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En esta
presentacion

3 principales bloques




;Como veniamos antes de la pandemia?



Cambios y mads cambios

Poblacion mundial al alza

Disponible en ESPANOL ENGLISH

El mundo alcanza los 8 mil
millones de habitantes, de los
cuales 662 millones viven en
Ameérica Latina y el Caribe

( Poblacion y desarrollo )

15 DE NOVIEMBRE DE 2022 | NOTICIAS

Cambios que venian ocurriendo

Cambios que se aceleraron
por la pandemia

Cambios que se detuvieron
por la pandemia

Cambios que podemos esperar
para los proximos anos

Rabobank



Cambios pre pandemia

Porcentaje de personas de 7 a 22 anos en los estados unidos que son...

Gen Xers in 1987

Millenials in 2003
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Source: Pew Research Center estimates based on augmented U.S. Census Bureau data
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Cambios pre pandemia

Population pyramids, EU-27, 2019 and 2050
(% share of total population)
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Cambios pre pandemia

Figure 2: Brazil’s population in age ranges, 2010-2050
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Fuente: Brazil's Aging Consumer (rabobank.com)
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https://research.rabobank.com/far/en/sectors/regional-food-agri/brazils-aging-consumer.html

Cambios pre pandemia

Poblacion de Ch

INa 'y proyecciones
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Ya veniamos con cambios

En cuanto a migraciones

Where America's International
Students Come From

International enrollment in U.S. higher education
in the 2020/21 academic year

Annual change

China @ 317,299 -14.8%
< [ 167,582 13.2%

South Korea tet [l 39,491 -20.7%
Canada (+) |l 25,143 -3.3%

Saudi Arabia @ [ 21,933 RRR -29.2%

India &

Vietnam @ [ 21,631 -9.0%
Taiwan @ [ 19,673 17.1%
Brazil @ [ 14,000 -16.0%

Source: lIE 2021 Open Doors Report on International Educational Exchange

SI0JO, statista %a

Source:

Mexico Gets a Record
Surge of US Migrants

75% mcrease

| US citizens with temporary
permits in Mexico
Jan — Sep. Period
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Envejecimiento de
la poblacion

Ratio of

1900 2000 2025
Workers to
Pensioners 4 ﬂ
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Nuevas formas de comunicacion
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Internet Usage Worldwide
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OCT

2022

TOTAL

INTERNET

USERS

5.07

BILLION

SOURCES: KEPIOS ANALYSIS; ITU; GSMA INTELLIGENCE

1 ROM GWI (Q2 2022}, BASE
ZC- URES FOR INTERNET U

OF INTERNET USERS AGED

SER GROWTH A

63.5%

INTERNET USERS AS
A PERCENTAGE OF
TOTAL POPULATION

EURQSTAT; GWI; CIA WORLD FACTBOOK; CNNIC; AF

16 TO 64. SEE GWIL.COM FOR M
RESENT ACTUAL TRENDS. SEE NOTES ON DATA FOR MO

pJI1: LOCAL

Ff
RED

OVERVIEW OF INTERNET USE

ESSENTIAL INDICATORS OF INTERNET ADOPTION AND USE

YEAR-ON-YEAR CHANGE
IN THE NUMBER OF
INTERNET USERS

+3.5%

+171 MILLION

DETAILS. ADVISORY: DUE TO ¢

GOVERNMENT AUTHORITIES

AVERAGE DAILY TIME SPENT
USING THE INTERNET BY
EACH INTERNET USER

6H 37M

UNITED NATIONS. TIME SPENT AND MOBILE SHARE DATA
RELATED DELAYS IN RESEARCH AND REPORTING

DETAILS. COMPARABILITY: SOURCE AND BASE CHANGES

GLOBAL OVERVIEW

PERCENTAGE OF USERS
ACCESSING THE INTERNET
VIA MOBILE PHONES
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are
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Pero no solo comunicacion

También, marketing, pagos, etc.

China’s Mobile Payment
Adoption Beats All Others

Estimated user penetration rates and transaction values in
the mobile point-of-sale segment” in 2022 (selected countries)

M Penetration rate Average annual transaction value per user

china @ I 0.5%  ® $3940

VEGER+] === EEMT $134
South Korea :o: || NG 27 5% $3,450
United Kingdom & | I 26.7% $14,220
India & |G 25.6% $102
United States < || NG 25.5% $12,710
Germany @ |G 24 3% $3,070
Portugal @ [ 10.6% $4,450
Nigeria () ] 2.7% $489

* transactions at a point of sale processed via smartphone applications
Source: Statista Digital Market Outlook

@O statista %a
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Pero no solo comunicacion

=] publimetre

También, marketing, pagos, etc.

ZOY O
¢Le Pac? La ingeniosa campana de
Capel que se volvio viral y que se gano
los aplausos en redes sociales

“Este troleo de Capel estd épico” y "demasiado genial”,

} fueron parte de las reacciones en redes sociales tras
la campafia que engafo a varias personas

Rabobank



Pero no solo comunicacion

También, marketing, pagos, etc.

SOVYO

“Lo que necesitan es comer menos, ;ya?":
Seguidores indignados con Cecilia Bolocco
tras dicho sobre tallas grandes

Le pidieron tallas oversize a Bolocco, por su coleccion de ropa, y
la respuesta no fue lo que muchos esperaron.

MAS DUE MOTEIAS

Ver Video. “Para que no me reten mas, para
todas mis gorditas preciosas": Cecilia Bolocco
vuelve a ser blanco de criticas tras comentarios
en redes sociales

VD Avriem bhae 20V
Q2 arcrembpre 2022
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Y camb

IPC (armonizado) - Zona Euro
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icos en el mundo

V 4
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Una clase media aumentando

Pero mas pobre
Panel A. Percentage change in middle-class income and expenditure, OECD average, 1995-2017 (1995=100)
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Fuente: Under Pressure: The Squeezed Middle Class | en | OECD RabObank


https://www.oecd.org/social/under-pressure-the-squeezed-middle-class-689afed1-en.htm

Una clase media aumentando

Pero mas pobre

Panel A. Percentage changes in median incomes and the price of certain household budget item, OECD average, 1995-2015

(1995=100)
~—f— Food ==0— Clothing —— Health == Education e N edian income —@— House prices
200
175
150 F
+*
£ *
125 B _.“Q_..."a"_’a_.——
V'S
100 F
75
o 0
5{]’ 1 1 1 1 1 1 1 il 1 L i 1 il . i . i . i . 1 - 1 i e
1995 2000 2005 2010 2015 2018

Fuente: Under Pressure: The Squeezed Middle Class | en | OECD
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https://www.oecd.org/social/under-pressure-the-squeezed-middle-class-689afed1-en.htm

Una clase media aumentando

Precio promedio de platanos en el retail de Reino Unido
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Y de pronto el
Covid %

Los encierros y cambios de
habito

Rabobank



Aparecen cambios en el consumidor

Aumento de compra online de alimentos

Figure 8: Online grocery order frequency has been steady, structurally above pre-pandemic levels
but understandably lower than the initial months of stay-at-home orders
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Source: Earnest Research, Rabobank 2022

Fuente: The Earnest Files: Inflation Edition (rabobank.com)

Rabobank


https://research.rabobank.com/far/en/sectors/consumer-foods/the-earnest-files-inflation-edition.html

Adopcion de tecnologias

El futuro del ‘e-commerce’ en Espana &
Frecuencia de compra online En % del total por franja de edad I
B Semanalmente M Mensualmente [ Cada2/3 meses Menor frecuencia
100
10 10 9 14 16
80 |
60 |
40 |
20 |
0 .

anos anos anos anos anos

Fuente: Los consumidores quieren sostenibilidad, pero sin asumir su coste | Fortuna | Cinco Dias (elpais.com) - Diciembre de 2021

Del16a 24 De25a35 De35a44 De 45 ab4 De 55 a 65

Rabobank


https://cincodias.elpais.com/cincodias/2021/12/15/fortunas/1639577757_467008.html

Aumento del gasto...

Porcentaje de cambio en el gasto de los consumidores en EEUU, 2013-2022

10
o .
£ C 8
1y O Non-
< 6
g‘% discretio
Q
m —
e % 4 . nary
o2
c < TN
S S o T i IRl B
. -
-4
oMM M < < o WO WO D M~ M~ 00 D0 OO — | — — Y
rrrrrrrrrrrrrrrrr ~ N NN N
o O O O O O O O O O O O O O O O o o O oo o O
LY N Y A e Y VI A TR A T s A A A A T A A e O e A e A Y Y R o I [ I A M A A
O S YU Xt s occ 2 s 005U >xBls ocle > s
O ™ Y (© o o O ™ Y |m© o o
L DA = O = {?: | =Z= < S LA = 0O = E ]2 = <
EEE Housing mm Food and beverage Transport
s Medical mm Apparel I Recreation

. ducation m Other o (_P|

Fuente: Foodservice Update Q3 2022: Revisiting Growth Perspectives (rabobank.com) RabObank



https://research.rabobank.com/far/en/sectors/consumer-foods/foodservice-update-Q3-2022.html

... yelcolapso logistico

Indice Baltic dry — Sep. 2020 - Sep. 2022.  Indice Reefer Drewry - Q3 2019 - Q3 2022.
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Fuente: Perspectivas de las tarifas de transporte maritimo refrigerado para 2023 (rabobank.com)
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https://research.rabobank.com/far/en/sectors/fa-supply-chains/perspectivas-de-las-tarifas-de-transporte-maritimo-refrigerado-para-2023.html

Y todo se junta
en la reapertura

Entramos a la incertidumbre

Pero se retoman los cambios
gue habian quedado
pendientes




Cronologia de la reapertura

Del encierro, a la reapertura, no ausente de problemas

27

Pandemia

Ayudas econémicas.

Encierros.

Consumidor descubriendo nuevos
productos y formas de comprar.
Colapso logistico por desequilibrio
entre oferta y demanda

Deseando poder salir.

Apertura

Aumento de consumo (viajes).
Comienzo de inflacién.

Colapso logistico se mantiene.

Estalla la guerra.

Aumentan los costos de alimentacién

y de energia

Ajustes

Avance hacia levantamientos
completos de restricciones (China).
Ajustes en la cadena de distribucion
Panorama econdmico ajustado.
Consumidor mas cauto, ajustando su
consumo.

Incertidumbre

Rabobank



Retomando los
cambios en la
reapertura

28



Sustentabilidad

Diferentes acciones y exigencias

Rabobank



Sustentabilidad

After 30 years of UN climate conferences, emissions are still
rising

Global energy-related carbon dioxide emissions, alongside UN climate conferences,
1990-2021

38,000 2021: COP26 takes
2015: Paris Agreementaims  place in Glasgow
to limit warming to 1.5°C
36,000
2009: Rich countries
24800 commit to providing climate
. finance for developing world T
at COP15 in Copenhagen
32,000 Emissions increase 60% in 31
years
30,000 1997: Kyoto Protocol

commits countries to

decarbonisation
28,000  1992: Earth Summit in Rio
establishes Conference of
Parties (COP) climate
26,600 conferences
24,600

1990 1992 1994 1996 1998 2000 2002 2004 2006 2008 2010 2012 2014 2016 2018 2020

Source: Global Carbon Project/International Energy Agency ENERGY MONITOR

Who has contributed most to global CO_ emissions?

Cumulative carbots dioside (CO,) emissions over the peri
which measure CO, produced domestically from lossd Mol
(e consumption-hased), Emissions from intermationid trav

North America Asia

457 bilion tonnes CO 457 bdlion tonnes CO

are ot inchidey

Russia
on Earmnes 0 101 Hitan ionnes

GIobdl COMUEIMG SITEsSions

£5%-00hol emissions

- .
| from 731 te 2057 Figures are hased on production-hased cmissions
nbustion s cernent, and do not correct for emissions embedded in trade

29% global cumulative emissions 29% giobal cumulative emissions

i ermissions

Rabobank



Consumidores frente a la sustentabilidad

| NEED TO SAVE THE OCEAN
FROM ALL THE PLASTIC!

THIS STRAW
1S SO EVIL!

YES, THE

EXHIBIT 2: CONSUMER INTEREST
ACROSS DIFFERENT INDUSTRIES

% Interested

Food, drink &
personal products

82%

Fashion 67%

Retail 71%

Travel & tounism 71%

Mobile/broadband/TV 64%

Banks & insu 520

I

Fuente: The Consumer Sustainability Journey | BCG

Rabobank


https://www.bcg.com/publications/2021/the-consumer-sustainability-journey

Consumidores frente a la susten tabllldad

EXHIBIT 7: WILLINGNESS TO PAY BY AGE GROUP

lghest Willingness to Pay

Gen Z Millennials Gen Y/X Gen X Baby Boomers Older Boomers
(18-25 years) (26-35 years) (36-45 years) (46-55 years) (56-65 years) (66+ years)

B Proportion of consumers who are willing to pay [l Average increase in willingness to pay

Note: All numbers calculated at brand level, then weighted by brand purchasers for industry-level numbers. Cross-industry numbers are simple average of industry-level numbers.
Source: BCG sustainability consumer survey, August 2021

Fuente: The Consumer Sustainability Journey | BCG Rabobank



https://www.bcg.com/publications/2021/the-consumer-sustainability-journey

Consumidores frente a la sustentabilidad

HOW DO YOU RATE THE IMPORTANCE OF THESE PREFER TO BUY FROM SUSTAINABLE BRANDS
FACTORS WHEN MAKING A PURCHASE? 80%
80% 73% 1% 75% 70% 67% 67% % .
70% 65% °0% 60% 54%
60% 24% 50% 45%
50%
40%
40%
30%
30%
20% 20%
10% 10%
0% 0%
Baby Boomers Generation X Millennials Generation Z Baby Boomers Generation X Millennials Generation Z
M Brand Name of Product  m Sustainability W 2021 Data m 2019 Data

Fuente: The State of Consumer Spending - Gen Z Influencing All Generations.pdf (hubspotusercontent10.net) RabObank



https://f.hubspotusercontent10.net/hubfs/160569/The%20State%20of%20Consumer%20Spending%20-%20Gen%20Z%20Influencing%20All%20Generations.pdf?utm_campaign=Supply%20Chain%20Disruption&utm_medium=email&_hsmi=186140641&_hsenc=p2ANqtz-9AF18Uz-bC3UDB-pDaJVNL1EjigAPuQp9UcXUze78aNUuuSmm1qizF6YhyvBFbgxNEnrmgDJ6KbM-ao_fgm7fLTFeaMsXk_rMUNRmrkwiYcREespI&utm_content=186140641&utm_source=hs_automation

Consumidores frente a la sustentabilidad

ARE YOU WILLING TO PAY MORE FOR WILLING TO SPEND AT LEAST 10% MORE FOR
SUSTAINABLE PRODUCTS? SUSTAINABLE PRODUCTS

100% 100% 88% 864 -

80% 72% 63% 71% 73% 80% w Z -
60% 60% E é ;% %
40% 40% = # - =
20% I 20%

0% 0%

Overall Baby Boomers  Generation X Millennials Generation Z Baby Boomers Generation X Millennials Generation Z
m2021 Data m 2019 Data m 2021 Data m 2019 Data

Fuente: The State of Consumer Spending - Gen Z Influencing All Generations.pdf (hubspotusercontent10.net) RabObank



https://f.hubspotusercontent10.net/hubfs/160569/The%20State%20of%20Consumer%20Spending%20-%20Gen%20Z%20Influencing%20All%20Generations.pdf?utm_campaign=Supply%20Chain%20Disruption&utm_medium=email&_hsmi=186140641&_hsenc=p2ANqtz-9AF18Uz-bC3UDB-pDaJVNL1EjigAPuQp9UcXUze78aNUuuSmm1qizF6YhyvBFbgxNEnrmgDJ6KbM-ao_fgm7fLTFeaMsXk_rMUNRmrkwiYcREespI&utm_content=186140641&utm_source=hs_automation

Consumidores frente a la sustentabilidad

Consumidores online que pagarian mas por un producto ]
o servicio online respetuoso con el medio ambiente &ﬁﬂ

]
Si ¢Cuanto mas estarian
36,1% dispuestos a pagar?
% sobre su valor original
Hastaun 10% mas [RNEZER
Entre un10% y un 30% mas - 10,4
No |

Entre un 30% Yy un 50% mas I 1,0

63,9%

Mas de un 50% | 0.4

Fuente: Veepee-IESE. Tamano de la encuesta: 1.646 personas

Existe disposicién a pagar mas
por un producto sustentable,
pero sigue siendo un porcentaje
menor a la mitad

Rabobank

Fuente: Los consumidores quieren sostenibilidad, pero sin asumir su coste | Fortuna | Cinco Dias (elpais.com) — Diciembre de 2021



https://cincodias.elpais.com/cincodias/2021/12/15/fortunas/1639577757_467008.html

Consumidores frente a la sustentabilidad

36%
Increased availability and ranges of ethical or sustainable products

% of all UK adults 35%

Improved transparency and availability of information on the

57% sustainability credentials of companies
Making it more affordable to choose a more sustainable alternative

32%
54% Beter carbon footprint labelling

Better schemes to remove plastics and packaging
20%

46% Advertising that positions sustainability as the norm and as desirable
More clarity on how to dispose / recycle old products

17%

38% More visible options for a plant-based diet
Clearer information on the sustainability of products and services

9%

37% Not applicable - | don’t think anything would help me adopt a more
Better signposted services to renew / repair broken or damaged items sustainable lifestyle

37% 8%
More clarity on the origins or sourcing of products Don't know

36%
More regulations for companies to take action and improve options for
consumers

Rabobank


https://www2.deloitte.com/uk/en/pages/consumer-business/articles/sustainable-consumer.html

Consumidores frente a la sustentabilidad

37%
It's too inconvenient (i.e. requires too much effort on my part)

average % of UK adults who selected at least once 'l have not done the 32%
following action' in the past 12 months in an effort to adopt a more | have already adopted this behaviour as part of my lifestyle more than
sustainable lifestyle.

529/0 30y0

It's too expensive It's tlme-consumlng

51% 28%

I'm not interested Because of the current economic uncertainty (i.e. the impact of rising

48%

I don't have enough information 23%

To save money

19%

| wasn't aware this is a sustainability issue S I I Z

16%
Itisn't good quality

| don't believe it makes a difference

It's too complicated / difficult to do

It's not available

Rabobank


https://www2.deloitte.com/uk/en/pages/consumer-business/articles/sustainable-consumer.html

Cambios en sustentabilidad

No vienen de la gente

Gobiernos - Multilateral Inversionistas - Bancos Retail - Privados

Iniciativas que se traspasan a la Financiamiento sustentable de Primera linea frente al consumidor

industria de forma gradual proyectos unidos a KPIs de Le exigen al productor
sustentabilidad. Riesgo asociado a Productor se adelanta y toma
cambio climadtico. certificaciones

ALTO EN
GRASAS
SATI

Rabobank Sustainable
Funding

-
Rabobank is a cooperative bank with a leading position in sustainability- Certlf Ied

oriented banking. This means it is only natural to obtain funding in a
sustainable manner To this end, Rabobank has developed the Rabobank

Sustainable Funding Framework.

Unigue to the framework is the use of sub-frameworks, offering investors meore guidance and
clarity on th ff
the foll
Residential Real Estate, SME, He:

SMEs. Each of the sub-frameworks outline the eligible projects for that specific bond.

g eligible proj Rene

Corporation
| ——

Rabobank



Pero si hay un interés por conocer lo que
consumimos

NUTRI-SCORE

2EB o799

Rabobank



Y sobre como fue hecho el producto

;En camino hacia los alimentos ultra procesados?

It is part of the NOVA food classification system created by the School of Public Health,
University of Sao Paulo, Brazil in 2009. After gathering momentum in academic and medical
circles for over a decade, the approach is now crossing over into the commercial food world.

Basically, NOVA categorizes foods by their degree of processing, ranging from unprocessed
to ultraprocessed, into four groups:

some countries

Over the past two to three decades, ultraprocessed foods have become an important component
of the retail and foodservice landscape across the world and the dominant source of calories in

In the US, Canada, and UK, for example, these foods now account for over half of

an adult’'s daily calories (primarily from packaged bread, cakes, cookies, salty snacks, ready meals,
and sodas.) Within Europe, studies have estimated the average availability of calories from UPFs at
about 25% (from 10% in Portugal and 13% in Italy to 46% in Germany.) In Latin American
countries such as Brazil, Chile, and Mexico, estimates range from one-fifth to one-third of total

daily calories) Their importance to our diet, as a major contributor to calories, is why so much
more attention is being paid to them.

Fuente: Talking Points: (Don't) Let Them Eat Cake (rabobank.com) RabObank



https://research.rabobank.com/far/en/sectors/consumer-foods/talking-points-november-2022.html

Y su huella de carbono

Emisiones del alcance 1,2y 3

Picture 1: Scope 1, 2, and 3 emissions

Scope 1 <4 Scope 2 > Scope 3
Other indirect emissions, both upstream
Direct emissions, such as Indirect energy emissions, (purchased goods and services, business
stationary or mobile such as the consumption travel, employee commuting, waste,
combustion, and fugitive of purchased electricity, transportation, capital goods) and
or process emissions heat, or steam downstream (franchises, use of sold products,

end-of-life treatment)
A B-K &-£5

Source: GHG Protocol, Rabobank 2021

For example, a company in the business of making chocolate chip cookies would designate any
emissions from their company-owned vehicles as Scope 1 emissions; the electricity used in the
factory as Scope 2 emissions; and the emissions released during the production of its inputs

(flour, chocolate, and sugar), transportation of these inputs, and employee commuting as Scope
3 emissions. Rabobank



Emisiones por alcance

Distribucion de las emisiones de las principales empresas de alimentos 2019/2020

B Scope 1&2 m Scope 3

4,9% 4,6% 5,4% 5,9% 5,4%
Nestle Danone General Mills  Pepsico Kraft Heinz The Hershey Arla Groupe Bel  Average
company
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Acciones para mitigar los cambios
Six Strategies to Reduce Supply Chain Emissions

Alternative
sourcing
locations

Changing where
materials are
sourced for a lower
GHG impact

Regenerative
agriculture

Transitioning to a
sustainable farming
system that restores

soil, encourages
biodiversity, reduces
GHG emissions

Product
reformulation

Introducing new
products or
reformulating existing
products using
low-emission inputs

Innovative inputs,
such as methane-
reducing feed
additives, precision
agriculture
technologies and
(plant-based) food
innovation

Sustainable
packaging

Reducing packaging
or improving
packaging’s
recyclability or
biodegradability

Offsetting

Complementary nature
climate solutions (NCS)
within supply chains or
through carbon credits
to achieve net zero

Rabobank



;/Qué esperar en el
corto plazo?

Cambios desde la demanda
Cambios desde la oferta

Fuente: Beef Quarterly Q4 2022: As the US Goes, So Goes the World (rabobank.com)

Expected Responses to High Animal Protein Prices
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Focus on
convenience

Familiar value-for-money
products become more
popular (e.g. chicken nuggets,
fish fingers, hot dogs).

Four main consumer
responses to higher prices

Hometainment is

also more relevant,

as consumers seek

to replicate restaurant-
quality meals
at home.

Three main responses
to higher prices in food
retail and foodservice


https://research.rabobank.com/far/en/sectors/animal-protein/beef-quarterly-q4-2022.html

;Qué esperar en el corto plazo?
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Fuente: Beef Quarterly Q4 2022: As the US Goes, So Goes the World (rabobank.com) RabObank



https://research.rabobank.com/far/en/sectors/animal-protein/beef-quarterly-q4-2022.html

Mejoras en la logistica

Porcentaje de arribos maritimos a
tiempo (Feb 2019 - Aug 2022)
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Source: Drewry, Sea-Intelligence, Rabobank 2022

Espera promedio de barcos por un espacio
de descarga (2022)
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Mejoras en la logistica

Capacidad de flota y conectores para contenedores refrigerados, 2022 — 2026f

Crecimiento anual

2022 2023f 2024f 2025f 2026f

-e-Capacidad de conectores para contenedores reefer

—e—Capacidad de flota de buques portacontenedores

Rabobank



Crecimiento moderado del PIB

Crecimiento estimado en el PIB de las principales zonas del mundo
2013-2019 promedio, 2021, 2022e, 2023f y 2024f
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Fuente: OECD 2022 Rabobank



Crecimiento moderado del PIB

Crecimiento estimado en el PIB per capita de las principales zonas del mundo
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Aumento de la clase media

Focalizado en Asia Pacifico

Millones de
personas
5.000
4.000
31000 r—
2000 I 65%
1.000 54%
28%
2009 2020e 2030e
B Asia pacifico M Europa Norteamérica
B América central y sur B Medio Oriente y Africa del norte M Africa Sub-sahariana
Rabobank

Fuente: OECD, Brookings Institution, Rabobank 2018



Para finalizar

Principales puntos

Reapertura y
gradualidad hacia
la normalidad

* Recesion y lenta recuperacién
econémica.

* Incertidumbre por conflictos de
grandes potencias.

* Recuperacion de cadenas de

suministro globales
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Aumento de la clase

media y consumo

Fuertes cambios generacionales en
los principales mercados.

Mundo cada vez mas conectado, con
nuevas tecnologias.

Consumidor mas empoderado que

movera el consumo.

Sustentabilidad con
un rol cada vez mds
iImportante

Consumidor mas demandante y
practicante de sustentabilidad.
Cambios generados por instituciones
o privados.

Pero ejecutados por los productores.

Rabobank



Muchas gracias
por su atencion
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