in poultry and game, 241 in pork, 201 in offal.
68 at the traders brokers and import-export
companies.

Variation

(in tons) 2010/2009
Meat, poultry and offal 298,933 -0.9%
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Sales at Rungis fish and seafood pavilion stabilized in 2010.
High prices did not detract from the good performance

of the top-of-the-line offer. The sector maintained

its attractiveness and welcomed new operators.




/10612

Forecasted variation 2010/2009:+11,7%

8 3 % Wholesalers

17 O/O Traders, brokers

and import-export companies

RUNGIS INTERNATIONAL MARKET 37



OUREXPERTISE TS\ cuwedl secfoocd

The chommge w buyers’ beloviouwr continuwes.
Twear vistts are ‘w\c/(‘Q,C»S’w\g\b\ S\norer, \O»S‘hv\g
P P ¢ "(w@w"(q wainne s ‘Qo(‘ Yo o X o‘@
Three ceses, compareed Yo severcd Wounrs

e fem yeors cgo

2010 looked like being a good year
for Rungis fish Market, particularly
between March and August, a period
in which the increase in tonnage
remained steady. However, the strikes
in October called a halt

to this situation, which was further
damaged by the bad weather in
December, just at the start of the
festive season so important to this
sector. In the end, the pavilion's
recorded deliveries stayed relatively
stable at -0.6%, representing a
variation of about 300 tons, which is
the equivalent of a good day’s sales.

A good price level

Without these two accidents, 2010
would therefore have been a good
year for fish and seafood at Rungis,
with a rise in volumes of about one
thousand tons. This was achieved
despite a context where prices,
regardless of variations according

to products, were headed in the right
direction for tenants, like the price
of salmon, driven up on the world
market by problems in Chile, where
fish farms were decimated by an
epidemic of infectious anaemia virus.
For once the catering distributors
recorded a slightly higher drop,

at 1.5%, although this is more likely
due to the reorganization of flows
by some large operators rather than
a worrying downturn in their activity.

The breakdown between French
products and imports continues

to follow the same trend, more
favourable to the latter (58.6% of all
deliveries, up 3.2% in 2010). After
several difficult years, consumption
seems to have stabilized, despite the
high prices recorded on the market.
In this respect, salmon is the perfect
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example: despite the leap in prices,
it managed to remain stable with
10,000 tons at Rungis. Generally
speaking, there were few noticeable
changes in product categories, with
some minor variations.

Upmarket products prevail

For instance, the decrease in tuna
(-7.9%) was apparently due to blue-fin
tuna problems, although it actually
concerned albacore tuna. Inversely,
refined products, much sought after by
restaurants, remained in a good
position, like sea bass (+6.7%). We also
noted a real development of farmed
organic products at Rungis fish

and seafood pavilion, as in the other
Market sectors, notably prawns from
Madagascar or fish like sea bass or sea
bream. Despite health problems with
production, the tonnage in oysters
remained stable, with Rungis
remaining an upmarket outlet of
choice for producers. Shellfish did well
too, starting with mussels, which rose
by 6.8% to over 6,000 tons. Some
crustaceans also had a good vear, like
lobster mainly from America, which
rose by almost 35%.

Despite a 17.5% increase, the market
share of processed products remains
low at the pavilion, totalling almost
1,300 tons. The growth may stem from
difficult periods, when fish was in
short supply, particularly in October.
Fish fillets remain down (-4.6%),

but the delivery statistics only reveal
part of the picture, because buyers
(fishmongers or restaurants) prefer
to choose themselves a whole fish
when they visit, and have it filleted
at the pavilion. As for the clients,
Japanese restaurants are still
predominant and their buyers

are particularly busy when the market
opens. This catering concept has
gradually gained ground and it now
numbers almost 1,600 sales outlets in
France.

A change in purchasing
behaviour

Lastly, one sign of optimism for the fish
and seafood pavilion is that

it welcomed two new tenants last year,
while other expanded its sales floor.

Of course, the change in buyers'
behaviour continues. Their visits are
increasingly shorter, lasting about
twenty minutes for two out of three
cases, compared to several hours a few
years ago. This is the consequence

of a change in the nature of the
transactions, with less verbal
negotiation and more orders,

the decrease in staff, which increases
the buyers’ work load and also,
undoubtedly, a change in generation.
The result is that sales (starting at 2 am)
are handled faster, which means a more
efficient flow of goods. Attendance
remains high too, like the quantities
purchased.
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BETWEEN MAINTAINING VOLUMES AND RISING PRICES

“After a relatively bad 2009,
both in terms of price and
quantities, 2010 turned out

to be a good year for the
fishing sector” explains Marion
Fischer, who is in charge

of economic studies for this
sector at FranceAgriMer.

As regards production, “the
prices recovered slightly and
the volumes sold increased
with the drop in the quantities
caught,” she continues, with
the exception of very small

sardine and mackerel catches,  underlying tendency. After a in household purchases.
notably in the Mediterranean. bounce back in 2009, fresh Generally speaking, “imports
Anchovy fishing reopened products fell again (-4%), are filling the shortfall between
in the Bay of Biscay and penalized by a 7% price rise. stabilized supply and growing
cephalopods still benefit Salmon weighs heavily in this ~ demand,” concludes Marion
from good volumes (+43% tendency with prices up by Fischer

for cuttlefish especially) and 17% and volumes down 7%.
prices driven rising demand, As these price rises were
both on the domestic market barely reflected in the sale

and for export. “This offsets price, transformed products
the drop in other species,” (especially delicatessen
remarks Marion Fischer. products, but frozen products
In fact, 2010 also saw too) returned to growth, led
consumption return to its by surimi, with a 20% increase

companies
of whom:
32 wholesalers
16 traders, brokers and import-export companies

employees
of whom:
768 at the wholesalers
68 at the traders, brokers and import-export
companies

Variation
(in tons) 2010/2009

Fish and seafood yAloy -1.2%

RUNGIS INTERNATIONAL MARKET 39



OUR EXPERTISE

Dei Cowed
d@\t&‘k e SSe

16 M\AC/J(S

The most diversified sector of Rungis Market had mixed results in 2010
for dairy products, particularly in cheeses. However, processed
products maintained their volumes, with growth in some categories.
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Turnover 2009: 870,587 K€
Forecased variation
10/09: +5.6%

Turnover 2009: 435,210KE€
Forecased variation
10/09: +0.4%

Turnover 2009:
435,377K€
Forecased variation
10/09: +5,2%

Turnover 2009: 443,491 K€
Forecased variation
10/09: -1.8%

Turnover 2009: 251,207 K€
Forecased variation
10/09: NC

Turnover 2009: 192,284 K€
Forecased variation
10/09: -1.8%

Turnover 2009
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The sector’s deliveries dropped
slightly by 0.9% in 2010, to just
over 166,000 tons. Dairy products
and eggs did not have a good year,
recording 66,000 tons in volume,
down by 2.6%. Cheeses decreased by
3.6%, falling under 29,000 tons.
While representing 86.5%, cheeses
made from cow's milk saw

a noticeable decrease, particularly hit
by the poor results of hard cheeses
(-6.9%), whereas cream cheese

is still the category with the lowest
downturn (-1.3%). The other cheese
families, with more modest volumes,
are generally more stable.

While liguid or powdered milk also
maintained volumes identical

to 2009 (about 14,500 tons),

the ultra-fresh products like yogurts
and milk-based desserts fell by
15.8% to 4,200 tons; this loss alone
represents half the decrease in

the sector’s deliveries. At almost
4,000 tons, butter also had a poor
year, with volumes down by 7.3%,
whereas cream stabilized at just over
4,400 tons. Lastly, eggs recovered
in terms of volumes with a 4% rise
to 9,500 tons.

By comparison, processed products
managed to successfully maintain
their volumes with a very slight 0.2%
increase in deliveries, to over
100,000 tons. Two product families
managed to do particularly well,
namely cut fruit and vegetables,
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with a 5.5% rise to almost

25,000 tons, and frozen products,
with identical growth to over
23,000 tons. Fish-based products,
particularly surimi, also rose to over
2,200 tons.

On the other hand, meat-based
products fell 4%, although remaining
above 10,000 tons, while cooked and
salted meats, which represent about
60% of the total, fell by 3.7%.

Oils had a bad year, with deliveries
down by 14.5%, below 1,300 tons,
along with fresh processed products,
which fell by 7.1%, to about

2,000 tons. Lastly, tinned and
grocery products decreased by 5.3%,
to just over 10,000 tons, while
beverages dropped 3.7% to under
24,000 tons.

While butter, despite German or
Polish competition, was boosted

by the strong demand in Eastern
European countries in the third
quarter, the cheese business is still
driven for the major part of the year
by certain export flows,

to Scandinavian countries among
others. In 2010, the cheese supply
was often abundant (in Munster, blue
cheeses or camembert in particular)
which encouraged an intense
promotional activity to boost
demand. The demand for winter
products like raclette, Reblochon or
Mont d'Or is traditionally strong at
the Market. In spring, there was also

a healthy demand for goat cheese
products and mozzarella or cream
cheeses. Another noticeable success
was small-size eggs sold on trays to
national retailers.

The dairy produce sector at Rungis
was the scene of a “Swiss week”
operation at the end of 2010. Run by
Switzerland Cheeze Marketing in
partnership with Stratégie Gourmet,
the initiative highlighted different
Swiss cheeses from the quality angle.
A dozen companies from the Market
took part in the operation, with
costumed events and a lottery with
many prizes to be won. Previously,
Stratégie Gourmet had organized
another “Roaring 41st” operation
with Les Compagnons Fromagers
(Lactalis group) in early September.



MARKET WATCH

THE DAIRY MARKET: DOMESTIC CALM, INTERNATIONAL CHALLENGES

“The economic situation
improved for dairy producers
and processors in 2010,”
summarizes Benoit Rouyer,
head of the Economics
department of the Cniel
(national inter-trade centre for
the dairy economy). After
prices dropped in 2009,

any recovery now raises

the question of downstream
repercussions. Particularly

as production costs are rising,
notably due to the rise in the

price of animal feed.

In the meantime, the market
is changing in different ways
depending on product
categories: volumes have
recovered in ultra-fresh
products and cheeses, while
the problems in liquid milk
and butter are greater. “The
supply-demand fundamentals
are still quite good,” considers
Benoit Rouyer, but he warns
that “the volatility of prices
will continue.”

companies

of whom:

Another encouraging sign

is that the bounce back in
exports, going from 4.8 to 5.5
billion euros from 2009 to
2010, will clear a surplus of
nearly three billion.
Furthermore, with a market
share of about 20 to 25%, the
European Union ranks second
in the world, behind New
Zealand. “Given the growing
demand in emerging
countries, France has
strengths that give its

68 wholesalers: 32 in dairy, 36 in processed products.
55 traders, brokers and import-export companies:
6 in dairy, 49 in processed products.

employees

of whom:

1,366 at the wholesalers: 458 in dairy,

908 in processed products.

205 at the traders, brokers and d'import-export
companies: 51 in dairy, 154 in processed products.

Dairy and delicatessen
products

productions the capacity

to be positioned in the global
market,” assures Benoit
Rouyer. “But the prices are
not guaranteed there, which
means diluting costs by
increasing volumes, like what
our German neighbours are
doing.”

Variation

(in tons) 2010/2009

166,312 -1%
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This sector was still the most affected by the economic problems
in 2010 at Rungis Market. The bad weather in spring was also

a handicap. Yet the offer still retains its variety and some
operators have chosen to expand.
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K€

Turnover 2009

9 2 O/O Wholesalers 70/0 Producers

33% Plants

1 O/o Traders, brokers and
import-export

67% Cut flowers, foliage companies
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In 2010, cut flowers, the largest
sub-sector of Rungis Market's flower
and plants pavilions stabilized

at around 200 million stems.

It is nevertheless the Market sector
most impacted by the economic
problems. After 2009, flowers
continued to suffer the consequences
of the crisis. They come under the
heading of hedonistic purchasing, but
are often considered as less necessary
when compared to food products.

In this context, we noted few
significant changes depending on the
products. The rose is still the Market's
“star” flower, cornering more than

a third of cut flower volumes with
over 70 million stems. It is followed
by tulips, with over 11.6 million stems,
and chrysanthemums at 10 million.
The latter are nonetheless suffering
from a gradual loss of interest

in commemorating the dead during
the All Saints period. However, other
festive events do support the activity
of the horticultural market, starting
with Valentine's Day or grandmother’s
day, which is becoming more
important every year.

Resisting pressure from
competitors

However, some niche markets are still
promising, starting with the exotic
flowers market, when they stand out
from standard offers. Some operators
moreover have taken advantage

of the fact that they work directly with
producers to improve their margins.
The competition is tough and,
ultimately, forces the trade to focus
just on prices, with a natural
downward pressure. This is all
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the more true because the share

of imported products is still
predominant, accounting for 80% of
deliveries to the Market, over 65% of
which comes from The Netherlands
alone, just like the French market as
a whole.

We note that volumes of foliage,

a family close to cut flowers, rose
significantly by almost 15%. Yet this
boom may be partly due to the
economic climate and the pressure
on prices, precisely because foliage is
another way for florists to fill out

a bouquet at a lower cost.

Plants and decoration

As the second horticulture and
decoration sub-sector at Rungis, potted
plants had a difficult year, ending 2010
with a 15% drop in volumes. This poor
performance needs to be put in context,
since volumes were up (+11.3%)

in 2009. In fact, potted plants are still
heavily dependent on the spring
season. The poor weather conditions

in 2010 discouraged many gardeners,
whether amateurs (in their gardens or
on balconies) or professionals -
particularly local authorities - from
planting again. As a result, one million
less pots were sold at the Market in
April and May. However, house plants
for indoor use reported better results,
closer to that of cut flowers.

Finally, the third sub-sector, decoration,
cannot be subject to the same delivery
statistics as the horticultural products.
A comparison of the trend in turnover
between 2008 and 2009 nonetheless
reveals that this business is also
suffering from an unfavourable
economic climate, although it was

growing well in previous years.

One sign of hope is that the slowdown
observed in this area is only temporary,
given its strong growth pattern in the
past.

A third central unit

In 2010, the cut flowers pavilion (C1)
was marked by the construction of

a new central island occupied by four
wholesalers, three of which took

the opportunity to increase their floor
space at the same time. Thanks to this
reorganization, SEMMARIS (see
Investments section too) has offered
them a functional tool, plus a
temperature-controlled storage area
on the same level that simplifies
handling operations, particularly at
market opening and closing times.
These spaces have well-equipped
offices, which are more comfortable
for the employees. They offer
operators new capacities and better
product display, while boosting
business at the pavilion.
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THE “GARDEN” TREND IS STILL FLOURISHING

“In 2010, consumer spending
on ornamental plants grew 2%
in value, to about 3.3 billion
euros,” states Jean-Marc
Rouvier, who notably monitors
the horticultural market in the
FranceAgriMer the unit dealing
with specialized crops and
sectors. These purchases are
monitored by a panel set up by
TNS Sofres for FranceAgriMer
and Val’Hor. Purchases of
indoor plants (including cut
flowers and flowering plants)
rose by 1.5% in value,
remaining stable in volumes.

After a good first quarter, the
second half of the year was
less dynamic, “particularly with
the strikes in October, which
affected sales of
chrysanthemums for All Saints
Day,” he explains. Purchases of
potted flowering plants grew by
2.3% in volumes and by 3.5%
in value, while purchase

of prepared bunches of flowers
grew by 5.7% in value although
volumes remained stable.

0On the other hand, purchases
of cut flowers by the piece are
still falling (-8.9% in volumes

companies

of whom:

73 wholesalers: 11 in plants,
62 in cut flowers, foliage.

91 producers,

3 traders, brokers and import-export companies.

employees

of whom:

and -2.6% in value).

The outdoor plants (including
bedding plants or hardy plants)
had a better year with a 3.2%
increase in value, to almost one
billion euros, for a growth in
volume of 3.7%. “The bedding
plants drive the market with
a5.9% increase in value,”
explains Jean-Marc Rouvier,
particularly because

“the “garden” trend is still
flourishing.”

As for production, the number
of companies decreases
regularly with each year, by

363 at the wholesalers: 70 in plants,

293 in cut flowers, foliage.
91 at the producers,

6 at the traders, brokers and import-export

companies.

(1) in thousand stems
(2) in thousand pots

almost 5% on average.
Regarding the balance of trade,
the sector is still structurally

in deficit, particularly in cut
flowers and indoor plants, with
imports of 1.13 billion euros in
2010, while exports only
amounted to 145 million euros.

Variation
2010/2009
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