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Session 4: 
Wholesale markets and branding strategies
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PRODUCTION
The importance of brands in fruit and vegetables

Are the brands likely to take more importance 
in the fruit and vegetable sector?

17%

25%

8%

10%

20%

39%

20%

60%

36%

45%

20%

France

England

Spain

Totally disagree

Somewhat disagree

Somewhat agree

Totally agree
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PRODUCTION
Producers are interested in branding approaches

Are you sensitive to brands in general?

76%

52%

91%

24%

48%

9%

France England Spain

No

Yes

Do you use a brand for your own 
farm/organization or produce?

58% 62%
83%

42% 38%
17%

France England Spain

No

Yes
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PRODUCTION
Awareness of Rungis / New Covent Garden / Mercamadrid

Do you know Rungis / 
New Covent Garden / Mercamadrid?

97% 87% 83%

17%13%

3%

Rungis (France) New Covent Garden
(England)

Mercamadrid (Spain)

No

Yes

Have you ever visited this market?

78%
55%

39%

22%
45%

61%

Rungis (France) New Covent Garden
(England)

Mercamadrid
(Spain)

No

Yes
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PRODUCTION
Wholesale markets benefit from a good image

What image do you have of Rungis / 
New Covent Garden / Mercamadrid ?

10%

5%

5%

18%

76%

80%

73%

19%

5%

9%

Rungis (France)

New Covent Garden
(England)

Mercamadrid
(Spain)

Bad

Mediocre

Good

Excellent

What image do you have 
of wholesale markets in your country?

6%

5%

8%

18%

42%

78%

73%

58%

8%

4%

France

England

Spain

Bad

Mediocre

Good

Excellent
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PRODUCTION
Differentiation of Rungis 

• Consequently to its important size, Rungis is still perceived as a market recognized for its 
significant produce diversity

• The wholesalers’ network and the numerous contacts are also of particular notice

France - Spontaneously, on what items Rungis 
differs from other wholesale markets?

16%

16%

16%

25%

28%

66%

Awareness in Europe and
worldwide

Good location/Proximity to
a high number of

customers

Practical items: good
organization/operation

Human items: network,
quality of the
relationships

Business items: produce
diversity and quantity

Important size

Spontaneous answers

+

+

+

+

+

+



7

PRODUCTION
Differentiation of Rungis 

• The convenience (location, access…) of the market appears to be a real strength

England - Spontaneously, on what items New Covent Garden 
differs from other wholesale markets?

53%

27%

27%

27%Good produce quality

Issues in the chilled chain

Bad image of NCG

Practical items: good
organization/operation

Spontaneous answers

+

+

-

-
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PRODUCTION
Differentiation of Mercamadrid

• Mercamadrid benefits from a good image among producers and has a good awareness as 
well, thanks to an important size

• Several small producers regret that they can’t supply Mercamadrid’s wholesalers because 
they don’t have enough volumes

Spain - Spontaneously, on what items Mercamadrid
differs from other wholesale markets?

50%

33%

17%

17%

17%Practical items: good organization/operation

Good location/Proximity to a high number of
customers

Production sometimes too small to serve such
a market

Good awareness

Important size

Spontaneous answers

+

+

+

+

-
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CUSTOMERS
Mitigated interest in brands

Are you sensitive to brands in general?

63%
48% 48%

37%
52% 52%

France England Spain

No

Yes

Are the brands likely to take more importance 
in the fruit and vegetable sector?

17%

48%

19%

23%

26%

9%

47%

19%

48%

13%

7%

24%

France 

England

Spain

Totally disagree

Somewhat disagree

Somewhat agree

Totally agree
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CUSTOMERS
The image of wholesale markets 

What image do you have of 
Rungis / New Covent Garden / Mercamadrid?

10%

26%

7%

23%

22%

69%

62%

52%

24%

5%

Rungis (France)

New Covent Garden
(England)

Mercamadrid (Spain)

Bad

Mediocre

Good

Excellent

What image do you have 
of wholesale markets in your country?

9%

6%

30%

27%

86%

70%

59%

8%

5%

France 

England

Spain

Bad

Mediocre

Good 

Excellent
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CUSTOMERS
In France, wholesale markets offer guarantees

France - What are your reasons for using more or less 
wholesale markets in the near future?

4%

8%

11%

15%

15%

15%

23%

46%

Too expensive

Close to my business

Easy to reach

Growth of the demand for organic produce

Want to buy direct to production

The safest in health and safety 

Produce diversity

Trust - guarantee

Spontaneous answers

-

+
+
+

+
+
+
-
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CUSTOMERS
In England, the threat of alternative distribution networks is real

England - What are your reasons for using more or less 
wholesale markets in the near future?

4%

8%

12%

17%

17%

25%

29%

33%

Easy to reach

Trust - gurantee

The safest in health and safety 

Produce retailers disappear

Proximity

Can do without - cash & carry
is a better solution

Impossible to do without

Want to buy direct to
production

Spontaneous answers

+

-

-

+

+

+

+

-
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Spain - What are your reasons for using more or less 
wholesale markets in the near future?

29%

29%

29%

14%

14%

14%

14%

Diversify sourcing practices

Can do without - cash & carry is a better solution

Want to buy direct to production

Produce retailers disappear

Trust - guarantee

Produce diversity

The safest in health and safety 

CUSTOMERS
In Spain, the threat of alternative distribution networks is real

Spontaneous answers

+
-

-

-

+
+
+



14

CUSTOMERS
Use made of various communication tools created by the wholesale markets

• About half of Rungis and 
Mercamadrid customers use the 
positive image of their market to 
target the consumers, in order to 
highlight their knowledge in 
selecting the produce 

Do you use the name of Rungis / New Covent 
Garden / Mercamadrid to target consumers?

50% 50%

50%

96%

50%

4%

Rungis (France) New Covent Garden
(England)

Mercamadrid (Spain)

No

Yes

Do you use communication tools from Rungis / New Covent Garden / 
Mercamadrid to target consumers?

44%

38%

44%

24%

19%

24%

29%

19%

29%

24%

3%

3%Rungis (France)

New Covent Garden
(England)

Mercamadrid
(Spain)

Totally disagree

Somewhat disagree

Somewhat agree

Totally agree
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Main Speaker:

Jean-Noël KAPFERER, Professor at HEC Paris

Case study:

Guénaëlle GAULT, Managing Director at TNS Sofres

Session 4: Wholesale markets and branding strategies
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