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NEW EXPORT MARKETS BEGIN WITH HELP FROM MITC 

The Maine International Trade Center can assist your business in developing 

new or existing exports to France and other markets around the world.   

For customized market research and questions about food export to France, 

please contact Jeff Bennett. Senior International Trade Specialist,  

by phone at 207-974-3200 or by email at jbennett@mitc.com.   

mailto:jbennett@mitc.com
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France: General Information 1 
Population total: 64, 057, 792  
Population Growth Rate: .549% (2009 est.) 
 

   
 

 Principal  Population Centers 2 

City Region Pop. 2006

Paris ILE 2,191,371

Marseille PRO 839,043

Lyon RHO 472,305

Toulouse MID 437,715

Nice PRO 347,060

Nantes PAY 282,853

Strasbourg ALS 272,975

Montpellier LAN 251,634

Bourdeaux AQU 232,014                 
 
 

                                                           
1 CIA Factbook https://www.cia.gov/library/publications/the-world-factbook/geos/fr.html  
2
 http://www.citypopulation.de/France-Cities.html 
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Basic Economic Indicators :3 

Est. GDP Labor Force Budget Infl. Rate

2008 $2.867 tril. 27.97 mil. Rev: $1.2 tril. 2.80%

Exp: $1.5 tril.       

Trade Data Tot.  2007 Tot. 2008 Jul/Aug '09 YTD

Exports $546 bil. $602 bil. $298 bil.

Imports $601 bil. $692 bil. $346 bil  

 

 

&ÒÁÎÃÅȭÓ &ÏÒÅÉÇÎ %ØÃÈÁÎÇÅ 2ÁÔÅÓȡ

 

                                                           
3
 https://www.cia.gov/library/publications/the-world-factbook/geos/fr.html 
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France in the European Union 

 
France is part of the European 
Union, made up of 27 member 
states, and is one of the founding 
members.  
 
France has adopted the Euro as its 
currency and is part of the 16-
member Euro Zone (countries that 
have adopted the euro as their 
official currency.  
 
This currency union provides a great 
deal of stability for U.S. exporters, 
as exchange rate fluctuations tend 
to not undergo short-term drastic 
movement. 
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FrÁÎÃÅȭÓ Cultural Trends                                                                                                                          
The French market for food products is mature, 

sophisticated and well served by suppliers from 

around the world.  

 

Generally, high quality food products with an 

American image can find a niche in the French 

market, particularly if they can gain distribution 

through stores and supermarkets that specialize 

in U.S. or other foreign foods.4 

 

French consumer trends are increasingly health 

conscious. Products such as dried fruit are 

expected to see an increase in sales due to the 

preference for healthy and high quality foods 

that provide both good taste and nutritional 

value.   

 

In response to rising rates of childhood obesity, 

the French government launched a campaign in 

2007 to raise awareness about healthy eating 

habits and to encourage French consumers to 

seek foods with good nutritional value.5 

 

Consumers’ lifestyles are also creating a 

demand for ready-to-eat products. This is due 

to the following6:  

¶ A trend toward reduction in length of 

meal times, both lunch and dinner, and 

less formality.   

                                                           
4
 Excerpted from 2009 Country Commercial Guide, 

http://www.buyusainfo.net/docs/x_5541033.pdf  
5
 Product Brief: Dried Fruit.  2008. USDA Foreign 

Agricultural Service.  
http://www.fas.usda.gov/gainfiles/200812/1463069
64.pdf   
6
Product Brief: U.S. Opportunities in France's Ready 

to Eat and Snack Market. 2007.  USDA Foreign 
Agricultural Service. 
http://www.fas.usda.gov/gainfiles/200712/1462933
60.pdf  

¶ An increase in the number of working 

women, with a current rate of 87%, 

means less home preparation of meals.   

¶ A growing urban population.   

¶ French teenagers are more 

independent and when choosing food, 

they are interested in less traditional 

fare and are increasingly choosing 

ready-to-eat products 

 

Also, food safety scares have raised consumer 

concerns about sanitation and safety issues. In 

turn, these concerns have led to greater 

demand for natural and organic food products: 

fruit juices, fresh and processed dietetic foods, 

organic produce, fish and seafood products, 

ethnic foods and food supplements7. 

 

Fish and Seafood, Fresh and 

Frozen8                                                          
France is a major consumer of seafood products 

and a net importer of many seafood products 

because domestic production is significantly 

lower than demand.  

 

In 2008, the United States was France’s fifth 

largest supplier of seafood products after 

Norway, the U.K., Spain, and the Netherlands. 

U.S. seafood products exported to France 

mainly consist of frozen fillets and scallop, live 

lobster and frozen salmon.

                                                           
7
 Excerpted from Annual Exporter Guide: France.  

2008. USDA Foreign Agricultural Service.   
http://www.fas.usda.gov/gainfiles/200810/1462961
24.pdf  
8
 Excerpted from 2009 Country Commercial Guide, 

http://www.buyusainfo.net/docs/x_5541033.pdf  

http://www.buyusainfo.net/docs/x_5541033.pdf
http://www.fas.usda.gov/gainfiles/200812/146306964.pdf
http://www.fas.usda.gov/gainfiles/200812/146306964.pdf
http://www.fas.usda.gov/gainfiles/200712/146293360.pdf
http://www.fas.usda.gov/gainfiles/200712/146293360.pdf
http://www.fas.usda.gov/gainfiles/200810/146296124.pdf
http://www.fas.usda.gov/gainfiles/200810/146296124.pdf
http://www.buyusainfo.net/docs/x_5541033.pdf
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Description 2006 2007 2008 2009 YTD

TOTAL SELECTED COMMODITIES 962,779.77 1,034,879.92 1,037,324.20 514,543.32

Rock Lobster And Other Sea Crawfish, Frozen 88,623.38 91,683.06 77,480.72 22,515.90

Lobsters , Live, Fresh,Ch, Dried, Sa l td Or In Brine 62,391.33 71,576.28 67,861.56 35,170.35

Lobsters , Including In Shel l , Frozen 21,538.75 24,691.50 22,290.95 9,042.21

values in 1,000 $USD

France Imports of Lobster (all sources)

CǊŀƴŎŜΩǎ ¢ƻǘŀƭ {ŜŀŦƻƻŘ aŀǊƪŜǘ:    

    

Source: Wisertrade.org 

 

Note: the U.S. only has a 4 % share of France’s 

total Seafood market. However, as the sector 

has shown relatively constant growth over the 

last three years, there could be significant room 

for growth especially for Maine exporters 

supplying Lobster, Scallops and Salmon. 

 

Live lobster9  

In France there is a clientele that consumes 

luxury shellfish: spiny lobster, lobster, scampi, 

and large prawns. For lobster, French catches 

are limited to about 300 tons per year, but the 

market is much larger than this quantity. The 

main market is mid- to high-end restaurants, 

with peak consumption in December.  

 

 

 

 

 

 

 

 

 

 

                                                           
9
 Excerpted from Agri-Food Trade Service- Canada 

http://www.ats-sea.agr.gc.ca/eur/4538-eng.htm 

In this market, Canada is competing with the 

United States, which benefits from better air 

connections with France (less expensive freight 

with more availability) and preferred access.  

 

Both countries export the homarus americanus 

species. Moreover, the United Kingdom and 

Ireland fish and export the homarus gammarus 

species, the same as fished in France. There is a 

persistent belief that the homarus gammarus 

species is of better quality.  

 

In 2006, the total quantity of live lobster 

imported by France was 3,418 tons, of which 

427 tons (€5 million) was imported directly 

from Canada, and 1,897 tons from the United 

States. 
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Total Market Growth 

Unit: USD millions 

2007 2008 2009

Total market size 5,596 5,827 5,929

Total Local Production 2,170 2,370 2,379

Total Exports 1,626 1,891 1,950

Total Imports 5,052 5,348 5,500

Imports from the U.S. 237 229 225

Annual

http://www.ats-sea.agr.gc.ca/eur/4538-eng.htm
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Frozen lobster  
Frozen lobster may be whole, in the form of raw 

or cooked tails or in the form of raw or cooked 

shelled meat.  

 

Frozen whole lobster is the largest market 

segment in value and in volume; this product is 

not produced in France, but is imported almost 

exclusively from Canada. The sizes most often  

 

sold are 300-350 grams and 350-400 grams. In 

recent years there have been efforts to develop 

the sale of other frozen products9.  

 

In particular, frozen, shelled raw lobster (using 

an innovative process) was introduced to the 

market. This high-end product is well suited to 

restaurants and catering activities. 

 

Description 2006 2007 2008
2009 YTD 

(July)

TOTAL SELECTED COMMODITIES 37,102.39 43,492.14 37,831.86 13,029.30

Lobsters , Live, Fresh,Ch, Dried, Sa l td Or In Brine 27,856.79 30,606.87 28,716.57 11,215.57

Rock Lobster And Other Sea Crawfish, Frozen 7,921.77 11,473.01 6,246.70 661.19

Rock Lobster, Other Sea Crawfish Lv/Ch/Drd/Salted 638.46 364.07 246.61 14.94

Lobsters , Including In Shel l , Frozen 0 143.83 108.78 0

values in 1,000 $USD

France Imports of Lobster (U.S. origin)
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Note: Maine currently has a small hand in frozen lobster exports to France, but is still third in the U.S. 

after Massachusetts and Florida.  France imported 9 million USD of live, fresh or chilled lobster by 

November of 2009.  Maine was responsible for less than 1% of those imports.   

 

Scallops9 
French demand for scallops is much higher than 

what can be supplied in fresh product by the 

French and European (Scottish) fishery. Demand 

is strong all year long.  

 

Consequently, significant quantities of various 

frozen pectinadae species are imported. The 

total market for frozen scallops is 21,000 tons. 

Generally, the larger the scallop, the higher the 

price.  

 

Only a few species can reach a large size, 

particularly pecten maximus and placopecten 

magellanicus, the species fished in Canada and 

the United States.  

 

Large scallops are destined especially for mid- 

to high-end restaurants, usually without roe. 

Small scallops are sold to the processing 

industry for prepared meals. Consumers also 

buy frozen scallops of various sizes, with or 

without roe, mainly in supermarkets. 

 

Salmon9 
In the 1990s and 2000s, the French market for 

salmon and salmon products continued to 

grow, reaching 136,000 tons in 2006.  

 

Salmon is the fish most eaten in France. Most 

imported salmon is from surrounding European 

countries.  However, small quantities of salmon-

- fresh, chilled, and smoked, are imported from 

Canada and the United States. 

 

 

 

 

 

 

 

 

 

Description 2006 2007 2008
NOV 2009 

YTD

TOTAL SELECTED COMMODITIES 194,010 1,101,693 1,266,966 306,103

Lobsters, Live, Fresh,Ch, Dried, Saltd Or In Brine 194,010 182,975 911,270 294,583

Lobsters, Including In Shell, Frozen 0 918,718 355,696 11,520

values in $USD

France Imports of Lobster (Maine origin)

Description 2006 2007 2008
2009 YTD 

(July)

TOTAL ALL COUNTRIES 57,303.07 57,474.46 72,915.54 38,919.15

Poland 10,483.21 11,257.43 28,837.65 22,313.86

Fr Germany 20,106.20 25,009.94 24,480.84 9,228.14

Utd. Kingdom 16,950.69 10,137.80 8,582.65 1,793.91

Belgium 1,536.92 3,447.23 3,268.55 1,639.52

Denmark 3,664.49 2,159.32 2,888.73 2,000.09

values in $1,000's USD

France Imports of Smoked Salmon (top 5 origins)
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Note10: While France relies heavily on Europe for its Salmon products, the U.S.’s market share remains 

strong. Maine does not currently export any salmon to France, but this could be a significant market as 

salmon continues to be the number one consumed seafood product in France. Smoked salmon is 

another noteworthy import for France, reaching nearly 73 million USD in 2008.   

 

Currently, Maine exports no smoked salmon, and the U.S. has not exported to France in the last ten 

years.  Canada’s exports of smoked salmon to France are also minimal, with the most recent being 

$213,000 USD in 2007.   France’s top three importers of smoked salmon are Poland, Germany, and the 

United Kingdom with their respective exports totaling nearly 62 million USD.   

                                                           
10

 From WiserTrade. https://www.wisertrade.org/ftweb/ftbegin  

Description 2006 2007 2008
2009 YTD 

(August)

TOTAL ALL COUNTRIES 460,621.59 456,873.61 504,721.15 318,225.90

Sweden 160,263.35 181,322.83 188,626.78 104,721.03

Denmark 110,351.20 112,066.70 126,410.78 86,290.77

Utd. Kingdom 104,909.71 94,050.99 102,066.21 59,055.39

Fr Germany 55,809.76 42,192.19 63,692.85 42,305.87

Ireland 15,431.55 17,091.30 17,070.32 12,180.13

Spain 6,347.91 4,887.95 3,336.61 1,616.98

Canada 1,775.21 1,614.48 1,064.60 654.24

Poland 2,785.96 2,046.47 808.62 1,683.34

Netherlands 1,111.44 1,133.21 715.2 808.76

Belgium 1,205.68 152.54 291.12 8,168.87

Ita ly 86.34 104.05 181.23 105.08

USA 361.02 143.04 172.12 150.89

values in $1,000's USD

France Imports of Live or Chilled Salmon (top origins)
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Beverages, including M ineral Water, Beer, Wine and Spirits                                        
French market overview; Unit: USD millions

2007 2008 2009

Total market size 15,082 17,323 17,332

Total Local Production 25,584 28,338 29,379

Total Exports 13,306 15,370 15,450

Total Imports 2,804 3,355 3,403

Imports from the U.S. 83 99 101

Annual

 
Source: Country Commercial Guide: France 

Spirits 11 
The French are significant consumers of spirits. In 2007, U.S. spirits exports to France valued at 46 

million Euros ($63 million), represented 6.6 percent of total French spirits imports of approximately 744 

million Euros ($1,019 million). 

 

Total French Imports of Alcoholic Beverages (excl. beer and wine) From All Countries 

Unit Total value ($US, 1, 000s) 

Description 2006 2007 2008 2008 YTD 2009 Nov. 

TOTAL 876,971.92 1,037,742.17 1,161,650.15 743,400.82 681,457.44

Whiskies 647,102.88 747,767.35 835,353.75 526,186.84 492,968.93

Liqueurs And Cordials 66,342.70 79,871.83 86,702.46 55,415.32 51,965.26

Grape Brandy 40,240.27 55,934.91 77,599.20 51,918.83 41,715.04

Vodka 37,663.41 51,870.23 60,492.20 38,831.47 37,080.64

Rum And Tafia 18,132.92 23,488.37 27,425.56 18,565.60 17,549.11

Gin And Geneva 16,490.64 18,546.14 16,688.75 11,211.45 9,356.00

Cordls, Lqrs, Kirschw asser, Ratafia, Etc.50,999.10 60,263.34 57,388.23 41,271.31 30,822.46

 

French Imports of Alcoholic Beverages from U.S. (excl. beer and wine) 

From US; Unit: Total value ($US, 1, 000s) 

Description 2006 2007 2008 2008 YTD
2009 Nov. 

YTD 

TOTAL 50,805.84 62,840.77 70,041.84 43,420.32 54,582.33

Whiskies 47,275.94 59,358.32 65,370.79 41,065.54 53,684.97

Grape Brandy 1,172.29 1,534.25 2,048.52 508.05 98.36

Liqueurs + Cordials 1,210.12 1,218.97 1,693.57 1,115.43 533.9

Vodka 781.42 482.79 566.42 489.05 121.55

Gin And Geneva 197.21 127.81 173.09 116.73 118.28

Rum And Tafia 6.55 28.26 132.95 81.04 13.47

Cordls, Lqrs, Kirschw asser, Ratafia, Etc.162.31 90.37 56.5 44.48 11.8  
Source: Wisertrade.org 

                                                           
11

 Excerpted from Annual Exporter Guide: France.  2008.  USDA Foreign Agricultural Service 
http://www.fas.usda.gov/gainfiles/200810/146296124.pdf  

http://www.fas.usda.gov/gainfiles/200810/146296124.pdf
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Note: As of the November 2009, the US represents 8 % of France’s total imports.  Canada’s September 

2009 YTD exports are under 4 million USD, or less than 1% of France’s imports. Maine and New England 

have yet to catch up to the rest of the U.S. however.  With several liquor companies and distilleries in 

the State, there is potential to get involved in this growing industry.  Maine’s signature spirits could 

meet the needs of French consumers looking for unique regional specialties.   

 

Fresh and Dried Fruits, Containing Nuts                                                                      
Prime opportunities for U.S. suppliers are in off-

season and extended-season sales, and years of 

short French fruit crops. France is one of the 

most important markets for U.S. grapefruit 

valued at 22 million euro ($30 million) in 2007.  

 

The U.S. market share for citrus fruits 

represents 25% of total French imports in value 

and 20 percent in volume. France imports 

apples and pears in short crop years. There is 

also a niche market for berries, cherries and 

tangerines.  

 

The snack and nut product niche market is 

important for U.S. exporters, who profit by 

promoting their products as healthy and high-

quality choices.  

 

In 2007, nuts were France’s second-best selling 

snack food by value after chips and crisps, but, 

in terms of volume, nuts continue to place 

behind extruded puffs as well.  

 

Nuts and other snack foods are the heart of the 

French pre-dinner aperitif tradition, which has 

experienced a revival in recent years. However, 

nuts sales face stiff competition from snack 

foods such as meats, chips, dips, and chilled 

dairy items intended for consumption during 

the aperitif. 

 
French market overview: 

2007 2008 2009

Total market size 4,028 4,671 4,775

Total Local Production 2,467 2,740 2,850

Total Exports 1,813 2,011 2,100

Total Imports 3,374 3,942 4,025

Imports from the U.S. 209 186 182

Figures in USD Millions 

Annual

 
Source: Country Commercial Guide: France 

 

Note: This market has steadily increased in size over the last three years, likely due to the health 

consciousness of French consumers and the re-emergence of the aperitif, in French dining culture. While 

the U.S. share of the market has decline in the last two years, savvy U.S. exporters that are able to 

market the health benefits of their products could see significant demand. 
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Dried Fruit 12 
The French market for dried fruit grew by 

almost 20 percent between 2006 and 2007, 

continuing a trend of positive growth over the 

last five years. France imported 46,000 tons of 

dried fruit valued at almost $118 million in 

2007.  

 

French consumers are expected to expand their 

purchases of dried fruits in light of their 

preference for healthy and high quality foods 

that provide both good taste and nutritional 

value. French imports of U.S. dried fruits are led 

by dried grapes, prunes, and other dried fruit.  

 

Over the last five years French imports of U.S. 

dried fruit have fluctuated in both value and 

volume, however 2007 was a strong year for 

the U.S. in the French market for dried fruit. 

 
The French market for dried fruit is expected to 

continue growing. In response to rising rates of 

childhood obesity, the French government 

launched a campaign in 2007 to raise 

awareness about healthy eating habits and to 

encourage French consumers to seek foods 

with good nutritional value.  

 

Dried fruits and, in particular, dried fruit and 

nut mixes, are perceived by French consumers 

as wholesome snacks which meet health 

concerns with high quality taste. In the face of 

rising inflation, French consumers are 

increasingly more price-conscious.  

 

They are tending to seek items on sale, shop at 

hard-discounters, and buy more private-label 

                                                           
12

 Excerpted from Product Brief: Dried Fruit.  2008. 
USDA Foreign Agricultural Service.  
http://www.fas.usda.gov/gainfiles/200812/1463069
64.pdf 

products. Manufacturers who provide 

competitively-priced, high quality ingredients 

packaged in practical, easy-to-eat, and smaller 

sizes should perform well in the French market. 

 

Note: Maine has not exported fruits to France 

since 2003, but the trend towards healthier 

snacks may open up the market again.  

Blueberries and cranberries, both Maine 

commodities, have potential with this health 

trend, and also appeal to those desiring regional 

specialties.   

 

Nuts13  
French consumers are increasingly interested in 

healthy and “natural” foods, and nuts are 

perceived as a wholesome snack. Nutritionists 

tout their high fiber, anti-oxidant, calcium, 

protein, and omega3 content.  

 

The most successful snack food products during 

2007 were those that featured new, exotic 

flavors (sweet & salty, chili, sweet & sour), 

healthier content (reduced sodium, reduced 

fat), or a combination of the two. Providing a 

sophisticated and high-quality product 

continues to be key to the French marketplace. 

 

The U.S. is France’s number one source for tree 

nut imports. Almonds were France’s primary 

tree nut import from the U.S. in 2007, with 

pistachios at a distant second. U.S. nut exports 

to France also included hazelnuts, macadamia 

nuts, walnuts, cashews, and other nuts.  

 

France’s market for tree nuts totaled almost 

$428 million in 2007 with the U.S. garnering 

                                                           
13

 Excerpted from Product Brief: Nuts.  2008.  USDA 
Foreign Agricultural Service. 
http://www.fas.usda.gov/gainfiles/200812/1463068
12.pdf  

http://www.fas.usda.gov/gainfiles/200812/146306964.pdf
http://www.fas.usda.gov/gainfiles/200812/146306964.pdf
http://www.fas.usda.gov/gainfiles/200812/146306812.pdf
http://www.fas.usda.gov/gainfiles/200812/146306812.pdf
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slightly more than a third of the total market, or 

about $146 million. Last year was the first year 

in which French imports of U.S. tree nuts 

declined in volume, though the value has been 

declining since 2006. These declines are 

consistent with trends in France’s tree nut 

market overall, which has been shrinking for the 

last two years. 

Chocolate Confectionary 14                  
In 2008, the chocolate confectionery market in France is projected at $5.28 billion. This market has 

hovered just above 240,000 tons since 2005, though the market is gradually trending down in terms of 

volume. At the same time, the value has been trending up slightly following consumers’ preference of 

quality over quantity in their chocolate.  

 

French total imports of chocolate: Unit: Total value ($US, 1,000s) 

Description 2006 2007 2008 2009 YTD

TOTAL 1,214,533.94 1,527,376.20 1,761,307.93 932,194.55
Cocoa Preparations, Not In Bulk Form, 

Nesoi
544,843.95 670,657.34 738,149.79 350,768.02

Chocolate Prep Nesoi, In Blocks Etc. 

Over 2 Kg
245,180.17 345,994.97 398,265.22 226,782.85

Chocolate & Othr Cocoa Preps, Not 

Bulk, Not Filled
223,882.90 278,568.34 332,053.84 191,466.80

Chocolate & Othr Cocoa Preps, Not 

Bulk, Filled
157,552.54 184,877.87 195,736.13 117,637.44

Cocoa Pow der Cont Added Sugar Or 

Other Sw tng
43,074.38 47,277.68 97,102.95 45,539.44

Source: USDA Foreign Agricultural Service GAIN Report: FR8026 
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 Excerpted from Agricultural Situation: Chocolate, Sugar Confectionary, and Gum Products. 2008.  USDA Foreign 
Agricultural Service. http://www.fas.usda.gov/gainfiles/200812/146306951.pdf  
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French total imports of US chocolate: Unit: Total dollar value 

Description 2006 2007 2008

TOTAL 660,046.00 1,273,902.00 769,011.00

Chocolate Prep Nesoi, In Blocks Etc. Over 2 Kg 29,604.00 0 23,257.00

Chocolate & Othr Cocoa Preps, Not Bulk, Filled 62,325.00 75,039.00 111,108.00

Cocoa Preparations, Not In Bulk Form, Nesoi 394,074.00 79,769.00 224,355.00

Chocolate & Othr Cocoa Preps, Not Bulk, Not Filled 133,381.00 203,536.00 141,803.00

Cocoa Pow der Cont Added Sugar Or Other Sw eetening40,662.00 915,558.00 268,488.00  
Source: Wisertrade.org 

 
Note: The U.S.’s share of the French chocolate 

industry has grown significantly over the last 

several years. Maine chocolate exporters should 

focus on unique high quality artisan chocolates. 

Consumption patterns in the French chocolate 

confectionery market have shifted toward 

higher quality products, purchased less often. 

French consumers prefer confectionery 

products in individual or smaller servings, which 

appear to be “lighter”.   

 

Also, seasonal chocolates have shown strong 

performance. Dark chocolates are perceived 

simultaneously as being more sophisticated and 

healthier with lower fat content and antioxidant 

properties. Tablets filled with chocolate mousse 

have gained market share in recent years. In 

addition, chocolates with varying 

concentrations of cocoa or interesting flavors 

such as spices or fruits have appealed to French 

consumers. 

 

Sales of sugar-free or light chocolate 

confectionery products have had a moderate 

growth rate, but the recent successful 

introduction of a reduced-sugar line of 

chocolate tablets called “Ligne Gourmande” 

suggests that this sector may be poised for 

stronger growth. Producers should note that 

French consumers are generally cautious about 

chemical additives in food and remain wary of 

artificial sweeteners. 

 

Sauces, Condiments, and 

Dressings15 
The total French market for sauces, condiments, 

and dressing was valued at more than $2.2 

billion in 2007. While French consumers have 

always demanded interesting flavors at a good 

value, they are now also seeking products 

perceived as "healthier." French imports of U.S. 

sauces, condiments, and dressing have seen 

consistent growth in sales value over the past 

five years, with some products finding success 

in niche markets. 
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 Excerpted from Product Brief: Sauces, 
Condiments, and Dressings.  2008.  USDA Foreign 
Agricultural Service. 
http://www.fas.usda.gov/gainfiles/200812/1463069
65.pdf  

http://www.fas.usda.gov/gainfiles/200812/146306965.pdf
http://www.fas.usda.gov/gainfiles/200812/146306965.pdf
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French total imports of sauces, condiments and dressings; Unit: Total value ($US, 1,000s) 

Description 2006 2007 2008 2009 Nov YTD

Total 338,012.10 449,888.28 495,360.31 360,419.57

Sauces Etc. Mixed Condiemnts and Seasonings Nesoi191,957.38 245,315.37 285,276.17 207,826.96

Tomato Ketchup And Other Tomato Sauces129,794.34 183,797.93 183,797.93 131,332.81

Soy Sauce 10,002.90 13,554.36 16,533.61 11,218.41

Prepared Mustard 6,257.48 7,220.62 9,752.60 10,041.39  

Source: Wisertrade.org 

 

French total imports of US sauces, condiments and dressings: Unit: Total value ($US, 1,000s) 

Description 2006 2007 2008 2009 Nov YTD

Total 4,764.77 5,362.33 5,817.01 3,177.54
Sauces Etc. Mxd Cndmnts and Seasonings Nesoi3,935.20 4,368.44 4,943.49 2,747.81
Tomato Ketchup + Other 465.21 613.29 687.81 355.97
Soy Sauce 272.65 336.72 88.9 44.06
Prepared Mustard 91.71 43.88 96.81 29.7  

Source: Wisertrade.org 

 

Over the last five years, U.S. exports of sauces 

and condiments to France have steadily 

increased by value, while fluctuating on an 

annual basis by volume. France imported more 

than $415 million in sauces in 2007.  

 

U.S. exports of soy sauces have consistently 

grown over the last five years both in terms of 

volume and value, while U.S. exports of tomato 

sauces and condiments have declined. Despite 

this mixed performance, some brands and 

companies have succeeded in specific product 

markets, such as Heinz’ recent gain in ketchup 

market share. 

 

Maine does not currently export these 

commodities to France.  Local Maine 

companies’ production of unique and high 

quality products in this area could be met with 

success. Mustards with “ethnic” or exotic 

flavors will meet French desires for both health 

and bold flavors.   

 

Maine sauces and marinades can meet the 

increasing needs of the ready-to-eat market. 

Flavors unique to Maine can find a niche in the 

regional cuisine interest.  Sauces incorporating 

unique flavors such as blueberry or cranberry 

will stand out in this category.  Products which 

are organic or made with natural ingredients in 

addition to their distinctive regional identity will 

meet French demands for healthy, chemical-

free products.   

 

French consumers are interested in healthy, 

full-flavored sauces and condiments that are 

easy to store and prepare. Products with 

reduced fat, cholesterol, sugar, or salt content, 

which retain interesting flavor, are performing 

well in the French market.  

 

Between 2002 and 2007, the sales volumes of 

low-fat mayonnaise increased by 50% while the 

sales volume of full-fat mayonnaise rose by only 

6.5%. Sales volumes of low-fat salad dressings 

doubled between 2005 and 2007 while full-fat 

salad dressing grew just over 7%.  

 

Manufacturers should note that French 

consumers avoid products marketed under the 



Opportunities from Maine Companies in the French Food Industry 
 

 
January 2010 www.mitc.com 16 

term “light.” These products are viewed as low-

quality and poor-tasting. Marketing products 

labeled as “healthier,” “more natural,” or 

“nutritionally beneficial” are likely to prove 

more successful. 

 

Sales of tomato pastes and purées, liquid 

stocks, Tabasco, mustards, vinaigrettes and 

pickled products have seen little to no growth in 

the last two years. Though soy sauces and 

ketchup sales volumes have also been flat, it is 

worth noting that the percent of this market 

captured by some U.S. producers has grown 

over the same period.  

 

While wet/cooking sauces have continued to 

grow in sales volume and value, sales of dry 

sauces and powders have declined by both 

volume and value in the same period. Longer 

work hours, more working couples, and a rising 

number of French consumers who live (and 

cook) alone is spurring demand for easy to 

open, use, and store products.  

 

Though traditional French cooking sauces - 

béchamel, creamy mushroom, creamy 

peppercorn and béarnaise, remain leaders in 

this sector, they have lost market share to non-

traditional sauces and condiments, such as 

curry, and sweet and sour. 

 

The continuing trend toward the pre-dinner 

aperitif in France is also contributing to the 

development of the sauce, dressing, and 

condiment market. Sales of dips such as 

tapenades, humus, tzatziki, rillette, guacamole 

and ktipiti consumed during the aperitif grew by 

more than 30% between 2002 and 2007.  

 

Manufacturers, including Amora, Heinz and 

Bénédicta, are offering successful new lines of 

sauces marketed as “sauces aperitif.” 

Sweet and Savory Snacks16 
The French market for sweet and savory snacks 

($1.3 billion in 2007) posted very moderate 

growth, both in volume and value, in 2007, 

continuing a five year positive trend. After a 

steep decline in imports of U.S. snack foods in 

2004, U.S. exports to France have been trending 

up since 2005. 

 

The most successful snack food products during 

2007 were those featuring new, exotic flavors 

(olive oil, chili, sweet & sour), healthier content 

(reduced sodium, reduced fat, etc.), or a 

combination of the two. The strongest 

performers in 2007 were chips/crisps (both 

volume and value growth of 5%), followed by 

extruded puffs and nuts.  

 

Nuts, chips/crisps, and puffed snacks offer the 

greatest market potential in the sweet and 

savory snack category. Private-label branded 

products represent an increasing portion of the 

sector and are contributing to declining average 

unit prices. 

 

The return of the aperitif as a popular practice 

in France has raised the demand for sweet and 

savory snacks. In addition, busier lifestyles, 

longer work hours, and a high percentage of 

working women continues to fuel demand for 

snack foods with good nutritional value.  

 

French consumers favor practical, easy-to-eat 

and prepare, single-serving packages. To this 

end, microwave popcorn emerged in 2007 as a 

popular product with good growth potential. 

Mixes of seeds, nuts and dried fruits with 
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 Excerpted from Product Brief: Sweet and Savory 
Snacks.  2008.  USDA Foreign Agricultural Service.  
http://www.fas.usda.gov/gainfiles/200812/1463069
52.pdf  
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Current Structure of the Food 
Service Market (estimated sales: 

$107.2 billion) 

Fast Food,
Cafeterias etc.

Traditional
Restaurants

innovative flavors are performing well with 

French consumers since they are perceived as 

wholesome snacks.  

 

French consumers will pay a premium for 

nutritious, high quality ingredient snacks, 

and/or artisanal production methods and favor 

products from ethical, organic and fair trade 

sources. Snack foods labeled “light” are not 

popular as this term is synonymous for French 

consumers with industrial, poor-tasting 

products, or junk food. In response to rising 

inflation, French shoppers are becoming more 

price conscious, looking for items on sale, 

shopping at hard-discounters, and buying more 

private-label products.  

 

As price conscious shoppers look for ways to 

decrease food costs, the snack food industry 

may find avenues for growth by positioning 

snacks as viable options to more formal meals. 

 

HRI (Hotel, Restaurant, and 

Institution) Sector 17                                             
The HRI/food service sector is an open, highly 

competitive market in France which is supplied 

primarily by domestic and EU producers.   

 

There are opportunities for U.S. and Maine 

suppliers for reasonably-priced, high quality and 

innovative products such as fish and seafood, 

fresh and frozen meat, fruits, frozen desserts, 

ready-to-eat meals and ethnic/regional sides or 

meals, as well as salad dressings, tomato sauces 

and spices.  
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 From Annual Report: HRI Food Sector. 2008. USDA 
Foreign Agricultural 
Service.http://www.fas.usda.gov/scriptsw/AttacheR
ep/attache_lout.asp   

 

France's Food Service Sector Overview                                                                                                                   

France has a large and highly fragmented food 

service sector with many small to medium- 

sized players.  During calendar year 2007, the 

French hotel, restaurant and institution (HRI) 

food service sector served approximately 9.5 

billion meals valued at nearly 78.4 billion Euros 

($107.2 billion), reflecting an increase in sales of 

7.5% over the period 2005-2007.  The HRI 

sector is divided into two primary sub-sectors:  

 

Percentage Growth Rate of the HRI/Food Service 

Sales 

Annual 2006 2007

Restaurants, including chains 2.50% 9.00%

Hotels and resorts 2.60% 6.70%

Other (fast foods incl cafes, 2.60% 4.50%

Institutional catering 6.60% 6.70%

http://www.fas.usda.gov/scriptsw/AttacheRep/attache_lout.asp
http://www.fas.usda.gov/scriptsw/AttacheRep/attache_lout.asp
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Commercial Catering 

This subsector includes traditional restaurants, 

hotels and resorts, leisure parks, cafeterias, 

cafes, brasseries, and fast food outlets, 

including street vendors.   

In 2007, sales in this sector totaled 61.2 billion 

Euros ($83.7 billion) with 5.3 billion meals 

served.  In 2007, commercial catering sales rose 

following increased consumer demand for 

ready-to-eat, moderately priced meals.  

From the 5.3 billion meals served in this sector, 

70% by volume, cost 10 Euros ($14) or less, 12 

percent cost between 11 and 15 Euros ($15-21), 

9 percent cost between 16-20 Euros ($22-27) 

and "expensive" meals, which cost between 21-

50 Euros ($29-68), fell from 5 to 2 %.    

 

 

 

 

 

 

 

 

 

Institutional Catering 

Includes education, healthcare, business 

catering, schools, hospitals, factory restaurants, 

and air and sea catering.  In 2007, this sector’s 

total sales were 17.2 billion Euros ($23.5 billion) 

with 4.2 billion meals served.   

 

Institutional catering includes education, 

healthcare, business catering, schools, 

hospitals, air and sea catering.  This sector is 

expected to continue its growth trend in the 

future.  For 2008, operators remain confident 

despite a fiercely competitive environment with 

vigorous price negotiation.  

 

The industry is exploring new ways to secure 

contracts (multi-services, customized offers, 

adaption to new patterns of consumption, such 

as new snacking concepts to better compete 

with commercial catering establishments).   

 

Education (schools, universities), and business 

catering, are growing more slowly than the 

healthcare and hospital sectors which are 

focusing on nutritional/health foods.  

 

Categories of Commercial Catering, Number of Outlets, and Total Sales in Calendar Year 200717

Category Number of OutletsTotal Sales in (Millions $) Sales % Change 2006/2007

Traditional restaurants, including ethnic rstrnts 66,100 25,208 2.00%

Bistro, cafes, brasseries, snacks 40,845 10,257 11.00%

Theme restaurants 1,500 1,054 3.00%

Pizzerias 13,000 6,798 1.90%

Grills 1,400 1,004 5.10%

US-style fast food 140 390 1.20%

French fast food 5,600 3,282 1.80%

Cafeterias 400 630 0.80%

Alternative channels (stores, movie-theater,etc) 28,150 12,828 5.00%
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Tariff and Tax Overview :18  

HS Code Description Tariff

0307210020 Meat of Scallops, fresh 8.00%

0306221000 Lobsters, Live, Whole 8.00%

0306229900 Lobsters, Other 10.00%

0306229100 Lobsters, Whole, Other 8.00%

0307299010 Meat of scallops of the genus Placopecten magellanicus, frozen 8.00%

0302120011 Atlantic Salmon, Wild 2.00%

0302120012 Atlantic Salmon, Not Wild, Whole 2.00%

0302120013 Atlantic Salmon, Not Wild, Gutted, Head On 2.00%

2203000100 Beer, 10 Litres or less 0.00%

2203001000 Beer, Over 10 Litres 0.00%

2208301100 Whiskey, Bourbans 0.00%

2208303000 Whiskey, Scotches 0.00%

2208400000 Rums                        0- .60 EUR/% vol/hl + 3.20 EUR/hl

2208500000 Gin 0.00%

2208600000 Vodka 0.00%

2208600000 Liquers and Cordials 0.00%

2208905400 Tequila 0.00%

2204100000 Wines    Vary- 32 EUR/hl or betw. 9.90-32.00 EUR/hl

0802110000 Almonds                                                                             0-5.6%

0810405010 Cranberries 3.20%

0810403000 Blueberries, high bush 3.20%

0810407000 Blueberries, low bush 3.20%

0802310000 Walnuts, In Shell 4.00%

0802320000 Walnuts, Shelled 5.10%

0802400000 Chesnuts 5.60%

0802500000 Pistachios 1.60%

0802600000 Macedamia Nuts 2.00%

0801310000 Cashew Nuts 0.00%

0803009000 Bananas, Dried 16.00%

0804100000 Dates, All 7.70%

0804209000 Figs, Dried 8.00%

Sample France EU Tariff Rates (January 2010)

 
VAT 
There is a value added tax of 19.6 percent for most products. Some products,such as basic necessities 
and essential foodstuffs, qualify for a reduced rate of 2.1-5.5 percent. The tax is applied on CIF + duty.19 
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 TARIC Database: http://ec.europa.eu/taxation_customs/index_en.htm  
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 U.S. Department of Commerce, Commercial Service 

http://ec.europa.eu/taxation_customs/index_en.htm
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Trade Shows 
European Seafood Exposition, Brussels, Belgium 

This yearly show is the top European trade show. The dates of the next editions are available on the 

following website: http://www.euroseafood.com.  The Maine International Trade Center is often a 

presence at this trade show, along with support from the USDA FAS and U.S. Commercial Service.  

French buyers and other stakeholders in the French seafood product industry will be at the European 

Seafood Exposition, which has become the year's major event for the European market. 

 

SIAL, Paris, France 

This trade show for food products is held every two years (even years) and focuses on processed foods 

and beverages. USDA FAS maintains a presence at this very important show.  

For the next dates, see: http://www.sial.fr 

 

SIRHA, Lyon, France 

This trade show, held every two years, exhibits only products that are designed for the commercial food 

services industry: restaurants, hotels, institutions, caterers. The proffered products are of very high 

quality and easy to use for professional clients. For the next dates, see http://www.sirha.com 

 

CONXEMAR, Vigo, Spain 

This trade show has become important for clients in the southern half of France. For the next dates, see 

http://www.conxemar.es/ 

 
 

http://www.euroseafood.com/

