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Interview with Alexandre Fernez, Managing Director of Bio Ingredients Sarl

Let the organic world bloom
France has always been associated with luscious outdoor markets bursting with fresh fruits 
and vegetables, bread, cheese, nuts and seeds in abundance. However, the question of 
whether something is organic – or ‘bio,’ as it is called in France – seldom comes up. Never-
theless, Bio Ingredients Sarl in Nîmes in the south of France is convinced that organic is the 
future and demand for organic products will be soaring in the years to come. The supplier of 
organic raw products has followed the organic markets for more than 20 years and has be-
come one of the leading names in the French organic scene.

“We often assume that food we are 

buying and eating in France is of 

the highest quality and organic by 

nature, but this is simply not true. 

There is a vast difference between 

conventionally grown products and 

certified organic raw materials,” 

points out Alexandre Fernez, who 

set up his trade business more 

than 20 years ago in cooperation 

with his parents. “I have always 

worked in the organic market, and 

I have always been convinced that 

our decision to concentrate on 

organic raw materials would have 

a future in France. It seems that I 

was right as now the organic mar-

ket is experiencing an enormous 

increase, and this trend has not 

come to an end yet.”

Mr. Fernez’s commitment to organ-

ic products that respect humans 

and nature has made the family 

business Bio Ingredients one of the 

key players for imported organic 

raw products in France. “We focus 

on food safety. We do not want a 

commitment to organic to be docu-

mented only on paper. Organic has 

to be 100% organic. We supply 

products that do not contain any 

toxic ingredients, which is why we 

have all imported and traded prod-

ucts chemically analyzed. If there 

is the slightest doubt, testing is 

absolutely indispensable,” stresses 

Mr. Fernez. “It is our philosophy to 

sell something only when speaking 

about quality first.”

Bio Ingredients is a supplier of 

raw materials that are delivered 

to distributors only. “It is not our 

objective to become the competitor 

of our customers. We observe a 

growing number of importers who 

have also taken on distribution 

to food retailing. Often, they first 

import raw materials only before 

they develop their own brand and 

start selling directly to retailers. 

This is not our ambition,” says Mr. 

Fernez. Today, Bio Ingredients is 

the market leader in France when 

it comes to the import of raw pro-

duce, including nuts and seeds, 

dried fruits, peas and beans, cocoa 

products, and sweeteners such as 

honey, syrup and sugar. “We im-

port only the highest organic quali-

ties and compete with the leading 

names from Germany and the 

Netherlands,” says Mr. Fernez. 

Currently, the trend towards a 

healthy lifestyle supports the rise in 

organic products, a development 

that has long been neglected by 

French food retailing. “We often as-

sume that just because the French 

are said to be living in the land of 

gastronomic delight, we buy and 

eat only pure, natural products. 

But you have to know that France 

still has a deficit when it comes to 

organic production,” says Mr. Fern-

ez. “Until today, France has been 

the second or third-largest exporter 

of conventional cereals, which I call 

‘chemical food products’ due to the 

poisons and herbicides involved 

in the growing process. As a mat-

ter of fact, our agricultural sector 

is still very much characterized 

by the use of pesticides. We are 

determined to change that for good 

and want to see the French organic 

world bloom.”

Bio Ingredients is well known in 

the European organic market and 

sells its products not just to the 

domestic market, but, likewise, Po-

land, the Netherlands, Spain and 

other European countries are on 

the company’s reference list. “The 

classic Frenchman is not very in-

ternationally oriented as opposed 

to us. We enjoy working with an 

international clientele and aim to 

expand our international sales ac-

tivities. We are actively looking for 

new contacts with the Scandina-

vian market, for instance,” states 

Mr. Fernez.  

The company has established a 

dense network of suppliers and 

partners all around the world and 

specially imports organic raw ma-

terials from the Far East, Eastern 

Europe and Central America. It 

has entered into good relationships 

with Chinese producers and has 

set up an office in China in order 

to audit production units person-

ally. “Our representative knows the 

market and negotiates good trade 

terms on our behalf. Even Chinese 

Alexandre Fernez ensures that only the 
best organic qualities find their way into 
the French and European markets

We do not inherit the earth from our  
parents; we borrow it from our children
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people love quality. However, it 

has to be said that if you pay for 

quality, you get it. But if you are 

only willing to pay a low price, then 

do not expect quality,” stresses 

Mr. Fernez. “You have to be pas-

sionate about organic production 

and follow the rules of the organic 

market, incorporating a long-term 

vision. It is not possible to switch 

to organic production from one 

season to the next. The conversion 

to organic farming takes time. You 

need at least five years to abandon 

conventional farming and convert 

it fully to organic standards.” 

Bio Ingredients is convinced that, 

in the coming years, more and 

more producers, retailers and 

consumers will make a move to-

wards organic, understanding the 

need to invest in the future of the 

planet. “We don’t follow the short-

sighted vision of turning the food 

sector into an organic one,” says 

Mr. Fernez. “We are driven by the 

belief that earning money must not 

be our prime concern. It is more 

about sustainable and healthy 

growth. We have achieved a lot, 

both personally as well as for the 

market. I like working together with 

suppliers and customers on an 

international level. Our eight staff 

members work with great enthusi-

asm and care about the impact of 

organic production. We really enjoy 

seeing that.” No doubt, these pre-

requisites allow Bio Ingredients to 

look highly optimistically into the 

future of organic farming. ❙

The Fernez family and its staff believe in the impact of organic food on 
people and planet
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