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* Définition of these terms are given in the glossary on the last page of this document.
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Analysis of consolidated sales 
by business lines* (as a %)

Analysis of consolidated sales 
by geographical area 
(sales of products - as a %)

68%
Europe

8% 
Africa 

Middle East

19%
Americas

5% 
Asia 

Oceania

Limagrain

53
countries

(including strategic 
partnerships*)

729 M€
of sales

from main strategic 
partnerships*

Sales

150
in almost

countries

2,522 M€
of sales*

(+ 2.9% with current data,
+ 5.3% on a like-for-like basis)



48,500 ha
of crops under contract 
in Limagne-Val d’Allier

1,300
farmer members

No. 1  
mondial
for vegetable seeds

No. 1  
in Europe 
for rapeseed

No. 6 mondial
for field seeds

No. 1  
in Europe
for functional flours

No. 2 
French
industrial baker 
with the brands Jacquet 
and Brossard     

Limagrain, a seed and agri-food 
international group

An agricultural cooperative 
as parent company, 
firmly rooted in its region

No. 4 seed 
company 
in the world



64%
Europe

5% 
Africa

Middle East

13%
Americas

18% 
Asia 

Oceania

Analysis of permanent staff by 
geographical area (as a %)

Analysis of permanent staff by 
business line (as a %)

Bakery-Pastry
14%

Field Seeds
30%

Vegetable 
Seeds
42%

Garden 
Products

2%

Ingredients
4%

Limagrain Coop
4%

Holdings

4%

Analysis of permanent staff by 
function (as a %)

Sales and 
Marketing 

23%

Production and 
Operations

36%
Support functions 

and General 
Managementt

19%

Research and 
Innovation

22%

The women and men 
of Limagrain

55.2%
of permanent staff

outside France

81
nationalities

31%
of women among 

managers and 16% 
among executives

9,688
permanent 

staff



Research && 
Development

employees work 
in research2,156

311 M€
invested in research

& development*

100
research centers

More than

6,000
varieties in portfolio 

Around Vegetable & Arable 
crop species55

Research are being 
carried out on

1,770,323 €
devoted to social initiative, 43% of which 
was in the form of donations in kind and 

51% in the form of financial support

* Définition of these terms are given in the glossary on the last page of this document.

Some examples of environmental 
and extra-financial performance

3.6 M€
devoted to 304 initiatives

to reduce the environmental impact 
of Limagrain sites

86,516 tCO2e
emitted (Scopes 1 & 2)

a reduction of 6% compared with 2022-2023

3,025,618 m3

of water consumed, (of which 
523,197 m3 is mains water),

a reduction of 5.8% compared with 2022-2023

508,657 MWh
of energy consumed, 

(of which 4.3% is renewable energies),
a reduction of 3.5% compared with 2022-2023

31,916 t
of waste produced, 

(of which 70.3% is recovered),
a reduction of 18.8% compared with 2022-2023



Information on key figures
The Group’s key figures are established in compliance with the IFRS 
(International Financial Reporting Standards) reference, as applied by the European 
Union on June 30, 2024.

The evolution of data for fiscal year 2023-2024 is analyzed in current data and 
like-for-like basis.

Like-for-like basis is data that is restated for constant scope and currency translation. 
Thus, financial data for 2022-2023 is restated to take into account: 
• The impact of currency translation,
• Changes to the consolidation scope.

Glossary
•  Sales:

Sales reported in this document correspond to revenue from ordinary activities.

•  Sales invested in research & development:
The sales of seeds for activities intended for professional markets and integrating 
50% of AgReliant’s business.

•  Strategic partnerships:
Strategic partnerships in which Limagrain holds more than 30% of the capital: AGT, 
AgReliant, Canterra Seeds, Carthage Génétique, Hengji Limagrain Seeds, Prime Seed 
Co, Seed Co, Soltis.

HEAD OFFICE:
Biopôle Clermont-Limagne 
14 rue Henri Mondor 
F-63360 Saint-Beauzire

POSTAL ADDRESS: 
CS 20 001 
F-63360 Gerzat 
Tel.: +33 (0) 473 634 000
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4Analysis of consolidated sales 
by geographical area 
(sales of products - as a %)


