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Consumersõ Desire 

ÅFun & Convenient

ÅHealthy & Organic

ÅSustainable 

ÅAuthentic & Ethnic 

ÅThis is the type of food the French consumer

is looking for
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French Market Overview 

Å62.2 million inhabitants
ÅGDP per Capita $ 33,744
ÅEuropeôs second largest market 

for  food and beverage  valued at 
$121 billion
ÅEvery fifth Euro is spent on food 

and beverage.
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Profile of the French population, more than 15 years old 
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10%
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Consumers facing recession 

ÅThe downturn of the global economy didnôt have a 
real impact on the food consumption of French 
people who keep spending 18% of
their income on food. 
ÅBut consumers check prices and the same consumer 

shop in different formats from the department store 
to the hard discount.
ÅPrivate labels account for 50% of the sales; in the 

meantime  consumers keep looking for innovative 
products (recipe, packaging.)
ÅSnacking is now part of the  French way oflife. 
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Consumers Want to be Responsible

ÅNumerous programs intend to educate 

the population about food , health and wellness

Å86% of the consumers want to be responsible 
consumers.

ÅSales of organic foods keep growing .

Å70% of the restaurants think that organic is 
important today for tomorrow.
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Consumers Tend to be Nomade 

Å 79% of the consumers buy at least one meal to take away 
per month, 34% of them several meals a week .

Å The fast food restaurants registered a billing of $45 billions in 
Å 2009 (the sandwich market itself account for $16 billion) 

Å Consumers buy  their snack food  in various points of sales :
sandwich stores or supermarkets, bakeries, cafés, deli stores,  
groceries , this a new competition between the different  
distribution channels to attract consumers .

Å The distribution networks want to offer a broad range of
products to the consumers who look for a vast choice and 
variety  of products. The format of the products offered is
also different from the regular ones
(example Terra chips in bags of 1oz ).

Å Distributors have to offer  eco-friendly packaging and
products.
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Consumers Attitudes

ÅTeenagers are surfing between
street food and home cooking. They 
know they have to  eat healthy food 
but they also want fun products 
which is an identifier to their class age.

ÅYoung people travel, watch American 
movies and couples between 25-35 
endorse US products. 
(on several blogs  consumers or chefs
ask where they can find such as such 
U.S. products)
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Consumers Attitudes

ÅSmaller families, aging population, single household 
growth has led to thriving gourmet and premium market  
but to smaller packages.

ÅEthnic is bigger than organic or health market   
- The Halal market reached  $ 6 billion in 2009  
- The Kosher market is well established and many 
importers and retailers look for US products kosher 
certified because of the ingredients.

ÅThe Sushi market is booming as well as Japanese 
restaurants.
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French Retail Distribution 

ÅIn France, the traditional retail distribution includes the 
same 7 groups which hold 77% market share but 
different formats (including hard discount) and always 

more private labels.

Group Market share
Carrefour Group 23.9%

Leclerc 16.9%

Intermarché 13.5%

Auchan                                                         11.1 % 

EMC distribution 10.3%

System U 9%

Provera France 3.3% 
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