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Profiling the pork 
consumer of the 
future.
It´s just not about the customer!
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going to see
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story
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Pork
Consumption 
Know the data
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Total meat and pork consumption by 
country (Global data 2020) 

Source: FAO OUR WORLD IN DATA
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TOTAL MEAT PORK

Kg per capita / year

Country Total meat
consumption

Pork
consumption

Hong Kong 202 55,21

Macao 170 45

Iceland 168 20,29

United States 149 30,19

Portugal 149 37,71

Australia 145 24

Antigua and Barbuda 144 15,12

Spain 141 51,88

Nauru 137 24,7

South Korea 132 38

https://ourworldindata.org/grapher/per-capita-meat-type?country=CHN%7EUSA%7EIND%7EARG%7EPRT%7EETH%7EJPN%7EBRA%7EOWID_WRL%7EESP%7EDEU%7EAFG%7EOWID_AFR%7EAfrica+%28FAO%29%7EALB%7EDZA%7EAmericas+%28FAO%29%7EAGO%7EATG%7EARM%7EOWID_ASI%7EAUS%7EAsia+%28FAO%29%7EAUT%7EFSM%7EAZE%7EBHS%7EBHR%7EBGD%7EBLR%7EBRB%7EBEL%7EBelgium-Luxembourg+%28FAO%29%7ELTU%7ELUX%7EMAC%7EMDG%7EMWI%7EMYS%7EMDV%7EMLI%7EMLT%7EMRT%7EMUS%7EMEX%7EMDA%7EMNG%7EMNE%7EMAR%7EMOZ%7EMMR%7ENAM%7ENRU%7ENPL%7ENLD%7EANT%7ENCL%7ENZL%7ENIC%7ENER%7ENGA%7EOWID_NAM%7EPRK%7EMKD%7EBLZ%7EBEN%7EBMU%7EBTN%7EBOL%7EBIH%7EBWA%7EBRN%7EBGR%7EBFA%7EBDI%7EKHM%7ECMR%7ECAN%7ECPV%7ETCD%7ECHL%7ECOL%7ECOM%7EChina+%28FAO%29%7ECOG%7ECRI%7ECIV%7EHRV%7ECUB%7ECYP%7ECZE%7EOWID_CZS%7ECOD%7EDNK%7EDJI%7ENOR%7EOMN%7EPAK%7EPAN%7EPNG%7EPRY%7EPER%7EPHL%7EPOL%7EQAT%7EROU%7ERUS%7ERWA%7EKNA%7ELCA%7EVCT%7EWSM%7ESTP%7ESAU%7ESEN%7ESRB%7EOWID_SRM%7ESYC%7ESLE%7ESVK%7ESVN%7EDMA%7EDOM%7ETLS%7EECU%7EEGY%7ESLV%7EEST%7ESWZ%7EFJI%7EFIN%7EFRA%7EPYF%7EKOR%7ESSD%7EGEO%7EGHA%7EGRC%7EGRD%7EGTM%7EGIN%7EGNB%7EGUY%7EHTI%7EHigh-income+countries%7EHND%7EHKG%7EHUN%7EISL%7EIDN%7EIRN%7ELKA%7ESDN%7ESUR%7ESWE%7ECHE%7ESYR%7ETWN%7ETJK%7ETZA%7ETHA%7ETGO%7ETTO%7ETUN%7ETUR%7EIRQ%7EIRL%7EISR%7EITA%7EJAM%7ETKM%7EOWID_USS%7EUGA%7EUKR%7EARE%7EGBR%7EJOR%7EKAZ%7EKEN%7EKIR%7EKWT%7EKGZ%7ELand+Locked+Developing+Countries+%28FAO%29%7ELAO%7ELVA%7EURY%7EUZB%7EVUT%7EVEN%7EVNM%7EWestern+Africa+%28FAO%29%7EWestern+Asia+%28FAO%29%7EWestern+Europe+%28FAO%29%7ELBN%7ELSO%7ELBY%7ELBR%7EYEM%7EOWID_YGS%7EZMB%7EZWE
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Total meat and pork consumption by 
country (LATAM data 2020)

Source: FAO OUR WORLD IN DATA

Kg per capita / year

Country Total meat
consumption

Pork
consumption

Argentina 117 14
Brazil 107 14

Panama 101 16
Chile 97 22

Mexico 87 20
Peru 80 4,48

Bolivia 78 9,5

Cuba 78 22
Costa Rica 76 13
Uruguay 68 140
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https://ourworldindata.org/grapher/per-capita-meat-type?country=CHN%7EUSA%7EIND%7EARG%7EPRT%7EETH%7EJPN%7EBRA%7EOWID_WRL%7EESP%7EDEU%7EAFG%7EOWID_AFR%7EAfrica+%28FAO%29%7EALB%7EDZA%7EAmericas+%28FAO%29%7EAGO%7EATG%7EARM%7EOWID_ASI%7EAUS%7EAsia+%28FAO%29%7EAUT%7EFSM%7EAZE%7EBHS%7EBHR%7EBGD%7EBLR%7EBRB%7EBEL%7EBelgium-Luxembourg+%28FAO%29%7ELTU%7ELUX%7EMAC%7EMDG%7EMWI%7EMYS%7EMDV%7EMLI%7EMLT%7EMRT%7EMUS%7EMEX%7EMDA%7EMNG%7EMNE%7EMAR%7EMOZ%7EMMR%7ENAM%7ENRU%7ENPL%7ENLD%7EANT%7ENCL%7ENZL%7ENIC%7ENER%7ENGA%7EOWID_NAM%7EPRK%7EMKD%7EBLZ%7EBEN%7EBMU%7EBTN%7EBOL%7EBIH%7EBWA%7EBRN%7EBGR%7EBFA%7EBDI%7EKHM%7ECMR%7ECAN%7ECPV%7ETCD%7ECHL%7ECOL%7ECOM%7EChina+%28FAO%29%7ECOG%7ECRI%7ECIV%7EHRV%7ECUB%7ECYP%7ECZE%7EOWID_CZS%7ECOD%7EDNK%7EDJI%7ENOR%7EOMN%7EPAK%7EPAN%7EPNG%7EPRY%7EPER%7EPHL%7EPOL%7EQAT%7EROU%7ERUS%7ERWA%7EKNA%7ELCA%7EVCT%7EWSM%7ESTP%7ESAU%7ESEN%7ESRB%7EOWID_SRM%7ESYC%7ESLE%7ESVK%7ESVN%7EDMA%7EDOM%7ETLS%7EECU%7EEGY%7ESLV%7EEST%7ESWZ%7EFJI%7EFIN%7EFRA%7EPYF%7EKOR%7ESSD%7EGEO%7EGHA%7EGRC%7EGRD%7EGTM%7EGIN%7EGNB%7EGUY%7EHTI%7EHigh-income+countries%7EHND%7EHKG%7EHUN%7EISL%7EIDN%7EIRN%7ELKA%7ESDN%7ESUR%7ESWE%7ECHE%7ESYR%7ETWN%7ETJK%7ETZA%7ETHA%7ETGO%7ETTO%7ETUN%7ETUR%7EIRQ%7EIRL%7EISR%7EITA%7EJAM%7ETKM%7EOWID_USS%7EUGA%7EUKR%7EARE%7EGBR%7EJOR%7EKAZ%7EKEN%7EKIR%7EKWT%7EKGZ%7ELand+Locked+Developing+Countries+%28FAO%29%7ELAO%7ELVA%7EURY%7EUZB%7EVUT%7EVEN%7EVNM%7EWestern+Africa+%28FAO%29%7EWestern+Asia+%28FAO%29%7EWestern+Europe+%28FAO%29%7ELBN%7ELSO%7ELBY%7ELBR%7EYEM%7EOWID_YGS%7EZMB%7EZWE
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Pork
Production
Know the data
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Total PORK PRODUCTION by 
country (GLOBAL data 2021) 
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https://ourworldindata.org/grapher/pigmeat-production-tonnes?tab=table&time=2020
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Total PORK PRODUCTION by 
country (LATAM data 2021)
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https://ourworldindata.org/grapher/pigmeat-production-tonnes?tab=table&time=2020
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Producción de 
carne de cerdo
2022-2023

Source: FAO

https://ourworldindata.org/grapher/pigmeat-production-tonnes?tab=table&time=2020
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02.2
Exports / 
Imports
Know the data
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Top 5 countries in pork 
EXPORTS (GLOBAL data 2022)

Source: ITC

Meat of swine, fresh, chilled or frozen
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LATAM
COUNTRY USD VALUE Tons Price / Ton

BRAZIL 1,013,739 Tons 2,407,030 USD 2,374

Top 5 
By Tons

COUNTRY USD VALUE Tons Price / Ton Price / Kgs

Spain 1.988.373 5.922.708 2,979 0,0030
USA 1.930.703 5.440.242 2,818 0,0030

Germany 1.466.401 3.811.606 2,599 0,0026
Denmark 1.090.524 2.754.818 2,526 0,0025
Canada 1.079.420 2.925.714 2,710 0,0027

LATAM
COUNTRY USD VALUE Tons Price / Ton

BRAZIL 2,407,030 USD 1,013,739 Tons 2,374

Top 5 
by USD 

value 

COUNTRY USD VALUE Tons Price / Ton

Spain 5.922.708 1.988.373 2,979
USA 5.440.242 1.930.703 2,818

Germany 3.811.606 1.466.401 2,599
Canadda 2.925.714 1.079.420 2,710
Denmark 2.754.818 1.090.524 2,526

https://www.trademap.org/Country_SelProduct.aspx?nvpm=3%7c%7c%7c%7c%7c0203%7c%7c%7c4%7c1%7c1%7c1%7c1%7c1%7c2%7c1%7c1%7c1
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Top 5 countries in pork 
IMPORTS (GLOBAL data 2022) 

Source: ITC

Meat of swine, fresh, chilled or frozen
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Top 5 
by USD 

value 

COUNTRY USD VALUE Tons Price / Ton

Japan 4,240,072 977,160 4,339
China 3,838,977 1,742,855 2,202

Mexico 2,625,986 No data

Italy 2,339,092 976,982 2,394
Korea 2,034,320 543,058 3,746

LATAM
COUNTRY USD VALUE Tons Price / Ton

COLOMBIA 315,649 USD 128,830 Tons 2,45

Top 5 
by tons

COUNTRY USD VALUE Tons Price / Ton

China 1,742,855 3,838,977 2,202
Japan 977,160 4,240,072 4,339
Italy 976,982 2,339,092 2,394

Poland 732,937 1,676,761 2,287
Germany 706,881 1,542,076 2,181

https://www.trademap.org/Country_SelProduct.aspx?nvpm=3%7c%7c%7c%7c%7c0203%7c%7c%7c4%7c1%7c1%7c1%7c1%7c1%7c2%7c1%7c1%7c1
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FAO says 
Consumption & production will 

increase for 2030​
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+14%
Global meat 

consumption 

2030

The United Nations report
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So, here we have a
big opportunity
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Big
opportunity

01

Choose your 
market wisely
· Internal market
· Export

02
Value or 
Quantity

03
Produce 
accordingly 
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03
If we want to 
really impact: 
know deeper



Public

Latin America & the 
Caribbean 2020

651,836,121
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Europe



Public

2030
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Demographic 
profile LATAM - 2020

These data show us that not 
only does Latin America have 
a much younger population 
than other regions, but it  
according to forecasts for 
2030. 
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Demographic 
profile LATAM - 2020
Generational range.

Total 
population: 
640 mill.

Silent generation 
3%
Baby boomers  
14%
Generation X 
17%
Millennials 
23%

Generation Z 
26%
Generation T 
17%
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Source: 3tres3

Traditional 
consumer

SILENT 
GENERATION
1928-45

3%

Quality 
before price 
consumers

BABY 
BOOMERS 
(1945-1964)

14%

Traditional 
consumer
Brand Matters
Enviroment starts 
to matter

GENERATION X
(1965-1980)

17%

Social&environmental
awareness
Origin, animal walfare
sustainability
Online

MILLENIALS 
(1981-1996)

DIGITAL 
NATIVES

23%

57-75 Y.O

41-56 Y.O

26-40 Y.O

Local Brands
More conscious
Online

GENERATION Z 
(1997-2012)

AI

26%
12-25 Y.O

https://www.pig333.com/latest_swine_news/global-trends-in-meat-consumption-and-plant-alternatives_19221/
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Meat 
purchase 
decision 
drivers



Public

Conscious 
consumers

GENERATION Z 
(1997-2012)

AI

26%
12-25 Y.O
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Bimbo 
leads
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A MORE CONSCIOUS 
CON$UMER IS 
ON THE WAY
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Let´s impact

FURTHER
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04
Not just your 
customer 
matters
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Communiactions Impact 
your Business

Source: 3tres3

Vegetarian / Vegans by country (Global Data)
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Communiactions Impact 
your Business

Source: FAO

Vegetarian / Vegans by country (Global Data)
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And they have a very low 
percentage, therefore, it’s not 
a relevant part of society.

https://ourworldindata.org/grapher/per-capita-meat-type
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MUCH 
MORE 
NOISY

MUCH 
LESS

Meat detractors
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Who is behind this 
communication? Li Ka-shing · Dustin Moskovitz · Open Philanthropy Project · Google Ventures · UBS

Obvious corporation · Bill Gates · Leonardo Di Caprio

Unilever · Leonardo Di Caprio · ExxonMobil

Disney · Facebook · Microsoft · Amazon

Paul McCartney · Natalie Portman · Miley Cyrus

OPEN PHILANTHROPY PROJECT 80
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Impossible foods

Venture capital appetite for plant-based 
protein startups has slowed this year 
amid a tougher environment for 
startup fundraising.

Venture capital appetite for plant-based 
protein startups has slowed this year 
amid a tougher environment for 
startup fundraising.
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05
Communication 
effects
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Communication is vital for 
busine$$ performance,​ a lever for 

financial benefits.​
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Communication not as cost,

as an investment
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Communication as
an investment.​

As any investment, ​
you must carefully 
choose ​where to 
invest.​

You must have 
knowledge and vision,​
it implicates gathering  ​
context insights.​
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Clients are citizens
From nutritional behavior

to lifestyle​
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Know & categorize your 
stakeholders  ​

01
Identify your stake 
holders​

02
Establish a hierarchy 
based on the power of 
influence and interest they 
have in your business ​ (use 
stakeholder Matrix)​

03
Analyze the motivation of 
each stakeholder in relation 
to your business and establish 
the type of strategic 
relationship for each of them 
and the communication that 
derives from it.​
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Stakeholder matrix: ​

Establishes a hierarchy
based on the power of

influence and interest in 
your business.

POTENTIAL PROMOTER 

AGAINST NEUTRAL
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Stakeholder matrix: ​

POTENTIAL PROMOTER 

AGAINST NEUTRAL

WHO :
Companies and associations that have a consideration for 
what you do. Shared values and final customers.
Suffer same social pressure.

Potential clients, Distribution companies (Walmart, 
Chedraui), political parties,…

WHO :
Companies, associations, NGO´s, political parties that have 
an interest conflicting with your business.

beyond meat, Impossible Foods, Gardein, PETA, 
Greenpeace, …

WHO :
Companies and associations that share an interest with your 
business and have great influence power.

Providers, Clients, Food processors, Restaurants, 
universities, KOL´s, sectorial associations,… 

WHO :
Most of the companies, administrations and organizations 
that have social and environmental concerns and have great 
communication power. 

i.e.:Telecoms, cars, banks, …
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Stakeholder matrix: ​

POTENTIAL PROMOTER 

AGAINST NEUTRAL

ACTION

Communicate to make them promoters , 
show them you´re in the same combat.

ACTION

close-up marking to identify strategy 
Counteracting communication strategy
Always have a Crisis communication plan

ACTION

Invest, Communicate , join forces , 
Develop alliances.

ACTION

Keep them well informed to bring them to your 
side  and prevent them from taking positions 
against you,especially in times of crisis.
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to generate benefits for 
your business​

Understanding the context will lead to good decisions on​ 
who to communicate with and what to communicate​

Context matters
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Communication principles

SOCIALLY 
CONSCIOUS:

meaning doing good, 
Being truthful.

PRAGMATIC:

Get it done, take 
action, don´t let 
anyone steel your 
discourse /narrative, 
Master your fate.

INNOVATIVE:

Challenge reality,D o 
new things (formats, 
creativity, content,…)

EVIDENCE 
BASED:

Prove it!

TRUE
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We are people 
taking care of 

animals to feed 
the world​
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Communication 
strategy

Building trust in our 
companies and the 
environment in which 
we operate is 
fundamental.

Position ourselves 
before we 
are positioned in a 
place we don't want 
to be.​

Be on the watchtower 
with solid positions to 
see the enemy coming 
and face it with more 
peace of mind. pro-
action not reaction.​

And always have a 
crisis communication 
plan, in case 
of unforeseen events.

ALWAYS 
COMMUNICATE TRUTH
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The decalogue

01. Be responsible for your work and  aware 
of the impact it has on your environment.

02. Communicate good, truthfully.

03. Be generous, share your experiences. 
Enrich the community.

04. Feed the world with your best 
production.

05. Take care of your animals to feed the 
world.

06. You are responsible for the relation/balance of your 
biz, the stakeholders and the environment.

07. Your people is your mayor asset , manage them with 
care/love

08. Work together with authorities to do good and be 
better.

09. Search for improvement of every single process.

10. You are part of an ecosystem. Join, Get Together, 
associate. Together you are stronger
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Thank you!
Miguel Chico
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