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Report Highlights:
Confectionery sales were valued at $1.5 billion in 2009.  Currently, Cadbury France SA dominates the market followed by Hanbo-Ricqles Zan SA, together with over 70 percent market share.  Growth opportunities exist for sugar-free, low carbohydrate, and functional added-value products in both sectors and offer niche opportunities for U.S. companies.


Average exchange rate for calendar year 2009:

USD 1 = 0.5595 Euros

Source:  Central European Bank

SECTION I.  MARKET OVERVIEW

Sugar Confectionery

Up from the previous year and valued at $1.5 billion in 2009, the sugar confectionery market in France.  Mediated confectionary and lollipops increased by 3 percent in retail value growth.  On average, unit prices also increased by 3 percent. Overall, the sugar confectionery market is expected to decrease by 3 percent from 2009 to 2014.
Chocolate Confectionery

Overall, the chocolate confectionery market increased slightly with sales reaching $5.7 million.  Standard boxed assortments saw the strongest growth, up 7 percent, while unit prices grew to $24 per kilogram.  Ferrero France SA is the leading manufacturer.  
Gum

Gum value sales increased by five percent in 2009, reaching $1 billion.  Sugar-free gum sales rose by 7 percent, as the average unit price continued to increase sharply in 2009, by 10 percent.  With 41 percent share of sales, Cadbury France SA is the leader in gum sales.  
SECTION II.  Market Entry

Sugar Confectionery 
This sector is in need of strong innovation.  Apart from new product launches in jellies, as well as the introduction of new flavors, the recent new product developments have not had a significant impact on the landscape, which are reflected in the poor sector performance.  Of the three subsectors, medicated confectioneries is predicted to grow to just over 1 percent in 2010.
Chocolate Confectionery 
Sugar confectionery will probably suffer from consumers trading up to chocolate confectionery products.  As French consumers reduce their intake of products made with confectionery, they are more likely to opt for chocolate confectionery products, which is perceived as higher in quality and healthier than sugar confectionery products.  French consumers perceive high quality chocolate – in particular dark chocolate – as being healthy.  The development of chocolate confectionery around simply plain dark chocolate, helped to improve the image of the sector, due to the perception that dark chocolate is richer in taste.  Since sugar-free confectionery producers are having difficulty in convincing French consumers that its products have healthy benefits, chocolate confectionery is likely to out perform.
Gum
Sugar-free and functional gum saw strong volume growth rates, then growth slumped in 2008 and 2009, causing overall volume declines by 7 and 4 percent, respectively.  In response, manufacturers launched products that were more affordable, such as Freedent Tube and Freedent My Bag, which were introduced in October 2008.  They also tried to format innovation, with developments such as black packaging, from Hollywood Style and Mentos Aqua Kiss, and spherical packaging, such as for Hollywood My Mix
SECTION III. Competition 
Sugar Confectionery

With over 16 percent in sales, Cadbury France SA continued to lead the sugar confectionery sector in 2008, Cadbu thanks to its extensive presence in almost all subsectors.  La Pie Qui Chante and Carambar were the two main brands in the industry, followed closely by Krema and La Vosgienne. 
Chocolate Confectionery

Ferrero France SA was the leading company in chocolate confectionery, with 19 percent of value sales in 2008.  Ferrero France SA did not have a very extensive range of products and rarely launched new products; however, when the company does launch a new product, it often sees success as shown by Kinder Bueno White, introduced in 2007, Ferrero Garden, launched in early 2008, and in 2009, Duplo Noir.
Gum
New launches are frequent in the gum sector, whether in terms of packaging, flavors, or entirely new brands.  According to the trade publication, Linéaires, 25 percent of sales came from products that were less than two years old.  Both 2008 and 2009 were no exceptions, with the success of Hollywood Style and Coeur Liquide, supported by significant advertising. Mentos Cube, a cube-shaped gum in cube-shaped packaging, was introduced at the end of 2008, and it was a key launch as well.
IV. Best Product Prospect

Sour and acid flavors were the big successes of 2008 and 2009.  Regarding packaging trends, mono-packaging created new sales.  Thanks to taking advantage of its new sour flavor and its mono-packaging format Frisk, by Frisk International NV, saw its sales increase.  One reason for mono-packaging’s success is due to its location next to cashiers and in tobacconists.

	Advantages
	Challenges

	Relative weakness of the U.S. dollar against the Euro should benefit U.S. products


	Price competition is fierce.  Major actors are large European companies. U.S. exporters must comply with French and European regulations, especially for color additives 

	U.S. has strong brand power and country image in France 
	France imports new-to-market, innovative products not produced in France 

	Young and adult generation looking for healthy and innovative products with attractive package designs 
	U.S. suppliers must adapt products to the French consumers' expectations and tastes at moderate prices 

	80 percent of confectioney, chocolate and cocoa products are sold in supermarkets 
	Price wars and strong pressure on suppliers, but, once established, a product sells in large quantities  


Basic Labeling/Packaging Requirements  

Labels should be written in French and include the following information:

· Product definition

· Shelf life:  Indicate "used by" and "best before" dates and other storage requirements 

· Precautionary information or usage instructions, if applicable

· Statement of contents:  ingredients, weights, volumes, etc., in metric units.  All additives, preservatives and color agents must be noted on the label with its specific group name or "E" number

· Product's country of origin and name of importer or vendor within the European Union

· Manufacturer's lot or batch number   

SECTION V.  KEY CONTACTS AND FURTHER INFORMATION

Past and Future International Trade Shows

SALON INTERNATIONAL DE L'ALIMENTATION (SIAL)

International Food and Beverage Trade Show 

October 17-21, 2010
Parc des Expositions - Paris-Nord Villepinte 

Organizer:  Imex Management

Tel: (704) 365 0041

Fax: (704) 365 8426

Email:  exposium@imexmgt.com

Internet:   www.sial.fr

SIRHA

International Hotel Catering and Food Trade Exhibition 

January 22-26, 2011

Eurexpo, Lyon - France 

Organizer:  Sepelcom

Tel: (33 4) 72 22 32 68

Fax: (33 4) 72 22 32 18

Email:  mjk@sepelcom.com

Internet:  www.sirha.com

SALON NATIONAL DE LA BOULANGERIE, PATISSERIE, CHOCOLATERIE - INTERSUC -

International Chocolate, Sugar and Bakery Trade Show 

Last Conference :March 8-10, 2009
Paris, Porte de Versailles

Organizer:  Exposium

Tel: (33 1) 49 68 52 26

Fax: (33 1) 49 68 56 30

Email:  jalquier@exposium.fr

Internet:  www.salonboulangerie.com



















