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Highlights:
With nearly two percent of growth in 2009, retail sales of sauces, dressings, and condiments reached $2.7 billion; French consumption of increased, both in volume and value.  While consumers continue to demand interesting flavors at affordable prices, they are also looking for "healthier" products.  Private-label products or generic brands in this sector have not seen a great deal of success, but the current economic conditions may change this pattern.

Average exchange rate for calendar year 2009:

USD 1 = 0.5595 Euros

Source:  Central European Bank

SECTION I.  MARKET OVERVIEW

Manufacturers of leading brands of sauces, dressings, and condiments increased their range of products in response to consumer demands for different types of products, including natural or exotic flavors, as well as easy, practical additions for at home meals.  Products with attributes, such as Italian-style or all-natural increased for foods such as pasta sauces, salad dressings, and salt.  Health and wellness products also proliferated in sauces, dressings and condiments with manufacturers amending product names with terms such as “extra light” or “natural.”  The importance of introducing healthy variants was demonstrated by the success of low fat salad dressing and sales increases of 13 percent in 2009.
With nearly two percent of value growth for 2009, retail sales of sauces, dressings, and condiments reached $2.7 billion.  Sauces such as béchamel, curry, and sweet & sour are included in this increase.  This demonstrates that although French consumers still favor traditional standards sauces, there is increasing interest in foreign flavors.

SECTION II.  Market Entry

The 2009 value growth of sauces, dressing,s and condiments was two percent higher than the one percent average value growth in recent years.  Manufacturers continued to improve the quality, taste ,and packaging of products.  Extra-light variants were introduced for salad dressings and low fat mayonnaise, including Amora light 5% fat and Lesieur cholesterol-free mayonnaise.  Manufacturers responded to French consumers’ concerns about obesity and continued focusing on developing healthier versions of products.  In terms of cholesterol reduction, the best-selling products were those with less fat and less salt.  Focusing on healthier products was not limited to leading companies but also small companies and new entrants.  For example, the 2008 Jardin d’Orante oil-free organic salad dressing from Hugo Reitzel launched was a success.
SECTION III. Competition 
Unilever France SA was the leading company for sauces, dressings, and condiments with 28 percent value share in 2008.  In 2009, its drastic reorganization of Amora-Maille grossed $41.5 million.   The company also bought Bertolli oils and vinegars, thus helping increase its value increase for 2009.

HJ Heinz Frozen SARL achieved the largest share increase in 2008 by gaining more than two percentage points.  The acquisition of Bénédicta SA in August 2008 was a great attribute to the company’s success.  Bénédicta is a major brand of mayonnaise, salad dressing, and other table sauces.  Through this acquisition, HJ Heinz Frozen SARL focused its activities on marketing table sauces.
Several “takeovers” took place in the condiments sector as leading companies sought ways to compete more effectively with private label products.   Through buying Bénédicta, the U.S. based HJ Heinz Co, which has developed multinational brands in the global market, took advantage of local markets for its new and affordable brand.

SECTION IV. Best Product Prospect

Retail sales of sauces, dressings and condiments are expected to increase only slightly; approximately one percent in 2010.  Manufacturers will be vigorous in terms of innovation, advertising, and marketing strategies.  Because French consumers value affordable, quality products, private label manufacturers should increase their investment and creativity to compete with other well-known brands.
Given the economic recession, product sales were negatively impacted by rising material costs.  In 2010, salad dressings will continue to suffer lagging sales until material costs can be kept down.  Although mayonnaise, a significant contributor to the overall sales of sauces, dressings,  and condiments is represented primarily by well-known brands such as Bénédicta from HJ Heinz Frozen SARL and Amora from Unilever France SA, local brands, such as Lesieur or Florette and new entrants continue to create competitive pressure due to lower prices and healthy attributes. 
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

















