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VIEW POINTS QUESTIONS ASKED
TO ARNAUD DEGOULET, CHAIRMAN,
AND LUDOVIC SPIERS, CEO OF AGRIAL.

A new
dimension
for Agrial

ARNAUD DEGOULET CHAIRMAN AND LUDOVIC SPIERS, CEO OF AGRIAL
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What has been the backdrop
to agriculture in 2016?
Arnaud Degoulet: 2016 was a bleak year for French
agriculture, which was marked by two main events:
the summer and autumn harvests were catastrophic
both in quantity and quality due to unfavourable
weather conditions, and an imbalance between
supply and demand led to a very severe milk crisis
both in Europe and across the world. Faced with
this situation, which has had a significant impact
on producers’ income, Agrial has implemented a
number of plans for specific measures for members.
These aimed at financing the production cycle and
improving operational performance by bolstering
technical and economic support.

How has this affected the
Cooperative's activities?
A. D.: The total summer grain harvest, was down by
25%: this decrease was smaller than that observed
for the Centre and East of France. However, the tonnage marketed during the calendar year was slightly
above that of 2015, taking into account the high level
of exports that was achieved in the first two quarters. Milk collection, which displayed strong growth
in the first half of the year, was unable to maximise
value for milk producing members. This difficult
situation led to a reduction in dairy production, which
began this summer alongside a decrease in the
agricultural supplies, cattle feed, and livestock
rearing equipment.

You experienced a significant event
at your annual general meeting:
a merger with 8 cooperatives.
A. D.: This was indeed a great day for the cooperative
sector. The General Meeting voted in favour of the
merger of Agrial with the 7 shareholder cooperatives
of Eurial and Les Vergers du Pays d’Auge - a cider
cooperative. These mergers constitute an additional
step towards the creation of a solid, structured,
Dairy division within Agrial. Agrial’s governance
arrangements are being progressively introduced
into the new territories. This is particularly true for the
"Agrial regions", an essential component in keeping
members close and in managing the cooperative experience.

Is Agrial still enjoying
a period of dynamic growth?
Ludovic Spiers: The Group has continued advancing, notably in its food processing sectors.
Conquering value-adding markets is one of our
strategic aims, and this will increasingly take
place abroad, in countries or continents that
have prospects for sustained growth. A third of
Agrial’s food processing turnover comes from
beyond French borders, and this share will continue
to grow in the coming years. The Vegetable
division is already firmly established in Europe
in terms of fresh packaged and ready-to-use
vegetables, and is working at new facilities just like
the Dairy division. Outside Europe, Agrial has a presence in the United States in the apple processing
and cheese manufacturing sectors, and in Africa in
vegetable production. This provides security in vegetables sourcing throughout the year. Developments
are also being pursued in France, with the continuation of the plan to invest in grain storage silos, and
the acquisitions of Guilloteau cheese maker, which
owns the Pavé d’Affinois brand, and the company
Jean l’Hourre, which specialises in shipping packaged
fruit and vegetables. Agrial therefore continues to
grow by anticipating market developments, with
the aim of adding value and making production
rights available to its members.

12.7 M
IN FINANCIAL RETURNS
FOR MEMBERS

Conquering
valueadding
markets

the EBITDA amount to €212 M, 5% increase on the
previous year. Due to the expansion of the scope of
consolidation for the food processing divisions, the
turnover of Agrial Entreprise this year represents
64% of that of the Group, against 60% in the 2015
financial year. Because of these good results, the
Board of Directors proposes to return €12.7 M to members, paid partly in cash and partly in an allocation of
savings shares.

Agrial has focused on innovation.
What are your main aims as regards
innovation, research and development?
L. S.: Our direction is defined by identifying the
major emerging trends that could change our environment and our sectors. The aspects we are working
on include the enhancement of by-products, food
processes, sustainable agriculture, mastering energy
and resources, digitising processes and responding
to the expectations of society. All of this involves
the work of some one hundred people. Agrial also
collaborates with many start-ups, and develops
public and private research partnerships. The Group
wishes to be open to every talent and to give
everyone the opportunity to express their innovative
capabilities.

The Horizon 2025 strategic plan
is being prepared. How is it going?
A. D.: The conclusions of this plan will be unveiled at
the General Meeting in May next year. The reflective
process began 18 months ago, and brought together
many elected officials and employees, from every
field and at all levels. It should lead to a genuine road
map that will guide Agrial’s growth for the next few
years, incorporating the issue of the meaning and
values held by the Cooperative’s activities. We must
take into account new economic, environmental,
and societal challenges, and reflect on the future of
farming, which will soon be strongly impacted by the
digital revolution and technological developments.
Ultimately, we must redefine Agrial’s institutional
identity, share it to obtain the support of our
members and employees, and communicate it to
all our partners.

What is your take on
Agrial’s performance?
L. S.: Despite the difficult farming situation, the
diversity of the Group's activities has enabled it
to achieve a sound performance. Turnover has, for
the first time, crossed the €5 billion threshold, due
in particular to the effects of external growth, and

3

DEVELOPMENT
OF TURNOVER

KEY
FIGURES
2016

in millions of euros
4,233

2014

5.2

BILLION
EUROS

4,776

2015

5,160

2016

DISTRIBUTION OF TURNOVER

by division

Dairy: 39%
Vegetables: 25%
Upstream: 20%
Rural distribution: 6%
Beverages: 4%
Meat: 3%
Machinery: 2%
Seeds: 1%

THIS IS THE GROUP’S TURNOVER IN 2016

+8%

THIS IS THE GROWTH IN TURNOVER IN 2016

14,000
MEMBERS

20,300
EMPLOYEES
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DISTRIBUTION OF STAFF

by division

Vegetables: 57%
Dairy: 23%
Upstream: 6%
Rural distribution: 5%
Beverages: 4%
Meat: 3%
Machinery: 1%
Seeds: 1%

EBITDA

CASH FLOW

NET INCOME

in millions of euros

in millions of euros

in millions of euros
63

203

212
44

160

2014

2015

2016

2014

INVESTMENTS
(EXCLUDING EXTERNAL GROWTH)

in millions of euros
100

160

52

107

122

2015

2016

EQUITY

2014

2015

2016

DEBT

in millions of euros
824

105

174

in millions of euros
900

705

719

729

2015

2016

459

2014

“

2015

2016

2014

2015

2016

2014

AGRIAL’S BEST FINANCIAL RESOURCE:
OUR OWN PERFORMANCE
ANALYSIS
BY YVES JACOBS

CHIEF FINANCIAL OFFICER
OF THE AGRIAL GROUP

Agrial Group continues to grow and this year its turnover crossed the €5 billion
threshold. In order to support the Group’s development, Agrial has this year undergone
a complete re-organisation of its financial structure.
This operation enables the Group to simplify its debt structure and lengthen the maturity period, whilst benefiting from the currently attractive conditions of the financial
markets. But it is also through its own performance that the Group wishes to make progress in generating cash, supported by operational excellence on a daily basis.

5

THE COOPERATIVE'S TERRITORY
THE COOPERATIVE’S TERRITORY COVERS

IT IS ORGANISED INTO

19 departments
COTENTIN
Valognes

18 regions

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

Créances

Livarot

ORNE CENTRE ET EST - Argentan
BOCAGE ORNAIS - Briouze

ILLE-ET-VILAINE NORD
Javené

SARTHE NORD - Vivoin
Le Mans

ILLE-ET-VILAINE SUD
Cesson-Sévigné

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

Nantes

ATLANTIQUE
Campbon
SUD LOIRE OCÉAN
Bellevigny

INDRE-ET-LOIRE / INDRE / VIENNE
Reignac-sur-Indre

ALPES SUD-EST - Crest

PRODUCTION ORGANISATIONS
Milk
Eggs
Cereals and Seeds
Vegetables
Apples for processing
Cattle
Pigs
Poultry

January 2017
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AGRIAL’S PRESENCE IN THE WORLD
AGRIAL’S MAIN SITES AND OFFICES ACROSS THE WORLD

Caen

Rennes

Laval

Angers
Nantes

Rouen

Cooperative and Agrial Group
Seeds: Agrial, Benoist Sem, Centre Sem, Semara
Rural distribution: Districo, Végam
Machinery: Élevance, Lactamat, Sama, SM3, V3Pro
Beverages: Eclor, Bellot, Écusson, Kerisac, Loïc Raison
Dairy: Eurial, Agrilait, Bio nat’, Couturier, Grand Fermage, Maestrella
Merci Chef, Pavé d’Affinois, Soignon
Vegetables: Créaline, Florette, Priméale
Meat: Avigros, Brient, Charcuterie Cosme, Maître Jacques

Le Mans

Tours

Poland

United States

Africa
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THE BOARD OF DIRECTORS

THE BUREAU

OTHER BOARD DIRECTORS

Chairman
Arnaud Degoulet

Pierre-Joseph Aufranc
Rémi Bézard
Richard Boyer
Sébastien Cantet
Pascal Carreau
Jean-Luc Chéreau
Sébastien Chevalier
Éric Coignard
Benoît Drouin
Didier Duclos
Jean Gautier
André Gorju

1st Vice-chairman
Bernard Guillard
2nd Vice-chairman
Jean-Luc Duval
Vice-chairmen
Pierre Hermenier
Pascal Le Brun
Philippe Marie
Treasurer
Jean-Yves Rissel
Secretary
Philippe Potier
Other Members
Sonia Boudet-Guth
Pascal Heurtel
Jean-Luc Rabillard
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Éric Guellaff
Pascal Jourdan
Jacques Laborde
Mickaël Lamy
Frédéric Lecerf
Catherine Leffray
Éric Lemonnier
Alain Louvet
Denis Mariette
Dominique Marquer
Bruno Martel
Jean-Philippe Osmond

Bruno Paynel
Rémi Pelhate
Alain Ramaugé
Xavier Trincot
Guest
Sébastien Ballu,
Chairman of the Youth Commission

THE EXECUTIVE COMMITTEE
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02
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06

07

08

09
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01- LUDOVIC SPIERS
Chief Executive Officer
02- CHRISTIAN CLARYSSE
Executive Vice-President
Upstream, Rural Distribution and Seeds Divisions
03- OLIVIER ATHIMON
Executive Vice-President - Dairy Division
04- PATRICK LEPELLEUX
Deputy Executive Vice-President - Dairy Division
05- BERTRAND TOTEL
Executive Vice-President - Vegetable Division
06- FRANCK MALINOWSKI
Executive Vice-President- Beverage Division
07- DIDIER SECOUÉ
Executive Vice-President - Machinery Division
08- YVES JACOBS
Group Chief Financial Officer
09- OLIVIER FRADY
Executive Vice-President - Group Development
10- PATRICK BUNEL
Executive Vice-President - Group Human Resources
11- MICHEL MARIETTE
Executive Vice-President - Group Communications
and Institutional Relations
12- ÉRIC LESAGE
Executive Vice-President - Group Innovation,
Research & Development

AN ORGANISATION STRUCTURED IN

4

AGRICULTURAL
DIVISIONS

4

FOOD PROCESSING
DIVISIONS

Upstream
• Agricultural supplies
• Animal feed
• Cereals
• Pigs
• Cattle
• Eggs
• Table poultry

Seeds

8 DIVISIONS

Rural Distribution

Machinery

Multiplication
of seeds for
straw,
cereals,
maize and
fodder

Agricultural and retail
distribution
• Gardening
• Pets
• DIY
• Agricultural inputs

Distribution of
agricultural and
livestock farming
equipment

Beverages

Dairy

Vegetables

Meat

Production,		
processing and
marketing
of beverages and
apple-based products

Collection and
processing of milk
into dairy products
and ingredients

Production
packaging
and processing
of fresh vegetables

• Poultry trading
• Processing
of fresh
meat
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DEVELOPMENTS
AT AGRIAL
JANUARY
PRIMÉALE TAKES OVER
THE COMPANY JEAN L’HOURRE
Priméale acquired the company Jean
l’Hourre, based in Brittany and specialising in the shipment and exportation of processed fruits and
vegetables under the brand names
Prince de Bretagne and Jean l’Hourre.

MAY

JULY
“LES TOQUÉS DU FRUIT”!
A NEW CONCEPT
FOR FLORETTE
With this acquisition,
Florette has been enriched by an innovative
range of fresh fruitbased purées, coulis and
culinary preparations.

8 COOPERATIVES MERGE WITH AGRIAL

FLORETTE TAKES OVER THE BRITISH COMPANY
AXGRO FOODS LTD.

The General Assembly voted in favour of the merger of Agrial with the 7 shareholder cooperatives of Eurial and Les Vergers du Pays d’Auge - a cider cooperative.
This merger becomes effective on 1 October.

Axgro Foods Ltd. specialises in ready-to-eat beetroot,
which forms part of the Superfood Salad range
launched by Florette in 2015.

OCTOBER
JUNE
EURIAL BUYS THE GUILLOTEAU COMPANY
The cheese maker Guilloteau, known for its brand
Pavé d’Affinois, joins Eurial.
Agrial’s Dairy division has
strengthened its position in
high added-value products,
as well as its international
presence.
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ACQUISITION OF THE AMERICAN CIDRERY
SEATTLE CIDER COMPANY
With the acquisition of the American cidrery Seattle
Cider Company, based in Seattle (Washington State),
the Beverage division has positioned itself in the
American cider market, which is growing rapidly. It is
going to introduce its brands and new products, specifically designed for Anglo-Saxon countries.

3

MILLION LITRES
OF CIDER PRODUCED
BY SEATTLE CIDER

LIFE
IN THE GROUP
FEBRUARY

JUNE

AGRIAL, PARTNER OF WEFARM UP

LAUNCH OF AGRI'UP

WeFarm Up is an internet platform for the hire of agricultural
equipment. With this partnership, Agrial completes its offer of
services and equipment to its members.

Agrial, the Crédit Agricole de Normandie, the Regional Chamber of Agriculture of Normandy and Pôle TES came together to
launch Agri’Up. This programme aims to promote start-ups on the
connected agriculture market.

FEBRUARY-MARCH
SOIGNON IS PRESENT FOR THE FIRST TIME AT THE
INTERNATIONAL AGRICULTURAL SHOW IN PARIS
At a stand of almost 150 m2, the leading brand in goat's cheese
and the ultra-fresh goat's milk has exhibited its know-how and
promoted the benefits of yoghurt and goat's milk desserts.

OCTOBER
CREATION OF AXIOM
ADN and Gène+ have come together to create AXIOM, the French
leader in pig genetics. The aim is to offer a prolific and profitable
genetic strain to French breeders.

APRIL
CONTRACT WITH MCDONALD'S
McDonald's France, Florette Food Service and
Agrial’s Vegetables FO sign a three-year contract to
supply Batavia and Iceberg lettuce to McDonald's
restaurants.

300 t

OF BATAVIA LETTUCE SOLD
IN PARTNERSHIP
WITH MCDONALD’S
IN 2016
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THE LIFE
OF MEMBERS
COOP INVESTMENTS
A PORTFOLIO OF €140 MILLION
IN FIVE YEARS
The development plan, launched in 2013, focuses on the creation
or modernisation of storage silos, stores and factories for the
manufacture of livestock feed and seeds.

SPRING-AUTUMN
THREE MAJOR INNOVATIONS ON THE EXTRANET
As of June, the video "Agri News Marché" every month provides
an update on the grain, oil seed and legume markets. La Bourse
aux Grains offers daily market information. The decision-making tool "Atland
by Agrial" is a web solution
for the management of
plant production.

JULY
RENEWAL OF AUTHORISATION
FOR PHYTOSANITARY PRODUCTS
Agrial, Districo and Végam
have had their authorisation
renewed by 6 years, allowing them to distribute
and use phytosanitary
products.

JUNE
THE RURAL DISTRIBUTION DIVISION USES
ITS SKILLS AND KNOWLEDGE IN THE REGIONS
The after-sales service, until now centralised in Coutances (Manche),
will in future be located in the regions. The objective is to improve
customer service through closer proximity and decreased response
times.

OCTOBER
THREE NEW "AGRIAL REGIONS"
As a result of the merger with the Eurial cooperatives, Agrial has expanded its territory and created three new “Agrial regions", bringing
the number of regions to a total of 18.

18

AGRIAL REGIONS
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FOCUS
ON THE GROUP’S
BRANDS AND
TRADE NAMES

SUMMER
XXL KEBABS
BY MAÎTRE JACQUES
Maître Jacques offers extra-large
kebabs for lovers of chicken or beef
kebabs, the meat being of French
origin. Available from the traditional
butcher’s counter during the summer
season (mid-March to mid-September
these extra-long kebabs are prepared by hand.

APRIL
ÉCUSSON LAUNCHES
“CIDRE & CERISE”
(CIDER & CHERRY)
With “Cider & Cherry”, Écusson
continues to create new flavours
to revitalise cider consumption.

OCTOBER
A FOOD PROCESSING TROPHY FOR PRIMÉALE
Priméale has won the
Food Processing Trophy,
awarded by the Chambre
régionale d’Agriculture
(Regional Chamber of
Agriculture) and Irqua
Normandie. Thanks to its
2.5kg “Mes légumes pour la
semaine” (My Weekly Veg)
bag, the fresh packaged
vegetable brand stood out
in the “convenience” category.

STOP THE WASTE
WITH FLORETTE
Florette helps consumers
to reduce waste by offering
“bi-pack” packaging, consisting of two individual
packs.

SOIGNON EXPANDS ITS RANGE
The goat's milk brand has developed a new generation of cheeses
and ultra-fresh products, such as the creamy log, moulded fresh
goat's milk, chocolate cream dessert, natural blended goat's milk
yoghurt and blackberry and strawberry blended goat's milk yoghurt.

MAESTRELLA EXPANDS
ITS OFFERING
Maestrella offers frozen grated mozzarella
in 1 kg packs. Intended for professionals, the
brand has, until now, only been available
chilled. Thanks to this innovation, its export
and distribution to distant customers can
increase.
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4,500
FARMERS
JOIN
AGRIAL

27 May 2016 will remain a historic date
for Agrial. The General Meeting approved
the merger of Agrial with the 7 shareholder
dairy cooperatives of Eurial and the cider
cooperative Les Vergers du Pays d’Auge.
This merger broadens membership
and strengthens the Group’s sectors:
a significant step in the creation of a solid,
structured, Dairy division within Agrial.

“THE DIRECTORS’ VIEWS “
Bringing together
these cooperatives is a historic
course of action.

“”

Preparing for our future on the basis
of shared cooperative values
is a great opportunity.

This merger
will help us overcome
many challenges.

”

This merger will provide
better value from upstream activities.

”
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“

“

”

I would like to express the hope
that others will join us.

”

After the consolidation of Eurial’s and Agrial’s
dairy processing activities in November 2015, the
merger with Eurial’s dairy cooperatives (Colarena
Presqu’Île, Ucal, Poitouraine, Laiterie coopérative
du Pays de Gâtine, Coopérative de Chaunay, Monts
Laits, and Valsud) is a major event for the future of
dairy producers in a cooperative group of national
stature that is large enough for the world market.
In accordance with the merger agreement, this took
effect on 1st October. It is from this date that Agrial’s
governance arrangements were put in place in the
new territories. 7 directors came in to strengthen
Agrial’s Board of Directors, which now has
39 members.

An organisation
of territories within regions
4,500 farmers joined the ranks of the Cooperative,
which intends to keep in close contact with them.
In Agrial's organisation, the regions are a centrepiece of arrangements that have been put in place
to fulfil to this intention. For this reason, three new
regions have been created and a fourth has been
expanded to cover the new territory. The Cooperative is now organised into 18 Agrial regions located
throughout 19 departments in western France and
the Rhône-Alpes region. In accordance with Agrial’s
governance charter, these regions are managed
by a regional board whose Chairman is elected to
membership of Agrial’s Board of Directors.
Each region is managed by a regional manager with
a team proportionate to its activities.

N°2
AMONG FRENCH
DAIRY COOPERATIVE
GROUPS

2.38 bn
LITRES OF MILK
COLLECTED
FROM MEMBERS

N°1
IN SOIGNON BRAND
GOAT'S CHEESE

For producers, this is an opportunity to change or
develop their output. In goat's milk, Agrial wishes
to double its business with large and medium size
retailers and continue its growth in the non-domestic catering and restaurant industry. This requires
the consolidation and development of its dairy
resources. By 2020, Eurial, Agrial’s Dairy division, will
need to increase its French goat's milk collection by
25 M litres, and a plan for 100 new producers has
been launched.
Another opportunity is the production of organic
cow’s milk. As the first organic milk collection
cooperative in France, Agrial intends to continue
its development and offer new prospects for its
producers. The Group’s ambition is to double its
organic milk production by 2019.

A stronger Dairy division
Joining up with the Eurial cooperatives is an additional step in the creation of a dairy cooperative
group of international dimensions which can seize
new market opportunities beyond France's borders.
The Cooperative is currently positioned in the part
of France that has the best dairy potential, a key
factor for accessing the raw material. It has set
itself the goal of running an outlet of enhanced
value for the total volume of milk produced by
the members. Through a policy that emphasises
internationalisation, innovation, and high valueadded products, it aims to offer prospects and
visibility to producers to guarantee the permanence of their farming operations.

New sector
organisations
With the merger of the cooperatives, there are
new sector organisations in the Dairy division. The
cow’s milk sector has been expanded with two new
sectors: goat’s milk sector and organic milk.
Members are now represented by one board per
sector for the seven cow's milk pools, four goat's
milk pools, and one organic milk pool.
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A BLEAK YEAR
FOR
FRENCH
AGRICULTURE
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Two major events hit
French agriculture
in 2016.
A crisis in milk
production resulting
from a significant imbalance
in supply and demand,
and a grain harvest
adversely affected
by exceptional
weather conditions.

Despite the withdrawal of the two largest buyers
of dairy products in the world, China and Russia,
dairy overproduction in Europe lasted into the
summer of 2016. This overproduction was present
in the Netherlands, Denmark, Poland, Ireland and
Germany, and the result of the cessation of quotas in April 2015. With China buying again and the
decline of production in European countries as of
this summer, a reversal of the business climate in
2017 is envisaged. This crisis greatly affected dairy
operations, and caused a significant rate of decline
in dairy activity amongst farmers.
It has also caused an increase in the culling of cows
at slaughterhouses during the last two quarters,
which led to a decline in the prices of beef and veal.
And, to make matters worse, 2016 was a difficult
year for plant production. The poor weather in
spring, along with the summer drought, had a very
damaging effect on grain quality and yields. It also
limited the potential for maize and forage in certain regions.

-26%
REDUCTION IN INCOME
FOR FARMERS IN 2016
(SOURCE: INSEE)

9%
OF MILK PRODUCERS
HALTED PRODUCTION IN 2016

-24%
REDUCTION IN FRENCH
CEREAL PRODUCTION IN 2016

“
THE DAIRY CRISIS WE ARE GOING THROUGH
IS ONE OF THE MOST SERIOUS WE HAVE
KNOWN.
Agrial has met its responsibilities by collecting all milk produced
by its members. It has taken on its role as a cooperative against
this backdrop of overproduction, knowing that its Dairy division,
currently under construction, does not currently have all
the necessary processing facilities to utilise this raw material.
This context gives even more meaning to our plan to invest
downstream (food processing) in search of more added value.

On a national level, the common wheat yield has
been amongst the lowest of the past 30 years, and
this ignores the specific weight criterion which has
been largely below customer expectations. French
wheat, like that of the Cooperative, is difficult to
export, and importing customers tend to turn to
other sources.
This yield/quality context in 2016 is specific to
France. In Europe and in the main producing countries, yields are up everywhere and they are of
high quality. This has been reflected by a decline in
world price. As a result, French cereal growers are
being penalised in terms of both yield and price.

Agrial bolsters
its support
for its members
The support plan put in place at the beginning of
the year was strengthened in the autumn. In dairy
production, the milk offset method of payment
was modified, with the option of paying in two or
three monthly instalments.
In plant production, a cash advance of up to €400/ha
has been proposed within the context of financing
inputs for cereals, oil seed crops and legumes.
Besides this financing mechanism, the Cooperative
has stressed its technical and economic efforts to
support members in improving the competitiveness of their farms. These efforts are now available
to all territories and all types of production.
The Cooperative has also revised its trading offers
in order to take better control of production costs.
In this exceptional situation,the strong presence
of field teams who are in contact with members
has been paramount. Technical economic advisers,
technicians, veterinarians, shops and more: all are
professionals listening to producers.
The crisis, because it has been so tough and intense, has shown the limits to the liberalisation of
agriculture. It is legitimate to ask questions about
the possibility on the one hand of retaining a certain kind of regulation of production, and on the
other hand to consider using contracts to be better
equipped in the face of market volatility. Another
solution can also be investigated using insurance
arrangements, which at the moment do not have
the overwhelming support of French farmers.

PASCAL LE BRUN
VICE-CHAIRMAN
OF AGRIAL
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EVERYONE
AN INNOVATOR
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Four years after its creation, Agrial's Innovation,
Research and Development Service provides
work for some one hundred people throughout
all the Group’s areas of activity.
Innovation is also stimulated by external
sources of talent and knows no boundaries.
So the Group uses private and public
partnerships, supports start-ups and wishes
to give to each one the opportunity to express
its innovative capacities.

Innovation at Agrial is in line with issues such as
the repurposing of waste, food processing efficiency, sustainable agriculture, mastering energy
and resources, the digitalisation of processes, and
responding to the expectations of society. 200 IRD
programmes are underway. Not all of them will
succeed, but nevertheless, some will play a major
role in sustaining the Group’s activities.

By the side of start-ups
The Group is collaborating with more than 40
start-ups working on the extraction of molecules
of interest and the repurposing of waste, the
digital economy, mechanisation and agricultural
processes, operational excellence in agriculture and
food processing, and even ingredients and procedures related to food processing. In the field of
connected agriculture, Agrial has linked up with Crédit
Agricole de Normandie, the Regional Chamber of
Agriculture of Normandy and Pôle TES to launch
Agri’Up, a programme unique in Europe aimed
at speeding up the bringing to market of the
products and services offered by the start-ups. As
part of this, the Cooperative is offering start-ups
the chance to experiment with their innovative
projects in real-life situations through its Grandeur
Nature network, which comprises more than 200
farms.
Within the Club Open Innovation Normand (COIN),
of which it is one of the founding members, the
Group exchanges ideas with some forty dynamic
businesses in Normandy: DCNS, Areva, Engie, Air
Liquide, Faurecia, PSA, Hamelin, etc. The objective
is to share know-how, good practices, etc. and to
initiate calls for projects from start-ups.

In partnership with research
Other sources of talent are schools, universities,
and competitive clusters. In March 2016, Agrial
signed a strategic partnership agreement with
CEA Tech, the technological research centre of the
Alternative Energies and Atomic Energy Commission
(Commissariat à l’énergie atomique et aux énergies
alternatives). This is regarded as the top centre
for innovation worldwide, based on the number of
patents applied for. It provides a "bridge" between
the scientific world and the economic world. For
Agrial, the CEA Tech will make available and adapt
its technologies to the Group’s issues. One of the
primary ideas is to prepare for the farm of tomorrow, bring technology into farming operations, and

200
IRD PROGRAMMES
LED BY AGRIAL

40
START-UPS
IN CONTACT
WITH AGRIAL

improve energy autonomy. There is also the issue
of robotics, cobotics (robots assisting humans) and
connected sensors. Various uses can be envisaged
for these sensors: quantification and analysis of
merchandise, measurement of residues in food or
soil, etc.
In addition, Agrial keeps an eye on what is happening outside France. It supports initiatives
such as "Jugaaddict" in Africa and Asia, a way
of meeting innovative entrepreneurs who are
tackling challenges related to food supply when
resources are limited.

In contact with members
and teams
With its 14,000 members and more than 20,000
employees, the Group wishes to open up to every
talent and become a catalyst for innovation.
A number of actions were carried out in 2016,
including an innovation competition with field
teams, and a partnership with the Chamber of
Agriculture of Normandy and the MSA for the "Tips
and Tricks for breeders in Normandy” competition.
These activities will be extended and multiplied,
and will contribute to the development of a culture
of innovation within the Group.

“

INNOVATION WILL BUILD
THE AGRICULTURE OF TOMORROW,
THROUGH DECISIONS MADE TODAY
The digital age opens up new opportunities for our Cooperative and
our farming operations. It will enable us to be stronger together.
We will be able to pool our information (practices, know-how,
observations, etc.) within our Cooperative to take advantage of the
largest possible database, capable of guiding everyone towards
improving the performance of their farms. A good way to combine
collaborative and cooperative relationships.

JEAN-LUC DUVAL
VICE-CHAIRMAN
OF AGRIAL
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NEW
PRODUCTS
TO DELIGHT
THE CONSUMER
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On competitive markets,
Agrial’s food processing brands
are very active in order
to satisfy consumers
and anticipate the major trends.
These brands offer products based
on seasonality, local sourcing, taste,
convenience, and health benefits.
The divisions are pursuing their
product innovation strategy
and continuing to reap
the rewards.

Regional and
seasonal products
Eurial offers many regional products, PGI or
PDO. Agrilait Mon Lait de Normandie UHT milk,
Agrilait churn butter produced in Brittany, and
Grand Fermage crème fraîche won prizes at the
Salon de l’Agriculture in Paris. More recently, PDO
butters and cheeses under the Grand Fermage and
Soignon brands received awards at the Concours
des Saveurs régionales (Regional Flavours competition) in Poitou-Charentes.
Créaline, the brand of soups and fresh purées within
the Vegetable division, has renewed its recipes in line
with the seasons: aubergine, courgette, pea, and
triple-vegetable this summer, and sweet potato,
butternut-chestnut and leek-potato this winter.
Florette has developed a range of autumn salads
in packs composed of lamb’s lettuce, beetroot,
rocket, chicory, etc. It also highlighted the cooperative origin of the brand.

A range of flavours
Priméale, the fresh vegetable brand, unveiled its
top range of fresh beans at the end of the year.
Extra Gourmand (stringless green beans), runner
beans, snow peas, and sugar snap peas have filled
the shelves.
Soignon has extended its range of blended
goat's milk yoghurt in natural and in blackberry and strawberry flavour. The cheese brands
Pavé d’Affinois and Fromager d’Affinois have
launched two sweet and hot pepper specialities,
adding spicy flavours to the mildness of the cheese.
Meat producer Maître Jacques has enriched its
range of fondues and planchas with new recipes: “olive oil and Provencale” and “shallot and
Oriental” beef fondues, and “Mexican and spiced
honey” and “lemon thyme and barbecue” pork
planchas.
In Spain, Florette has launched a range of salads
from around the world: Mexico, a mix of iceberg
lettuce, red cabbage and oakleaf lettuce with
a guacamole sauce and nachos; and Japan, an
assortment of tatsoi, rocket and red lettuce
with soy sauce and wasabi cheese. It also offers
toppings: seed crisps, red berries and mango, and
crunchy cheese.
As regards cider, Écusson’s Cidre & Cerise (Cider &
Cherry) joins the fruit-flavoured range.

New concepts
Florette’s “Micro” steamed recipes marketed in
Spain this autumn are microwaveable vegetable
assortments that are ready in 5 minutes.
The Fraîcheur Florette range comes in highly
transparent packs enabling a better view of the
products. They include a wide selection of chopped
and packaged fresh fruits and vegetables that are
ready to eat or cook.
With the acquisition of the “Les Toqués du Fruit!”
concept, Florette can offer an innovative range
of purées, coulis, and fresh fruit-based culinary
preparations, sold in supermarkets.

Health benefits

“
OUR COOPERATIVE
ORGANISATION MAKES
A DIFFERENCE
One of Agrial’s strengths is to continuously refresh the product
ranges offered to consumers. The
dynamism of our teams in innovation and marketing guarantees
added value for our agricultural
produce. With its strong brands,
Agrial offers tasty, healthy products. Our commitment to quality is
rooted in our farming operations.
From production to processing,
everyone should abide by their
commitment to quality in order
to provide better products and
differentiate themselves in competitive markets. Our cooperative
organisation makes a difference,
and it makes us strong.
BERNARD GUILLARD
VICE CHAIRMAN OF AGRIAL
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At the end of the year, Soignon led a campaign
about the nutritional benefits of goat's milk, followed up in the press and in the waiting rooms of
7,000 paediatricians and general practitioners.
In the UK, Florette launched a Smoothie Mix range
(fresh ingredients for making a smoothie) with
two healthy recipes that provide fibre, proteins, and vitamin A: Superfood and Energy
Mix. Its Superfood Salad pack is also appreciated
on the British market.
In Spain, Florette has added to its range two
recipes offering health benefits: Óptima, low on
calories, and Superfood, consisting of kale , carrots,
dried fruit and nuts, sunflower and orange sauce.
Danao has launched the “Danao Mon Petit dèj”
range: a mix of fresh fruit juices, milk and cereals
for breakfast.
Créaline offers a reduced-salt range, such as the
5 Winter Vegetable soup.
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sectors
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AGRICULTURAL SUPPLIES

AN ACTIVITY DISADVANTAGED
BY THE ECONOMIC CONTEXT
The originality of the approach undertaken by
Agrial lies in the fact that prior to being used
in the field, the innovations are tested by the
“Grandeur Nature” network, which consists of
more than 200 farms.

The difficulties piled up in 2016: damaging weather
conditions, reduced yields, poor prices fetched for
agricultural produce, etc.
All of this has resulted in a loss of income for the
members: money is tight, forcing producers to
make decisions about farming operational costs.
The turnover for agricultural supplies in plant production was €217 M, down 11%. This can be explained
both by a decrease in activity and a decline in the
price of inputs. Conditionners represent €8.3 M,
fertilisers €79.5 M, phytosanitary products €65 M,
seeds €56 M, and plastic film, twine, and other €7.6 M.
Following the merger with the Eurial cooperatives, trading opportunities were extended to the
Cooperative’s new territories in the Atlantique and
Sud Loire Océan regions. Besides the development
of activities, these regions bring new skills and
new opportunities. As a result, a highly relevant
and competitive organic farming offering has been
developed for members.
A variety of projects for
the centre of expertise
Faced with the challenges of sustainable agriculture, the research and development section has
prioritised tools to optimise the supply of inputs.
Soon, work on precision agriculture (mapping
and guidance), will make it possible to reduce
application rates whilst improving yields and
the quality of produce by connecting spreading
mechanisms with decision-making tools.
In animal production, significant work has been
carried out over two years to optimise the production of dry matter and nitrogen in fodder crops.
In plant production, 12,000 micro-plots have
made it possible to select the areas to work on.
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- 50/t
THE REDUCTION IN THE
AVERAGE PRICE OF FERTILISER

25%

Support solutions for members
In addition to the financial support measures taken
in the spring and intended for livestock producers,
the Cooperative has put in place a production
cycle funding programme. Advances granted for
the purchase of inputs relate to the straw cereals
and maize.
The development of exchange offers (swapping
grain for feed or certified seed) has increased the
value of cereals and provided relief for cash flows
in farms.
Teams have been set up to find technical and
economic solutions adapted to each member so as
to enable them, on the one hand, to overcome the
worst of the crisis, and on the other hand not to
compromise the next harvest.

OF LAND DEDICATED TO WHEAT
AND OILSEED RAPE
IS MONITORED ON
THE NITROGEN FERTILISATION
USING FARMSTAR

217 M
TURNOVER

DEVELOPMENT IN TONNAGE AND TURNOVER
BY SECTOR
2016 vs 2015 (in %)

Films, twine, nets
Plant protection

Change in tonnage

Seeds
Fertilisers
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ANIMAL FEED

DECLINE IN SALES
OF CATTLE FEED
The dairy crisis has brought about a disinvestment
in livestock and a de-intensification of production. Coupled with quality forage, this situation
has led to a significant decline in the manufacture
and consumption of compound cattle feedstuffs
(-10%). Developments in the sales of straight feedstuffs has only partially offset this change.
Because of the development of ever more technical and segmented ranges, horse feed continues to
progress both with professional and private customers (25 kt, i.e. +2%).
In table poultry feed, the decline is significant and
reflects the period of uncertainty that followed the
transfer of Agrial’s slaughtering activities to LDC.
In pigs, the increase in the number of animals marketed by the FO has had no effect on the Feed sector but has benefited from on-farm production of
feed. In egg-laying hen feed, the efforts of the FO
external sales other than to hatcheries have led to
record-breaking production at the Condé-sur-Vire
(Manche) factory. Poultry feeds sold in stores are
likewise progressing.
With the merger of the Eurial shareholder
cooperatives, the Animal Nutrition Service developed two new growth markets: goat feed with the
Euricap range, and organic feed with the Bio Mix
range for cattle and goats.
Improved livestock performance
Besides the R&D work carried out alongside
the Agricultural Service on the "forage intensification" plan aimed at optimising energy and
nitrogen production, the protection of protein
content in the feed ration remains at the heart of
Agrial’s concerns. Tests carried out with the
Life-Size network enabled the development of the
TECH’PRO range of feedstuffs. It brings together
the protection of proteins and amino acids, and
allows savings of 10% in supplementation cost .

641,300 t
MARKETED
IN 2016

concerning the building and joint operation of a
mineral feed factory primarily intended for ruminants, were realised. The first products should be
delivered as of September 2017.
Finally, and still within the scope of industry, in
% investments were made in the Vern Aliments
factory (Ille-et-Vilaine) in order to cope with the
needs of members from the Eurial cooperatives,
and in the Coutances factory (Manche) to improve
productivity and resume the manufacture of
certain products that had been assigned to subcontractors.
An improved veterinary team
On the animal health and hygiene front, the Cattle
Veterinary team was strengthened at the end of
the year in order to cover the whole of Agrial’s
new territory.

DISTRIBUTION
OF ACTIVITY
in tonnes

Cattle feed: 288,500
Straight feed stuff: 108,800
Pig feed: 103,400
Poultry feed: 95,400
Horse feed: 25,000
heep & goat feed: 20,200

Factories up and running
The 2016 projects will provide structure for the sector.
The ASO Nutrition factory at Champagné (Sarthe)
is operational. Agreements with Calcialiment,
a French subsidiary of the Danish cooperative DLG,
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CATTLE

ACTIVITY HOLDS UP
IN A SLUGGISH MARKET
The year unfolded against a backdrop of increased
beef production in France. The slaughter of
cows increased both for the dairy herd, with the
deterioration in the economic milk forecast, and
for the suckler herd. Conversely, the slaughter of
young cattle, particularly from dairy breeds, fell.
The increase in production and the decrease in
consumption have had a downward impact on
producer prices.
A better positioned export market
The situation improved as regards beef export
markets. Sales to Italy are stable and those to
Germany are increasing. After two difficult years,
exports to Greece are more dynamic, but at
decreasing prices. Live exports are in decline for the
fifth year running.
Decreasing prices
The increase in the slaughter of adult cattle
(+4%) pushed down prices. Animals with mixed
or dairy function are the most affected. Although
fattenners of young cattle have benefited from
the decline in the price of weanlings, the situation
this year has led to a loss of value for the whole
upstream element of the beef sector.
In this difficult context, representatives of the
industry have reached an agreement with two
of the main distribution companies, aimed at
increasing the value of pure-bred animals for meat.
This agreement is still too recent to measure the
impact.

142,250
ANIMALS MARKETED
IN 2016

15,500
ANIMALS BENEFITED
FROM PARTIAL OR TOTAL
FINANCING
THROUGH THE FO IN 2016
TO THE TUNE OF
MORE THAN

9M

A sector boost for the FO
Agrial’s Cattle FO boosted its sector with 142,244
animals marketed, i.e. +1.4% compared to 2015.
Adult cattle and young cattle amount to 94,063
animals (+0.6%). In addition, 48,181 farm animals,
calves and weanlings, were marketed (+2.9%). The
latter increased by 7% (32,977 animals). Conversely,
the 14-day calf sector declined by 7% (15,204
animals). This decline reflects the desire to focus
this sector on members who also market their adult
cattle with the FO.
Support for producers
The plan to support the creation of young cattle
fattening units, initiated in 2013, was intended
to assist in the creation of 5,000 units over 5
years. With 4,750 assisted units created by the end
of 2016, the objective has almost been achieved
already. In total, 6,230 units have been created
under this plan.
Support for producers is also available through
funding arrangements for the introduction of
weanlings.
Help for new investors has seen a change in
methods, with a financing rate of 100% in the first
year and a decrease over 10 years.
The technical and economic follow up of young
cattle installations remains a priority. Although
individual monitoring is fundamental, group
meetings have also been established in order
to share good practices and improve breeding
performance.

DISTRIBUTION OF ANIMALS COLLECTED
by head count

Young cattle: 49,935
Adult cattle: 44,128
Store cattle: 32,977
14-day calves: 15,204

26

PIGS

IMPROVEMENT IN MARKET SHARE
A sector in forward motion
Agrial’s Pig FO has had a good year, with nearly
821,000 pigs marketed, a rise of 3%. This growth
confirms the trend of previous years and reflects
the work carried out by the FO to support and sustain pig production. The move toward a quality approach makes it possible to add value, and bolsters
the image of pork with consumers.
Piglet and breeding stock sales are in decline.
Feedstuff activity continues to change with the
developing use of compound feedstuff and mineral
supply.

In difficult times for the animal sectors, pork
prices picked up sharply in the summer to reach
€1,534/kg by the end of September. Over the year
as a whole, the average price on the Breton pork
electronic market settled at €1,293/kg, i.e. +4.4%
compared with 2015.
A recovering market
The market increase in the last two quarters
stems from the combination of two major elements in 2016: on the one hand, the resumption of
Chinese demand, described as exceptional, which has
propelled the world market, and on the other hand,
the slowing down of production in Europe, with the
exception of Spain, which continues to develop.
This situation has been beneficial to producers,
who have experienced better profitability from
their farming operations.
The only downside for the pig sector is the decrease
in consumption. Climatic conditions were certainly unfavourable in the spring, but the indicators
show a decline in the consumption of fresh meat
(-4%) and this constitutes a reversal of the trend
in comparison with previous years. The labelling
requirements concerning the origin of fresh meat,
which have been in force since April 2015 and have
applied to ready meals since 1 January 2017, ought
to contribute to increasing the value of French pork
production.

Towards improved performance
The FO's mission, besides increasing production
value, is to support producers in their plans and in
the management of their farming operations. Even
when conditions are favourable, as was the case in
2016, it is important to work towards continuous
improvements in performance.
In the field of genetics, 2016 was marked by the
creation of a new pig selection organisation, with
which Agrial is closely involved: AXIOM. This new
organisation, born of the combination of Gene+
and ADN, has become the leader in pig genetics in
France. Genetic improvement is a major factor in
breeding development, and this is now AXIOM’s
mission in service to breeders and the pig sector.

821,000
PIGS MARKETED
OF WHICH 85%
IN THE QUALITY SECTOR

+4.4%
PRICE INCREASE
COMPARED WITH 2015

DISTRIBUTION
OF PORK PIGS
BY QUALITY SECTOR
in %

Certifed quality line: 40
EQC quality pork: 2
Compliant and heavy pork: 13
Organic pork: 1
Calyon pork: 7
Cosme pork: 6

Certifed quality line: 40
EQC quality pork: 2
Compliant and heavy pork: 13
Organic pork: 1
Calyon pork: 7
Cosme pork: 6
Label Rouge pork: 13
Whey-fed pork: 18
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POULTRY

A YEAR OF TRANSITION
FOR THE FO
In 2016, French production of table poultry remained relatively stable compared to the previous
year, although the situation did vary according to
species. For standard poultry, the trend has declined and this is reflected in livestock installations.
However, a weight increase in turkeys and ducks
compensates for the decrease in the number of
installations in these two categories.
As regards label poultry, the sector in France is
making progress, in the order of 1%. Chicken, and
especially corn-fed chicken, pushed up production with a growth of 3%. Conversely, guinea fowl
production continues its year-on-year decrease.
Lacklustre consumption
In terms of consumption, the statistical data
indicates a decline in purchases of standard
poultry by large and medium-size retailers. However,
including the non-domestic catering sector, the
consumption of table poultry is displaying an
upward trend. Against the backdrop of relatively
stable production in France, imports from the
countries of the European Union, mainly Germany
and Poland, continue to advance.
The market for label poultry is enjoying a growing
demand which is met in full by French production.
Although the bulk of the production value lies in
whole poultry, cuts of chicken have increased by
10%. French label poultry is exported to neighbouring
European countries, but volumes remain low.
The dynamic role of label poultry confirmed
For Agrial’s Table Poultry FO, 2016 is notable for
the transfer of slaughtering businesses Galéo and
Socadis to the LDS Group. As part of this transfer,
completed at the beginning of the year, a supply
contract between Agrial and LDC was signed. It
envisages a multi-year development plan for both
standard and label poultry.
The FO’s activity in 2016 has been in decline. This
change reflects the reduction in the number of
establishments dedicated to standard poultry
recorded in 2014 and 2015. In 2016, the standard
poultry sector represents 9.5 M poultry, as compared with 10.8 M in 2015.
The label poultry sector is enjoying growth trend,
which has been confirmed in 2016 with 2.8 M
poultry, i.e. +4% compared to 2015.
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12.3 M
POULTRY
MARKETED
BY THE FO

What should be noted is the growing place of cornfed chicken, which represents 40% of this sector,
an increase of nearly 15%.
2016 has allowed the foundations of a new
development plan to be laid for our sector, with projects completed for some and underway for others.
The teams are ready to carry this development plan
through to completion.

-12%
STANDARD
POULTRY

DISTRIBUTION
OF ACTIVITY
by head count in million

+4%
LABEL
POULTRY

Label: 2.8
Standard: 9.5

EGGS

A MARKET UNDERGOING
RAPID CHANGE
2016 marks a significant shift for the egg sector in
France. Debate about the standard egg has taken
on a new dimension. Many distribution companies
announced that they are ceasing to market these
eggs in supermarkets by 2020-2025. This disrupts
the whole sector, which must on the one hand
ensure the development of free-range establishments in order to guarantee supply to the market,
and on the other hand help standard egg producers
who made significant investments to meet
regulations only five years ago. The industry is
caught up in this debate and has proposed a future
company contract whose objective is to implement a
genuine conversion plan for farms, including the
necessary financial support.
A reduction in the price of standard eggs
The egg market fluctuated considerably over the
course of 2016. The unofficial national trends listing
(TNO) recorded a significant decline on the first half
of the year and during the summer. The trend was
reversed from September, when the listing recorded
a significant increase due to the reduction in the
supply following the slaughter of several broods of
hens for health reasons. In spite of a decrease in production in 2016, the unofficial national trends listing
rose to an average level of €6.24 per 100 eggs as
against €6.79 in 2015, a decrease of 7%.
The prices of egg products declined sharply. The
average price over the whole year was €4.35 per
100 eggs as against €5.59 in 2015, a decrease of
22%.
The situation for raw materials certainly contributed to a decrease in production costs, in
particular during the first two quarters. But
despite this, the production of standard eggs,
which represents more than 50% of French
production, is in a difficult situation.

110 M
EGGS
MARKETED

70%
OF EGGS
PRODUCED
BY ALTERNATIVE METHODS

Agrial’s Egg sector activity is equivalent to that
of 2015. 110 M eggs were marketed, of which 70%
came from alternative farms. Our ambition is to
support the changes in the egg market, as well as
the demand at the packaging centre of the company Avicole de l’Ouest, by creating new farms.
This year, two label husbandry buildings were
constructed; there are genuine opportunities to
be seized.
Pullet activity has held up relatively well this year.
In-cage production is becoming more uncertain
in the light of developments on egg farms, and
will require a conversion plan in the medium term
among these producers. This will require the development of new brooding houses to produce
barn pullets which will supply a growing number
of free-range farms.

DISTRIBUTION
OF VOLUMES OF EGGS
in millions

Label: 48.8
Organic: 16.7
Free-range: 4.3
Floor-raised: 8.2
Standard: 32

Label: 48.8
Organic: 16.7
Free-range: 4.3
Floor-raised: 8.2
Standard: 32

Opportunities to be seized in free-range,
label, and organic eggs
The market for free-range eggs has been developing for several years in France. The pressure
on caged eggs is such that the demand for freerange, label, and organic eggs will accelerate. In
2016, the increase in sales of label and free-range
eggs label was greater than 6%, and 14% in organic eggs.
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CEREALS

COLLECTION ADVERSELY AFFECTED
IN VOLUME AND IN QUALITY
specific weight problems encountered for wheat
restricts prospects as regards human food and
has driven our traditional customers to obtain
supplies from other major producer countries (such as
Russia or Ukraine).

Although 2016 began with brisk activity, especially
in exports, the weather in the spring and summer
had severe effects on collection. This situation is
specific to France, while collection worldwide and
stocks are on the increase.
A high level of deliveries of cereals
in the first half of the year
As a result of the high collection levels in 2015,
the volumes marketed by the Cooperative were
very high in the first half of 2016. Purchases
from farmers of grain stored at the farm or on consignment increased by 20%, to reach 500,000 t
purchased. More than 280,000 t were loaded
from the silo at the port of Caen (Calvados)
between January and June. Over the whole of the
2015/2016 season, this represented 405,000 t
exported from this silo and loaded onto 35 ships
bound mainly for North Africa (Algeria, Morocco,
and Tunisia).
A disappointing second half
Tonnage collected by Agrial in 2016 was greatly
affected by the significant rainfall in May and June,
and by the drought conditions that followed over
part of the Cooperative’s territory. In the period
between July and December, collection fell by 27%
to 1,210,000 t as against 1,650, 000 t in 2015.
Over the 2016 calendar year, collection
reached 1,340,600 t, a decrease of 26% compared to 2015, and grain shipments to processors
remained stable at 1,640,000 t. Nevertheless, the
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-26%
GRAIN COLLECTED
IN 2016 VS 2015

60%
OF WHEAT EXPORTED
IN THE 2015/2016
SEASON

1,340,600 t
COLLECTED IN 2016

A record year on a global scale
Although the 2016 harvest was catastrophic in
France, both in wheat (-32% compared to 2015)
and in maize (-15% compared to 2015), the year was
exceptional on a global scale. Production reached
745 M t for wheat (+10 M t), and 1,030 M t of corn
(+71 M t), with end-of-season stocks increasing. As
a result, the markets remain sluggish and prices
do not compensate for the marked decrease in
production in France. This has major consequences
for members with a loss of income estimated at
€400 /ha.
Issues for the future
Now that the market for the manufacture of
livestock feed is crumbling and grain production
continues to advance over our area of activity,
the challenge is to secure export prospects and
pursue the silo plan implemented in 2013. Efforts
to improve the protein content of wheat and meet
the requirements of our importing customers
(Morocco, Algeria, etc.) will continue. Moreover,
to obtain maximum value from our harvests,
the Professional Qualification Certificate (PQC)
training plan for silo workers will be extended. At
the same time, storage capacity will be increased
by 40,000 t with the doubling of the size of the
Saint-Aubin-du-Désert site in Mayenne (+10,000 t)
and the commissioning of a facility in the Manche
department at Carquebut (30,000 t).

DISTRIBUTION OF COLLECTION (calendar year) in tonnes

Wheat: 861,000
Barley: 187,000
Oilseed rape: 121,600
Maize: 115,500
Triticale: 25,000

Sunflowers: 8,600
Oats: 8,000
Peas: 7,900
Field beans: 3,100
Miscellaneous: 2,900

SEEDS

AN UNUSUAL
SEASON

-800 ha

With a programme of just under 16,700 ha used for
multiplication in 2016, the Seed division maintains
its overall activity with a slight decrease of 1.3%
compared to 2015.
The volumes and especially the quality of seed
produced was affected by the exceptional weather
conditions this year. Nevertheless, the expertise
of the seed producers and the teams at the seed
stations made it possible to fulfil orders from
members on time. Increases in the industrial
capacity of the facilities have borne fruit, thanks to
the significant investments made in recent years.

IN STRAW CEREAL
HYBRIDS

+800 ha
IN FODDER CROPS

43%

Decline in hybrid activity
in straw cereals
Seed multiplication areas are declining, with 7,099
ha. The 788-ha decrease results mainly from the
decline the hybrid barley and wheat sectors. This
decrease in area is compounded by poor yields and
sub-par quality. The amount of waste doubled in
barley and tripled in common winter wheat.
The decline in the market for certified seed was
confirmed in the autumn. For common wheat, the
average rate of use of certified seed in our regions is
estimated at 37% as against 47% in 2015.
The volumes sold by the Cooperative to its members have been maintained. They represent 43% of
outlets for straw cereal seed.
Record surface areas in forage seeds
With 800 additional hectares compared to 2015,
the 6,000-ha threshold has been exceeded. Yields
and quality were severely affected by the spring
weather conditions, causing losses in the order of
15% to 50% depending on the variety.
Significant increases in mixing (+74%) and bagging
(+21%) services contributed to the sound performance of the Semara industrial facility.
Decrease of maize surface areas
3,513 ha of maize were put to seed multiplication.
The decline is 6.6% as against 7.5% on a national
level. The spring and summer weather severely
affected this activity. 150 ha were destroyed by
hail and flooding, and plots suffered the adverse
effects of high temperatures during fertilisation,
and of the summer drought before the harvest.
The collection was completed in record time and
yields were in the end satisfactory.

OF CEREAL SEED
PRODUCED BY AGRIAL
IS ALLOCATED
TO MEMBERS
OF THE COOPERATIVE

16,700 ha
OF SEED MULTIPLICATION
IN 2016
It is to be noted that investments made in recent
years to improve drying capacity facilitated delivery
on time to customers despite a late harvest.
Lines of work for 2017
The main objectives of the Seed division for 2017
are the development and optimisation of its
traditional activities. Investments will be reduced.
Synergy between facilities will be improved in
order to consolidate the division's activities. A
move toward diversification into other species,
and the development of buyback benefits, will be
initiated.

DISTRIBUTION OF PLOTS
FOR SEED MULTIPLICATION
in hectares

Straw cereals: 7,200
Forage feed: 6,000
Maize: 3,500

31

RURAL DISTRIBUTION

“

GOOD PERFORMANCE
OF THE CONSUMER BUSINESS

MAINTAINING
THE HUMAN RELATIONSHIP
IS CENTRAL
TO THE AGRIAL MODEL.

300 M
TURNOVER

Thanks to its multi-specialist positioning, the
Agrial Group’s distribution network is still in the
game. With a total turnover of €300 M, 2016 has
been characterised by the development of services
for the general public (+3%), while agricultural
activities have dropped by 7%. Nevertheless, in this
sector, the distribution of equipment products and
agricultural consumables remains well focussed,
growing by 1.6%.
These results again demonstrate the relevance of
the division’s model, which is based on proximity and
the variety of its activities. Maintaining proximity to
farmers and country dwellers, populations that are
characteristic of the Cooperative’s territory, is the
special interest of the division’s stores.
The network is updating and developing
its installations
The extension of its offerings and commercial policy
across the Cooperative’s territory continues. The
physical reality of this is the purchase of new surface

DISTRIBUTION
OF TURNOVER
in %

DIY,materials:
20 20
DIY,materials:
Dardening,
pet animals:
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areas in the department of Ille-et-Vilaine (Dol-deBretagne, Pacé and Plélan-le-Grand).
The programme for the refurbishment of existing
stores (new - Point Vert aux Pieux (Manche),
Orbec (Calvados), Amboise (Indre-et-Loire) and
Saint-James (Manche)) has helped to revitalise
points of sale. The development of our offering
in the most important catchment areas has been
made a reality by the transfer of some stores
(Pont-l’Évêque - Calvados) to the LA MAISON Point
Vert brand.
Digital processing is up and running
In France, current events in the distribution
field highlight a significant move to models
that combine physical in-store presence with
digital services. Traditional models are challenged
by new online players. In this context, Agrial’s
distribution network has capitalised on its initial
“click and collect” experience, launched in 2012, via
the web site agrialpro.com designed for farmers.
In addition, thanks to digital advancements and
changes to what we offer, the range of equipment
and consumables for agricultural equipment has
achieved positive performance.
Towards the “phygital”
The basis of Agrial's distribution network – multispecialisation, diversity, and proximity – is solid.
It allows us to calmly tackle the digital revolution.
The 2017 strategy is to consolidate digital services
in the agriculture segment and open it up to the
public at large. This will be backed up by an investment plan aimed at strengthening the network
of physical sales points across the Cooperative’s
territory.
Resolutely turning towards the "phygital"
(physical and digital presence), the distribution network is experiencing a shift. The human
relationship must remain at the centre of the Agrial
model for the future. Besides providing immediate
proximity services to members, Agrial’s wish is to
strengthen the link between farmers and those
who live in rural communities, by putting members
at the heart of this effort to bring people together.

MACHINERY

DECLINE IN SALES
OF AGRICULTURAL EQUIPMENT
As for agricultural machinery, the number of tractor registrations has declined by 9.2% on a national
level. This decline has also applied to the business
of the subsidiaries SM3 and Sama, with a more
damaging impact on Sama.
As regards V3Pro, the JCB dealer, business is slightly
less sustained than in 2015, an exceptional year.

Farmers have been very cautious in their purchases of agricultural equipment in 2016.
On a comparable basis, the turnover of
Agrial’s Machinery division has declined by €3 M.
With the integration of the subsidiaries of the
Eurial Cooperatives and the extension of the scope
of operations of Élevance, turnover in 2016 saw a
slight increase and out-turned at €98 M.
As a result of Agrial’s merger with the Eurial
shareholder cooperatives, Agrial’s Machinery division integrated livestock farming equipment
into its activities: the milking machine activity of
Colarena Presqu'ile, and the activity of the company
Lactamat, a subsidiary of Ucal, and the dealer
Boumatic. Colarena’s milking machine activity is
now part of Lactamat, whose activities now extend
to the Loire-Atlantique department. For its part,
Élevance, the GEA dealer, expanded its scope of
operations with the acquisition of Dynamat, TES,
Adetech, and Allamigeon.
As a result of the dairy crisis, which persisted
throughout the year, sales in farming equipment
have fallen by. On a comparable basis, the turnover
of Élevance has fallen by almost 10%. Since 2012,
Élevance has sold 147 milking robot boxes, of which
129 have been installed. Élevance now offers
two products to the GEA brand: single box and
multi-box. The robot is a flagship product with a
future, but the economic situation in dairy means
many projects and orders are on hold.

98 M
TURNOVER

147
MILKING ROBOT BOXES
SOLD BY ÉLEVANCE
SINCE 2012

DEVELOPMENT
OF TURNOVER

Listening to customers
Always in search of efficiency through improved
technology, SM3 carried out pilot tests harvesting
maize silage using the Shredlage® process, a new
technology from Claas which is widely found in the
United States. It makes it possible to improve the
digestibility of maize silage, leading to increased
milk production.
For its part, Sama’s teams have responded to a
demand for reduced operating equipment costs, by
working on the adaptation of a towable flax baler,
with success. 40 items of equipment have been delivered this year.
In 2016, the division repeated its used twine recycling operation, collecting 4 tonnes. SM3 sold 600
reels of pink film wrap as a result of the breast
cancer awareness campaign launched by one of its
suppliers.
2017 proves to be a difficult year. The volume of
orders is declining; this will be a year of consolidation.

98

96

98

2014

2015

2016

in millions of euros
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DAIRY

A NEW IMPETUS

Producers of cow's milk faced a major crisis in 2016,
more serious than that of 2009. Overproduction of
milk in Europe, following the end of milk quotas,
were compounded by cutbacks in the Chinese and
Middle Eastern markets and the continuation of
the Russian embargo. This excess of supply over
demand caused global prices for milk and raw dairy
materials (butter, powder, etc.) to plummet.
It was against this difficult economic backdrop
that the merger between Agrial and the 7 Eurial
shareholder cooperatives took place. Agrial’s
organisation at the time (pools and sectors) was
extended to these new territories, the aim being to
strengthen the relationships of proximity between
producers and their Cooperative. In this context,
the merger with Eurial also saw the creation of two
new activities: organic milk and goat's milk, which
were very solidly positioned.
Agrial’s Dairy division now covers 4,855 members
contributing 2.38 bn litres of milk:
- 4,042 in conventional milk contribute 2.18 bn litres;
- 624 in goat's milk contribute 143 M litres;
- 189 in organic milk contribute 61 M litres.
Agrial ranks second amongst French dairy
cooperative groups, and has reached a critical size
that enables it to invest in global markets.

2.38 bn
LITRES
OF DAIRY RESOURCES

1st
COOPERATIVE IN ORGANIC MILK
COLLECTION IN FRANCE

2,012 M
TURNOVER

DEVELOPMENT
IN TURNOVER

Lacklustre collection
Following positive progress at the beginning of the
year, collection began to decline, and worsened in
September for several reasons: reduction in the size
of the dairy herd, lack of fodder and lack of resources
amongst producers.
Organic milk collection also suffered as a result of
the summer drought, which led to a noticeable
decline in collection during the autumn. However,
sales of organic dairy products continue to improve.
As France's leading cooperative in organic milk
collection, Agrial has the ambition of doubling its
collection by 2019. The Cooperative supports farmers
who wish to convert to organic. In addition to the
specialised technicians dedicated to the organic
milk FO, a manager was hired in 2016 for the
organic activities, covering all the upstream
sectors of the Cooperative. Some one hundred
conversions to organic have already been undertaken.
Hampered by weather conditions, goat's milk
collection did not increase in 2016. As the French
leader in goat’s cheese with its Soignon brand, at the
end of the year the division launched a goat farming
plan aimed at recruiting 100 new breeders in France
within 5 years. This represents additional milk
collection of 25 M litres.
A strengthened technical
and economic approach
In order to achieve its objective of improving technical, economic and environmental performance in
farm operations, Agrial has stepped up its technical and economic approach and is developing a
comprehensive analysis of farming operations.
The Lactorial dairy production management tool
is available to members, in addition to training
events. The Lactorial network takes in 350 farms
with an average profile of 133 ha, 86 dairy cows,
and 700,000 l of milk produced per year. Building
services work kept up with strong demand related
in goat farming projects at the end of the year.

1,356

2,012

in millions of euros

2014

34

1,754

2015

2016

A division in full development
The year has been marked by the pace of investment. In the Retail business, the acquisition of the
Guilloteau company in June enabled Eurial to expand its range of cheeses. Its Pavé d’Affinois brand
enjoys great development potential both
in France and abroad. 40% of its turnover
is achieved through exports, in particular because
of its Fromager d’Affinois brand. The buyout of
Guilloteau contributes to making the international
positioning of the Dairy division more secure.
As regards Food Service - Industry activity
(serving the food industry and catering), Eurial
intends to become a stronger competitor and
secure new high-added-value outlets for members’
milk.
Leader in the French market for ultra-fresh large
retailer brands with more than 300,000 t of
products manufactured, Eurial aims to develop
further both in France and abroad. Keen to keep its
facilities ready to respond to market changes, the
division’s ultra-fresh department has modified
two production lines at Jouy (Yonne) and Lorris
(Loiret) so as to adapt its containers to customer
demand.

Leader
IN GOAT’S
CHEESE
IN FRANCE

497
FARMS AUDITED
SINCE THE START
OF THE
“SUSTAINABLE MILK”
PROGRAMME

Activities promoting
sustainable development
The Dairy division continues to develop its "sustainable milk" programme, particularly in regards
to reducing its carbon footprint. Agrial carried out
84 "carbon" diagnostic tests on farms producing
cow's milk. 497 farms have been tested since the
programme began in 2011. Five tests were carried
out at farms producing goat's milk using the IDELE
CAP'2ER tool. The objective of this programme is
to find ways of improving reductions to the carbon
footprint of milk whilst at the same time increasing
producers' income.
In parallel, Agrial remains committed to the voluntary “Objectif CO2, les transporteurs s’engagent”
(“Objective CO2: committed carriers”) in milk
collection. The ADEME CO2 committee has congratulated the business on its good results
in 2016.

Strong brands
Soignon has consolidated its position as the French
leader in goat's cheese. The brand is pursuing its
innovative impetus and in 2016 launched its natural blended goat's milk yoghurt and its blackberry
and strawberry blended goat’s milk yoghurt. Grand
Fermage has strengthened its No. 1 position in
France for butter with sea salt crystals and PDO
butter from Charente-Poitou. It is also wellpositioned on the organic butter market. For restaurant professionals, Maestrella is the No. 1 brand
for pizza cheese in France. In May and September,
Agrilait, the regional UHT milk brand, conducted a
poster campaign in Brittany and Normandy aimed at
promoting local farmers who produce Agrilait milk.
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VEGETABLES

COMPLEMENTARY NATURE OF
SECTORS AND TERRITORIES

2016 was a good year for the Vegetable division, with the successful integration of Van Oers
United in the fresh packaged vegetable business abroad, and as a result of growth markets
in Europe. It has continued its development
strategy and performance improvement by keeping
to its clear objectives as regards the health
and safety of its teams. Its turnover reached
€1.3 bn, a 20% increase compared to 2015, taking
into account its extended scope.
2016 also saw the Floréale holding company come
into being, as well as a new organisation for the
executive committee of the Vegetable division. In
this context, an “Upstream-Purchases” management team was created. It will be the link between
vegetable producers and other suppliers on the one
hand, and on the other, customer demand and the
expectations of society; all of this in a move towards
shared progress.
New prospects for fresh packaged
vegetables
Vegetable FO activity has overall been satisfactory
in 2016, with volumes down by 5% compared to
2015. Although weather conditions affected carrot
production, volumes of lettuce and leeks have remained satisfactory. The same goes for potatoes
and onions, where markets have picked up. Despite
a reduction in the consumption of winter vegetables, prices are broadly maintained.

Florette
LEADERSHIP
ON THE FRESH
AND READY-TO-USE
VEGETABLE SHELVES

1.3 bn
TURNOVER

DEVELOPMENT
IN TURNOVER
in millions of euros

Fresh packaged activity within the Vegetable
division was particularly marked in 2016 by the
integration of the Van Oers United companies,
based in Northern Europe and Africa, and Jean
l’Hourre in Brittany. These two entities bring new
products to the Priméale range, such as green beans
and Brussels sprouts, and open up production prospects for FO members. Already, the guaranteed
stringless Extra Gourmand bean, which was elected
as "Flavour of 2017", as well as a range of fresh bean
varieties were launched at the end of 2016.
At the same time, Priméale has continued its
differentiation strategy as regards the major products in its range – carrots, potatoes, asparagus and
lettuce – promoting the seasonality and regional
origin of these vegetables. It has also extended
its chilled iceberg lettuce range, particularly with
Vegetable FO producers.
Already highly devoted to the selection of vegetables grown in an environmentally-friendly way,
Priméale wishes to go further and develop an organic
range. With this in mind, the FO, which promotes the
development of alternative techniques to support
precision agriculture, also works with producers in
the development of organic production.
Consolidated positions in fresh
ready-to-use vegetables
In 2016, Florette confirmed its status as a European leader in fresh, ready-to-use vegetables,
in markets that continued to make progress in
2016 both in volume and value. The brand has
continued its differentiation strategy and extended
its fresh fruit and vegetables ranges in competitive
markets. It has thus expanded its presence on the
fresh and ready-to-use fruit and vegetables shelves
in supermarkets.
The range of packaged fresh fruit and vegetables
"Fraîcheur Florette", launched in the beginning of

878
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1,080

2015

1,300

2016

the year, has been well received by customers and
consumers. Florette bought out the "Les Toqués du
Fruit!” concept, an innovative range of purées, coulis
and fresh fruit-based culinary preparations, sold
in France on the fresh and ready-to-use fruits and
vegetables shelves under the Florette brand name.
Florette Food Service France continued to develop
its ready salad-meal activities for the non-domestic
catering sector, with a particular focus on fast food.
In a stable market, activity has been maintained.
2016 also marked the signing of a tripartite contract for the supply of Batavia and iceberg lettuce
between McDonald's France, its traditional supplier
of lettuce, fruit and vegetables Florette Food Service,
and Agrial’s Vegetables FO. This contract strengthens
the partnership that has existed between
McDonald's France and Florette for more than
30 years, and brings to all those involved with the
subsidiary, including producers, long-term stability
and visibility for their farm operations.
Sales of Créaline purées and fresh soups recorded
sound progress in 2016. Endlessly renewing the
recipes in its range, Créaline continues to draw in new
consumers in France, and maintains its position as
the No. 1 brand on the ready-to-heat soups segment.
Based on this success, Créaline has announced
the doubling of the capacity of its plant at Lessay
(Manche), where work began in late 2016, and the
launch of a range of vegetable juice.
In Spain, Florette Iberica has confirmed its development in a promising market with growth of 8%.
It has benefited from its product innovations, such
as salad-meals and microwaveable fresh vegetables
"Recettes à la vapeur “ (steamed vegetable recipes).
Florette Iberica’s dynamism in innovation is widely
recognised: the Spanish company has been awarded
the Alimenta trophies for innovation in food
processing by the Region of Navarre. Upstream,
Florette Agricola suffered violent weather
conditions at the end of the year.
In the United Kingdom, Florette UK & Ireland concentrated on the recasting of its ranges and the
launch of several novel features on a particularly
competitive market. With a view to strengthening its offer and extending its fruit and vegetables
range, Florette bought Axgro Foods Ltd., which
specialises in ready-to-eat beetroot, recognised
for its nutritional benefits. This market segment is

+33%
INCREASE IN
CRÉALINE
SALES
ON THE PURÉE MARKET

-5%
VOLUME
IN CONTRIBUTIONS
TO AGRIAL’S
VEGETABLE FO

growing in the country, with sales increasing vigorously in recent years.
In the rest of Europe, Florette and DLG terminated
their partnership on the Danish market. In Germany,
Florette maintained its leading position, in a stable
market, uplifted by new recipes. In Belgium, Florette
launched a number of healthy assorted salads,
including a kale-based one, which has enabled it to
draw in new consumers. In Switzerland, the innovative process for washing salads implemented in the
factory in 2015 is now fully operational.
With the aim of strengthening its international
position, the Vegetable division, through its Florette,
Priméale and Créaline brands, ensures that it has
a presence in various exhibitions and international
meetings of professionals: Fruit Logistica in Germany,
Fruit Attraction in Spain, Sirha in Lyon and WOP
Dubai.
Thanks to its innovative capacities, which attract
new consumers and to its dynamism abroad, the
Vegetable division consolidates its position as
European leader in fresh, ready-to-use vegetables
(Category 4).
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BEVERAGES

AN INTERNATIONAL FOCUS
OF DEVELOPMENT
On the fresh juice shelves, the brands Danao and
Sunny Delight have experienced tough competition in supermarkets. Danao has launched a new
breakfast range, Danao Céréales, a mixture of juice,
milk and cereals. The aim is to develop the range
of fresh fruit juices by providing an offer to supplement the traditional brands that is in tune with
consumer expectations.

2016 was a year of contrasts for the Beverage
division: vigorous development abroad in growing
markets, and a slowdown related to a decline in
consumption in France due to a difficult trading environment. Its turnover reached €225 M. Upstream,
the FO’s collection of cider fruits declined compared
to 2015, with volumes of cider apples and pears
slightly above 150 000 t: a fairly good result overall,
taking into account the unfavourable weather
conditions in the summer. The tonnage from lowstemmed orchards declined by 20%. Alternate
bearing in standard fruit trees has remained very
clear. Throughout the year, the FO continued to
work on its operational programme, particularly
through assistance in the financing of equipment
and through the introduction of alternative methods. The network of 40 weather stations enabled
models to be built to monitor diseases, in particular
scab.
The cider market in decline
In France, the cold, damp weather in spring and
early summer had a profound negative impact on
the beverage market, with a decline in fresh juice
and an increase in hot drinks.
As regards cider, new varieties, including the
standard in the Écusson brand, Cider & Cherry,
and small formats, continued to advance (+11%);
however, this was not enough to offset the decline
in conventional ciders - dry, sweet and traditional
(-6.5%).
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150,000 t
OF FRUIT COLLECTED

+11%
IN SALES
OF NEW PRODUCTS

-6.5%

The organic attraction
The American subsidiary Manzana is experiencing
significant development in its organic cider vinegar
production for a U.S. market that is growing vigorously. Faced with insufficient organic production
locally, the division is supplying its subsidiary in
California with organic apple concentrate from France.
The equivalent of 15,000 t of apples is required.
To meet this demand, the FO is implementing an
orchard conversion plan, an opportunity for FO
producers in France. Help is given to support
members in this production.
Cider development abroad
Whilst the cider market is declining in France,
there is significant development potential for cider
abroad, especially in English-speaking countries.
This is why the division bought Seattle Cider, an
American microbrewery and cidrery located in
Washington State that produces craft beers and
ciders. This acquisition will allow the division to
position itself on the American cider market, which
is displaying strong growth. Seattle Cider can also
benefit from Eclor’s cider-making experience and
international network.

IN SALES
OF CLASSIC CIDER

DEVELOPMENT
IN TURNOVER
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MEAT

A MOVE TOWARDS
SECONDARY PROCESSING
The poultry and meat sectors are facing a decline
in consumption: structural in beef, and more recent
In pork and poultry. The slaughtering and primary processing trades are the most affected,
and meat consumption continues to decrease
in France. Consumption of fresh butcher's
meat, poultry and rabbits has declined 2.4%
in volume, with a more marked decrease for beef
and pork (excluding cooked meats).
Under these circumstances, in early 2016 Agrial
finalised the transfer to LDC of the Galéo and
Socadis companies, which specialise in the
slaughter and processing of poultry. From now on,
the Group is focussing on developing secondary
processing activities in meat lines. The turnover of
the division in 2016 rose to €178 M, with activities
maintained in the various subsidiaries.

178 M
TURNOVER

+2%
FOR RILLETTE
PRODUCTION AT LE MANS
BY
CHARCUTERIE COSME

A mixed year for poultry trading
The Avigros subsidiary, based at Rungis, suffered
the effects of the economic situation but continues to develop its business, mainly thanks to
the halal products sold by the entities Taron and
Yzet. Bird flu badly affected the entity BGL, which
markets traditional poultry and derives 25% of
its turnover from fattened duck products. Faced
with declining demand from traditional butchers
at Rungis (national wholesale market), Avigros is
seeking new opportunities further afield.
With the recent acquisition of Brient, a charcuterie
company based in Brittany, Agrial has strengthened
its top-of-the-range position and is supporting its
Meat division across its territory by providing new
opportunities for its members.

The impact of the weather
on meat consumption
The sales of summer ranges (kebabs and grilled
foods) by Maître Jacques suffered because of the
gloomy weather in the 2nd quarter, but picked up
in July. Overall, the year ended with a satisfactory
balance sheet for the business, uplifted by its new
ranges including Planchas and Fondues.
Charcuterie Cosme, a winning
regional positioning
The cold meats sector was doubly impacted in
2016 by the increase in the price of raw materials
and a reduction in household consumption
(-0.5% in volume). In this difficult context, the
positioning of the traditional regional player,
Charcuterie Cosme, is an asset. By targeting
small retail outlets infused with the spirit of
local industry, this rillette specialist from Le
Mans was able to develop its activity (+2%
in volume). Charcuterie Cosme remains an outlet for
Agrial’s Pig FO with a dedicated quality network
that represented 40,000 pork pigs in 2016.

DISTRIBUTION
OF MEAT ACTIVITIES
in %

Trade: 59
Industry: 41

Trade: 59
Industry: 41

39

DAIRY

T I O N
S É L E C

BEVERAGES

40

®

VEGETABLES

MEAT

ANIMAL FEED

SEEDS

41

The annual report is prepared by the management team of the Communication and
Institutional Relations Department of the Agrial Group
Photo credit:
©Photothèque Agrial, Agrilait, Bio nat’, Cantadora, Charcuterie Cosme, Couturier, Créaline, Eclor,
Florette, Fromager d’Affinois, Grand Fermage, La Viette, Maestrella, Les Toques Rebelles (Patrick Rougereau),
Maître Jacques marketing, Pavé d’Affinois, Priméale, Sébastien Champion/Peexio,
Septièmeciel-images (Monier François) Soignon, Valcrest
©Acoa – lacoopérationagricole.coop
© Fotolia: Anabell 2012, Monthly, Msiwapom 999, XL.Kzenon
© iStock
© Peexio, Sébastien Champion
©Pixabay
©studiodelaroque.com
©Waap.fr (Simon Lagoarde)
Graphics and illustrations:
Agence Art terre
Document printed by the Imprimerie du Rimon

10-31-1302

4, rue des Roquemonts - CS 35051
14050 CAEN Cedex 4 - France
Tél : +33 2 31 45 43 43 - Fax : +33 2 31 43 69 39
www.agrial.com

