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At Agrial our mission is to always
satisfy the diversity of consumer
food needs as best as possible
by developing an innovative
co-operative, creating shared
value and meeting the aspirations
of our farmer members.
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Summary of
the Agrial Group
Summary of the
Co-operative

20 YEARS

OF
CO-OPERATIVE
CULTURE
Matthieu,
co-operative farmer member in
Dénezé-sous-Doué (59) for 3 years.
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ONE HISTORY, MANY STORIES
For Agrial’s 20th anniversary, we are taking a look at the Co-operative's roots and some key
dates in its history

1885

1972

1969

Creation of the Caen
port silo, now with a capacity
of 33,000 tons.

Opening of the 1st self-service
farm store

Creation of the first departmental
agricultural unions

in France at Pontorson in Manche.

They developed supply activities and resulted in the
creation in the early 1990s of CASAM, Coop Can, CADS
and many other co-operatives.

1975

Creation of SOVICO

(Cotentin Meat Company)

1895

Birth of the
Soignon dairy

The Co-operative's first steps in meat processing, which
would then facilitate its development in vegetables.

End of the 1970s

Launch of CASAM’s Green Plan
During the deep changes affecting the second half of the
20th century, CASAM (one of the co-operatives that helped
found Agrial) launched the “Green Plan”, a highly structuring
corporate project to support farmer members with
sustainable and high-performing farming practices.

80 goat farmers gathered in a co-operative and founded
the Saint-Martin-de-Saint-Maixent dairy at the foot of
which runs a stream known as "Soignon", the same stream
that naturally gave its name to the first brand's dairy!

1919

1923

Maison Ecusson was founded
in Livarot, Calvados, in the very
heart of the Normandy bocage.

Start of the Loïc
Raison adventure

1952

The history of Loïc Raison cider
dates back to the 1920s and more
precisely 1923 when the Raison
family cider house was founded
in Domagné, Ile-et-Vilaine by a
certain...Loïc Raison.

Construction of the
Co-operative's 1st grain silo
The Co-operative's very first silo was born in the heart
of the Orne, more precisely in Longny-au-Perche, in the early
1950s... soon followed by more than 140 others throughout
the territory, enabling local collection in the best possible
conditions.
06
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Early 1980s

Creation of the corn
seed plant, CentreSem,
in Reignac-sur-Indre (37).
1980

Emulation of the "Club
des 100 Quintaux"
(100 Quintals Club)

1982

In the early 1980s, Coop-Can
(one of the co-operatives that
founded Agrial) joined the "Club des
100 Quintaux" which brought
together the best performing
cereal farmers in Europe.
The objective: share best practices to
exceed 100 quintals per hectare!

Sale of the first Agrilait milk cartons
in the Cesson-Sévigné dairy on the
outskirts of Rennes (25).
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2008

1984

Creation of the small grain
cereal seed plant in
Saint-Sylvain (14)

1984

New mozzarella factory
in Herbignac, which today
supplies nearly 40% of
pizzas sold in France!

Salads

are sold in bags

Florette invented the very first
salads in bags to meet new consumer
expectations and creat value-added
opportunities to the productions
of the vegetables farmer members
of the Co-operative.

2012

1991

Florette’s

goes
international

1994

2019

Our brand set out to conquer new
markets and created an export team,
with after a few months new customers
in the United Kingdom and then
Belgium. Since then, the division’s
internationalisation has continued and
today, it generates nearly 50% of its
turnover on the international market.

Agrial invests in the
ultra-fresh dairy
market

Launch of the organic milk
network in
MÉTIER LAIT DE VACHE

BIO

Loire-Atlantique

The purchase of Senagral marked
Agrial’s first step in dairy processing
for mass consumer products with
the ultra-fresh market, before
continuing this dynamic in a
collective way through mergers with
Coralis and the Eurial co-operatives.

2012

Conquering

the West

For the first time, Agrial crossed
the Atlantic with the purchase of
Manzana based in California and
specialising in the manufacture of
100% organic compotes, vinegars
and juices, partly manufactured
with apple concentrates from the
Co-operative's farmer members.

within the Colarena Co-operative,
with the creation of a 1st range of organic UHT
milk for the Nactalia brand.

2012

(Re)birth
of Agrial’s
Meat division

2008

in the second processing phase with
the purchase of high-end butchery
Maître Jacques based in Rennes (35).

2019

2000

Invention of
naturally pink
cider made from
Rouge Délice
apples.

Birth of Agrial
Born of the merger of the AGRALCO,
COOP-CAN and ORCAL co-operatives, originally
Agrial federated 12,000 farmer members,
4,400 employees and represented a little
over one billion euros in turnover.
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Implementation

of the Globe
project

2018

LaMaison.fr

Its objective: modernise our organisation
model at the service of our farmer
members, increase proximity and develop a
more horizontal approach between all
businesses in the Co-operative.

Launch of the new chain store,
on the front of over 130 stores.
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OUR VALUES

ARE AT THE HEART OF
OUR BUSINESS MODEL
Since its creation,
Agrial has moved
forward in line with its
strong values that
guide our actions
everyday. They
represent a foundation
shared by all our
farmer members
and employees.
Our values are
a reflection of
our co-operative
business model,
resolutely modern
and geared towards a
sustainable future.
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Long-termism Proximity
We develop our model over the
long term whilst preserving our
co-operative identity that
respects both nature and people.
As a multi-specialist company, we
anticipate changes in our
environment and consumer
expectations, to guarantee the
continuity and sustainability of
our activities.

Our daily presence from field to
fork ensures close relationships
with all of our stakeholders:
farmer members, employees,
customers, consumers and
partners. Our activities energise
the rural areas where we are
present,
driving
their
development and their appeal, in
France and around the world.

Solidarity

Boldness

We have built a co-operative
business model that puts farmer
member solidarity at the very
heart of our actions. We are
utterly convinced that we are
stronger, together. Faced with the
challenges of a rapidly changing
world, our multispecialist model
represents a real guarantee of
resilience and stability.

Our success is the result of our
ability to innovate, invent and
undertake with humility, curiosity
and ambition. Farmer members,
employees and partners,
together we cultivate a desire to
move forward and grasp
opportunities generated by a
changing world.

11
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A controlled
value chain
from field
to fork

80% of Agrial’s
raw materials are
processed locally,
less than 200
kilometres from
where they are
produced or farmed.

Thanks to its
products, Agrial
feeds over 6 million
consumers around
the world* every
year.

Agrial buys 1.5
billion euros of raw
materials from its
farmer members
every year.

* Calculation of our potential
to feed according to the
Perfalim method.
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A MULTI-SPECIALIST
BUSINESS MODEL
THAT GUARANTEES OUR BALANCE

11
PRODUCTS
AGRICULTURAL

We are building a
sustainable business
model, founded on
the complementary
characteristics of our
activities, creating
value for all of our
stakeholders from
farmer to consumer.
The diversity of our
businesses and our
expertise throughout
the production chain
means we can help
our farmer members
add value to their
produce whilst
guaranteeing
consumers safe,
healthy and delicious
food.

CEREALS

5 TYPES
NETWORK
OF DISTRIBUTION

VEGETABLES

4 FOOD

MASS RETAIL

PROCESSING
DIVISIONS

CATTLE

APPLES

POULTRY

FOOD SERVICES

PIGS

SEEDS

GOAT’S MILK

ORGANIC COW’S MILK

FOOD INDUSTRY

CONVENTIONAL
COW’S MILK

EGGS

EXPORT

DAIRY
FIELD CONSULTANT

FRESH PRODUCE

BEVERAGE

MEAT

FARM SUPPLIES &
ANIMAL NUTRITION

FARMER MEMBER
SUPPORT

RURAL
DISTRIBUTION
STORES
MACHINERY
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LOCAL STORES
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AGRICULTURAL DIVISION

OUR

BRANDS

DAIRY DIVISION

DRIVE OUR
GROWTH

Agrial has built its business model around strong
brands with healthy and delicious products.
Through the passion and expertise of our farmer members
and employees, we provide consumers balanced, responsible food
that is affordable for the greatest number, from breakfast to dinner.

5
isions

div

5ra5
nds

b
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0du0
9
pro cts

CLIENTE

EURIAL

PROGETTO

BONTÀ VIVA

DATA

20/06/2018

REFERENTE OUTLINES

SABRINA

ESECUTIVO

EXE - LOGO BONTA’ VIVA

INDICAZIONI COLORI PER LA STAMPA: TRCROMIA + 1 COLORE SPECIALE

YELLOW
PROCESS

MAGENTA
PROCESS

BLACK
PROCESS

PANTONE
655C

ORIGINAL

FRESH PRODUCE DIVISION

MEAT DIVISION

BEVERAGE DIVISION
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COMBINING

LOCAL ROOTS
AND INTERNATIONAL
DEVELOPMENT

EUROPE
16,750 employees
Countries: Germany,
Belgium, Spain, France,
the Netherlands, Portugal,
United Kingdom
and Italy

NORTH
AMERICA
France

13,000
employees

With roots in the west of
France and the Lyon area,
our co-operative territory
is the foundation for the
local relationships
that unite us with our
farmer members.
Our ambition to develop
on value-creating markets
drives us to establish
industrial sites in Europe,
Africa and North America.

250 employees
Countries:
United States

AFRICA
5,000 employees
Countries:
Morocco and
Senegal

22,000

The Co-operative's territory
Co-operative farmer members outside of our regions

employees

Agricultural division
Dairy division

in 11
countries

Fresh Produce division
Beverage division
Meat division
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OUR
GOVERNANCE

COMBINES LONG-TERMISM AND EFFICIENCY

Executive Committee
Ludovic SPIERS

Chief Executive Officer of Agrial

Nicolas LAIGLE

EVP of the Agricultural division

Gilles RABOUILLE

Stéphane POYAC

Yves JACOBS

Marc ROUBAUD

Sarah DEYSINE

EVP of the Meat division

EVP of the Dairy division

Bertrand TOTEL

EVP of the Beverage division

EVP of the Fresh Produce division

Board of Directors
BOARD

Sonia Boudet-Guth

Benoît Drouin

Arnaud Degoulet

Sébastien Chevalier

Didier Duclos

Bruno Martel

Fabrice Fortin

Chairman

Bernard Guillard

Éric Guellaff

1st Vice-Chairman

Jean-Luc Duval
2nd Vice-Chairman

Pascal Le Brun
Philippe Marie

Sébastien Cantet

4th Vice-Chairman

Philippe Potier
Secretary

Mickaël Lamy
Treasurer

Jacques Laborde

Pierre-Joseph Aufranc

3rd Vice-Chairman

Roseline LECUISINIER
Guillaume LOUVEL

Pascal Heurtel

OTHER MEMBERS
Richard Boyer

YOUTH COMMISSION
REPRESENTATIVES

Frédéric Lecerf
Catherine Leffray
Éric Lemonnier

Pascal Carreau

Alain Louvet

Jean-Luc Chéreau

Dominique Marquer

Éric Coignard

Sébastien NOGUES
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Chief Financial Officer
Chief Communication Officer &
Corporate Project Officer
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The
co-operative
model is
resolutely
modern and
virtuous
Sell to
produce has
always been part
of Agrial’s DNA

Audrey, dairy production engineer in Herbignac (44) in the Agrial
Dairy division, co-operative member for 1 year.
Corentin, mixed farming-livestock farmer in La Baconnière (53)
and an Agrial farmer member, co-operative member for 4 years.
Benoît, consumer of the co-operative's products for 38 years, in
Normandy.
Arnaud Degoulet mixed farming-livestock farmer in Noyen-surSarthe (72) and Chairman of Agrial, co-operative member for 33 years.
Ludovic Spiers, Chief Executive Officer of Agrial, co-operative
member for 34 years.

BREAKFAST WITH
THE DIRECTORS
This year, a farmer member, an employee and a consumer, representing the rich
human capital of our Co-operative, have interviewed the Chairman and the Chief
Executive Officer of Agrial. A breakfast marked by a covivial and frank discussion on
the evolution of agriculture, food and Agrial's place in a changing world!
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We want to
offer consumers
a wide range
of products
that meet all
of their many
expectations.

the collective approach and is ready to commit to a
co-operative project, so let’s hope it conveys
meaning. It is up to us to measure up by constantly
questioning our business model, always looking to
improve it and federate our farmer members. This is
the meaning behind the “Globe” project approved at
the 2019 General assembly which aims at
strengthening proximity, horizontal co-operation
and commitment within the Co-operative.

Benoît: Like many consumers, I pay more and more
attention to what I eat. How are you coping with
these new expectations?
Ludovic Spiers: Indeed, the food sector is undergoing
deep change. Consumers are increasingly attentive to
their health as well as to food safety challenges and
traceability. They want to better understand what they
eat and the success of apps like Yuka highlights that.
They also want to give meaning to what they buy and
preserve the planet. But their expectations are not
without contradictions. Some consumers are moving
towards so-called “responsible” purchases but the
price remains a decisive element for most of the
population, as are “pleasure” and impulse purchases.
We therefore want to offer consumers diverse products
that meet all of their many expectations.

Audrey: Is the objective to then pass on these notions
of proximity and commitment through our brands?
Ludovic Spiers: Yes. Our aim is to involve the entire
company in a sector-based approach so that our
customers and consumers feel it through our brands.
We also believe that these values give meaning and
motivate the teams, whether they are in the factory or
the office, particularly our young colleagues from your
generation. Two examples have been particularly
significant this year. “Les 300&bio”, our brand of organic
dairy products, is the perfect illustration of a collective
adventure, co-built with the Co-operative's organic milk
farmers and the Dairy division teams. This work has
been recognised by consumers as “Les 300&bio”
experienced the most successful launch for an organic

Corentin: Is co-operation an asset when it comes to
dealing with these changes?
Arnaud Degoulet: For sure! The co-operative model
is resolutely modern and virtuous. It has strong and
shared values within it that are an asset for
connecting farmers and consumers even more
directly. The young farming generation to which you
belong represents a great promise. It has a head for

23
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It is important
for us to involve
the whole
company,
farmer members
and employees,
in a sector
vision.

food brand in 2019! Concerning vegetables, we also
launched “Agrilogique” this year, a range of vegetables
with no pesticide residue associated with the Florette
and Priméale brands. A technical challenge and a strong
commitment for consumers, which owes its success to
the joint work of our vegetable farmers and the teams
throughout the value chain, upstream and downstream.

is always right because in the end, it is consumers
who buy our products. If they want organic products,
less sugar, free-range animals, less plastic packaging
or more local production, we are not the ones to
judge whether they are right or not. Our mission is to
offer them products that meet their expectations...
even if our educational role is also essential to better
explain our practices in all their diversity, show what
we do well, demonstrate that everything has a cost
and promote the value of our farmer members'
productions.

Benoît: Are changing farming practices a key topic?
Arnaud Degoulet: Farming is one of the sectors most
affected by changes in the weather and the extent
and frequency of these changes has strongly increased
over the last thirty years. 2019 was no exception with
a drought this summer and exceptional rain in the
autumn which disrupted farms and their operations.
At the same time, 800 million people suffer from
hunger around the world and rapid population growth
is forcing us to find solutions. Feeding the world while
preserving our planet: this is the equation that we
must collectively solve as quickly as possible. The
transition of farming and food systems towards more
resilient models must therefore accelerate and we
need everyone’s support as this implementation is as
demanding as it is complex.

involved over the years, to build a Co-operative that
puts people at its very heart.

Corentin: This year Agrial is 20 years old,
almost the same age as me! How would you
describe the first 20 years of the Co-operative?
Audrey: All this while remaining true to the motto
"sell to produce"?
Ludovic Spiers: You’re right. The concept of “sell to
produce” has always been part of Agrial’s DNA and it
involves careful analysis and understanding of
market trends to provide lasting opportunities for
the productions of the Co-operative's farmer
members. It’s often disconcerting but the consumer

24
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Ludovic Spiers: I would add that Agrial’s success is
also its ability to grow around a project shared by
businesses with varied histories, new countries and
teams with different cultures that each contribute to
our developments, all the while retaining the
proximity and pragmatism that make us unique.
Together, we have built a high-performing and
authentic model based on values shared by all, farmer
members and employees: long-termism, proximity,
solidarity and boldness. Corentin, Audrey, it will be up
to your generation to fly Agrial’s flag and continue
this fantastic collective project over the next 20 years!

Arnaud Degoulet: This anniversary represents an
opportunity to proudly and humbly celebrate a
journey full of successes, (some) failures and (always)
lessons learned. In 20 years we have managed to
build a solid and unique co-operative business model,
which over time has successfully reinvented itself to
adapt to the changing world around us, putting the
farmer member at the very centre of all our reasoning.
It has been no easy task, but we have managed,
thanks to the commitment and courage of everyone

25
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WHAT IS THE

CO-OPERATIVE
CULTURE?
Loïs,
consumer of the Co-operative's
products for 7 years.
27
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THE
CO-OPERATIVE
CUMELTANURES:

g

nothin
’s
t
a
h
t
d
An

ALWAYS SATISFYING
CONSUMER
EXPECTATIONS
“Always satisfy the
diversity of consumer food
needs” is the mission of
our Co-operative within the
context of its Horizon 2025
strategy.
“Sell to produce” has always been
a part of Agrial’s DNA, aware of
the binding relationship between
farmers and consumers. It is the
keystone to our co-operative
model, targeting a fair distribution
of value and quality food for
everyone.
Changing consumer expectations
drive the day-to-day thought
processes of Agrial’s teams. Ever
more attentive to their wellbeing, citizens are also looking
for meaning in their purchases:
environmental
footprint,

new!

How?

connection with the land and
animal welfare are in particular
key preoccupations. For all that,
p rev i o u s ve c to rs a re st i l l
important at the dawn of this
new decade: pleasure, practicality
and innovation continue to be
significant purchasing levers.
Faced with these many and often
contradictory expectations, the
virtues of the co-operative
model appear more modern than
ever: our 55 brands use a
s u s t a i n a b l e a n d c a re f u l l y
managed value chain from the
farmer to the consumer, offering
healthy, innovative, practical and
affordable products to the
greatest number of people. ■
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With our new
Danao recipes with
no added sugar

How?
With new products
from our “Les
300&bio” brand
300 organic dairy farmers in
the Co-operative have come
together to promote their
passions: a love of nature,
respect for animals, the
farming profession and
most importantly a desire to
share all that with
consumers through healthy
and delicious products.
After the launch of the
brand in 2018, it extended in
2019 with the arrival of
yoghurt drinks, crème
fraîche, camembert and
cheese spreads. And there’s
something else to celebrate
too...our products in this
range have been seen over
10 million times on social
media!

For our Danao brand in 2019:
up to 3 times more fruit, 100%
French milk and apples grown
by our Co-operative farmer
members - all in a new bottle
made from 100% recycled and
recyclable materials!

How?
By conquering
different markets
To seize opportunities on a
promising market, our
Créaline brand of fresh purées
and soups now sells its products to hospitals and care
homes. Several hundred
thousand soups were sold in
2019!
Very encouraging results for
this work jointly carried out by
the Créaline research &
development, supply chain,
production and sales teams.

How?
By inventing salad
in bags

40%

This is the percentage in sales
represented by our company
Avigros in the poultry hall of
Rungis National Market. In 2019,
Avigros launched the “Free-range
Normandy poultry” brand under
the PGI (Protected Geographical
Indication) Label
Rouge. The objective: create a
strong brand that promotes the
quality and traceability of our
farmers’ produce!
29
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In the early 1980s, Florette
innovated and invented the very
first salads in bags with a two-fold
ambition:
meet the expectations of
consumers who want to eat
vegetables in a more practical way
with more freshness and food
safety, and provide new valuecreating opportunities for the
Co-operative's farmer members.
A genuine success as Florette is
now the European leader in
bagged salads!

WHAT IS THE CO-OPERATIVE CULTURE?
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THE
CO-OPERATIVE
CUMELTANURES:

Thanks to our
“Al’Terre Native”
range

SUPPORTING THE
DEVELOPMENT
OF FARMING
PRACTICES
In 2050, there will be nearly
10 billion people on the
planet, five times more than
100 years before.
Faced with this exponential
growth, agriculture must rise to a
major challenge: produce healthy,
safe food affordable to the greatest
number while protecting natural
resources and helping reduce
greenhouse gases. Herein lies the
issue: agriculture is similarly the
victim, cause and solution to
climate change. It therefore has a
major role to play in this ecosystem
that is undergoing major change.
Within this context Agrial has
developed specific expertise to

g
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t
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How?

support farmers as they convert to
virtuous practices and efficient
solutions, helping build sustainable
business models adapted to the
specific characteristics of each
territory. With support from 250
field consultants and experts, our
12,500 members are fully
committed to well-being in
farming and food: the well-being of
farmers, the well-being of land and
animals and the well-being of
consumers.
Ambitious and determined, we
have always been convinced that
“together we are stronger” and
we are collectively tackling this
challenge, as our parents and
grandparents did to move their
farming practices forward. ■
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How?
By launching
“Agrilogique”, a
range of vegetables
with no pesticide
residue
Launched in October 2019,
“Agrilogique” is a range of
vegetables with no pesticide
residue sold under the
Florette and Priméale brands.
But “Agrilogique” is first and
foremost a unique initiative,
made possible through the
collective work of the Cooperative's farmers and
agronomic teams to develop
alternative farming practices
particularly around
biodiversity, organic and
mineral fertilisation, plant
protection and precision
agriculture.

Every year at Agrial, around
fifteen new bio-control solutions are trialled by our
agronomic department to test
their efficiency and cost. The
results are encouraging and
increasingly convincing,
enabling us to offer our
farmer members a growing
number of pragmatic and
diverse solutions under the
“Al’Terre Native” label.

new!

How?
By developing
alternative farming
methods
90% of our egg farmers are
developing alternative
production methods (freerange, Label Rouge or organic)
today representing 65% of
production. Agrial’s objective
is to support farmers with
alternative farming methods
whenever possible
(economically viable and in
phase with the commitments
made by the farmer) and that
by 2025, eggs from cagedreared laying hens will be
reduced to a minimum.

88

The number of Agrial pork
farmers supported by the Cooperative's technicians in an
initiative to reduce medication. At
a time when consumers are
increasingly concerned with
farming conditions, alternative
treatments are becoming more
and more interesting for farmers
who are looking to reduce their
use of antibiotics.
31
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How?
Through the "Club
des 100 Quintaux"
(100 Quintals Club)
At a time when the aim of farming
development was to feed all of
Europe, Agrial’s ancestors had
already taken on an active role in
this challenge.
In the early 1980s, the members
of one of Agrial’s founding cooperatives, Coop Can, had actively
contributed to founding the “Club
des 100 Quintaux”, a think-tank
that brought together the best
cereal farming areas in Europe.
Generating strong motivation
from the community, this
initiative resulted in many
technical and agronomic
innovations...making 100 quintals
a reality!

WHAT IS THE CO-OPERATIVE CULTURE?

WHAT IS THE CO-OPERATIVE CULTURE?

72% of French
employees
trained,
representing
120,000
training
hours.

THE
CO-OPERATIVE
CUMELTANURES:

PUTTING PEOPLE AT
THE HEART OF OUR
BUSINESS MODEL
Whether they are farmer
members or employees, the
people who work for Agrial
every day are at the very
heart of our project.
Together, with humility and
ambition, we are building a solid
and lasting co-operative model
that creates values shared by all.
People are our primary capital. Our
duty is to guarantee their safety,
encourage their well-being and
participate in their professional
and personal development.
Co-operative Culture is the soul
of the 12,500 farmer members
who democratically own and guide
our wonderful Co-operative.
Co-operative Culture is the spirit

of our 22,000 employees who,
every day, support and promote
our farmer members' produce. Cooperative Culture is the sincerity
felt by millions of consumers that
enjoy our products every year. Cooperative Culture is the richness
and openness given to us by all our
partners and stakeholders. Cooperative Culture is the heart of all
those who have shaped Agrial
before us and who will continue its
story after us. Co-operative Culture
is the binding relationship that
reveals who we are, enriches us
every day and unites us generation
after generation. ■

How?
By encouraging
the inclusion
of workers
with disabilities
For several years during the
“DuoDay” and “1 day, 1 trade in
action” events, employees
from the Dairy division have
invited job seekers with
disabilities to their workplaces
for a day. These open days
introduce a company, business sector or trade (line
operator, receptionist, industrial maintenance and many
more). They enable those
looking for work to confirm a
professional initiative or apply
for a job if they like.
In 2019, 14 trainees came to
visit and chat with our teams
on 4 different sites.
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10%

This is the percentage of young
members under 35 now present
at every level of the Co-operative's
governance, from regional councils to Agrial’s Board of Directors
and including all the farming and
production councils.
An essential approach to ensure
new generations of farmers!

How?
How?
By improving
the safety
of all our employees
Guaranteeing employee safety
is an absolute priority for
Agrial in the farming and food
sectors where there are still
far too many accidents.
Since 2017, work accidents
have been reduced by 18%. In
2019 the Safety Days in the
Dairy, Agricultural and Fresh
Produce divisions were a great
success, focused on raising
awareness and training all
employees in best practices
and risks.

By testing future
training solutions
An innovative training method
was trialled in 2019 for silo and
seasonal workers: virtual
reality headsets to better
explain and understand all the
risks in a cereal silo, with 360°
views!

How?
By being pioneers
in member training
"Training the Co-operative's
farmer members and elected
members has always been part of
Agrial’s DNA.
Over 30 years ago, CASAM (one of
Agrial’s founding co-operative)
opened its "School of young cooperative members" which had a
big effect on the thirtysomethings we were at the time!
We learned about economics,
geopolitics and even public
speaking.
It’s in this same spirit that Agrial
launched its "IDE’AL" programme
two years ago, a training course to
give the 600 elected members the
keys to carry out their mission by
being even more active in the
Co-operative."
Rémi Bézard, Farmer and former
Agrial board member
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WHAT IS THE CO-OPERATIVE CULTURE?

How?

THE
CO-OPERATIVE
CULTANURES:
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By reducing
packaging
In 2019, the Fresh Produce
division structured its
environmental management
policy for packaging on the
circular economy model: Reduce
- Recycle - Reuse. Through
improvements to existing
packaging and eco-design, the
division saved 336 tons of
packaging and reused over 65
tons of plastic.
As an illustration: here is the
Florette “snack platter”, entirely
redesigned for the 3Rs in 2019!

ME

COMBINING
PERFORMANCE
AND SUSTAINABLE
DEVELOPMENT
As Agrial’s primary value,
long-termism represents the
Group’s high performance
standards as much as its
ambition for sustainable
development with three key
focuses: business, society
and the environment.

us all, together: farmer members,
employees and stakeholders. This
strategy is built around three
cornerstones that cover all of our
value chain: contribute to life in the
company and the regions where
we are present; preserve the Earth
and living things; provide healthy
and safe food for everyone.

It is this shared vision that led to
the “green financing” programme
finalised in 2019 by Agrial, the first
French co-operative to index the
repayment of its debt on its
sustainable
development
achievements (see page 65).
Beyond this financial challenge,
our sustainable development
strategy is based on a federative
and pragmatic initiative to enable
us to build a sustainable future for

Proof of the sincerity and
seriousness of our initiative, each
of these themes is promoted
throughout the company and is
monitored using shared indicators
and an external audit in association
with the Group’s Disclosure of nonfinancial information. ■
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How?
By equipping our
collection trucks
with batterypowered pump
systems
Every year nearly 5 million
litres of diesel are used by the
milk collection trucks, 250,000
litres of which is for pumping
the tanks.
To reduce our environmental
footprint (and save money!),
we are fitting as many tankers
as possible with electric pump
systems. Today, 40% of our
trucks are already kitted out,
representing a reduction of
nearly 400 tons of CO2 and our
objective is to have all our
trucks fitted with electric
pump systems by 2025.

16

new!
How?
By involving new
companies in a
shared project
"Nearly two years after Aston
Manor joined Agrial, we are very
proud to be a part of this cooperative! We immediately
received lots of support, helping
us integrate the Group’s best
practices and create the most
operational synergies possible.
We worked hand-in-hand with
the French teams to promote
our apple ciders made with
produce from Agrial farms. In
2019, the equivalent of 15,000
tons of apples from Cooperative's farmer members
were processed at our sites and
used in our products!"
Gordon Johncox, CEO of Aston Manor,
Beverage division

The number of industrial sites
where work has been carried out
to reduce our energy consumption as part of the Franklin programme. Since 2016, 2.8% of energy has been saved annually,
representing the amount used by
around 22,000 homes.
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How?
By being the first
dairy in France to
receive ISO 14001
certification in 1999!
Our Coralis dairy close to Rennes
was a pioneer in the field of
sustainable development and
operational excellence. Optimising
water consumption (setting up
the water treatment and
purification plant using lake water
in 1985), sorting waste, promoting
coproducts, changing from heavy
fuel to gas...all these initiatives
meant that our dairy was the first
in France to receive ISO 14001
certification in 1999, proving a
high standard of environmental
performance.

WHAT IS THE CO-OPERATIVE CULTURE?

How?

THE
CO-OPERATIVE
CULTANURES:

By supporting
start-ups for
tomorrow’s food

ME

How?

BEING CREATIVE
AND DARING
Faced with the extensive
changes to farming and
food that we are collectively
experiencing, having an
entrepreneurial spirit,
a little creativity and a touch
of daring appears essential
to future-proof our
Co-operative and create
opportunities for our
produce.

WHAT IS THE CO-OPERATIVE CULTURE?

Because there is strength in unity
and because we are resolutely open
to the world, we made the choice of
partnering our in-house expertise
with an ecosystem of external talent
to build tomorrow’s farming and
food solutions, together. From this
complementarity springs a
structuring dynamic, combining
innovative
projects
with
pragmatism. ■

From the farmer to the consumer,
innovation is more than a function
at Agrial. Planning for the future is
a state of mind and represents a
culture of resilience, continuous
questioning and agility. From
research into new agronomic
solutions to promoting coproducts,
from process performance to
energy management, from
exciting new packaging to
breakout business models, our
innovative approach covers our
entire value chain.

With the launch of
LaMaison.fr
Since its launch in March 2019,
we have converted 130 of our
stores to the LaMaison.fr
brand, enthusiastically
supported by farmer
members and the general
public. 2020 represents the
next stage: the launch of the
general public website, a
genuine logistical and digital
challenge. Creativity is at the
heart of our philosophy whilst
preserving the DNA that has
always been our strength and
the first of our innovations:
our unique combination of
farming and the general
public.

Thanks to an innovative
fermentation process, Bioréa
(formerly GG Coriolis) produces
micro-algae and microorganisms used in animal
nutrition and food for people.
Agrial supported the company
during its research and
development phase and is
now helping it build its
industrial unit to begin
marketing its products in
early 2020. A partnership that
illustrates Agrial’s desire to
spread its wings in the startup ecosystem and find
innovative solutions to tackle
the food challenges of the
future!
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How?
By developing
new speciality
ingredients
To better promote coproducts
from our dairy processes and
reduce our vulnerability to
market fluctuations, the
Ingredients & Nutrition
department in the Dairy
division is innovating and
investing to develop new
speciality ingredients to meet
today’s and tomorrow’s
consumer requirements:
enriched products for sport,
nutrition adapted to children
and the elderly or to satisfy
current trends such as clean
labelling and improved
nutritional performance.

By inventing naturally pink cider
To meet new consumer trends,
in 2007 our Écusson brand
invented a naturally rosé cider
made from Rouge Délice apples
with red flesh that gave
the drink its particular pink hue.
An innovation that is still a
fabulous success: rosé cider now
represents 10% of the entire
French cider market!

17,000
This is the number of hectares
covered by Xarvio, a decisionmaking tool offered to farmer
members to improve crop
protection. Using a computer or
smart phone, farmers can
visualise their fields and get
advice, quickly and easily. An
innovation that combines
sustainability and performance!
36
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How?
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A HIGHPERFORMING

CO-OPERATIVE
Yohann,
cellar master at the
Domagné cider house,
co-operative member for 4 years.

39

AGRIAL 2019 ANNUAL REPORT

A HIGH-PERFORMING CO-OPERATIVE

AGRICULTURAL

A HIGH-PERFORMING CO-OPERATIVE

In 2019, ever-more extreme weather events and continuously toughened regulatory
constraints once again had a significant impact on the performances of farms. At this time of
deep change, Agrial is invested in the professional approach of its teams, the competitiveness
of its products and the proximity of its stores: a strategy that strengthens technical and
economic support for its members by offering innovative, adapted and high-performing
solutions.

€1.3 billion
in turnover
in 2019

9,380
cereal farmer
members

2,820
cattle farmer
members

700

seed farmer
members

3,000
employees
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Agriculture department
2019 was characterised by extreme
weather conditions and toughened
legislation. Within this context, the
crop production activity was stable
whilst animal nutrition grew by
4.4%, driven by the dynamic of new
mineral ranges and the acceleration
of technical support.
After very dry summer conditions,
autumn was one of the wettest in
re c e n t d e c a d e s . S u m m e r
conditions crippled yields and the
autumn harvest, with corn
volumes down by 40,000 tons
compared to the previous year.
Furthermore, the rainfall in
O c t o b e r,
November
and
December compromised winter
crop seedlings and weeding.
The prohibition of neonicotinoids
had a direct impact on the farm
supply business, changing
farming practices. The end of
reductions, discounts and
rebates changed relationships
with crop farming suppliers and
led to a reassessment of the Cooperative's sales policy to ensure
its competitiveness for farmer
members. Cattle farming was
gloomy in 2019 with 133,000
cattle sold, but the animal
nutrition sector was marked by a
rise in strength of the OuestMin
factory that manufactures
minerals for ruminants. In this
area, the launch of a bulk range
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meets farmers’ needs and
generates a more competitive
edge. Volumes grew from 15,000
to 20,000 tons in two years, from
2017 to 2019.
In terms of seeds, fodder and cover
crops and Valdor loyalty points
helped limit the fall in business
caused by returns of autumn
seeds. A stakeholder in the Cooperative's sales policy, this
department thoroughly proved its
legitimacy in 2019. Turnover for the
fertilisation business grew by 14%
in line with market development
and product quality.
More generally, in 2019 the
Agriculture department pursued
its initiative to develop new

1.6

million tons of cereals
collected

245,000
tons of fertiliser sold
(+3%)

10%

percentage of the
“Al’Terre Native” range
in plant protection
products

A HIGH-PERFORMING CO-OPERATIVE

A HIGH-PERFORMING CO-OPERATIVE

133,000
cattle sold

602,000
tons of food
manufactured in our
factories

527,000

tons of ruminant
fodder sold (+3%),
320,000 tons of which
was compound feed
services in phase with farmer
members
requirements,
consumer expectations and
environmental protection. Within
this context, the Al’Terre Native
range grew by 22% in 2019 and
today represents nearly 10% of
p l a n t p ro t e c t i o n p ro d u c t
turnover. The department also
developed its decision-making
tool offer with Dairy Exper’ for
milk production to improve early
lactation and Companion ® and
Xarvio® to observe and maintain
crops and optimise interventions.

Always in the spirit of providing
service and expertise to our
farmer members, an animal
health and nutrition department
was also set up in 2019.
More than ever focused on the
challenges we face, all these
actions aim to support farmer
members, from farm to sale, and
will
be
continued
and
strengthened in 2020 to improve
the profitability of their farms
and provide efficient and
innovative solutions.

“All of our farmer
members once
again suffered from
the extreme
conditions in 2019.
Philippe Marie,
Vice-Chairman of Agrial
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Seeds department
Affected by the bad weather, 2019
was a mixed year in terms of
t e c h n i c a l r e s u l t s fo r s e e d
production. Small grain cereals
had an excellent campaign but
fodder crops were affected and
corn even more severely.
For small grain cereal seeds, gross
yield grew from +11 to +19%
depending on the zones and the
varieties increased with good
quality and stable 1,000 kernel
weight. In line with the market,
surface area fell by 19% at 4,340
hectares in 2019, 170 of which were
hybrid crops. Thanks in particular
to the Valdor circuit (58% of
volumes), production was stable at
around 220,000 sorted quintals.

For fodder crop seeds, the network
of Benoist Sem seed farms had
difficulties with sowing because of
inclement weather. Surface areas
dropped slightly by 2.4% at around
5,970 hectares. Drought
considerably affected the
production of red clover and the
germination of fescues and
orchard grasses. In a dynamic
market, the Semara tool posted a
record for sorting: 98,000 quintals
equivalent in Italian ray grass and
132,800 net quintals bagged.
For corn seeds, 2019 will stay in
everyone’s mind with 70% of
average referenced yield for
CentreSem compared to 90%
nationally. The Co-operative's
production area was one of the
most affected by irrigation
restrictions. Whilst surface areas

Unfortunately, it’s becoming a regular occurrence:
all of our farmer members suffered from the
extreme weather conditions in 2019 whilst typically
French regulatory constraints continued to affect
the competitiveness of our farming industry,
nevertheless recognised as the most sustainable
in the world. But far from giving up, we collectively
support a strong ambition for our Co-operative,
an extension of our farms at the service of their
performance, with three key words: expertise,
interdisciplinarity and proximity.
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i n c re a s e d by 1 3 % to 3 , 49 0
hectares, the calibrated volumes
fell by 13% (98,000 quintals)
compared to 2018.
In 2020, the main challenge will be
to meet volume and quality
requirements
from
the
department's purchasers, in
particular for fodder and corn
seeds where stocks will be the
most stretched.

13,850

hectares of seeds including
112 hectares of organic seeds

A HIGH-PERFORMING CO-OPERATIVE
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Reassert
that Agrial
wants to
play a
pivotal role
in the rural
environment
R u ra l d i s t r i b u t i o n
department
Turnover in the rural distribution
department was stable in 2019 at
308 million euros. The major event
in the year was undeniably the
launch of LaMaison.fr and the
brand’s roll-out in 130 general
public stores over 5 months.
The self-service stores, including
DIY, materials, gardening,
animals and farming equipment,
set themselves apart in 2019 by
exceeding the symbolic target of
200 million euros (202 million
exactly), growing by 3.4%. The
farming business (106 M€)
suffered a moderate drop in farm
supplies whilst the vitality of the
cereal collection business
demonstrated the strength of
the territorial network.

In markets suffering major
upheavals, these commercial and
economic performances confirm
the resilience of the department’s
business model and its strategy
based on a combination of general
public and farming activities,
proximity and a multi-specialist
offer for farm and home. In 2019 in
every LaMaison.fr store, this
positioning was presented to the
Co-operative's elected members
and farmer members as well as to
all employees and all political and
business representatives in our
areas. An opportunity to highlight
that Agrial wants to play a pivotal
role in the rural environment, with
an “enjoy your countryside”
positioning and a strong
connection to farmers. These local
store openings were also an
opportunity to reveal a frieze that
represented
the
stores’
commitment to its territories,

farmer members and residents rural and “rurban”.
After this essential launch phase
for the physical stores, 2020 will
see the implementation of the
online store, advertising on social
media and more digital options
for customers in stores. At the
end of 2020, the department will
have finalised its move to its
"phygital” model combining
physical stores and digital
technology. It can then begin the
next decade positioning Agrial as
a leader on the local market for
DIY, gardening and farming.

Machinery department
Turnover for the machinery
department stood at 153 million
euros for 2019. After several
months of collective work, the new
organisation of the SM3 CLAAS
subsidiary is now set up with 5
sales regions and 2 major zones
for customer service.
The farm machine market was
very active in 2019 in our
territories but with extensive
disparities: very dynamic for
tractors,
moderate
for
harvesting machines and still
trending downwards for secondhand units. There was also a
good upturn for soil tilling
machines, particularly hoeing.
For livestock machinery, business
remained stable. The modernisation
of farm equipment continued and
supported farm extensions with
installations of new generation

automated milking units and highcapacity conventional and
rotational milking parlours. With
the JCB brand, V3 PRO had another
good year in terms of performance
despite challenges with deliveries
early in the year.
E n v i ro n m e n t a l
p ro t e c t i o n
initiatives also continued with the
collection of farming twine and the
roll-out of a new service being
trialled in Calvados: a new oilchange vehicle carrying out
operations on farms.
In 2020, the main challenge will be
to consolidate the plan resulting
from the increase in SM3 CLAAS
territories. To meet the desperate
need for training and recruitment
in the machinery business,
partnerships with teaching
e s t a b l i s h m e nt s p ro m ot i n g
apprenticeships
will
be
investigated.

153 M€

in turnover
in 2019

“The motivation
of all the teams
helped make the
launch of the Globe
Project a success.
2019 saw the launch of the new
“Globe” organisation, a service
for farmer members. Working
together in the Co-operative's
14 regions, all field consultants
can stay in touch more easily
and implement a global
approach to the challenges and
priorities of each farm.
Reinforcing the Co-operative
way of life also means better
communication of farmer
member expectations relayed
by their 600 elected members
with answers provided by the
Co-operative.
The motivation of all the teams
to make this project a success
should be highlighted and I'm
extremely grateful for their
hard work.

130

LaMaison.fr stores

Nicolas Laigle,

EVP of the Agricultural division
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DAIRY

With a dynamic global dairy market and an improvement in the price of protein, the dairy
sector was rather positive in 2019, enabling a rise in the price of milk. In this context, the Dairy
division posted a year of net growth thanks to the commercial development of its brands and
the improvement of its industrial performance, enabling the division to pursue its restructuring
plan.

€2.5 billion
in turnover
in 2019

3,400

farmer members in
conventional cow’s milk

600

farmer members
in goat’s milk

295

farmer members in
organic cow’s milk

5,200
employees

In 2019, 3,400 farmer members
brought conventional cow’s milk
to the Co-operative representing
a total volume of 2.15 billion
litres, almost stable compared to
the previous year. Despite always
being too low, the price of a litre
of milk paid to producers enjoyed
net growth, representing an
increase of over 15€/1,000L
compared to 2018. The merging
of milk prices between the
CIRLANT and CIRLOUEST tables
was approved by the Agrial
Board of Directors with an initial
phase to be launched in 2020.
The goat’s milk sector had a
dynamic year with a 2% increase
in collection and a goat
programme that is going from
strength to strength: 37 new
farmers joined Agrial to start
farming in 2020 or 2021, a key
issue given the commercial
needs on a promising market
where French produce is sought
after. In this context, the rise in

“The development
of our brands
was a very
satisfying part
of 2019.
Pascal Le Brun,
Vice-Chairman of Agrial
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the price of goat’s milk in line
with the EGALIM law didn’t occur
in 2019 and is one of the key
concerns for 2020.
Finally, the development of
organic milk production also
continued. In 2019, no less than
one farmer per week joined
A g r i a l ’s o rg a n i c n e t w o r k ,
enabling an increase in volumes
o f ove r 2 0 % . P ro d u c t i o n
guidelines were developed by
members and teams in 2019,
with higher standards than
European references and will be
implemented in 2020 to always
meet consumer expectations
and continue to create value.
In terms of consumption, the
growth strategy driven by
brands continued to produce
results as said brands
represented 39% of turnover for
the Dairy division in 2019,
compared to 35% in 2018 and
30% in 2015. Their development

The development of our brands was a very
satisfying part of 2019, even more so as it was
strengthened by a collaboration between farmers
and operational teams. Soignon took on strong
commitments for animal welfare, whist the video
of organic milk farmers created a real buzz and
helped develop awareness for the “Les 300&bio”
brand. In this same Co-operative spirit, work
began around the Grand Fermage brand to
federate conventional cow’s milk producers.
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In 2019,
Soignon
rose to
number 28
on the list of
consumers’
favourite
brands

is in phase with the expectations
of consumers looking for healthy
products, practical to eat, from
the terroir and kind to the
environment.
Representing the highest growth
recorded in the national Brand
Footprint rankings, in 2019
Soignon rose to number 28 on
the list of consumers’ favourite
brands, consolidating its role as
European leader in goat’s cheese
and boosting its growth in ultraf re s h p ro d u c e . T h e Pavé
d’Affinois and Maestrella brands
also enjoyed continued growth,
respectively in mass retail and
food services, thanks to product
innovations enabling them to
extend their ranges. One year
after its launch, the “Les
300&bio” brand also continued
its strong growth and developed

A HIGH-PERFORMING CO-OPERATIVE

on the ultra-fresh and organic
cheese
markets.
Most
importantly, the music video
made by 150 farmer members
and their families had over 10
million views on YouTube, very
quickly creating a buzz around
the brand. Finally, the leading
brand in speciality butters Grand
Fermage diversified with grilling
cheese and was part of an
intense collaborative study with
milk producers and in-house
teams to develop its brand
identity in 2020.
The performances of the
international Dairy division were
mixed in 2019. Eurial Italy
encountered difficulties whilst
German
cheese
maker
Rotkäppchen had to find the
path to growth after its purchase
in 2018. Guilloteau’s international

business was satisfactory,
however, with growth of nearly
10% in large export, confirming
its growth strategy driven by the
Fromage d’Affinois brand. The
export of ultra-fresh products in
Europe as well as mozzarella and
goat’s cheese around the world
developed despite the context of
high prices for goat’s milk in
Spain and Belgium. The division’s
international business now
represents 36% of its total
turnover.
For its part, the Ingredients &
Nutrition department continued
to grow and posted results
higher than targeted in 2019,
driven by the high prices of
casein and milk powder. The
department continued to
operate its transformation
towards speciality ingredients,
of greater value than commodity
ingredients, with important
restructuring work on products
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a n d s t re n g t h e n i n g s a l e s ,
marketing and R&D teams. 2020
will see major investments in
particular at the Herbignac site.
Essential for the continuation of
the Dairy division, all these
projects and investments were
made possible thanks to an
important
management
initiative focused on industrial
and logistics costs that has been
running for several years,
representing over 12 million
euros saved in 2019. Operational
excellence is a key, everyday
focus for all employees in the
division in every field:
procurement, supply chain,
production and support
functions. In 2019, 12 employees
were “Green Belt” certified
representing a high level of
expertise in operational
exc e l l e n c e a n d 2 4 o t h e r
employees should receive the
certification in 2020.
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“Operational
excellence is a
real collective
culture that
needs everyone’s
involvement.
To ensure the growth of the
Agrial Dairy division and
generate even more value
for our farmer members, we
must continue to strengthen
our brands, our innovations,
our presence on international
markets, our commercial
expertise and our industrial
and logistical performance.
In terms of performance,
operational excellence is a real
collective culture that needs
everyone’s involvement. We are
proud to say that the efforts
of 2019 have generated results
and helped us save 12 million
euros, even if the work is far
from done!

Gilles Rabouille,
EVP of the Dairy division

A HIGH-PERFORMING CO-OPERATIVE

FRESH
PRODUCE

A HIGH-PERFORMING CO-OPERATIVE

In 2019, the Fresh Produce division had a satisfactory year in terms of farmer member produce
and the sales development of the different brands and activities. Many restructuring projects
became a reality last year, like the launch of the “Agrilogique” range positioning the division in
a positive and virtuous dynamic for 2020.

€1.4 billion
in turnover
in 2019

160

vegetable
farmer members

826,000
tons of vegetables
sold

11,300
employees

Despite changeable weather in
2019, the Vegetable Farmer
Organisation business was stable,
with 102,300 tons provided by
Agrial members.
At the heart of an ambitious
network initiative, the major event
of the year was the launch of
“Agrilogique”, a range of vegetables
with no pesticide residue. Much
more than a new commercial offer,
Agrilogique is a unique initiative
made possible by the collaboration
between farmers and all the teams
in the Fresh Produce division to
develop even more virtuous
farming practices. Agrilogique
farmers received advice and
support on farming methods and
techniques from the Co-operative's
agronomic teams. Together, they
work hand-in-hand to innovate
and develop new, more efficient
and environmentally friendly
farming practices. Different
solutions are implemented to
reduce crop inputs, based among

“2019 was
marked by
the first
Agrilogique
crops.
Vice-Chairman of Agrial
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Beyond the implementation of this
federative project, the division’s 1st
range experienced a satisfactory
year given the positive context for
the carrot and potato market.
The Priméale brand saw its
turnover increase by over 30% in
2019. Van Oers United, a Dutch
subsidiary with off-season crops in
Morocco and Senegal, also
strengthened its positions on a
h i g h l y- c o m p et i t i ve m a r ket ,
benefiting from the increased
capacity of its factory in Dinterloord
that was inaugurated in November
2019. This new resource efficiently

In a rather positive context for vegetable
farmer members, 2019 was the year of the first
“Agrilogique” crops built around 4 cornerstones:
biodiversity, precision agriculture, organic and
mineral fertilisation and crop protection. This
approach represents a clear illustration of a change
in our farming practices to meet new consumer
expectations and to continue to create value for
our farmer members.

Bernard Guillard,

AGRIAL 2019 ANNUAL REPORT

other things on mechanisation and
automation developed in
partnership with start-ups and
research centres. The first
Agrilogique products were sold in
autumn in 2019 under the Priméale
Gourmet brand (turnips, carrots,
leeks and potatoes) and since early
2020 on the fresh fruit and
vegetable market with Florette
(salads).
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Increase the
share of
“premium”
branded
vegetables
sold remains
a key
ambition.

ships fresh vegetables across
Europe throughout the year and
also helped launch the Priméale
brand in the Netherlands in 2019.
In light of the volatility of the
European and global markets,
developing the market share for
“premium” branded vegetables
remains a major challenge for the
division. With this in mind, the
Priméale Gourmet brand launched
in autumn 2018 enjoyed sustained
development in France and Spain.
The organisation of the 1st range
division in France will be
restructured and strengthened in
2020 to continue the focus on
efficiency and the “premiumisation”
of our vegetable ranges.

A HIGH-PERFORMING CO-OPERATIVE

2019 was a more contrasting year
for the Fresh Produce division. In
France, the year was difficult for
the mass retail business with
strong competition and a stable
green salad market. For all that,
organic products continued to
grow, meeting the high
expectations of consumers and
distributor customers, in addition
to the Agrilogique range from
2020. The historic partnership
between Florette and McDonald’s
was strengthened in 2019, raising
the division to the highest level
among the fast-food chain’s global
suppliers and enabling the
beginnings of a collaboration in the
United Kingdom. Créaline
continued its sustained growth in

France, in particular with great
success stories in hospitals, and
laid the groundwork for ambitious
development on the export
market.
In Spain, the growth of the Florette
business and brand continued, in
particular with the salad meal
range, even if the economic
downturn of the second six months
affected the pace of growth. The
division also confirmed its
presence on the other side of the
Channel in 2019 by securing raw
material supplies through the
purchase of Angflor, an innovative
company that grows lettuces and
salads, based near Colchester, in
Essex. In parallel, within the
context of Agrial’s Horizon 2025
strategy, the division’s Swiss and
Italian activities were sold in order
to prioritise the European
development of fresh fruit and
vegetables in 4 priority countries:

France, Spain, the United Kingdom
and Germany.
The Fresh Produce division
continued to develop operational
excellence and synergies
horizontally in all business units in
2019, pursuing its organic growth
whilst optimising performance.
Safety in the workplace remains a
key priority in Agrial’s Horizon
2025 strategy. Fifty accidents were
avoided in the division in 2019
compared to 2018 with a frequency
that has fallen from 20 to 11 in
three years, proof of greater
awareness on both a collective and
individual level. Finally, innovation
is still an essential growth lever for
all activities, with a dynamic to
bolster the Florette, Priméale and
Créaline brands and also a desire
to meet consumer expectations for
key issues like reducing plastic and
packaging.

“The major
challenge for 2020
will be to continue
the development
of our Agrilogique
range.
“Beyond continuous
improvement which should
guide all of our initiatives and
activities, the major challenge
for 2020 will be to continue the
development of our Agrilogique
range. The result of close
collaboration between farmer
members, Co-operative
production technicians and the
division's upstream teams,
this new concept was very
well-received by customers
and initial sales were very
encouraging. We are proud of
this emblematic and federative
project that represents our
strategic directions.

Bertrand Totel,

EVP of the Fresh Produce division
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BEVERAGE

A HIGH-PERFORMING CO-OPERATIVE

The Beverage division experienced mixed development in 2019. In France, it continued its
ambition to reposition its brands and embrace innovation in a still complicated cider market.
On the international market, the successful integration of British subsidiary Aston Manor
represented a great satisfaction but American businesses had a more difficult time.

€365

million in turnover
in 201

600

cider fruit
farmer members

122,000
tons of apples
collected

1,100
employees

2019 was again a year of low
production of cider apples for
Agrial farmer members, with only
122,000 tons collected. The year
was marked by two frosts in
spring followed by hail and storms
in certain regions in June, then
severe summer drought with a
significant impact on apple sizes
and orchard yields.

previous years, confirming that
this trend is far from inevitable.
96% of French people have a
positive image of this product that
they associate with quality,
naturalness, tradition and
conviviality. As with all alcoholic
beverage markets, growth levers
are in value creation and upselling
products.

To strengthen support for
farmers, production specifications
were drawn up and approved by
members at the beginning of the
year aiming to substantiate
initiatives
and
better
communicate them. It provides a
framework for the best practices
already used by apple farmers and
encourages them to adopt new
ones, particularly alternative
methods for pest control.

On this basis, Agrial’s Beverage
division accelerated its strategy
for reconquering the market,
resolutely focused on innovation
and developing new products. In
2019, the Loïc Raison brand
confirmed its positioning on taste,
working with cellar masters to
create ciders with unique flavour.
The “Iconic” range appeared with
100% pure juice and 100% Breton
ciders, whilst the “Collection”
range expanded with the “Cuvée
Réserve”, a cider with woody
notes. This entire initiative has
been an undeniable success as
Loïc Raison was the only sparkling

The French cider market
continued to decline in 2019 in
terms of volume and value but the
drop was less pronounced than in

“Agrial’s Farmer
Organisation
continues to move
forward towards
quality and value.
Jean-Luc Duval,

2019 was once again synonymous with a very low
harvest of cider apples for farmer members, the
smallest quantity since 2012 because of rotation
and very changeable weather. Nevertheless, the
Agrial Farmer Organisation continues to move
forward towards quality and value, proved by our
new production specifications in phase with
consumer expectations.

Vice-Chairman of Agrial
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Over
25,000 tons
of apples
from farmer
members
were used by
Aston Manor
and Danao
in 2019.

cider to experience growth on the
French market in 2019. To meet
flourishing demand, Agrial is also
driving a major organic conversion
programme for orchards and the
Ecusson products should all
become organic over 2020,
supported by significant work on
the brand’s image. Finally, in line
with the cider promotion
programme during the 2019
festivals, the catering sector
(restaurants, bars, etc.) is a
priority for the division with sales
teams and dedicated cider ranges.
On the French fresh juice market,
in 2019 the Danao brand developed
to meet the demand of consumers
always looking for more
naturalness and transparency.
Danao now has a new recipe with
no added sugar, with up to 3 times
more fruit. Furthermore, with a
network approach, the apples in
this new recipe are 100% French

A HIGH-PERFORMING CO-OPERATIVE

from the Co-operative's farmer
member orchards.
B a s e d i n C a l i fo r n i a a n d
specialising in the manufacture of
100% organic apple compotes,
vinegars and juices, Manzana had
a complicated 2019. The company’s
performance was impacted by
commercial difficulties associated
with its main customer’s
shareholder changes and caused
by the autumn fires leading to the
closure of its factory for a few
days. For all that, Manzana
continued to develop through its
brands and extend its customer
portfolio including distributor
Costco where its products are now
sold under the “Kirkland
Signature” brand, proof of
excellence in the USA. Manzana
also continued its innovation
strategy with the development of
low-sugar drinks for children, for
example.

In 2018, Agrial bought Aston
Manor, the leading independent
cider maker in the United
Kingdom. In a climate of a falling
British cider market and
uncertainty associated with
Brexit, the Aston Manor brands
resisted well in 2019 and even
generated performances better
than those of the market. The
company contributed significantly
to the Beverage division results
and investments in new
production lines should be made
in 2020. Furthermore, French and
British teams have worked handin-hand since the acquisition to
introduce apple concentrates
from Agrial farmer members
orchards in Aston Manor products,
without altering the flavour of the
existing recipes. Thanks to this
collective work, over 15,000 tons
of Agrial farmer members' apples
were used to make Aston Manor

ciders, representing more than
12% of the Co-operative's total
production in 2019.
To maintain this development
dynamic and meet crucial
recruitment challenges, talent
management is a key element in
the Beverage division’s strategy.
Every effort was made in 2019 to
encourage the integration of new
employees, with in particular the
creation of an induction course
from field to factory and a tutoring
programme, enabling employees
to become real ambassadors of
Agrial’s Co-operative expertise.

“2019 represented
a clear illustration
of the work
carried out by
the Beverage
division.
2019 represented a clear
illustration of the development
work carried out by the
Beverage division, focusing on
promoting member produce.
The successful integration
of Aston Manor and the
development of the new
Danao recipe enabled us to
use over 25,000 tons of farmer
members' apples, over 20%
of the 2019 harvest. We still
have a long way to go but the
roadmap is there!

Marc Roubaud

EVP of the Beverage division
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MEAT

In turbulent times, the Meat division performed well in 2019, illustrating the relevancy of its
strategy focused on high-end products generated by authentic expertise. The network
dynamic of teams both upstream and downstream helped create stand-out offers in line with
consumer expectations.

€487

2019 was marked by prices not
seen since 1992 for pork farming,
with a year average of 1.50€/kg on
the Breton Pork Market, 30 cents
more than in 2018. African swine
flu decimated pork livestock in
China and massively increased its
imports, causing a sudden rise in
prices throughout Europe. Agrial’s
Pork Farmer Organisation
continued its mission to support
farmer members and generate
even closer connections with the
processing resources of the Meat
division. 89% of the 784,000 pork
pigs from the Farmer Organisation
were sold with quality labels, of
which 18% as suckling pigs, 15% as
Label Rouge and 4.5% under the
new in-house initiative called
“Porcristal”, with no antibiotics
from birth. In 2019, the pork
division also continued to roll-out
i t s i n i t i at i ve s to re d u ce
medication, for GM-free feed and
the development of organic pork.

million in turnover
in 2019

380

pork farmer
members

170

poultry farmer
members

50

egg farmer
members

1,100

In line with the “Globe” project
developed by the Co-operative's
elected members in 2018-2019,
the poultry group was set up at
the General meeting in May 2019,
bringing together the Poultry and
Egg Farmer Organisations. Now
three networks work together
every day within a united team:
standard poultry farmers,
certified (labelled) poultry farmers
and egg farmers. Meetings of this
group were organised for the first
time in autumn to further
strengthen the close relationships
between farmer members and
their Co-operative.
The egg market increased in
terms of both volume and price in
2019 but the poultry market
suffered from a health point of
view: the heatwave episodes were
managed by the farmers and
technical teams as best they could

employees

“The development of
the Meat division is
proof of its solidity
for the farmer
members of the
Co-operative.
Arnaud Degoulet,

From Brient to Maître Jacques, Tallec
to Avigros, our vitality is clear in all the
companies in the Meat division, always
looking to create more added value
for farmers and give meaning to the
investments of the last few years. In an
uncertain context for meat consumption,
this development is proof of its solidity for
Co-operative farmer members!

Chairman of Agrial
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products.
In the Butchery BU, Maître
Jacques had a satisfactory year
despite the weather unfavourable
for the launch of spring ranges. In
light of this clear seasonality, the
company developed new offseason products like a range of
untied paupiettes that are more
practical for the consumer. Maître
Jacques also sold over 2,000
fattened chickens from Agrial
farmer members over the festive
season, continuing the division’s
dynamic in this area.

but despite every effort,
performances fell. However, the
group continued its efforts on the
quality and progress initiative.
25% of the 11.8 million poultry for
meats reared by the Farmer
Organisation in 2019 were freerange or Label Rouge certified.
The egg business was very
dynamic too, with the launch of 9
new buildings of 6,000 Label
Rouge hens this year.
Downstream, the Meat processing
BU managed to pass on the high
price of pork through raised tariffs
that generated excellent growth
in turnover for its businesses.
Brient distinguished itself with a
+9% rise in value and continued its
development in mass retail (deli
counters and chiller cabinets) as
well as in traditional networks
through wholesalers or food
services. Tallec enjoyed significant
growth this year with turnover up
by 8.5%. The launch of a range of
eight organic products (pudding,

ham, roasts, etc.) from Agrial
member farms should confirm the
added-value strategy in 2020.
Industrial synergies have been
implemented between these two
companies with production
transfers.
But the highlight of the year in
charcuterie was the purchase of
the companies La Bresse and
Sibert representing a new phase
in the development of the Agrial
Meat division. Based in the Ain
department, close to Bourg-enBresse and Lyon respectively,
these companies are specialised
in the manufacture and sale of
cooked charcuterie products
(black pudding, ham, brawn,
chitterling sausages, etc.) with
two brands: “Le Père Benoît” and
“La Bresse”. Complementing
Brient and Tallec, they consolidate
the division’s strategy focused on
the development of high-quality

Meanwhile, as a response to
strong consumer expectations,
the Meat division rolled out
studies to reduce additives and
packaging both in charcuterie and
butchery. The reduction or
re m o va l o f c o n t ro v e r s i a l

substances is already underway
and the first changes in packaging
are scheduled for the first half of
2020.
Finally, leader in the poultry hall of
Rungis National Market, Avigros
offers over 1,500 products to
wholesalers, poultry sellers,
butchers,
charcutiers,
delicatessens and restaurants.
For several months, Avigros has
also sold poultry from Agrial
farmer member farms under the
brands “Free-range Normandy
Poultry”, as Label Rouge birds
with PGI (Protected Geographical
Indication). Still focused on this
initiative, the objective is to create
a strong brand promoting the
quality and traceability of the
produce from the Co-operative's
farmer members.

“2019 enabled
us to reap the
benefits of our
strategy.
Even if the current context
requires prudence for the
future, 2019 enabled us
to reap the benefits of our
strategy focused on the
development of quality
products, promoting the
reasoning of our networks
in phase with consumer
expectations. The arrival of
Sibert and La Bresse should
help us strengthen our
positions with our customers.

Stéphane Poyac,
EVP of the Meat division
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Complementing
Brient and
Tallec, Sibert
and La Bresse
consolidate
the division’s
strategy.

2019
FIGURES

Valentin,
co-operative farmer member
at Les Pieux (50), for 20 years.
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SHARING
THE VALUE CREATED
Through its close ties with its 12,500 farmer members, the 22,000 people it employs, its
investments and its presence throughout the territory, Agrial shares and promotes the value
created every year with all its stakeholders.

100%

ve's
-operati
of the co capital
re
sha
r
by farme
is owned bers
m
e
m

€12 million

redistributed to farmer members
in 2020 in respect of the 2019
financial year

€155 million
in taxes to the government
and local authorities

€1.5 billion

€6.1 billion
€120 million

in raw materials
bought by members

€3.5 billion

in purchases from other
suppliers (energy, packaging,
other raw materials,
temporary staff, etc.)

€680 million

€1.1 billion

in payroll

of added value created by Agrial
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3 QUESTIONS TO
YVES JACOBS, CHIEF FINANCIAL OFFICER
ANNE LARROQUETTE, SUSTAINABLE DEVELOPMENT DIRECTOR

This year, Agrial refinanced its
debt. What does this mean?

in turnover in 2019

in investments

Agrial was
the first
agricultural
co-operative
to index the
payment of
its debt as
part of its
CSR policy.

Yves Jacobs: We have successfully
completed the refinancing of our
debt, for a total of 900 million
euros. In other words, we have not
raised an extra 900 million euros,
we have reorganised our debt. This
loan, agreed for a minimum period
of 5 years, is now in line with the
schedule of our Horizon 2025
strategic plan. Simultaneously, we
wanted to index part of the
repayment of this debt on several
CSR objectives, making Agrial the
first agricultural co-operative to
integrate sustainable development
targets in its financing. For their
part, our financial partners are

increasingly drawn to help
companies in their virtuous
initiatives.
Concretely, how will this “green”
financing work?
Anne Larroquette: We have set
ourselves 5 targets from our
Horizon 2025 strategic plan which
concern the themes of workplace
s a f e t y,
reduced
energy
consumption, alternative farming
products and the development of
organic produce. Every year, the
assessment of our achievements
will be carried out by an external
auditing company. This information
will be passed on to the banks who
will automatically adjust the cost of
the loan.
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A
high-performing
and sustainable
business
model
Why did you choose this type of
financing?
Anne Larroquette: Sustainable
development is at the heart of
Agrial’s Co-operative model and
these CSR indicators are another
way to demonstrate our
commitment, continue to
challenge us and federate all our
teams...
Yves Jacobs: ...and an additional
way, if it was needed, to prove that
finance
and
sustainable
development are not incompatible
- far from it!
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CONSOLIDATED INCOME STATEMENT

CONSOLIDATED BALANCE SHEET

in thousands of euros

in thousands of euros

OF THE AGRIAL GROUP

31 DEC 2019
• Turnover
• Other operating income
• Purchases used
• Staff costs
• Other operating expenses

31 DEC 2018

31 DEC 2019

6,090,154

5,840,409

48,750

47,711

-5,078,323

-4,883,209

-681,623

-680,656

-14,825

-14,821

• Taxes

-138,669

-97,165

• Net change in amortizations, depreciations and provisions

-125,580

-119,671

OPERATING INCOME
• Financial income and expenses

INCOME BEFORE EXCEPIONAL ITEMS
FROM CONSOLIDATED COMPANIES

99,885

92,598

-22,442

-18,531

77,443

74,067

• Exceptional income and expenses

-11,990

5,474

• Income tax

-14,044

-21,406

NET INCOME FOR CONSOLIDATED COMPANIES
• Share of income of associated undertakings
• Goodwill amortisation

CONSOLIDATED NET INCOME
• Minority interests

NET INCOME (GROUP SHARE)

FOR THE AGRIAL GROUP

51,409

58,135

748

549

-57

-1,027

52,099

57,657

6,970

6,807

45,129

50,850

Assets

GROSS
VALUE

• Goodwill

586,909

• Intangible assets
• Tangible assets
• Financial assets
• Shares in associate undertakings

DEPRECIATION
AND PROVISIONS

-57,405

511,267

-73,169

71,407

61,842

-1,759,424

849,049

847,493

133,625

-14,838

118,787

117,357

6,470

5,651

3,480,054

-1,904,836

1,575,218

1,543,611

• Stocks and inventories

684,949

-16,556

668,393

641,802

• Trade receivable

588,786

-29,049

559,737

608,801

• Other receivables and accruals

266,606

-1,322

265,284

259,329

52,738

0

52,738

4,276

• Marketable securities
• Cash at hand

263,936

279,549

TOTAL CURRENT ASSETS

1,857,016

263,936
-46,927

1,810,089

1,793,757

TOTAL ASSETS

5,337,070

-1,951,763

3,385,307

3,337,367

Liabilities

BEFORE DISTRIBUTION

• Share capital
• Share premium accounts
• Revaluation differences
• Reserves, Group share
• Net income, Group share

TOTAL SHAREHOLDERS’ EQUITY, GROUP SHARE
• Minority interests

TOTAL SHAREHOLDERS’ EQUITY

BEFORE DISTRIBUTION

118,423

113,996

11,614

11,614

9,817

9,817

690,333

649,453

45,129

50,850

875,316

835,729

69,048

69,775

944,364

905,504

• Other shareholders' equity

113,321

113,481

• Investment grants

24,519

20,069

78,857

75,227

• Loans and financial debts

1,111,031

1,089,068

• Trade payables

805,700

821,679

307,515

312,340

TOTAL DEBTS

2,224,246

2,223,087

TOTAL LIABILITIES AND EQUITY

3,385,307

3,337,367

• Other debts and accruals

66

529,504

NET
AMOUNTS

144,577

• Provisions for liabilities and charges
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NET
AMOUNTS

2,608,473

6,470

TOTAL NON CURRENT ASSETS

31 DEC 2018
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INCOME STATEMENT

BALANCE SHEET

in thousands of euros

in thousands of euros

OF THE CO-OPERATIVE

FOR THE CO-OPERATIVE

31 DEC 2019
• Turnover

31 DEC 2018

31 DEC 2019

Assets

2,186,650

2,140,229

18,574

16,213

-2,098,351

-2,049,317

-6,076

-5,656

• Staff costs

-66,167

-66,209

• Transfer to amortization, depreciation and provitions

-17,630

-17,575

• Stocks and inventories

-4,975

-4,996

•Receivables from associates and associated
accounts

OPERATING INCOME

12,024

12,689

INCOME FROM FINANCIAL OPERATIONS

12,864

8,937

INCOME BEFORE NON-RECURRING ITEMS

24,888

21,626

17,213

4,134

- 154

-33

-1,554

-1,454

40,393

24,273

• Other products (including calculated on provisions)
• Purchases used
• Taxes and assimilated payments

• Other charges

EXCEPTIONAL INCOME
• Employee share of the profits expansion
• Taxation on profits

Net income
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GROSS
VALUE

• Intangible assets

DEPRECIATION
AND PROVISIONS

31 DEC 2018
NET
AMOUNTS

NET
AMOUNTS

14,242

11,363

2,879

2,871

• Tangible assets

369,835

271,505

98,330

104,780

• Long term investments

461,279

12,908

448,371

413,767

845,357

295,777

549,580

521,417

219,656

747

218,909

197,618

38,015

10,298

27,717

65,015

• Customer receivables and associated accounts

144,419

2,294

142,125

147,569

• Other receivables

125,958

37

125,921

100,919

1,879

1,879

2,058

714

714

4,718

2,214

2,214

3,304

TOTAL FIXED ASSETS

• Subscribed and called up capital unpaid
• Cash
• Prepaid expenses

TOTAL CURRENT ASSETS

532,855

13,376

519,479

521,200

TOTAL ASSETS

1,378,211

309,153

1,069,059

1,042,617
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BALANCE SHEET (contd)
FOR THE CO-OPERATIVE

Liabilities

31 DEC 2019

31 DEC 2018

BEFORE DISTRIBUTION

BEFORE DISTRIBUTION

• Share capital

118,423

113,996

• Merger premium

11,614

11,614

• Revaluation reserves

9,817

9,817

• Reserves

480,010

467,674

Income

40,393

24,273

• Investment grants

4

8

• Statutory provisions

0

0

660,261

627,381

39

40

2,294

3,852

15,390

14,065

17,684

17,917

74,538

82,802

184,539

173,587

• Payables and associated accounts

89,151

99,647

• Other liabilities

42,771

41,225

76

18

391,074

397,280

0

0

1,069,059

1,042,617

TOTAL EQUITY CAPITAL
TOTAL OTHER EQUITY
• Provisions for risks
• Provisions for charges

TOTAL PROVISIONS FOR RISKS AND CHARGES
• Loans and funding liabilities
• Payable to associates and associated accounts

• Deferred income

TOTAL LIABILITIES
• Translation adjustments

TOTAL LIABILITIES
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