VISION DE UN IMPORTADOR USA
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Save money. Live better.
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Perspectiva del Consumidor USA
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*The Packer — Fresh Trends 2018
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Perspectiva del Consumidor USA

Evolucidn de Ventas de Ardndanos
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*Nielsen - Last 52 Weeks Report
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Perspectiva del Consumidor USA
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Perspectiva del Consumidor USA

%
ORGANICO .—u/‘

3717
23%

o
CONVENCIONAL ZZA'
& ORGANICO
% 58%
INDECISOS

CONVENCIONAL

*The Packer — Fresh Trends 2018

Walmart >,<



Tendencia de Convencional vs Orgdnico
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Propuesta de Valor Walmart al Cliente
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Walmart “Culinary & Innovation Center”




Qué busca el Consumidor?
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Oportunidades

Oportunidad de Ventas™
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*Walmart Sales Report 2017-2018
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Y Ahora Qué Sigue?
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PREGUNTAS O COMENTARIOS...

JOSE.DIAZ@WALMART.COM
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