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PART I

Cultivate our roots,
open up to the world
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KEY FACTS

THE COOPERATIVE’S TERRITORY
COTENTIN

Valognes

BESSIN BOCAGE

Magny-en-Bessin

PLAINE CAEN FALAISE

Falaise

PAYS D’AUGE

Saint-Martin-de-la-Lieue

CENTRE MANCHE

Saint-Lô

MONT SAINT-MICHEL

Ducey

ILLE-ET-VILAINE NORD

Javené

ORNE CENTRE ET EST - Argentan
BOCAGE ORNAIS - Briouze
SARTHE NORD - Vivoin
MAYENNE - Changé

ILLE-ET-VILAINE SUD

Cesson-Sévigné

SARTHE SUD-EST - Le Grand-Lucé
SARTHE SUD-OUEST - Loué

13,000
members

ATLANTIQUE

Campbon

18

SUD LOIRE OCÉAN

Bellevigny

TOURAINE POITOU

Reignac-sur-Indre

ALPES SUD-EST - Crest

Agrial regions

280

local stores
and proximity sites
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KEY FACTS

AGRIAL’S PRESENCE WORLDWIDE

Caen

Rennes

Laval

Nantes

Angers

Rouen

Le Mans

Tours

Agriculture
Dairy
Fresh produce
Beverage

22,000
employees

Meat

150

processing sites

€5.5
billion

turnover in 2017

15

countries
8
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KEY FACTS

5 BUSINESS DIVISIONS

Agriculture

Dairy

Fresh produce

Beverage

Meat

11 FARMER ORGANISATIONS (FO)

Conventional cows’
milk FO

Goats’ milk FO

Organic cows’ milk
FO

Cereal FO

Seed FO

Pig FO

Cattle FO

Poultry FO

Egg FO

10
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Apple FO

Vegetable FO
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KEY FACTS

AGRIAL BRANDS

FRESH PRODUCE DIVISION

AGRICULTURAL DIVISION

BEVERAGE DIVISION

DAIRY DIVISION

MEAT DIVISION

12
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KEY FACTS

THE BOARD OF DIRECTORS

THE MANAGEMENT TEAM

THE BUREAU

OTHER BOARD MEMBERS

Chairman

Pierre-Joseph AUFRANC

Alain LOUVET

Arnaud DEGOULET

Rémi BEZARD

Denis MARIETTE

1 Vice-Chairman

Richard BOYER

Dominique MARQUER

Bernard GUILLARD

Sébastien CANTET

Bruno MARTEL

2nd Vice-Chairman

Pascal CARREAU

Jean-Philippe OSMOND

Jean-Luc DUVAL

Jean-Luc CHÉREAU

Bruno PAYNEL

3 Vice-Chairman

Éric COIGNARD

Rémi PELHATE

Benoît DROUIN

Xavier TRINCOT

Vice-Chairman

Didier DUCLOS

st

rd

Pascal LE BRUN
Philippe MARIE

Jean GAUTIER
André GORJU

Secretary

Philippe POTIER

Treasurer

Jean-Yves RISSEL

Other Members

Sonia BOUDET-GUTH
Sébastien CHEVALIER
Pascal HEURTEL
Jean-Luc RABILLARD

Éric GUELLAFF

Guest:
Chairman of the youth commission

Sébastien BALLU

Pascal JOURDAN
Jacques LABORDE
Mickaël LAMY
Frédéric LECERF
Catherine LEFFRAY
Éric LEMONNIER

THE EXECUTIVE COMMITTEE

THE CORPORATE BOARD

Chief Executive Officer

Chief Executive Officer

Chief Financial Officer

Chief Financial Officer

EVP of the Agricultural Division

EVP of Human Resources

EVP of the Dairy Division

Chief Communication Officer

EVP of the
Fresh produce Division

EVP of Sustainable Development

Ludovic SPIERS
Yves JACOBS

Nicolas LAIGLE

Olivier ATHIMON

Bertrand TOTEL

EVP of the Beverage Division
Marc ROUBAUD

Ludovic SPIERS
Yves JACOBS

Patrick BUNEL

Sarah DEYSINE

Anne LARROQUETTE

EVP of Innovation,
Research and Development
Éric LESAGE

EVP of the Meat Division
Stéphane POYAC
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HORIZON 2025

A structuring and structured
strategic project

After two years of intensive work by Agrial’s elected officers and
employees, our strategic project ‘Horizon 2025’ was presented to the
annual general meeting in May 2017.
Horizon 2025 strategy is the keystone of Agrial's development. It aims
to move us forward responsibly and with peace of mind in a world
undergoing radical change.

5 STRATEGIC AREAS

Strengthening
and modernising our
cooperative project

Conquering markets
that generate value

Being at the forefront
of new models

16
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Cultivating operational
excellence

Deploying nourishing
and sustainable agriculture

A KEY ISSUE

A COMMITMENT

Developing talented people

Acting collectively
in favour of sustainable development

ANNUAL REPORT 2017
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HORIZON 2025

POINTS OF VIEW

ARNAUD DEGOULET
Chairman

“Ambition,
pragmatism, and
a cross-sectoral
approach can sum
up the Horizon 2025
project”

What’s your view on 2017?
Arnaud Degoulet: After the catastrophic year we
experienced in 2016, 2017 has fortunately enabled us
to once more hold our heads up high: milk collection
was much better both in quantity and quality and
the price of milk has at last increased after two
years of crisis. Nevertheless, we had problems
with potatoes, carrots and apples, which had a
significant impact on producers’ income and the
profits of the Cooperative. But above and beyond
these contextual matters, 2017 has mainly been the
year in which we put forward our strategy - Horizon
2025 - unveiled in May at our general meeting.

In the world we know being turned upside
down, does it still make sense to prepare such
a long-term strategy?
Ludovic Spiers: More than ever! It is precisely
because the world is changing so profoundly that
we considered it important to take a step back,
ask ourselves some serious questions, challenge
ourselves about the business we are in 2017 and
what we would wish to become by 2025.
AD: The growing volatility of world prices and the
many uncertainties which afflict our trades must
not make us forget to think calmly and responsibly
about our long-term business models. Between
now and 2025, we have to collectively take on a
challenge which is as crucial as it is complex: to
feed eight billion people whilst preserving the
planet, with the certainty that the development
of new technologies will overturn all the models
we know. Agrial must play a full part in taking on
this formidable challenge.

How was this Horizon 2025 strategy developed?
LS: Horizon 2025 is the fruit of two intensive years
of collective work which began in June 2015 and
involved many members and all the teams. We must
pay tribute to their huge involvement and we thank
them most warmly. The discussions began with
a very thorough forward-looking analysis of the
world in 2025. It was then structured around eight
themed working groups and ‘word cafés’ involving
employees from every part of the business.

18
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These two years were also punctuated with plenary
meetings with elected officers and managers so that
various strategic directions could be discussed as
and when the work progressed.

Does this strategy constitute a radical change
in comparison with the Agrial strategy of the
years preceding it?
AD: We are absolutely not making a 180-degree turn
with our strategy, nor introducing, for example,
a crisis strategy. Agrial is a business which is
doing well and of course we want to continue its
dynamism. But whilst the preceding plans, ‘Horizon
2010’ and ‘Horizon 2020’ were mainly focused on
the identity and trades of our Cooperative, Horizon
2025 is aimed at going much further. This strategic
project embodies a global vision for the Group in
2025, offering clear development choices, costed
objectives, and precise positioning as regards the
big issues Agrial will face in the coming decade. It
constitutes a route map which gives direction to
our businesses, guides our choices, and responds
to ever more pressing economic, environmental,
and societal issues.

“Two intensive
years of collective
work which has
involved all the
members and
teams”

LUDOVIC SPIERS

CEO

LS: Horizon 2025 has also enabled us to rethink
our organization. From now on, the Group will be
structured in five business divisions as opposed
to eight previously, each with a dual upstream/
downstream dimension. As part of the approach to
Horizon 2025, the divisions have also each worked
on three specific objectives in their area of business
and these are also set out in this document.
Ambition, pragmatism, and a cross-sec toral
approach can therefore sum up the process which
has been ours for two years and which we invite
you to explore in the following pages.

“A challenge as crucial as it is
complex: to feed eight billion
people whilst preserving the
planet”

ANNUAL REPORT 2017
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HORIZON 2025

Strengthening and modernising

Conquering markets

Reconciling our development ambitions with improving our proximity
to members is a major challenge for our Cooperative. This requirement
is all the more crucial as we are convinced that the cooperative model
makes more sense than ever and has a real purpose faced with the
complexity of the issues which the agricultural world must confront.

“To sell in order to produce” has always been Agrial’s motto. Our wish to
conquer markets which add value lies fully within the scope of Horizon
2025. It places customer and consumer at the heart of our strategy and
targets the critical size for each one of our businesses.

that generate value

our cooperative project

Capturing new and promising markets necessarily
involves conquering new territories in a similar way
to what was done between 2010 and 2015 to achieve
a doubling of the Group’s turnover.
Our development internationally
is therefore fully committed to the
logic of multi-specialization which is
of Group turnover
Agrial’s strength: we must reproduce
achieved abroad
geographically the security induced by
in 2025
the diversity of our businesses. This
development strategy therefore targets several
objectives:

1/3

Sharing added value is one of the cornerstones
of the cooperative operation. At Agrial’s general
meeting in May 2018, proposals will be made to
delegates to vote for a return of 17.7
million Euros to members for 2017, namely
28% of the Group’s net result. We have
in fact strengthened our rebates policy
in order that members will take greater
of Group
interest in the Group’s results as a whole
profits
and no longer just those of their own
distributed
trade. But beyond this allocation of
to members
profits, we want a fair share-out of value
for 2017,
i.e.€17.7m to be part of all our strategic decisions.
As of now, all our development projects
are assessed in relation to an analysis of
two key points - the adding of value for members
and the adding of value for the business - and we
will ensure that all projects are balanced so as to
never lose sight of either of these elements.

28%
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Horizon 2025 is also an opportunity to think
deeply about the management of our cooperative
experience, which is a major challenge for all large
cooperatives. Our business has
grown and developed thanks
to the dynamism and ideas of
its members. To continue our
evolution and prepare for a
farmers elected
future with a new generation of to the governing bodies of
associates and elected officers,
our Cooperative
we must build a cooperative
experience capable of training
them and involving them in a sustainable manner.
Although this clearly happens through local bodies,
notably the regional councils and the trade councils,
it is equally essential to bring the cooperative
project alive on a day-to-day basis with a better
supply of information and more generalised training.
In this context, new technologies should help us to
share information in a more reactive, instructive
way which is adapted to each member.

450

s elling our productions sustainably by adding
good value,
p romoting our brands abroad and increasing
the contribution of such brands to our overall
turnover,
capturing a share of the value created through
the processing of our raw materials.

Besides new territories, it is essential
to constantly challenge ourselves
by adapting our product range, by
re-inventing produc t s sometimes
even in markets which are right in the
midst of change. Having taken account
of the powerful image that several of
our brands have in specific sectors,
and above all, of changes in consumer
expectations, we have targeted four
priorities which we will pursue between
now and 2025: freshness, naturalness,
convenience, and pleasure. With this in
view, our innovation skills, the quality
of our products and the relations of
trust we have built up with our partners
are essential to achieve sales of high
value-added products on both the mass
distribution and B2B market.

4 consumer priorities :

freshness, naturalness, convenience, pleasure

ANNUAL REPORT 2017
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HORIZON 2025

Cultivating operational

Being at the forefront

In an economic and competitive environment marked by market
volatility and rapid change, operational excellence is at the heart of our
challenges and is pushing us toward better performance throughout the
length of the value chain.

“The species which survive are not the strongest, nor the most
intelligent, but those which adapt themselves best to change.” Just as
Charles Darwin explained it, our Cooperative
has developed by constantly adapting to change,
sometimes even by anticipating it. By 2025, we must, more than ever
before, put an emphasis on this dynamic approach.

excellence

We have been committed to this
approach for several years and from
now on we wish to accelerate it, turning
existing oppor tunities
into a solid basis for the
management of such a
of Agrial Group culture. Alongside the
improvement measures
management committees
being implemented in the
trained in operational more mature subsidiaries,
excellence in 2018 our business divisions
are therefore draf ting
a detailed route map focusing on
stages already completed and the
development of those yet to come.
The support functions should also be
part of this culture: as regards this,
the finance function has launched a
cross-cutting approach to operational
excellence by training its principal
managers. A different way of looking at
our administrative procedures should
enable us to simplify them and bring
more relevance and greater reactivity to
the way we produce figures and analyses.

100%

We must enable all teams to evolve within a context
which puts them at the heart of adding value, as
close as possible to the what is happening on the
ground. At Agrial, the ‘ground’ is vast and can be
the workshop, the office, or the
field by means of the culture
that it brings and the tools it
million
offers, operational excellence
should constitute genuine the potential gain
‘professional life hygiene’ and made possible through
enable our collaborators to be
operational excellence
daily players in this continuous
improvement . And so t his by 2025

€100

approach serves:

t he men and women of Agrial, members and
employees, by making their safety at work central
to our concerns.
o ur customers because of the quality of our
products and our levels of service.
our economic performance, a guarantee that we
are here for the long term,
sustainable development, specifically in the fight
against waste and in the saving of resources.
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Faced with the volatility of world
prices, construction work is also
essential to agricultural operations
f o r w h i c h t e c h n i c a l /e c o n o m i c
measures enable objective and full
analyses to be put forward followed
by the formulation of proposals to
the member. As such measures have
proved their effectiveness and their
recommendations have proved their
relevance, since they were introduced
in 2006, we wish to develop them further
by 2025.

of new models

In the period of profound change that we are
living through, our innovation strategy relies
on both internal and external talent. From this
complementary effort springs a dynamic which
provides structure by combining innovative. projects
with pragmatism in everything we
do. In this way, Agrial’s approach to
innovation takes shape under the
farmers
slogan ‘Everyone an Innovator!’ and
involved in the
is extended as of 2018 to include all
“Grandeur Nature”
employees and members wishing
(life-size) network
to contribute to innovation. This is
the aim of “L’day” (Innovation Day)
facilitating
initiated by the Dairy Division in 2017
the testing of
and which will be rolled out to the
innovations
whole Group from 2018.

2,200

employees in the Dairy Division
took part in the Innovation Day in 2017

300

Start-ups, which are sources of flexibility and
constant questioning, constitute favoured partners
in the promotion of ground-breaking innovation
at Agrial. But innovation is infinite and so it is
easy to blink and find it gone....This is why we
wanted to structure our strategy around seven big
innovation issues by 2025, which all the start-ups
that collaborate, or will collaborate, with Agrial,
subscribe to. These issues concern both the
agriculture and food processing sectors:
procedural performance,
adding value to by-products,
new selling methods,
digitalization of processes,
organic and sustainable agriculture,
management of energy and resources,
society’s expectations about food.
ANNUAL REPORT 2017
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HORIZON 2025

Deploying nourishing and

A key issue:

sustainable agriculture

developing talented people

Producing more and better with fewer resources is the main issue of the
21st century. We must take full responsibility for together accepting the
formidable challenge of food and farming welfare.

Although working to feed Mankind is one of the most noble callings, this
life choice implies a daily commitment. Backed by its 13,000 members
and 22,000 employees, Agrial is at the heart of this reality.
This is why our Cooperative Group wishes to be attractive, careful
with its talents, and capable of offering prospects and direction.

French agriculture is at a pivotal moment in its
history. By 2025, we must have built agricultural
models which achieve reconciliation between:
producers who produce economically and are
recognized by their fellow citizens,
customers who agree with our values and who
are allowed to develop their businesses,
consumers who find the agricultural products
acceptable.
Many of major projects come within
this framework, af fec ting all the
components of our ecosystem: water,
pesticides
air, soil, plants, animals. To mention
jus t a few examples ,we have a s
by 2025
objectives a 20% reduction in methane
emissions from ruminant enteric fermentation and
a 50% reduction in the use of pest control products
on our members’ farms between now and 2025. For
this purpose, we are carrying out an important
piece of research into new agricultural practices,
innovative techniques in precision agriculture
and the development of alternative methods, for
example, biocontrol or mechanical solutions.

-50%

0 residues

from pesticides in any of our
products by 2025

24
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After the construction industry and carpentry, the
food processing industry is one of the sectors of
the economy most subject to accidents at work
and occupational diseases(source: INRS). This
is why Agrial is making safety at work a
priority issue leading up to 2025. Handling,
injuries, falls, slips, discomfort due to the
cold, etc. Risks are plentiful and varied
of Agrial’s
in our area of business and it is our duty
employees
to limit them as much as possible. To do
this, each of the Group’s divisions has
received
identified the most significant risks and
training in
taken action best adapted to the reality
2017
existing on their sites: awareness-raising
of their workers about ‘movements and
postures’ ( particularly those who are standing in
or covering for others), adaptation of jobs, training
in road safety for itinerant employees, etc.

3/4
Offering food which is safe, healthy, balanced,
practical, and accessible to all is also at the heart
of Agrial’s mission. By 2025, this strategy specifically
imposes upon us the duty to guarantee the absence
of pesticide residues, endocrine disruptors, and
antibiotics in all our products, an outcome that will
be attained by moving to precision agriculture and
alternative solutions instead of using chemicals.
Moreover, we are convinced that organic solutions
represent a long-term structural tendency which
our value chain should be capable of sustaining
and enhancing. As a Cooperative, we have a key
role to play in terms of the technical and agronomic
expertise provided to members as well as financial
support when they convert to guarantee their
production in the long term. We must certainly
respond to the demands of consumers but also
create a common standard of awareness which is
equally beneficial to conventional agriculture, as
we are convinced that organic and conventional
agriculture must not stand in opposition to each
other but should offer mutual enrichment.

In 2025, Generation Y (employees born between 1981
and 1995) and Generation Z (born after 1995) will
represent over 60% of the working population. It is
essential that our organisations evolve
progressively so as to respond to
their expectations and aspirations. In
practice this means a commitment to
of the
dynamic changes in working methods
by specifically encouraging co-working,
Generations Y
by rethinking the location of offices,
and Z will make
by supporting those employees who
up the labour
are uncomfortable with the use of
force in 2025
new technologies etc. But rather
than launch project s that are far
removed from reality, we want above all to promote
initiatives that will be implemented in each unit, by
encouraging experimentation and then spreading
good practice right across the Group.

60%
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HORIZON 2025

A commitment:

Acting collectively in favour
of sustainable development

By combining humility, ambition, and a sense of responsibility, the men
and women who make up Agrial share the same calling:
to feed Mankind well by offering good products.
Our sustainable development strategy aims to
develop a sustainable agriculture and a safe
and healthy food supply which responds to the
aspirations of all and preserves the Earth and all
Living Beings.

In order to pursue our commitment to sustainable
development and social responsibility, we have
established a cross-sectoral, federative approach
based on three pillars:
Preserving the Earth and all Living Beings, by
respecting the environment, natural resources,
animals, and biodiversity, and contributing to the
fight against climate change.
C ontributing to the life of the business and
the territories where we have a presence by
acting so as to secure health and safety at
work , employment , development of skill s,
and contributing to the vibrancy of life in our
countryside.
O ffering safe and healthy food to everyone by
responding to the double imperative of quantity
and quality in food and constructing the food
processing models of tomorrow.

26
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This multidimensional approach
must permeate throughout our value
chain and all of our Horizon 2025
strategic plans. The different work
areas are equally duty-bound to
be worked on by all internal and
ex ternal s t akeholder s in order
to create a vir tuous ecosystem.
Projec t s providing struc ture are
therefore underway in every sector,
for example to guarantee the highest
health and safety standards on our
industrial sites, to move toward
complete elimination of waste, and to
reduce by 10% our energy and water
consumption by 2025. We also support
our members in livestock, specifically
in putting the best livestock-raising
conditions in place and with steps to
reduce medication.

78%
of local raw

materials,produced less
than 200km from our
processing plants

95%

of waste from our sites
in France recycled or
recovered

83%

of our French staff
employed in towns

OUR VALUES

OUR AMBITION
To become an internationally
renowned food-processing
cooperative business, recognised
for its know-how and for its brands.

Perennity
Proximity
Solidarity
Daring

OUR MISSION
To constantly improve our ability
to meet the diversity of consumers’
food requirements by developing
an innovative Cooperative that
creates shared value and satisfies the
aspirations of the farmer-members.

of less than 10,000
inhabitants

ANNUAL REPORT 2017
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PART II

Our businesses
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KEY EVENTS

Soignon at the Agriculture
Exhibition

Elected farmers’ day

At its stand, Soignon explains to visitors the
benefits of goats’ milk and displays its various
product ranges.
In addition,Grand Fermage received two medals in
the General Agricultural Competition for its salted
butter from Noirmoutier.

Consultation with elected farmers from all of
Agrial’s governing bodies about the work in
progress on the strategic plan - Horizon 2025.

JANUARY

FEBRUARY

MARCH

Eurial’s involvement in Italy
Eurial has a 50% stake in Senoble Italie which
makes ultra-fresh products under the trademark
Bonta Viva and also typically Italian cheeses
(stracchino, robiola, etc.)

Purchase of the charcuterie
With this purchase, Agrial continues building its
Meat Division around small and medium-sized
businesses in the quality meat products sector.

ANNUAL REPORT 2017

juices high in colour

These freshly pressed fruits and
vegetables offer new flavours by
combining carrot with orange or even
cucumber with apple to enjoy with
a salad or simply as an refreshing
aperitif.

Managing the
strategic plan
Horizon 2025

Following 2 years’ work, Agrial unveils
its strategic plan - Horizon 2025 - at
its annual general meeting.
It is structured around 5 themes, a
key issue and a commitment.

APRIL

WeFarmUp rewarded

at the BFM Academy Awards
The hub which enables farmers to hire
agricultural equipment close to their
farms wins the 12 th BFM Academy
Awards.

MAY

JUNE

Cider launch

Success of

Faced with strong growth in the consumption
of cider adapted to Anglo-Saxon tastes, the
Beverages Division has launched its 100%
French Anglo-Saxon-style cider brand. This
alcoholic drink made from apples is available
bottled or on draught.

More than 2,500 members took part in the Grand
Angle meetings whose purpose was to introduce the
Cooperative’s expertise and innovations that are there
to serve farmers.

La Mordue
Brient

30

"Pressés de Nature"
from Créaline,

Grand Angle meetings
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KEY EVENTS

Extension to the Créaline plant
Florette and Créaline

Commissioning of silo at Carquebut
in the Cotentin peninsular

This 32,000 tonne silo with dryer is the last link in the
100,000 tonne silo plan developed by the Cooperative
between 2012 and 2017.

New fertilizer hub at the port of

Nantes

This hub will serve to supply the Cooperative’s
southern territories which will be more easily
reached than from the port at Caen. Caen will
continue to supply the northern territories.

organic ranges

In order to handle the strong growth in its business, an investment designed
to triple the capacity of the Lessay plant has been undertaken with space
dedicated to innovation where the products of tomorrow will be planned.

Florette offers an organic range
of salads and grated carrots whilst
Créaline is launching
Mes potages bio, soups
using tasty and original recipes.

Overhaul of the Institutional website
A site which promotes the men
and women who contribute to Agrial’s success.

JULY

AUGUST

Purchase of My Fresh
Prepared Produce based
in the UK

This business specialising in ready-touse fresh vegetables will enable Florette
to build up its offer and increase its
share of the market in the United
Kingdom, one of the leading markets
in Europe for ready-to-use vegetables
(Category 4).

SEPTEMBER

'Ecusson's Nature Quality' Charter

The tag line of a Group which
emphasises its history and its roots in
agriculture but which is opening out to a
world of profound change.
ANNUAL REPORT 2017

NOVEMBER

DECEMBER

New from Soignon

A charter setting out Écusson’s commitment to
the development of sustainable agriculture,
the longevity of its cider-making expertise,
and respect for its cooperative values.

A new tag line
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OCTOBER

in ultra-fresh
and cheese products

Completion of work
to the mineral feed plant
at Ouestmin

This new plant producing minerals
for feeding ruminants, situated in
Ille-et-Vilaine, is a joint enterprise
between Agrial and Calcialiment, the
French subsidiary of DLG, the Danish
cooperative.

Following on from its goats’ milk
yogurts, Soignon has launched a
range of sheep’s milk yogurts and has
complemented its cheeseboard with
goats’ cheese wheels and fresh small
round goats’ cheeses.

More stores for the rural

distribution network

Five Gamm Vert branded stores, of
which four are situated in Ille-et-Vilaine,
have joined the Agrial network.
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AGRICULTURE

AGRICULTURAL DIVISION
In a context which still remains difficult, the Cooperative’s agriculture
business has stood up well, having benefitted from developments
across its territories following its merger with the Eurial cooperatives.
The establishment of an Agriculture Division bringing together the
Upstream businesses (agricultural supplies, animal feed, collection and
harvesting, cattle), Seeds, Machinery, and Rural Distribution enables
simplification of the organisation and facilitates synergies between the
Group’s trades.

6,600

3,000

750

producing cereals

breeding cattle

in seed production

members

members

€1.2

members

2,800

billion

turnover in 2017

employees

HORIZON 2025 OBJECTIVES

Improving the
profitability of farms

34
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Finding alternatives
solutions to chemicals in
the plant and animal world

Succeeding in digital
transformation
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AGRICULTURE

Fertiliser tonnage
-7 %
252,000 t

Plant protection turnover
-10%
€58 m

142,000
cattle marketed
310,000 t of compound
feedstuffs for cattle
Volume collected
+23%
1.65 Mt collected

Volume of soil improvement
products
+26%
130,000 t

Certified seed turnover
€56 m

AGRICULTURE DEPARTMENT

SEED DEPARTMENT

The year has been characterised by a return to more conventional
levels of activity in soil improvement products, feed and collection/
harvest. Although the weather conditions enabled farmers to
make saving on inputs and build up forage and cereal stocks, the
economic context has taken a heavy toll on their finances.

The decline in straw cereal markets (competition
with sorting at the farm) and maize (profitability
of grain corn) has had a significant impact on the
department with 15,500 ha under cultivation - down
by 5.7%.

Convinced that controlling production costs is a determining factor,
the Cooperative has used its technical/economic outreach service
with members to motivate progress groups to use Lactorial, the tool
for milk production, and Culturial, the tool for cereal production.
It has also offered operational analysis with a view to increasing
synergy in production and identifying ways to improve profitability.
In order to increase the competitiveness of its offers, Agrial has
moreover made investments to limit its operational costs. As
regards collection, the increase in capacity at the Saint-Aubindu-Desert site (+11kt) and the building works at Carquebut (32kt)
signal the completion of the silo project set up 5 years ago. As
regards fertilisers, the construction of facilities at the port of
Nantes has reduced logistics costs. In animal feed, the completion
of the OuestMin facility will enable significant improvements in
the production costs of minerals.

As regards straw cereal seed, the areas cultivated
continue to fall (-12%) with 6,060 ha planted. Hybrid
production is at its lowest level, the victim of the
poor performance of the current genetic strain.
As regards self-pollinators, the usage rate of
certified seed continues to decline (estimated at
40%). Moreover, the short supply chain to Agrial
members under the Valdor brand represents 53%
of the outlets for our straw cereals.

For the 2016/2017 season, the Cooperative made available cash
advancesof nearly 3 million Euro to support production.
In addition, experimentation has focused on research into
agronomic and zootechnical alternatives to chemicals. Research
into and products from organic farming have also been boosted.
In the coming months, the field and stores networks will have
new tools, including applications to help members manage their
exposure to risk in the various markets.
More widely, in order to access those markets which add value,
tomorrow’s agriculture will respond to the demands of consumers
in terms of production methods, preservation of the environment,
animal welfare, etc. In this context, Agrial has readied itself to be a
proactive and supportive force for those members who may want it.

As regards forage seed, BenoistSem achieved
a record level with 6,320 ha harvested, i.e. 324
additional hectares. The Semara industrial facility
reached its highest level of activity.
As regards maize seed, the areas sewn by CentreSem
declined by 13% to 3,070 ha, which is in line with
the national average. It is to be noted that the
produc tion of organic maize seed has been
relaunched.

The objective for 2018 is to
maintain the production
right s of Ag rial’s s eed
p r o du ce r s a n d e n s u r e
the prof it abilit y of the in seed production
dep ar t men t , ag ain s t a
background in which prospects for maize and
straw cereals appear difficult. The continuous
improvement approach will be used at all sites and
in all services in order to optimize the department’s
business and improve safety at work.
Industrial efficiency and adjustment of volumes
produced depending on the needs of those putting
in orders will be the two main means by which the
profitability of our businesses will be ensured.
Cross-sectoral research between stations will
continue in order to consolidate production like
the measures to diversify species and services.

15,500 ha

In June, the ‘Grand Angle’ meetings, which
presented all Agrial’s subsidiaries, trades and
know-how around the federative theme of
innovation, brought together more than 2,500
members on three sites.

Certification of the CentreSem facility for the production of organic maize seed.
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AGRICULTURE

RURAL DISTRIBUTION DEPARTMENT

MACHINERY DEPARTMENT

With a 308 million Euro turnover, i.e. a reduction
of 1% compared with 2016, the Rural Distribution
Department is standing up well to the situation.

In spite of a jittery agricultural equipment market,
turnover at Agrial’s Machinery Department improved
in 2017.

€308 m
turnover

The phygital model, that combines
geographical proximity and digital presence,
relies on high-performance tools in terms of
logistics. Here is the hub at Sarceaux (61).

For the third consecutive year, agricultural business
at stores is down as regards agricultural supplies
but increasing in agricultural equipment. In this
segment (tubing, small supplies and consumables,
especially milking hygiene items) growth has come
on the back of increased sales via the website
Agrialpro.com and because of the diversification
of goods on offer.
A s for supermarket business , it continues
developing and has grown by 4%. This progress
is the result of sound performances by the stores
(+1.3% on a like-for-like basis) and the investment
policies of the Department:
e xtension of stores at Rétiers (Ille-et-Vilaine),
Sillé-le-Gillaume and Vibraye (both in Sarthe),
change to the LA MAISON Point Vert brand for the
sites at Argentan (Orne), Saint-Hilaire-du-Harcouët
and Saint-Lô (both in Manche),
opening of three stores in Neuillé-Pont-Pierre
(Indre-et-Loire), Noyal-sur-Vilaine (Ille-et-Vilaine)
and Vihiers (Maine-et-Loire),
re-opening of five Gamm vert stores at Acigné,
Miniac-Morvan, Mordelles and Saint-Méloir-desOndes (all in Ille-et-Vilaine), and Alençon (Orne).

38

ANNUAL REPORT 2017

In 2018, the whole digital approach will be modified
and new services will be offered to members. A new
website will come online with, in particular, the
introduction of a smartphone application, while
continuing to support the physical network of
stores. This programme is part of the Horizon 2025
strategic plan which aims to deploy a phygital model
combining physical and digital presence. The next
step will consist in building up the DIY supermarket
offer including equipment and materials, gardening
goods, and pet supplies. A marketing strategy will
underpin this development in order to get the
brands recognized and increase visits to, and use
of, these facilities.

Producers are again investing in livestock-rearing
equipment in order to modernise their facilities.
Although the turnover for this business has recorded
a 10.3% increase, this sector is suffering
from the milk crisis. The robot remains
a flagship product for the future but
more conventional systems (milking
turnover parlour and autorotor) have aroused
renewed interest this year.
As regards the structure of the business, the
company Lactamat has focused on the sales and
after-sales service of milking facilities, and the bulk
milk tank business joined Agrial’s Dairy Division in
July. For its part, Élevance organized its territory
into three regions: Normandy, Ille-et-Vilaine/
Mayenne and Centre, with the opening of an office
at Château-du-Loir (72).
As to the bulk handling market, V3Pro, the JCB
dealer, maintains steady business in a national
market that has declined by 15%.
As regards agricultural machinery, the number
of new tractors registered remains stable at the
national level.

€102 m

2018 will be a year of development for SM3. In
partnership with Claas, it will extend its reach to
Ille-et-Vilaine and Calvados.
More widely, 2018 appears promising, due to an
upsurge in orders at the end of 2017.
In addition, a large number of measures have been
offered to customers. On the initiative of Élevance,
two open farms have facilitated much discussion
about the installation of the new GEA milking robot.
As to Sama, it hosted almost 400 guests at a field
demonstration day under the banner of technical
and economic performance.
Following the success of sample tests in 2016,
Shredlage®’s fodder processing technology , with
which Jaguar Class silage loaders are fitted, was
deployed by SM3. This enables better digestion of
silage in the stomachs of cattle.

These projec t s will consolidate the ser vices
provided for members and position the Rural
Distribution Division as an essential player in the
Cooperative's rural areas.
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DAIRY

DAIRY DIVISION
After two years of a particularly serious milk crisis, Eurial, Agrial’s Dairy
Division, picked up in 2017 due to the increase in world prices but also
because of the vitality of our brands, both in France and abroad.

3,800

members

600

230

in goats’ milk

in organic cows’ milk

members

in conventional
cows’ milk

2.4

members

€2.3

billion

billion

litres of milk collected from
our members

turnover in 2017

4,800

employees

HORIZON 2025 OBJECTIVES

Strengthening our
position as global in
goats’ cheese leader
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Improving our
profitability through
brands and innovations

Turning our nutritioningredients sector into a
tool for creating value
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CHAPTER
DAIRY

Our products and brands have played their part to the
full in contributing to the Dairy Division in 2017, totally
consistent with the second theme of the
Horizon 2025 strategy “conquering markets
which add value”. This is particularly the case
with Soignon which has entered the Top 50
list of French food brands with a 35% market
in Europe
share for goats’ cheese and 63% for ultra fresh
for goats’
goat products due to the many innovations
cheese with
introduced throughout the year. Leader on
the French market for specialty butters, Grand
Soignon
Fermage also stood out in 2017 by winning the
gold medal at the General Agricultural Competition for
its sea-salted butter from Noirmoutier and the silver
medal for PDO half-salted butter. Above all, the end
of the year was notable for the launch of À bicyclette,
a new brand of desserts which are 100% vegetarian,
made from oats, rice, and almonds, and produced at
the plant at Château-Salins (Moselle).

No.1

The signif icant rise in the price of
conventional cows’ milk in 2017, after two
years of crisis, is explained by two main
factors: strong growth in world demand,
French
in par ticular in the Chinese market,
cooperative
and a return to favour of animal fats
for the
previously much criticised in comparison
collection of with vegetable fats. Nevertheless, world
prices for milk products are evolving
organic milk
very differently, with pricing of skimmed
powdered milk below the intervention price and a
very high price for butter although this was marking
time at the end of the year.

1

st

Despite a first half notable for a marked lack
of rainfall and the poor quality of forage, milk
production picked up sharply in autumn to achieve
a level equal to that of the 2016 collection. So as
regards conventional cows’ milk, 3,800 members
supplied the Cooperative with 2.18 billion litres. As
for organic milk, more than 62 million litres were
collected from 230 members, i.e. 34 more members
than in 2016 (+18%). Finally, 600 members supplied
143 million litres of goats’ milk.
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In this context, Agrial continues to support is
members across all the Cooperative’s territories.
In 2017, the Board of Directors decided to institute
a specific“young producers floor price” in order
to help our young members establish themselves
and achieve a secure income from their operations
during the initial years of their business.
In 2017, t he Cooper at ive al s o pur sued t he
development of technical/economic approaches
wi t h member s wi t h t he s e t t ing up of new
Lactorialgroups in the Sud-Loire-Océan, Atlantique,
and Touraine-Poitou regions, as well as a group
dedicated to organic milk production. 60 producers
have therefore joined the Lactorial network which
now has 400 members across the whole territory.
Since the summer, Agrial has also been offering
a specific production cost calculation for goats’
milk producers, an initiative which has already
enabled some thirty analyses to be undertaken.
Finally the buildings service
has been very busy in 2017,
supporting members in their
projects, especially in the area
of renewable energy (PV and
anaerobic digestion).

Building up our presence abroad is key for Agrial’s
Dairy Division. The purchase in June 2016 of Guilloteau
made good sense. It has already seen
its sales increase by 8% because of the
synergy of the marketing teams and the
international development of its brand
in France
Fromager d’Af f inois in Germany, the
for specialty
USA, and Australia. Thanks to a strong
butters
presence at no less than 10 international
exhibitions, our distributors and our
with Grand
own brands have all experienced strong
Fermage
growth beyond our borders in 2017.

No.1

In a world milk market subjected
to violent fluctuations, 2018 will be
highly dependent on the results of
negotiations with wholesalers in the
context of the French National Food
Conference and on what will become
of the 380,000 tonne stock of milk
powder across Europe. However,
such situations must not side-track
us from our Horizon 2025 strategy
objectives or from the everyday
support of our members. In the
coming months, we will, for example,
promote the synergy between all
Agrial’s organic products in order
to add more value. This is also the
direction of our goat plan which
we will pursue in 2018 and which
should enable us to bring in some
twenty new goats’ milk producers.
We then wish to pursue the
development of all our brands
abroad with particular attention this
year to the presence of Soignon in
Spain and the Scandinavian countries
where the consumption of goats’
cheese is significant, in order to
strengthen our position as European
leader in this market. Finally, the
recent establishment of the Nutrition
& Ingredients Department should
enable us to add more value to
whey in Europe and internationally
so as to turn it into a genuine
means of adding value by 2025.
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FRESH PRODUCE

FRESH PRODUCE DIVISION
Thanks to its development in Europe and its new products, Agrial’s
Vegetable Division continues to hold its position as European leader in
fresh, ready-to-use vegetables.
It is extending its business to fruits and so has taken the name
Fresh produce Division.

180

900,000

members

producing vegetables

tonnes

of vegetables of which 116,000
tonnes grown by our members

€1.3
billion

12,600

turnover in 2017

employees

HORIZON 2025 OBJECTIVES

Strengthening our
position as a major
European player in fresh
vegetables
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Perfecting our expertise
and exporting it
internationally

Developing ready-to-use
fresh fruit
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FRESH PRODUCE

Confirming its wish to maintain its position as top class
player in fresh vegetables in Europe, the Fresh Vegetables
and Fruits Division continues to develop beyond the borders
of France. With a turnover of 690 million Euro, its business
abroad represented 54% of the total business of the Division
in 2017. Van Oers is constructing a new site in Holland at the
very heart of its haricot bean and Brussels sprout production
area, and is also strengthening its position in Spain and France.
Florette is building up its presence in the UK
following the purchase of My Fresh Prepared
Produce Ltd, a business specialising in fresh
ready-to-use salads situated near Liverpool,
of vegetables
the site is the biggest of all the Florette sites
supplied by
in terms of production capacity. After Axgro
in 2016, this takeover will enable Florette
members
to improve its offer, extend its range, and
in 2017
increase its share of the UK market, the
foremost market in Europe for the ready-to-use
range (Category 4). In Spain, the strong growth
in demand has translated into investment in
several Florette Iberica sites. Créaline has also
of production
decided to deploy its organisation beyond
to be organic
France, in Germany and England first. These
by 2021
countries will initially be supplied by the plant
at Lessay in the Manche Department. It has
been the subject of significant investment, aimed at tripling
its production capacity and establishing an innovation centre.
The new production lines came into service in October and
will support the business’ strong progress.

+9%

54%

2017 was a difficult year for the Category
1 (fresh and raw) department of the Fresh
Vegetables and Fruits Division, faced
of turnover
with a deteriorating situation in certain
outside
products. Stagnation in the consumption
of carrots and a reduction in imports from
France
the UK adversely affected the market. As
regards potatoes, overproduction due to a very big
harvest caused a reduction in prices.
The FO’s activity was satisfactory in 2017 with a
volume supplied by members of 116,400 tonnes,
an increase of 9% compared with the previous
year. Salads largely contribute to the FO’s sound
performance with volumes continuing to increase
in the Category 1 range as well as the Category 4
range due to Florette’s increase in market share.
Also to be noted is a good season for leeks with
sustained prices and good yields.
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The Priméale teams are ready, along with FO
producers and partner suppliers, to develop new
practices in agriculture which are more efficient
and respectful of the environment and Mankind.
Various solutions are being tested to reduce
interference with cultivation by relying, amongst
other things, on mechanization and robotics
developed in par tnership with star t-ups and
research centres. These measures, mainly shared at
Division level, are also shared at Group level and the
Group has included in its Horizon 2025 strategic plan
work on “wholesome and sustainable agriculture”.
And also in response to new demands by consumers,
the Division has adopted the ambitious objective
of developing organic vegetables: 10% at least of
the production within 4 years. Steps have already
been taken in 2017 with Créaline soups and Florette
salads and vegetables.

10%

A s with ever y year, the marketing
teams of the Fresh Fruit and Vegetables
Division are proving their creativity
by bringing new products to market.
Surprising the consumer with new tasty
experiences, developing organic ranges,
or even introducing new packaging
which is more convenient are some
of the initiatives undertaken by these
entities. But the distinctive feature
of 2017 has indisputably been the
new impetus given to the fresh fruit
business after the successful launch
of Fraîcheur Florette thanks to the
know-how of Florette Food Service.
Ready-to-use fresh fruit enables the
Division to cater for new times when it
would be eaten, such as at breakfast
or as a dessert. For Créaline also, fruit
is a very recent introduction since 3
benchmark vegetable and fruit juices
were launched in the Spring. This new
venture into fresh fruit is a strategic
issue for the Agrial Group.
In 2018, the Fresh Vegetables and
Fruits Division will continue to develop
operational excellence and synergy
between all the entities in the pursuit
of organic growth. The safety at work
improvement programme, which has
been satisfactorily taken on board,
remains a priority, however. Finally,
innovation is at the hear t of both
Priméale’s and Florette’s concerns and
it demonstrates our wish to satisfy
consumers in their quest for more and
healthier vegetarian food.
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BEVERAGES

BEVERAGE DIVISION
Agrial’s Beverage Division has experienced contrasting developments
in 2017 with good progress in the American businesses but continued
decline in the French market for cider, leading to an upstream/
downstream structural imbalance.

600

members

producers of cider fruit

130,000
tonnes

of apples harvested
and processed

€230
million

800

turnover in 2017

employees

HORIZON 2025 OBJECTIVES

Supporting cidre / cider
categories in France
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Pursuing and
consolidating success in
the United States

Growing internationally...
with purpose
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BEVERAGE

30%

2017 did not bring about a reversal of the downward
tendency in the French cider market which had
already begun some years earlier. The Agrial
Beverages Division has therefore been obliged to
put in place a support plan for members to facilitate
the alleviation of the upstream/downstream
structural imbalance which is affecting cider
fruit at the moment. This plan takes the shape of
non-contractual harvesting and non-renewal of
contracts when they reach their term, along with
incentives to remove trees which accounted for
250 hectares, or 7,000 tonnes of apples, in 2017.
Weather conditions, notable for significant periods
of winter frost and summer drought, have also
had a significant effect on production volumes.
About 130,000 tonnes of cider fruit were therefore
harvested in 2017, i.e. a decrease in production of
15% compared with 2016 and half of this was due
to the weather conditions.
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Against this complex backdrop, Agrial continues to
provide significant technical support to members.
This includes, for example, making available
decision-aiding tools such as RimPro, software
linked to a weather station which offers precise
and responsive guidance about
mea sures to t ake reg arding
orchards. It is also a question
of developing agriculture
purchasers in 2017 of
which has greater respect for
the new brand
the environment through the
La Mordue
introduction of pilot projects:
use of alternative methods such
as beehives and nest boxes for tits, participation
in the ‘Orchards of Tomorrow’ research programme
aimed at reducing the use of inputs in orchards,
drafting of ‘Ecusson’s Nature Quality’ charter which
formalises good cultivation practice, etc.

300,000

The Cooperative is also carr ying out a major
programme to convert orchards to organic in order
to respond to the growing global demand. To this
end, we are making available to those members who
so wish, all the necessary technical skills which will
help them convert to organic agriculture under the
best conditions. As a result, in 2017, of the 6,500
hectares of orchards cultivated by Agrial members,
700 are already being cultivated using the organic
agriculture model.

Although the French cider market continues to shrink both in
volume and value, Agrial’s Beverages Division has shown its
proactivity in 2017 by launching La Mordue, a new cider brand
aimed at modernising the image of our products and targeting
younger French consumers. In its first year, La Mordue has
yielded very positive results as 300,000 people have already
tried the product and the repeat purchase rate has reached
35%. As regards the French market in fresh juice, the Beverages
Division has suffered from the partial delisting of Danao and
Sunny Delight products and this has had a significant impact
on sales volumes. However, if we set aside the impact of this
delisting, Danao sales are stable compared with 2016 and
Sunny Delight has made progress to the tune of 14%. Finally
the Breizh Cola and Lancelot brands continue to grow both in
volume and value.
As regards the American market, 2017 confirms the
sound progress of the business Manzana, mainly
due to the sales of cider vinegar and North Coast
branded products even though a quality problem
of the turnover
in the first half slowed marketing development
of the Beverage
in compotes. Since the takeover of Manzana,
Division
the strategy that the Beverages Division has put
achieved abroad in place has in fact enabled the creation and
development of an organic brand with a strong
image, North Coast , which has experienced a doubling of
its turnover every year since 2014. As to the Seattle Cider
business, it has, since its acquisition in 2016, experienced its
first full financial year as part of the Agrial Beverages Division.
Although cider is doing rather well in a buoyant American
market, the decline in beer over several months has had a
severely adverse effect on business activity. Because of the
development of these two businesses, the Beverages Division’s
international business represents 44% of the total turnover
of the Division in 2017.

44%

As the cider market
in France continues
to decline, Agrial will
of orchards
be obliged to pursue
to be organic
action plans in 2018
within 5 years to limit production of
cider fruit. However,
the Cooperative will continue to give
strong support to its members to
promote their conversion to organic
as our ambition is that this model
should be adopted by 30% of our
members’ orchards within 5 years.
As for the industrial plan, we
will, in 2018, pursue an ambitious
investment programme to modernise
our production facilities and thus be
ready to foresee the products of the
future, both in France and abroad,
in full coherence with the Group’s
Horizon 2025 strategy. As of 2018,
this aim will take the form of many
innovative products, reflecting the
organic range of ciders offered by
Maison Ecusson to crêperies and
wine merchants and an initial ‘Ice
Tea’ benchmark product for the
Sunny Delight brand.
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MEAT

MEAT DIVISION
2017 is a year which marks a new departure for Agrial’s Meat Division
which, having sold its two poultry abattoirs, is building up its charcuterie
business via the purchase of two SMEs reputed
for their top-of-the-range know-how.

400 members

180 members

803,000 growing-finishing pigs

13.4 million poultry

in pigs

in poultry

€470

40 members

in eggs

112 million eggs

1,000

million

employees

turnover in 2017

HORIZON 2025 OBJECTIVES

Creating and developing
new quality procedures
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Constructing a division
based on SMEs
specialising in meat
processing with real
expertise

Adapting products to
suit new consumer
aspirations
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MEAT

With 85% of its production committed to quality
sectors, Agrial’s Pig FO will be able to develop
new approaches within the Meat Division and
particularly in the charcuterie department. As a
result, we have, along with Brient, started up a
subsidiary called ‘Porcristal’ which uses pigs bred
without antibiotics, without GMO feed, and under
practices which respect animal welfare. The Pig
FO is also researching new organic ways of raising
pigs in order to respond to the growing needs of
the processed meat business. Also of note is the
start-up of a new subsidiary - ‘Porc Normand’ - to
supply local butchers.
The development of these differentiated subsidiaries
is one of the FO’s key aims in order to add value and
make farms sustainable in the long term.

In France, 2017 has been marked by stability in
pork production and a slight reduction in poultry
production. However, the most noticeable fact is the
decline in consumption. Although the consumption
of fresh pork has already been in decline for
several years, the decline is much more recent in
charcuterie and poultry and marks a break with the
trend towards increased consumption observed
up until that time.
In 2017 Agrial continued building up its
Meat Division around SMEs in the fresh
and cooked meats sector, positioned
as quality products. This was the case
of our pork
at the beginning of the year with the
production in
purchase of Brient, a business located
quality sector
in Ille-et-Vilaine, specialising in the
production of brawn, pâtés, black
puddings, hams, roasts, and processed salads. In
spite of the high price of pork in the first half, which
negatively affected processing businesses, Brient
was able to develop its business by orientating
towards the deli counter in supermarkets and
‘home-produced’ fresh and cooked meats. The
takeover of the company Tallec at the beginning of
2018 will strengthen the charcuterie department
as regards quality brand products (Label Rouge,
IGP, Produit en Bretagne, etc.).

85%
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After a decline in 2016, Maître Jacques
has seen business increase in 2017. The
business was able to take advantage
of favourable summer weather with
of our egg
an emphasis on innovation, leading
production under
to s trong development in all it s
quality brand
product ranges, particularly roasts,
names
roulades, and kebabs. To announce its
premium positioning, Maître Jacques
has adopted a new brand identity in line with the
reality and expertise of the business in traditional
French butchery.

70%

In addition to the processing plants in the fresh
and cooked meats sector, the Division trades in
poultry and poultry meat on the Rungis Market
of National Interest. Avigros, the No. 1 flagship in
poultry is marketing a range of 1,500 products to
wholesale customers, poulterers, meat processers,
and caterers. The move towards the development of
halal products, noted in recent years, was confirmed
in 2017 in a very competitive market.

No.1

in France with brawn
from Brient

The Poultry FO’s business has increased
by about 5% in label poultr y and
remained stable in standard poultry.
This stability arises from a reduction in
of our
the production of turkeys, in line with
production is
shifts in the market, and an increase in
label poultry
chickens. The FO continues to support
its main customer LDC, which ensures
an outlet for its members in quality and quantity.
In 2017, The FO has also redirected its support
programme for refurbishment and the construction
of new buildings.

20%

Following the national trend, the 2017 production
of Agrial’s egg FO - 112 million eggs in total continues to decline in standard eggs and increase
in alternative eggs. The latter (free-range, Label
Rouge, organic) now make up 70% of production.
The key event in 2017 was the Fipronil crisis which
caused a leap in prices at the end of the year.

In 2018, the Meat Division priorities will be the
deseasonalization of the Maître Jacques business
so as to be less dependent on the weather and also
the acceleration of the growth in the production
of hams and processed salads through both Brient
and Tallec. With the recent purchase of Tallec, the
Meat Division will use 2018 to establish itself as
the foremost quality standard brand in cooked
and cold meats. It also aims to develop long-term
subsidiaries by establishing strong links with the
farmer organizations.
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2017
key figures
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2017 KEY FIGURES

SUMMARY OF KEY FINANCE DATA
in millions of Euros

Turnover

EBITDA

Net income

CONSOLIDATED INCOME STATEMENT
OF THE AGRIAL GROUP

in thousands of Euros

31 DEC 2017
Turnover

5,494,502

5,159,949

68,022

49,061

-4,636,272

-4,347,265

-635,535

-589,290

Other operating expense

-10,943

-9,859

Taxes other than on income

-54,927

-50,647

Net change in amortization, depreciation, and provisions

-118,817

-110,806

OPERATING INCOME

106,031

101,143

Financial income and expense

-22,847

-17,638

INCOME BEFORE EXCEPTIONAL ITEMS FROM CONSOLIDATED
COMPANIES

83,184

83,505

Exceptional income and expence

-2,698

1,572

Income tax

-17,818

-22,827

NET INCOME FOR CONSOLIDATED COMPANIES

62,668

62,250

697

726

-307

-289

CONSOLIDATED NET INCOME

63,057

62,687

Minority interests

-6,459

-7,112

NET INCOME (GROUP SHARE)

56,599

55,575

Other operating income
Purchases used
Staff costs

Cash flow

Liabilities

Equity

Investments

(excluding external growth)

GOOD PRACTICE IN THE FINANCE FUNCTION

BY YVES JACOBS, AGRIAL CHIEF FINANCIAL OFFICER

 Speed and reliability
Speak with data
The bad news first!
Improvement is infinite
60% improvement straightaway
Think ROCE: return on capital employed

58

ANNUAL REPORT 2017

31 DEC 2016

Share of income of associated undertakings
Amortization of goodwill
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2017 IN FIGURES

CONSOLIDATED BALANCE SHEET FOR THE AGRIAL GROUP
in thousands of Euro

31 DEC 2017

ASSETS

Gross Value

31 DEC 2016

Amortization,
depreciation and
provisions

Net Value

Net Value

Intangible assets
- Intangible business assets
- Other intangible assets

96,852
66,527

-29,974
-37,183

66,878
29,344

60,404
27,857

Goodwill

451,413

-60,443

390,970

339,862

2,346,521

-1,546,827

799,693

736,875

121,498

-14, 680

106,817

110,494

5,791

6,571

Property, plant and equipement
Long term investments
Shares in associate undertakings
TOTAL NON CURRENT ASSETS

5,791
3,088,601

-1,689,107

1,399,494

1,282,064

Inventories and work-in-progress

627,613

-18,058

609,555

554,855

Trade receivables

658,779

-30,889

627,891

584,190

Other receivables

246,123

-1,473

244,650

214,390

55,276

-6

55,270

24,994

134,110

134,110

119,879

15,021

15,021

13,562

Marketable securities
Cash at hand
Prepaid expenses
Accrued expenses

6,452

TOTAL CURRENT ASSETS

1,736,923

-50,426

1,686,497

1,518,321

TOTAL ASSETS

4,825,523

- 1,739,533

3,085,991

2,800,385

LIABILITIES
Share capital

ANNUAL REPORT 2017

31 DEC 2016

Before appropriation

Before appropriation

106,736

100,256

Share prenium accounts

11,614

11,614

Revaluation differences

9,817

9,817

Reserves - Group share

609,787

572,473

56,599

55,575

794,552

749,735

52,107

48,933

6,459

7,112

TOTAL MINORITY SHAREHOLDER'S EQUITY

58,566

56,045

OTHER SHAREHOLDER'S EQUITY

73,452

73,545

INVESTMENT GRANTS

20,370

20,407

Provision for risks

15,571

17,582

Provision for costs

49,799

46,135

Goodwill liabilities

7,900

8,858

73,270

72,575

1,020,617

875,791

Trade payables

741,236

667,389

Other debts

297,469

278,568

6,459

6,331

TOTAL DEBTS

2,065,781

1,828,079

TOTAL LIABILITIES AND EQUITY

3,085,991

2,800,385

Net income - Group share
TOTAL GROUP SHAREHOLDER'S EQUITY
Minority interests in consolidated reserves
Minority interests in net income

TOTAL CONTINGENCY PROVISIONS
Loans and financial debts

Prepaid income
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2017 IN FIGURES

BALANCE SHEET FOR THE COOPERATIVE
in thousands of Euro

31 DEC 2017

ASSETS
Intangible assets
Tangible assets

INCOME STATEMENT OF THE COOPERATIVE
in thousands of Euro

Turnover

31 DEC 2016

2,098,873

2,179,326

17,219

20,415

-2,010,318

-2,087,237

-5,276

-5,021

Staff costs

-64,328

-67,071

Transfers to amortization, depreciation and provisions

-15,956

-19,340

Other income
Purchases used
Taxation and similar payments

Other charges

-5,145

-4,640

OPERATING INCOME

15,069

16,432

INCOME BEFORE NON-RECURRING ITEMS
EXCEPTIONAL INCOME
Employee share of the profits of expansion
Taxation on profits
NET INCOME

4,995
20,064

3,195
19,626

7,425

2,479

-15

-43

-1,800

-861

25,674

21,201

11,924

9,678

2,246

2,034

369,175

262,148

107,027

104,255

426,112

9,890

416,222

415,000

281,716

525,494

521,289

Inventories and work-in-progress

186,117

1,605

184,512

156,908

Receivables from associates and associated accounts

75,386

11,007

64,379

73,125

154,317

586

153,731

152,547

65,318

37

65,281

67,273

Other receivables
Subscribed and called up capital unpaid

2,620

2,620

2,559

Cash

3,359

3,359

3,554

Prepaid expenses
TOTAL CURRENT ASSETS
TOTAL ASSETS

LIABILITIES AND EQUITY
Equity capital
Merger premium
Revaluation reserves
Reserves

Investment grants
Statutory provisions
TOTAL EQUITY CAPITAL
TOTAL OTHER EQUITY
Provision for risks

2,259

3,055

489,377

2,259
13,235

476,141

459,020

1,296,587

294,951

1,001,636

980,309

31 DEC 2017

31 DEC 2016

Before allocation

Before allocation
106,736

100,255

11,614

11,614

9,817

9,817

458,111

448,024

25,674

21,201

12

17

1,960

3,960

613,924

594,889

40

40

3,862

4,215

Provision for charges

12,610

14,535

TOTAL PROVISION FOR RISKS AND CHARGES

16,472

18,750

Loans and funding liabilities

79,739

60,448

Payables to associates and associated accounts

155,249

153,654

Payables and associated accounts

91,843

101,007

Other liabilities

44,298

51,506

72

14

371,200

366,630

0

0

1,001,636

980,309

TOTAL LIABILITIES
Translation adjustments
TOTAL LIABILITIES AND EQUITY
ANNUAL REPORT 2017

Net Amounts

807,210

Deferred income
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Net Amounts

TOTAL FIXED ASSETS

INCOME

INCOME FROM FINANCIAL OPERATIONS

Amortization,
depreciation and
provisions

Long term investments

Customer receivables and associated accounts

31 DEC 2017

Gross Amounts

31 DEC 2016
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