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LOOKING FOR GROWTH?

N TS e What is the best, most efficient and top line growing
' way to implement halal ranges in your stores?

e Should you offer halal foods in their own dedicated
areas or does it make more sense to retail halal prod-
ucts side by side with your regular, standard assort-

ment?
7 e What s the best way to attract young consumers with
g innovative product developments? What are the best

performing categories?

e Should you rely on traditional branding with Arabic
writings, highlighting ethnic attributes or move to a
more modern presentation that reflects a more every
day, down to earth approach?

e Which halal products are getting the most space on
shelves? What signage is the most efficient?

e What is best practice in terms of promoting halal
products in the stores?

e How do you promote premium halal products?

If you are looking for best practice case examples to
develop your halal range, this presentation will provide
you with up-to-date and insightful information.




HALAL FOOD RETAILING IN FRANCE 2010

METHODOLOGY
To produce this document our analysts visited dozens of store to
spot key trends and attended the Foods & Goods event which
took place in Paris in March 2010.

STORE VISITS
This document focuses exclusively on pic-
tures taken in the field. The report does not

provide analysis of the state of French re-
tailing in general, above and beyond what
is graphically represented by the pictures.
It focuses on in store execution of key mod-
ern retailers in the country.

“Halal Food Retailing in France 2010” brings you the latest
insights of what is happening in the stores with an exclu-
sive virtual tour of leading French retailers.

ABOUT RESEARCHFARM

ResearchFarm is an analyst firm specialized in the retail
sector. We have worked in this area for several years
and have acquired a great deal of invaluable experience
and knowledge. Our close relationship network of re-
tail analysts allows us to deliver the best insight to our
clients.

ON-THE-GROUND EXPERIENCE

Our experience includes 1000s of store audits. This
unique expertise allows us to spot issues but also to
share and reapply best practices.



HALAL FOOD RETAILING IN FRANCE 2010

OVERVIEW

The value of the French halal market is estimated to be worth around
€5.5M, which - to put this into context - is around twice the value of
the organic market in the country. Retailers are actively targeting this
niche, which is forecast to grow by 20% year on year over the next 5
year period. Casino for example offers 400 halal products already, in-
cluding a sizeable private label proposition of 30 lines.

The HoReCa sector shows the same trend towards halal. Quick, the
fast food operator, ran an initial trial in 8 restaurants from November
2009 to May 2010 and now plans to increase the number of outlets of-
fering halal ranges to 22. During the trial, sales increased by a stellar
100%...

Halal is a very hot topic in France at the moment, it has gripped the
public imagination to the extent that the French Minister of Agricul-
ture controversially claimed ethnic marketing to be against “French
values”.

The target population is estimated to number 5m consumers in France,
probably the biggest community in Europe. Manufacturers and retail-
ers are especially interested in the younger generations of customers,
who consume relatively innovative products such as halal pizzas or ha-
lal ready-to-eat meals and are looking to create whole new categories
going forward.

Today every halal producer has products certified by an affiliated
mosque, because an overarching national certification body does not
yet exist. Such an organisation would make certification much easier
and allow manufacturers to export more of their ranges, as the market
outside France is estimated to be worth at least €500bn.

WHO SHOULD BUY THIS REPORT ?

e Retailers (store design, strategy, develop- TESTIMONIALS
ment, marketing)

e Manufacturers (category managers, mar-

keting, strategy)

Consulting firms

Market research

Property companies

Public Relation departments

“ This report is very useful and helps to spot
key trends in the category ”
Category Manager, FMCG company

“ With this report ResearchFarm provides

exclusive information on a very topical,
new subject ”
Buyer, leading retailer
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HOW TO ORDER

PRICE

Thi .
is report is priced £ 350 (80 pages, delivered as a PDF file)

BUY ONLINE
To
order your report, please go to www.ResearchFarm.co.uk

Payment modes offered :

e By bank transfer
When checking out, pl
, plea i ica’
Voice. please check ‘invoice’ as payment mode. We then send you an in

e By credit / debit card
Secure payment via Paypal.
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