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French Biotech Company 
Picks Newark for U.S. Base

After searching throughout the U.S. for 
a business location in close proximity 
to medical research and transporta-
tion centers, Biotrial Research S.A.S., a 
French provider of pharmalogical ser-
vices centering on contract research, 
has decided on Newark, N.J., as the 
headquarters for its North American 
operations, according to the news or-
ganization NJBIZ. 

The site that will house the com-
pany’s future lab and office space as 
early as 2014 is located in University 
Heights Science Park, a research park 
bordering on the Newark campus of 
Rutgers University and the Univer-
sity of Medicine and Dentistry of New  
Jersey.  

Partnership between the new 
branch of the Rennes-based French 
company and the surrounding science 
community is expected to be robust, 
with Biotrial already having received 
a Business Employment Incentive Pro-
gram grant of nearly $700,000 from 
the New Jersey Economic Develop-
ment Authority for the purpose of cre-
ating some 60 jobs for local Newark 
residents. 

en bref
Truffles With Attitude: French Supplier Thrives in U.S. 

In a multi-session conference on January 9, Fran-
çois Delattre, Ambassador of France to the United 
States, hosted “French Space Policy: Providing In-
sights on European Space Challenges and Opportu-
nities.” 

Gathering experts from multiple fields that includ-
ed government, science, and the aeronautics indus-
try, the event, held at the French embassy, shed light 
on the current state of Europe-based space activity.

Ambassador Delattre provided introductory re-
marks, highlighting France’s long dedication to space 
research and public policy “in the service of Europe” 
and in conjunction with the EU-administered Euro-
pean Space Agency (ESA). 

Among the expert speakers, Thierry Duquesne, 
Director of Strategy, Programs, and International Re-
lations at France’s National Space Agency (CNES), de-
scribed France’s unique history and role in European 
space capacity. 

When Charles de Gaulle was President (1959-
1969), his conviction that France should possess 
autonomous access to space, Mr. Duquesne said, is 
what provided the initial political will, funding, and 

research to make the goal a reality. In large part be-
cause of France’s early leadership role in space activ-
ity, Europe now enjoys its own means of launching 
spacecraft and monitoring weather. 

Mr. Duquesne underscored the importance of 
matching business interests to state-funded re-
search. The next generation of French rockets and 
satellites “depends on the commercial market,” he 
said. Sectors related to the space industry include 
a broad range of scientific and business areas, from  
climate research and weather surveillance to tele-
communications and military intelligence. 

The CNES operated a total budget of $2.6 billion 
in 2012.

Also among the expert speakers was Sean O’Keefe, 
CEO and Chairman of the Board of EADS North 
America, a multinational aerospace and defense  
conglomerate. He served as NASA Administrator,  
the U.S. space agency’s top position, from 2001 to 
2005.

Other presenters included senior representatives 
from Arianespace, Astrium Americas, CLS America, 
Safran, and ThalesAlenia-Space.
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French Jeweler Opens 
New Boutique in Manhattan

January saw the opening of the first U.S. 
showroom for French jeweler Marie-
Hélène de Taillac. With locations already 
in Tokyo and Paris, the entrepreneurial  
bijoutière is now tempting customers 
from the shop’s upscale spot in Manhat-
tan’s Upper East Side. 

The company’s new Manhattan pres-
ence is no accident. After strong sales 
through partnerships with New York 
luxury department store, Barney’s, and 
other U.S. entities, the brand felt a need 
to increase visibility in the Big Apple, and 
hope to satisfy growing American de-
mand from those who live in the same 
neighborhood as the new store. 

“When our biggest fans are at the end 
of the street, it’s our hope that they come 
[shop] more often,” explained Thierry 
Struvay, the location’s manager, in an in-
terview with News From France. 

Ms. de Taillac has shown a knack for 
both design and business, too. Besides 
Barney’s, the label is carried by Browns in 
London and Colette in Paris, as well as a 
clutch of discriminating online shops.

A veteran of the London jewelry de-
sign scene, she spent some 15 years with 
the likes of Victor Edelstein, Dinny Hall, 
and Philip Treacy. Seventeen years later, 
her New York opening would suggest 
better business than ever.

Embassy Gathers Elite Group of Space Policy Experts

When Céline Labaune arrived in the U.S. to com-
plete an MBA, she might not have imagined the suc-
cess she now enjoys selling French truffles to the 
American gourmet food market. The founder and 
owner of Gourmet Attitude, which imports what has 
been dubbed the “black diamond” of the food world, 
offers an upscale product to a demanding clientele. 

The New York-based brand does not operate 
without competition, however. While Ms. Labaune 
trades in the famous black truffle of Périgord, grown 
in France’s fertile southwest, other producers, based 
throughout southern Europe and Australia, seek 
shares of the truffle market as well. Some grow the 
same species of Périgord black truffle (Tuber mela-
nosporum, for the scientifically minded), or different 
varieties of the prized fungus altogether. 

The businesswoman felt the strain of a French-
products surtax, which was eventually lifted in 2011. 
With the levy’s disappearance came stiffer compe-
tition, a reality for which Gourmet Attitude com-
pensates by emphasizing Périgord truffles’ unique 
qualities and the advantage of offering them follow-
ing the December-through-March growing season. 
In Australia, by contrast, truffles grow from June 
through August.

Ms. Labaune made her start as a business owner 
when, after several years in the food business follow-
ing her studies, she launched her own outfit. “I had a 
Green Card” and a network of French and U.S. part-
ners, she explained in an interview with News From 
France. Gourmet Attitude opened in April 2003 and 
now services a select group of high-end establish-
ments from New York City to California.

With nine years on the books, the business has 
established itself as both a purveyor of a fine prod-
uct and the ambassador of a French culinary classic. 
The owner describes part of her initial business idea 
as “wanting to represent a very French product,” ac-
cording to the website French Morning. She chose 
well: the black Périgord truffle has “always been well-

received in the American market,” she told News From 
France. 

An evolution in knowledge and taste has made for 
a more sophisticated customer base—a challenge 
Ms. Labaune has more than adapted to handle. “I ex-
amine every truffle one by one, which we have flown 
in, before delivering them to restaurants.” 

Her combination of passion and commitment 
would seem to be paying off. In addition to a loyal set 
of clients, the company has expanded into the online 
sales market, notably through the luxury product site 
Gilt.com. And with truffle prices having surged in the 
past year from $500 to $750 per pound, Gourmet At-
titude is reaping the benefits of brisk business with a 
French touch. 

business & technology

The company Gourmet Attitude specializes in import-
ing French delicacies like the Périgord black truffle. 
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