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Section |. Market Overview

Mexico's economy slowed in 2001 to a GDP growth rate of -.3 percent, after ayear of record
breaking growth in 2000 of 6.9 percent. Between 1996 and 2000, Mexico averaged annual economic
growth of 5.5 percent, and retail salesincreased dmost 5 percent annudly. The economic downturn of
2001 was primarily aresult of the dump in the US economy, which purchases 85 percent of Mexican
exports, contributes 80 percent of the internationa tourists and accounts for over 65 percent of tota
foreign direct investment in Mexico. The Mexican economy has rebounded in 2002 and growth rate
projections for 2002 range from 1.8 to 2.1 percent.

Mexico continuesto be adar in Latin America. On-going economic troubles in Argentina and the
uncertainties surrounding Brazil’ s October dections have not had a negeative impact on the Mexican
economy, and in fact have diverted investors focused on Latin Americato Mexico. In addition, in
December 2000, Mexico dected for the first timein 70 years a President from a politica party other
than the Inditutional Revolutionary Party (PRI). Though Mexico is experiencing for the firgt time true
democracy and open debate, which is dowing the pace of political and economic reform, this eection
and the subsequent peaceful trangition of power demongtrate Mexico's strong position as an economic
and political power in the Western Hemisphere.

Despite the general macroeconomic sowdown in 2001, the vaue of US consumer-ready food
products exported to Mexico continued to grow.

Exports of US agricultura, fish and forestry products to Mexico grew more than 13 percent in
2001 to dmost $7.9 hillion and exports of consumer-ready products reached a record $3.2
billion.*

Leading the growth in consumer sales were pet foods, growing 100 percent; dairy products,
more than 50 percent; and snack foods, 40 percent. In addition, sales of feeds and fodders
(excluding pet foods), fresh fruits and vegetables, processed fruits and vegetables, tree nuts
and fish and seafood products also showed record sales.

From January to June 2002, US exports of consumer-ready products registered
approximately $1.3 billion, down 13 percent from the same period in 2001. This decrease
may be the result of the continued duggishness in the Mexican economy and |eft-over stocks
which were purchased in 2001.

\Women continue to join the workplace in larger numbers, which leads to increased demand for
consumer- ready food products. Almost four in ten women (15 or older) work outside the homein
urban areas where imports are readily available and three in ten work outside the home country-wide.
About 50 percent of Mexico's population is between 15 and 44, a population that is moving to the
citiesin greater numbers, and is purchasing alarger proportion of their food requirements &t large retall
markets and convenience stores. Theseretail businesses represent the best sales venues for US
exporters. Traditiona markets gill have alarge market segment, but are not as viable of an option for

*According to BICO, derived from US Bureau of the Census statistics.
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imported products because of their comparatively small size and limited storage and refrigeration space.

Advantages and Challenges for US Exportersin Mexico

Advantages Challenges
O Themgority of tariffs on agriculturad O Mexico'sgovernment isfacing politica
products will be zero by 2003 because of pressure to protect domestic producers,
NAFTA hence, measures to protect the domestic
O Mexican consumers recognize US brands indusiry may affect some imported
and labdls and associate US made products products. Mexico is exploring safeguard
with high quality and vdue and other messures particularly for imports
O TheUS has gtrong reputation for of apples, pork, poultry, dairy, barley, sugar
condstency of the quality and supply of US and cotton.
products among the retal chains O Phytosanitary and technicd barriers and
O Populaion in urban centersin growing and labeling requirements can cause border
the rate of employment among women is crossing problems and delays as Mexican
continuing to grow import regulations can change rapidly and
O Proximity to US market keeps without notice
trangportation costs to Mexico low O Mexico has sgned 10 trade agreementsin
O TheMexican peso continues to be stable in the last decade covering 60 percent of the
itsrelation to the US dollar, making world's GDP, including Europe; thus
unexpected price fluctuations due to increasing third country competition
exchange rate changes less likely O Increasing competition from Mexican food
O Growthinadmog dl sectors of the processing companies
processed food industry in Mexico, and O Mexican consumers are very price
increased investments from nationa and conscious, and imported US processed
internationa based companies, including products in genera are 15-40 percent
from the US, will raise the need for inputs higher in price
O Mexicoisone of the world's principa O Trangportation and distribution methods
tourist destinations, and projected continued indde Mexico make it difficult to serve and
growth of the tourist industry will increase market in multiple regions
demand for products for the hotel and O Imported products are subject to trict
restaurant industry Mexican quaity standards (NOMs) and
labdling requirements
UNCLASSFIED Foreign Agricultural ServicelUSDA



GAIN Report #MX2137 Page 4 of 22

Section |l. Business Tipsfor Exporters
Business culture

Persond relationships are the primary base of Mexican business relationships. Mexicans attach great
importance to courtesy in al business endeavors. Many will not want to do business, regardless of the
viability of the project, with someone who does not practice generd courtesy or is considered rude or
disrespectful. A warm handshake combined with conversation about the person’swell being, family, or
other smilar topics prior to launching into any conversation related to businessis consdered a common
courtesy. The concept that “time is money” should be |ft at the border, and though Mexican
businesses are dso conscious of the bottom line, courtesy and diplomacy are more important vaues to
most Mexicans than getting immediatdy “down to business’. In the face of a disagreement, Mexicans
tend to be skilled at diplomacy and choose to avoid confrontation and loss of face. In a potentia
confrontation they strive to reach a consensus without having clearly defined winners and losers. These
skills of diplomacy are important when approaching al forms of businessin Mexico.*

Persondly visit your Mexican clientsin Mexico. If aMexican client vidts you in the United States, you
are expected to wine and dine him. 'Y ou will be accorded smilar trestment when visiting Mexico.

*The reference for this section is abook by Eva Kras, Management in Two Cultures, Intercultural Press, Inc, 1995,
which provides an excellent comparison of the business culturesin the US and Mexico.

Entering the Mexican Market

The best way to understand the Mexican market isto visit the marketplace and to talk to buyers,
retailers, distributors and other playersin order to prepare a more effective entry strategy. US
exporters must do their research not only in terms of typical market research, but dso finding
gppropriate business contacts and thoroughly reviewing Mexican import regulationsin order to
successfully seize market opportunities and overcome market challenges.

US exporters should consider contacting local distributors/importers as an important early step in their
efforts to establish themsdves in the Mexican market. A good digtributor should promote sdes and
make sure that the imported products are available at points of sde. It is essentid to maintain close
contact with your representative, especidly regarding changes in import procedures and documentation.

An affordable way to investigate the market isto participate in and/or attend Mexican trade shows,
particularly US Pavilions organized by the Agricultural Trade Office (ATO) at selected shows. A show
can serve as away to contact local distributors/sales agents, buyers and businessmen, and to become
familiarized with local competition. In the case of new-to-market companies, be prepared to provide
support for in-store and media promotions to familiarize consumers with your products. If possible,
develop product information/promotiona pamphlets in Spanish.

More information is available on specific import regulations in the GAIN Report #MX2119 released in
August 2002. In addition, GAINS report M X 1205 includes information on the processes and
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procedures for exporting products across the US-Mexican border. Furthermore, the US Agricultural
Trade Offices (ATO) in Mexico City and Monterrey can provide generd market and sector specific
information, as well as assst US exporters in identifying trade contacts and developing their marketing
drategiesin Mexico. See Section V for contact information.

Section I11. Market Sector Structure and Trends
A. Retail Sector

In 2001, US exports of consumer-ready products to Mexico reached a record $3.2 billion, of which an
estimated 70 percent, or $2.24 hillion, were sold through the Mexican retail sector. Highlights of the
datus of the Mexican retail sector are listed below:

The Mexican retail market was characterized by sdes growth, gpproximately 7.6 percent, and
strong competition during 2001.

Sdesin retal markets were $32.6 billion in 2001, 47 percent, or $15.3 billion, were food items.
There are gpproximately 3,638 retail storesin Mexico. Thisfigure includes outlets for the magjor
retail chains, government and convenience stores.

The sector's retailers invested gpproximately $1.6 billion in 2001 to establish new outlets and to
incresse floor space. Although thereis no officia estimate currently available for 2002, industry
sources esimate that investments will total gpproximately $1.5 hillion.

Wa-Mart's aggressve entry and now strong position within the market is contributing to future
mergers, more direct purchasing, and improved distribution within the retail food sector. Wa-Mart
is opening eight new stores near the US Mexican border in the next year.

Gigante, the third largest retailer in Mexico, is expanding into a discount store enterprise with aUS
investor caled Price Smart. The first sore will open in 2003.

Company Profiles of Major Retailers

UNCLASSFIED Foreign Agricultural ServicelUSDA
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Retailer Name and Ownership Mar ket Number | Locations | Purchasng
Outlet Type Share of City- Agent Type
Outlets Region
Wal-Mart: Wal-Mart 42 229 All mgor | Direct
Megamarkets, hyper mgority US, cities purchasing
markets, supermarket, | remaining
clubs, warehouses local
Comercid Mexicana: | Loca 21 168 All mgor | Importers,
Hyper markets, cities wholesdlers
megamarkets, and direct
supermarkets and purchasing
warehouses
Gigante: Local 17 184 All mgor | Direct
Hyper markets, cities purchasing,
warehouses & and local
supermarket digtributors
Soriana Local 16 100 Magjor Direct
Hypermarkets, atiesin purchasing
megamarkets and Northern
supermarkets and
Central
Mexico
HEB U.S- privately Monterrey | 17, plans | Northern | Importers,
held region for 35 Mexico wholesders
22.5 more and direct
purchasing
CasalLey: Hyper, Local N.A. 95 Northern | Direct
megamarkets and part of purchasing
supermarkets Mexico and locd
distributors
Chedraui: Local N.A. 49 Gulf States | Importers
Hyper, Megamarkets and
and Supermarket wholesders
Carrefour: French N.A. 17 Only Importers,
Megamarkets magjor wholesdlers
cities and direct
purchasing

Convenience stores are a sometimes overlooked and growing sub-sector of retall salesin Mexico.
These stores are located in mgjor and medium Szed cities and are primarily located in middle-class
neighborhoods and in business didricts. Though sdes data are not available for this sub-sector, it is
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believed by owners of retail businessesin Mexico that convenience stores are the fastest growing
segment of the retall sector. Asin the US these outlets offer awide variety of products, long business
hours, and are known in Mexico for good service. The volume of imported products in the storesis
growing and is expected to expand further. Typica imported products in convenience stores include:
snacks, candies, pet food, cookies, acoholic beverages, prepared dinners and cake mixes.

Company Profiles of Select Convenience Stores

Retailer Nameand | Number of Outlets L ocations Purchasing
Outlet Type City/Region Agent Type
Cadena Comercia 1,487 Large and medium Importers and
Oxxo, Szed cities wholesders
Convenient
7-Eleven, Convenient | 420 Mexico City, Direct purchasing
Guadalgara, Reynosa,
Monterrey and Merida
Comextra (formerly 178 Mexico City and Importers
12 +12 stores), medium Sze cities
Convenient

Competition in supplying products to the retail sector

Loca producers are the main suppliers of consumer-ready products. Mexico has ardatively strong
food processing industry which supplies most of the country's consumer-ready product needs. For
example, of the top 500 companies in the country in 2000, the largest sector is composed of food
processing companies (78), with 42 companies in the beverage group. Some of these companies
include Grupo Industria Bimbo (bread products), Nestle (food products in genera), Herdez (food
productsin generd), Grupo Industrid Laa (dairy products), Jugos del Vale (canned fruit juices),
Grupo Bafar (red meats), Productos del Monte (preserves), Martin Cubero (peanuts), Grupo Mac' Ma
(cookies), and Formex-Y barra (sardines and food ingredients), among others. There are dso severd
American and multinationa producersimportersin Mexico, including: Campbel’s, Bacardi, Fud,
Generd Mills, Gerber, Kdlogh's, Kraft Foods, Procter & Gamble, Frito Lay-Pepsico, Pilgrim's Pride,
Purina, and Tyson Foods.

B. Food Processing Sector

Mexico offers good opportunities for suppliers to the processed foods sector. The Mexican market for
processed foods has been growing rapidly since 1995 and the processing sector has kept pace; the
industry expanded 41 percent between 1996 and 2000. There are 13,177 registered food processing
firmsin Mexico with atotal production of $30 billion in 2000.

UNCLASSFIED Foreign Agricultural ServicelUSDA
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Data on the Mexican food processing industry is dow to be published by the Mexican Statistical Office,
S0 the most recent full year data on firms available is through 2000.

The industry is divided into ten sub-sectors, most of which are dominated by a few large companies.
Thefollowing chart shows strong growth in each sector, with the exception of basic grains, edible ails
and fats, and sugar, which have shown negative growth. From 1999 to 2000, the most significant
growth occurred in the beverage (soft drink), confectionery, cocoa and chocolate, and dairy products

sectors.
Product Category 1996 1997 1998 1999 2000 % %
(US$000) | (US$000) | (US$000) | (US$000) | (USH000) jGrowth |Growth
99-2000 | 96-2000
IMeat Industry 1,723040] 1,991,942} 1,992,422 2,120,066] 2,440,168 15% 42%
Dairy Products 2952,713] 3451,794) 3,724,457 4416912 5131077 16% 4%
Preserved Foods 1,666,361] 1,879,584 2,016,646 2314316] 2,487,777 7% 49%
Grains and other Agricultural 2,731,822] 2,232259] 1,908,943 1,753055) 1,722,684 2% -37%
products
Bread Products 1,847,028] 1,978946] 2,094,790 2,258,313] 2,561,746 13% 3%
Edible Oils and Fats 2,086,266] 2,009,166] 2,034,145 2000872 1970172 -1.5% -6%
Sugar 2007,362] 1944535] 1,828,749 1,884,996] 1,842,418 -2% -8%
Cocoa, Chocolate, 456,151 535,674 577,218 727,887 864,820 19% 9%
Confectionery
Other Processed Foods 2,986,349] 3409587] 3,788,678 4,428,233 4,959,330 12% 66%
Beverage Industry (soft drinks) | 3,248,708] 3,583,299] 4,060,868 4,801,069 6,100,756 27% 83%
TOTAL 21,705,800] 23,016,786] 24,026916] 26,705,719] 30,080,948] 13%|] 41%

Source: INEGI, Mexico's Office of Nationd Statistics

Following are some generd characteristics of the Mexican food processing industry:

o Mexico'sagricultural system lacks efficiency. Farms are numerous and small, for example, 2.3
million out of 3.8 million plots are less than five hectares. Less than haf of Mexican farmers use
tractors or modern seeds. Yields per acre are extremey low compared to countries with modern
farm technology. For example, corn yields two metric tons per acre compared to eight metric tons
inthe United States. Mexico's agriculturd sector is aso under-mechanized. When used a dl,
most agricultural machinery and equipment is antiquated, often between 15 — 25 years old.

o Food processing facilities range from large, modern installations to small, mom & pop
operations. Of the 13,000 food processing facilities, only 292 employ more than 250 employees
while the vast mgority have fewer than 15 employees. Many of the largest firms can be classified
among the most efficient and mechanized in the world.

o Packaging for many productsis generdly less sophisticated than in the United Statesin terms of
attractiveness and convenience. However, to comply with the increase in demand for processed

UNCLASSFIED
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and packaged foods, Mexican manufacturers are modernizing and purchasing high-tech processing
and packaging equipment.

o Foreigninvestment. Mexico has been a prime destination for foreign investment; dmost $8.5
billion was invested in the food and beverage processing industry from 1994 through March 2001.

o Thetotal market for raw materialsin this sector is growing. Raw inputs to the food processing
sector are primarily supplied by Mexican firms. Neverthdess, the import market for these
ingredients has been growing steadily for the past three years: from $36.3 million in 1998 to $46.4
million in 2000. The growth in demand for raw productsis due, in part, to the increased locd
production of processed products that are in high demand and are expensive to ship long distances.

Sector Trends

The food processing sector is undergoing changes in every aspect of itsbusiness. Listed below are
some important trends:

Market Sze

o Growthinthe market in general. Mexico'sfood processing sector has been expanding at an
average rate of over nine percent per year over the last three years.

o Loosening of government controls. Mexico has been moving toward liberdizing the agriculturd
sector, which is cregting new opportunities for foreign companies in the food processing industry.

Retalling and Digtribution of Food Products

o Bigger storeswith morerefrigerated / freezer space. Foreign invesment in Mexico'sretall
sector has meant that stores are modernizing and increasing their capacity in the refrigerated and
frozen foods sections. Food distribution practices have changed over the padt five years as multi-
nationa chains have brought modern logistics and technology to the sector.

o Consolidation of the retail sector. Power in the retail sector isincreasingly concentrated among
relatively few mgor chains such as Gigante, Comercia Mexicana, and Wa-Mart.

o Direct retail purchases from producers. Mgor retal chains are increasingly side-stepping
distributors and purchasing directly from processed food producers.

Raw Materidsfor the Industry

o Increased local production of some traditionally imported foods. Snack foods, salad
dressings, pasta sauces, and other processed foods that are rdatively inexpensive but have high
freight costs will be increasingly produced localy. Similarly, foods whose eaboration requires large
amounts of sugar will aso be increasingly produced in Mexico.

o Increased exports of Mexican foods to the United States to serve a growing Hispanic
market. Mexican food processors are capitdizing on the demand for their products among the
large Mexican-American population across the border. This trend increases production in Mexico.

UNCLASSFIED Foreign Agricultural ServicelUSDA
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o Useof imported ingredients The United States dominates Mexican imports of whey protein,
tallow, edible lactose, seasonings, sweeteners, colorings, and flavors. Buyersturn to the U.S. for
innovative products.

o Movetoward higher quality ingredients. There is a sector-wide trend toward better quality
ingredients instead of ingredients chosen on the sole basis of their cogt, dthough cost remains a
determining factor in sdecting ingredient suppliers.

o Increased whey protein consumption levels. A sourceat Land O’ Lakes suggeststhat as U.S.
food processors increase protein levelsin their products, their Mexican counterparts will follow suit.

Investment

o Foreigninvestment. Foreign investment is strong with dmost $8.5 hillion dollars going to the food
processing sector since 1990. The industry is the third most popular sector for foreign investors,
representing 19 percent of total foreign direct investmen.

o Investment in capital equipment. In 2000 Mexican companies imported $184 million of food
packaging equipment in order to increase the efficiency of their operations.

o Major acquisitions in the sector. Thereisatrend toward acquisitions among maor food
processors. For example, International Flavors & Fragrances (IFF) bought out Bush Boake Allen,
and ConAgra acquired Sgma Alimentos.

For more information on the food processing sector, please see GAINS Report MX 1221 from 2001.
C. Hotd, Restaurant, I nstitutional (HRI) Sector

In 2001, US exports to the HRI sector in Mexico reached a record $2.34 hillion, an estimate based on
30 percent of al agriculturd sales. Highlights of the status of the Mexican HRI sector are listed below.

The Mexican food industry is currently the main supplier to the HRI sector and is the magor competitor
for US products. There are many large companiesin food processing which supply products to this
sector, including multinationa firms such as Bacardi, Campbd|’s, De Monte, Generd Mills, Nestle,
and Unilever. US exporters are consdered to be suppliers of high qudity products and are the leaders
in suppling the HRI sector for specific products such as red mest, poultry, and certain dairy products,
aswdll as other niche high-vaue processed food products.

Hotds and Resorts

According to the Mexican Association of Hotels and Motels, the principa trade association of the
sector, total foreign investment in the hotel sector increased from eight percent in 1992 to 20 percent in
2000. In 2001, the Mexican hotel industry had 10,979 registered establishments, with over 452,000
hotel rooms. Most of the leading internationa hotel chains are in Mexico, including: Hyait, ITT

UNCLASSFIED Foreign Agricultural ServicelUSDA
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Sheraton, Westin, Howard Johnson, Four Seasons, Marriot, Nikko, Mission, Best Western, and
Presidente Inter-Continentd.

The most important tourist destinations in Mexico are Cancun, Mexico City and Los Cabos. With 670
hotels and 47,000 rooms, Mexico City has the largest number of hotels in the country. However, as of
2001, only 55 hotdsin the city were classfied as Internationd Tourism Qudity, with 14,570 room
capacity. Country-wide occupancy rates which were 55 percent in 2000, dropped to 52 percent in
2001 due to the terrorist acts of September 11, 2001, and have yet to rebound in 2002, currently
averaging just over 51 percent.

Regtaurants

The Mexican restaurant industry is comprised of 221,427 establishments that contributes 3 percent to
Mexico's GDP. The Mexican restaurant industry reported sales of US $14.5 hillionin 2001, an
increase of 7 percent over 2000.

Mexico City has the largest concentration of restaurants with approximately 31,000 establishments (of
which 2,500 are Internationa Tourism Quadlity). The sector is segmented by size: 96 percent are part of
the traditional sector, which represent micro and family businesses, while only four percent are
conddered to be medium and large sized operations. Of the grand totd, 19,482 restaurants in Mexico
are certified as Tourism Quadlity.

Indtitutional Food Service Segment

Theinditutiona food service market in Mexico has great growth potentid that has been virtudly
untapped. Although there are no officid data available, industry representatives estimate that the
ingtitutional market prepares around six million medls, per year. Currently, this market segment is not
purchasing imported food products but, with the changesin the food service industry, this could change
in the medium-term. This market is basicaly composed of two types of companies: those which
provide med preparation services under contract/concession, and those companies which prepare their
own meal needs for their respective staff.

There are gpproximately ten ingtitutional companies that control 65 percent of the contract/concession
sector. This segment is more active and has greater growth potentia. On the other hand, the number of
companies which prepare their own medsis dso very large, has a captive clientele, and dso offers
interesting export opportunities for US food producersin the near future.

The indtitutiona market is concentrated in Mexico City and its metropolitan area, as well as the State of
Mexico, Monterrey, Ciudad Juarez, Tijuana, Mexicali and other mgjor indudtrid cities.

UNCLASSFIED Foreign Agricultural ServicelUSDA
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For additional information on the HRI sector, please refer to the Mexico GAINS report MX1177
which was released in October 2001.

Section V. Best High Value Product Prospects

The best sales opportunitiesfor consumer ready food products, which represent the fastest growing sector
for USfood and agricultura product exports, are through Mexico’ s retail sector and hotel and restaurant
industry. US consumer-oriented agricultura product exportsto Mexico grew 25 percentin 2001. Listed
below are the products that have experienced the fastest growth in most recent years, and we project
continued growth in Mexico for these products.

U.S. EXPORTS OF CONSUMER READY FOOD PRODUCTS TO MEXICO
(In Thousands of U.S. Dollars, Calendar Y ear Information)

Product 1999 2000 2001

1. Pet Food 62,862 116,113 234,860
(cat and dog)

2. Snack Foods 134,568 234,898 330,893
(exduding nuts)

3. Fresh Fruit 163,577 219,337 235,752
4. Dairy Products 175,961 164,169 249,126
5. Red Meats 675,721 845,944 1,037,381
(fresh/chilled/frozen)

6. Tree Nuts 40,037 51,660 53,544
7. Fresh Vegetables 44,922 68,221 74,871
8. Fruitsand Vegetables 146,557 256,798 314,796
(processed)

9. Seafood 38,378 50,176 64,855

UNCLASSFIED Foreign Agricultural ServicelUSDA
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Section V. Key Contacts and Further Information

The primary misson of the US Agricultura Trade Office (ATO) in Mexico City isto assst in the market
development and promotion of USfood and agricultura productsinthe Mexican market . Thereareawide
variety of activities and services that the ATO, dong with other private sector representatives cdled
“cooperators,” make available to help develop US agricultura interests in Mexico. If you have any
guestions or comments regarding thisreport or need ass stance exporting US food and beverage products
to Mexico, please contact the ATO in Mexico City at the following address:

US Agricultural Trade Office, Mexico City
Bruce Zanin, Director

Jaime Bames No. 8-201

Coal. Los Moraes Polanco

11510 Mexico, DF

Tel: (011-5255) 5280-5291

Fax: (011-5255)-5281-6093

email: atomexico@fas.usda.gov

US Agricultural Trade Office, Monterrey, Mexico
Jeanne Bailey, Director

Oficinas en € Parque Torrdll

Blvd. Diaz Ordaz No. 140, Piso 7

Col. Santa Maria, 64650

Monterrey, Nuevo Leon

Tel: (011-5281) 8333-5289

Fax: (011-5281) 8333-1248

e-mall: ato2monterrey@hotmail.com

Cooperators

AMERICAN FOREST & PAPER ASSOCIATION
Claudia Villagomez, Director

Jame Bames# 8 - 201

Col. Los Moraes Polanco

11510 Mexico, D.F.

Tel: (011-5255) 5282-2111, 5282-0993

Fax: (011-5255) 5282-0919

e-mall: cvillagomez@infosd .net.mx

UNCLASS FIED
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AMERICAN HARDWOOD EXPORT COUNCIL
Luis Zertuche, Director

Jame Bames# 8 - 201

Col. Los Morales Polanco

11510 Mexico, D.F.

Tel: (011-5255) 5282-0909/0918

Fax: (011-5255) 5282-0919

e-mall: luiszertuche@infosd.net.mx

AMERICAN PEANUT COUNCIL
Ma. Cristina Compean, Representative
Cerrada de La Otra Banda #58-4
Tizapan San Ange

01090 México, D.F.

Tel: (011-5255) 5616-6580

Fax: (011-5255) 5616-4362

e-mail: macrigtina@infosd.net.mx

AMERICAN SOYBEAN ASSOCIATION
Mark Andersen, Director

JameBames# 8 - 201

Col. Los Morales Polanco

11510 Mexico, D.F.

Tel: (011-5255) 5281-0120, 5281-6150
Fax: (011-5255) 5281-0147

e-mail: asamex@mail.internet.com.mx

APA: THE ENGINEERED WOOD ASSOCIATION
Philippe Mercado, Director

JameBames#8 - 201

Cal. Los Moraes Polanco

11510 Mexico, D.F.

Tel: (011-5255) 5281-6087

Fax: (011-5255) 5281-6089

e-mail: gpamexicocity@infosd .net.mx

COTTON INCORPORATED
Gerardo Ladtiri, Director

Av. Insurgentes Sur #1605, 9-C
Col. San José Insurgentes

UNCLASSFIED Foreign Agricultural ServicelUSDA
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03900 México, D.F.

Tel: (011-5255) 5663-4020
Fax: (011-5255) 5663-4023
e-mall: gladtiri@cottoninc.com

GRUPO PM SA DECV

Luis Moreno, Director

Mercurio 24, Col. Jardines de Cuernavaca
62580 Cuernavaca, Morelos

Tel: (011-52) (777) 316-7370

Fax: (011-52) (777) 316-7369

e-mail gruopopm@grupopm.com

NATIONAL COTTONSEED PRODUCTS ASSOCIATION
Ricardo Silva, Representative

Paseo de las Eglantinas 4157

Fracc. Parques de la Canada

25020 Sdtillo, Coahuila

Tel/Fax: (011-52-844) 489-3285

e-mail: ricardosilva@cottonseed.com

MARKETING SOLUTIONS

Raul Cabdlero, Director

San Juan de Los Lagos #52, S. Monica
54050 Nauca pan, Edo. de Mexico
Tel: (011-5255) 5362-7407

Fax: (011-5255) 5362-6724

e-mail: mktsolut@mail.internet.com.mx

NATIONAL RENDERERS ASSOCIATION
Alberto Cdlis, Director

JameBames#8- 20

Cal. Los Moraes Polanco

11510 Mexico, D.F.

Tel: (011-5255) 5281-6080

Fax: (011-5255) 5281-6085

e-mail: nramex@compuserve.com.mx

NATIONAL SUNFLOWER ASSOCIATION
Jose Luis Escamilla, Representative
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Jose Ma. Rico #212-702

Col. Dd Vdle

03100 Mexico, D.F.

Tel: (011-5255) 5524-8273/5524-8192
Fax: (011-5255) 5534-8997

e-mail: escgrain@avantd .net, rivercat@compuserve.com.mx

USDAIRY EXPORT COUNCIL

Larry Solberg, Director

Av. Lindavista#25 Depto. 405
Col.Lindavista

07050 Mexico, D.F.

Tel & Fax: (011-5255) 5119-0475/76 /77
e-mall: usdecmex@prodigy.net.mx

US GRAINS COUNCIL

Ricardo Cadma, Director

JameBames#8 - 201

Cal. Los Moraes Polanco

11510 Mexico, D.F.

Tel: (011-5255) 5282-0973/0974/0977/0244
Fax: (011-5255) 5282-0968, 5282-0969
emal: usgc@grains.org.mx

USMEAT EXPORT FEDERATION
Gilberto Lozano, Director
JameBames# 8 - 201

Col. Los Morales Polanco

11510 Mexico, D.F.

Tel: (011-5255) 5281-6100

Fax: (011-5255) 5281-6013

e-mall: mexico@usmef.org

USPOULTRY & EGG EXPORT COUNCIL
Jose Luis Cruz, Director

JameBames#8 - 201

Cal. Los Moraes Polanco

11510 Mexico, D.F.

Tel: (011-5255) 5282-0946

Fax: (011-5255) 5282-0952
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e-mail: luispo@prodigy.net.mx

USWHEAT ASSOCIATES
Mitch Skdicky, Director

Jaime Balmes# 8 - 201

Col. Los Moraes Polanco
11510 Mexico, D.F.

Tel: (011-5255) 5281-6560
Fax: (011-5255) 5281-3655
e-mail: mskaicky@uswhest.org

WASHINGTON STATE APPLE COMMISSION
Adrian T. Rivera Fdix, Director

Camino alos Pirules 18-B,

Haciendas de Vdle Verde Carretera a Tlacote
38160 Apaseo @ Grande, Guanguato

Tel: (473) 235-0437

Fax: (473) 228-0444

e-mail: mexico@bestapples.com

Trade Associations

American Chamber of Commercein Mexico

Lucerna78

Cal. Juarez

06600 Mexico D.F.

Tel: (011-5255) 5724-3800; Fax: (01152-55) 5703-3908
emall: www.usmoc.org

Asociacion de Agentes Aduanaes de Nuevo Laredo, A.C.
(Trade Association of Customs Brokers of Nuevo Laredo, A.C.)
Ave. Cesar Lopez de Lara 3603

Nuevo Laredo, Tamps. C.P. 88280

México

Tel: (01152) 8715-5080; Fax: (01152) 8715-3210

e-mall: fmgia@aduanet.org

Contact: A.A. Fernando Mgjia Arreola, President

Mexican Association of Restaurants (AMR)
Torcuato Tasso 325-103
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Col. Polanco
11560 Mexico DF
Tel: (011-5255) 5250-1146; Fax: (011-5255) 5545-8671

National Association of Supermarkets and Retailers (ANTAD)
Homero 109 Piso 11

Cal. Polanco

11560 Mexico DF

Tel: (011-5255) 5545-8803; Fax: (011-5255) 5203-4495

Nationa Association of Grocers
Tolsa54

Cal. Centro

CP 06040 Mexico DF

Telephone: (011-5255) 5709-3697

National Chamber of the Industry of Restaurants and Food (CANIRAC)
Aniceto Ortega 1009

Col. Dd Vvdle

03100 Mexico DF

Tel: (011-5255) 5604-0238; Fax: (011-5255) 5604-4086

Government of Mexico

Embassy of Mexico

Agriculturd Counsdor’'s Office

1911 Pennsylvania Ave. NW

Washington D.C. 20006

Tdl: (202) 728-1720; Fax: (202) 728-1728

Secretaria de Agricultura Ganaderia, Desarrollo Rurd, Pescay Alimentos-SAGARPA

Comision Nacional de Sanidad Agropecuaria CONASAG

Direccion Genera de Inspeccion Fitozoosanitaria

(Minigtry of Agriculture, Livestock, Rurd Development, Fisheries and Food; Nationd Commission for
Anima and Plant Health; Directorate Generd of Sanitary Ingpection)

Amores 321-1

C.P. 03230 México, D.F.

México

Tels: (011)(5255)5687-7954; Fax: (011) (5255)5536-6626

Contact: Dr. Javier Trujillo, Director in Chief

Secretariade Sdud y Asstencia
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Direccién de Informacion Sanitaria

(Minigtry of Hedth and Public Assstance; Generd Directorate of Sanitary information)

Doncedes 39-PB
06010 México, D.F.
México

Tel: (011)(5255)5518-2692; Fax: (011)(5255)5521-3290
Contact: Sra. Berta Hernandez, Information Director

Appendix |I. Statistics

Table A. Key Trade and Demographic I nformation

Agriculturd Imports from All Countries

$10,292 million

US Market Share (1)

74 percent

Consumer Food Imports from All Countries (1)

$4,769 million

US Market Share (1)

Edible Fishery Imports from All Countries (1)

US Market Share (1)

Totd Population/Annua Growth Rate (2)

97.483 milliorn/ 1.53
percent

Urban Population (INEGI Census 2000)

74.6 million

Number of Metropolitan Areas (3)

8

Size of the Middle Class (4)

31 percent of total
population

Per Capita Gross Nationa Product

$6,337

Unemployment Rate

3.1 percent

Percent of Fema e Population Employed (5)

30 percent country-wide;
40 percent in urban areas

Exchange Rate

Footnotes

US$1 = $9.8 Mexican
Peso (9/05)
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(1) United Nations Stetigtica Data

(2) Figures from 2000, but average growth rate from 1990-2000 was 1.9 percent; figures from INEGI,
the Nationd Inditute on Statistics Geography and Information

(3) Population in excess of 1,000,000; in order from largest: Mexico City, Guaddgara, Monterrey,
Puebla, Leon, Toluca, Ciudad Juarez, Tijuana

(4) This measurement is from 1996, new data from 2000 census not yet released, it measuresthe
percent of the population in the middle two income brackets

(5) Source: INEGI, 2000

Table B. Consumer Food and Edible Fishery Product Imports
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Mexico Imports Imports from the World Imports from the US. U.S. Market Share

(in Milions of Dollars) 198 199 2000 198 199 2000 1998 1990 2000

CONSUVERORENTED AGRICULTURAL TOTAL 3119 3624 4,769 2253 2460 3249 2 70 3
Snack Foods (Exdl. Nuts) 10 171 233 Is) B 133 53] 56 57]
Breakfast Cereals & Pancake Mix 28 27 30 28 24 29 97 0 %
Red Meats, Fresh/Chilled/Frozen ™0 8 1279 M~ 1012 al 85 Ie
Red Meats, Prepared/Preserved D 102 145 A B 133 b 95 X
Poultry Meat 226 19 259 226 1% 249 100 99 X
Dairy Products (Exdl. Cheese) M 566 146 w13y A RN
Cheese 8 S°] 143 2 o) 50 2 25 3
Eggs & Products 29 PA] 27, 48 2 27 R 98 B
Fresh Fruit 1 268 417 128 1% 306 (3] 73 4
Fresh Vegetables 67 70 112 61 57 97, R 81 87
Processed Fruit & Vegetables 192 242 320 140 158 204 3 65 o4
Fruit & Vegetable Juices 12 2 39 10 15 32 & 74
Tree Nuts 1 5% 56 37 13 47 D 85
Wine & Beer &0 76 89 24 2 36 20 37 41
Nursery Products & Cut Howers 0 43 47 2 K 33 73 74 0
Pet Foods (Dog & Cat Food) 8 67 89 57 (69) 87 S°) 99 B
Other Consumer-Oriented Products 615 740 918 435 508 629 71 69 9

ASH& SEAFOOD PRODUCTS & 124 117 K K2 42 3 26 35
Samon 4 5 7 1 1 2 0] 18 24
Suimi 1 1 1 1 1 1 2 59 &b
Crustaceans 2 21 29 10 7 14 46 35 48
Groundfish & Hatfish 16 19 28| 4 7 7 23 36 24
Molluscs 14 9 9 3 4 4 5 42 40
Other Fishery Products 2 0 43 14 13 16 48 19 37

AGRIOULTURAL PRODUCTS TOTAL 8657 8645 10292 6689 6569 7,626 7 76 T4

AGROULTURAL, ASH& FORESTRY TOTAL 9268 936 11294 7155 7006 82471 77 75 73

Source: FAS' Global Agricultural Trade System using data from the United Nations Statistical Office
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Table C. Top 15 Suppliersof Consumer Foods & Edible Fishery Products

MEXICO IMPORTS

CONSUMER-ORIENTED AG TOTAL ($1,000)

1998 1999 2000
[United States 2252989 2459678  3248593]
Canada 117791 178610 270282
Chile 100652 152115 208809
New Zealand 144827 131488 143800
Germany 48352 52743 112813
Australia 56060 53761 78069
Netherlands 51297 56441 63923
Ireland 21128 35030 63398
France 60759 57770 54957
Spain 31281 37030 50250
Uruguay 10436 20510 49325
Poland 10909 15618 48146
Argentina 16947 28487 45951
United Kingdom 19199 27866 40503
Sri Lanka 28889 27595 28822
Other 147819 188885 261064
[world 3119372 3523668 4768741]

Source: United Nations Statistics Division

FISH & SEAFOOD PRODUCTS ($1,000)

1998 1999 2000
[United States 32091 32251 42479|
Chile 7717 7540 15690
Spain 3318 5052 7887
Canada 3979 3722 6463
Ecuador 6971 41200 6331
China 1754 2119 4084
Norway 4653 5503 3555
Taiwan 2223 4506 3340
Argentina 5051 3130 3101
India 1655 1749 2716
Peru 3424 2370 2530
Venezuela 469 2845 2294
Thailand 646 1336 1723
CostaRica 27 542 1650
Areas NES 992 1050 1572
Other 10171 9190 11620
[world 85148 124117 117052]
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