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STUDY BACKGROUND & PURPOSE / 
METHODOLOGY
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One of the primary objectives of this research project is to determine the effectiveness of the US Dry Bean
Council’s regional programs/activities, focusing on a number of key markets in the Americas (i.e. Argentina,
Brazil, Colombia, CAFTA/Dominican Republic and the Caribbean – Jamaica + Trinidad & Tobago).
Accordingly, this independent review will be used to both track past performance, as well as help the industry
identify new opportunities and constraints going forward.

As such, and based on the USDBC’s marketing program structure, the primary focus of this study was on the
trade, while a number of interviews were also conducted among key USDBC board members who are active
in these countries/this region.

Findings from the evaluation will provide USDBC with direction regarding key measures – assessing their
validity, effectiveness and importance, with an eye toward modification/optimization.

STUDY BACKGROUND & PURPOSE
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METHODOLOGY

A total of 40 interviews were completed from a client provided sample of key contacts in the Americas, including:  
Brazil, Colombia, Costa Rica, Dominican Republic, El Salvador, Guatemala, Honduras and Jamaica.

Qualified respondents were identified as professionals who have had contact(s) with the U.S. Dry Bean Council 
(USDBC), focusing on:

• Importers (N = 18)
• Distributors (N = 10)
• Wholesalers (N = 7)
• Retailers (N = 5)

The surveys were administered face-to-face or on the phone (in the respondent’s native language) during November 
and December, 2017.  The average length of the interview was 30 – 45 minutes.

In addition to the trade feedback, a total of 7 interviews were also conducted (on the phone) among USDBC Board 
Members.
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MANAGEMENT OVERVIEW
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MANAGEMENT OVERVIEW

Findings from both the trade and board members illustrate a positive forecast for the future of U.S. dry beans 
in the region.  Specifically, three-fifths of the importers, distributors, retailers and wholesalers indicated that 
consumer demand for dry beans has been increasing, while most anticipate that its usage will continue to 
expand – due to its health benefits (i.e. it’s a good source of protein) and being a plant based replacement for 
meat (which is particularly appealing to less affluent households, as well as vegetarians).

Furthermore, almost all of the professionals spontaneously played back that beans/dry beans are a staple in 
the local diet – enjoyed in many different meals/dishes, as well as throughout the day.  Accordingly, 
consumers are knowledgeable about dry beans in terms of the different ways to use them, the varieties of 
beans available and the role they play as a protein substitute/replacement.

Importantly, in addition to being praised for their “health benefits” and “versatility”, the tradesmen also 
mentioned that dry beans have a pricing advantage when compared to alternate food/protein sources.
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MANAGEMENT OVERVIEW

However, something to monitor moving forward, a number of the professionals foresee consumer trends that 
could have a negative impact on dry bean consumption – particularly an increase in the amount of processed 
foods that are now available to consumers, as well as changing lifestyles.  They specifically note, that as these 
countries continue to develop, there is a greater incidence of eating less healthy, processed foods (marketed 
as convenience/pre-packaged items), which can have an adverse affect on dry bean consumption.

In terms of dry bean production, despite the presence of locally grown product in the region, the U.S. plays a 
key role as one of the main exporters to the various countries under investigation, while they’re praised as 
being the highest quality and consistency, safe to eat, a relatively good value and, importantly, reliable (i.e. 
they stand behind their contracts/commitments). Along these lines, the U.S. was named by the overwhelming 
majority of the trade contacts as the country that produces the best dry beans (83%), while notably, the U.S. 
enjoys a logistical advantage vis-à-vis China – one of its major competitors.  
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MANAGEMENT OVERVIEW

Moreover, when the following strategies/messages were examined (see chart below), the professionals 
singled out many of the “quality”, “safety” and “value” related messages as the top ones in terms of motivating 
consumers to buy dry beans (exceeding our normative target of 65% in terms of their ability to increase 
trial/usage).  Accordingly, we would suggest that these highly rated attributes be included in marketing 
activity communications directed at the trade, as well as consumers.
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MANAGEMENT OVERVIEW

Despite its somewhat higher price compared to its competitors, “value for the money” is among the top-4 U.S. 
dry bean strategies according to the professionals – which the data suggests is due to their overall 
quality/safety, as well as various trade agreements (i.e. NAFTA & CAFTA).

In addition, and illustrating the impact of industry support, all of the respondents interviewed were aware of 
(and had worked with) the U.S. Dry Bean Council (USDBC) and knowledgeable about the various activities 
that are conducted on their behalf, such as – in-store promotions/demonstrations, recipe/usage ideas, 
signage on packaging, sharing of data, trade shows and trade missions.  Importantly, as the work conducted 
by the USDBC is valued, the professionals would like to see all of these marketing activities continued going 
forward, while they’re also looking to establish relationships with U.S. companies to conduct business.
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MANAGEMENT OVERVIEW

BOARD MEMBER DATA

Overall, among the USDBC board members, there was a great deal of agreement with virtually all of the 
aforementioned findings.  In fact, all 7 of the USDBC members believe that the region (as a whole) is 
“extremely important” to their business/exports, while most of them (5 out of 7) anticipate that their exports 
of dry beans will increase in this part of the world – fueled by the perception that plant based proteins will 
continue to flourish as a healthier alternative to meat.

Furthermore, although they express concern/uncertainty regarding the long-term existence of current trade 
deals, the members indicated that they rely on the U.S. Dry Bean Council to help them navigate through these 
issues, while they also hold the USDBC in high esteem due to the various activities that they conduct in the 
region, with many of the members crediting the USDBC for opening up export opportunities for them.

At the same time, and in line with findings among the international trade, the USDBC members also perceive 
that the greatest strength of the industry is their ability to provide a “consistent, high quality and safe 
product”.
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MANAGEMENT OVERVIEW

IMPLICATIONS

All in all, the data indicates that the U.S. is well positioned for continued growth in the region.  Moving 
forward, we would recommend establishing a number of key performance measures that can be tracked on an 
on-going basis, in order to (more) reliably assess progress in the various markets.  Specifically, we would 
recommend that benchmarks be set to monitor the following:

• Awareness of the different varieties of U.S. dry beans (at least 3)
• Recognition that the U.S. produces the highest quality dry beans
• Awareness of specific health benefits that dry beans provide (in addition to being a protein substitute)
• Perceived versatility of U.S. dry beans
• Perception that U.S. dry beans are a good value for the money
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MANAGEMENT OVERVIEW

Finally, as mentioned earlier, we would emphasize in all USDBC marketing communications the key benefits 
of U.S. dry beans:

• Safe to eat
• GMO free/all natural
• High quality/highest food safety standards
• Good value for the money

Notably, all of these benefits will go a long way toward justifying a (somewhat) higher price point for U.S. dry 
beans.
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TRADE FINDINGS
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GENERAL STATE OF THE DRY BEAN CATEGORY
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GENERAL STATE OF THE INDUSTRY

In general, the majority of the tradesmen indicated that consumer demand for dry beans has been increasing, 
with many singling out the health benefits of the product as the driving factor, as it’s a good source of protein 
and a less expensive substitute for meat.

“Colombia is a market where the category is growing.  Lentils and beans are the most important products.  People are 
familiar with them, they have many health benefits and they’re a good and inexpensive source of protein.”

“I think that in Jamaica the market for dry beans is expanding mainly because people are eating less meat and there is a 
growing number of vegetarians.”

“Beans offer many advantages.  People know how to cook with them/use them, they’re affordable and they’re a healthy 
product.  While some are changing their eating/consumption habits for the worse, many still count on beans to provide them 
with protein.”

60%15%

25%

Demand
Demand for beans is growing

Demand for beans is declining

Demand for beans is static

15



GENERAL STATE OF THE INDUSTRY

In addition to the health benefits provided by dry beans, many of the professionals 
also played back that it is a staple in the diet, with consumers very familiar with the 
different ways to cook and eat them.

“In Guatemala, dry beans and grains are still used in traditional forms.  So consumers know how to use them and are very 
comfortable cooking with them.  They’re a part of everyday life and the market/demand will continue to be strong.”

“While we’re seeing more opportunities for beans in healthier diets that are promoting less meat, there is also just a local 
knowledge and comfort of incorporating beans into the diet.”

“Dry beans will continue to have an opportunity for growth, as they’re healthy and fit into vegetarian/meatless diets, but 
they’re also a staple ingredient in many different types of meals enjoyed throughout the day.  Part of the culture.”

“Our market for dry beans is growing due to the opening of import opportunities through WTO and we have the expectation 
that it will continue to expand.”
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PERCEIVED TRENDS

Also encouraging, increased awareness of the health benefits of beans (including the 
ability to use them as a meat substitute) were also mentioned as a favorable trend 
that will have a positive long-term affect on the industry.

“I am optimistic that the bean industry will continue to grow.  There has been continued growth importing beans and global health trends 
encourage more beans and less meat consumption.  These healthy trends are catching up in Jamaica too.”

“In Brazil, for the most part, people still cook beans in the same way that they did years ago, but we can see in the market different varieties 
and new products.”

“While beans are a traditional product and part of the basic basket of food for the Guatemalans, we are seeing them being used for more health 
purposes – positioned or marketed as a healthy product.”
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PERCEIVED TRENDS

Moreover, many professionals also mentioned that the growing number of 
vegetarians (particularly among millennials) is another opportunity, although the 
impact of increasing processed food consumption is a potential category deterrent.

“We’ve seen beans become more affordable over the years and that’s led to higher consumption.  I don’t know that they’re being used any 
differently though.”

“It’s like I said before, you hear about all of these young people moving away from meat and looking for protein from other sources.  I think 
that this is a positive trend for the bean industry.”

“Again, we’re seeing an overall growth in processed food consumption and I think that you can see that people are saying that they’re busier 
and have less time to cook.”

“In recent years, beans have evolved greatly in terms of productivity and I think in quality.  However, the consumption habits continue to be 
unchanged.  The housewife buys the product for cooking and doesn’t really use beans in any other way.”
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CONSUMER DEMAND FOR DRY BEANS

As a result of these positive trends, the majority of the professionals anticipate that 
consumer demand for dry beans will continue to be strong, due to – health benefits/ 
growing awareness of the health benefits of dry beans, as well as their overall 
popularity – not only for traditional uses, but for new ones as well.

“The market is growing and we expect it to continue – especially due to the introduction of ready-to-eat products packed in hermetically sealed 
bags that do not require refrigeration.”

“We are optimistic of continued growth/demand.  Dry beans will continue to be in greater demand due to healthier diets and lifestyles.”

“We feel that demand will continue to increase because the beans are used in so many local dishes and the local diet in general.”

“By focusing on consumer education, marketing investment, varied and innovative recipes, tasting and social media networking, we are 
confident that we will continue to grow our business and stimulate consumer demand for beans.”

“I worry about long-term impacts of processed foods gaining in popularity due to their convenience.”
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CONSUMER DEMAND FOR DRY BEANS

On the other hand (and mentioned by professionals in a number of countries), 
among those who indicated that the market for dry beans is declining, a number of 
them attributed it to changes in eating habits (i.e. consuming more fast/convenience 
foods, processed foods, etc.).
“I think that the market for dry beans is in decline because our population is changing the way they eat and don’t always 
have time to cook.”

“Nowadays around the world, the habit of consuming fast and home delivery food makes people prefer to eat pizza rather 
than beans.”

“I think it’s like this in many different places.  People do not have as much time to cook.  Unfortunately, this also means that
they aren’t eating as healthy.”

“On a global basis, there is just more processed food options out there that are convenient.  Unfortunately, I think that they’re 
also not as healthy.”
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ADVANTAGES PROVIDED BY DRY BEANS

Importantly, in addition to being praised for their health benefits and versatility, 
many of the respondents indicated that dry beans have a pricing advantage when 
compared to alternate food/protein sources.

“The nature of the product is that it’s healthy, without any artificial preservatives.  It’s a healthy product for healthy consumers.  There are lots 
of recipes using beans in different ways and beans tend to be lower priced compared to some other products.”

“They are easy to sell.  They are a staple in the diet and are eaten by most everyone.”

“In Jamaica, the round red beans are used a great deal.  They’re part of the cooking culture, so there is just a built-in demand for them.”

“All kinds of people need to eat beans for their dietary intake.  They’re a good source of protein and they’re a good ingredient.”

“It’s a healthy and affordable product for many.  Those are the two main advantages that I see for beans.”

“Firstly, the duration or shelf life is an advantage because they can last a long time (up to two years).  There’s lots of ways to prepare beans, 
they’re easily stored in the home, are available at virtually every type of store, the pricing is affordable, there are many different varieties and 
flavors available and all social classes enjoy them.”
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HOW DRIED BEANS ARE USED / SOLD BY THE TRADE

For the most part, the vast majority of the trade indicated that they import and re-
package dry beans for sale in their country – selling it to other industry members 
(i.e. retail, as well as foodservice and direct to consumers).

“We clean and repackage the product that we import for distribution throughout the country.”

“We import the beans and sell them to retailers who then sell them to the end-consumer for consumption.”

“We work with many types of beans, lentils and grains – selling to retailers and foodservice.”

“Currently, we have eight commercial brands in markets and supermarkets.  Our products are packaged and distributed after being cleaned, 
polished and selected by color.”
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USE OF LOCAL OR IMPORTED DRY BEANS

As mentioned, while local production accounts for some of the demand, virtually all 
of the respondents indicated that they import dry beans (from the U.S., China, 
Argentina, among others).

“In Guatemala, we have a high black bean production, but we also import from Argentina and China because they have offered good pricing.”

“We primarily purchase beans from the USA and Nicaragua – depending on the availability and the price.”

“We mainly get our beans from the U.S. due to their quality.  Sometimes we buy product from Belize.”

“We import from Argentina because of the quality and price and logistics – they’re close to us.  We also bring in beans from China and the U.S.  
China more for pricing and the U.S. for quality.”

“While we’re always evaluating grains from various origins, we specifically import products from the U.S.  We prefer grains from USA for 
quality reasons.”

“We work with beans from Michigan in the U.S. and some from Ethiopia, but the U.S. product is better quality and cheaper to import.”
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ROLE OF U.S. DRY BEANS

Due to quality and pricing (driven by international trade agreements), U.S. dry 
beans play a key role in most countries in the region, while they also have logistical 
advantages vis-à-vis China.

“USA dry beans have a big role in Jamaica.  Like I said, the quality is very high and the shipping is very affordable.”

“USA exports dry beans to Colombia on a smaller scale.  Canada is the largest supplier.  U.S. industry must invest more in the Colombian 
market – work with importers and start a permanent marketing campaign.”

“USA is one of our main trading partners and the relationship is very close and strong due to the Free Trade Agreement that we have.  Their 
products are very good quality and the prices are affordable.  They’re easy to import too.”

“The U.S. has a low tariff and is a good trading partner.  I think that dry beans from the U.S. account for 25 – 30% of the total beans in the 
market in Costa Rica.”

“We have an FTA with the U.S. – offering us better pricing and high quality.  China has competitive prices, but the logistics make it not as 
attractive – and the quality.”
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BIGGEST PERCEIVED COMPETITORS FOR U.S. INDUSTRY

China and Argentina are the two biggest competitors for U.S. dry beans in the 
region.
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COUNTRY THAT PRODUCES THE BEST DRY BEANS

The U.S. is named by the overwhelming majority of the trade contacts as the country 
that produces the best dry beans.
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CONSUMER AWARENESS OF DRY BEAN ORIGIN

With few exceptions, most of the tradesmen don’t believe that consumers/end users 
are aware of the origin of the beans that they’re buying in the stores, with the 
majority indicating that they probably don’t care.

“Guatemalan law does not allow to place flags or symbols in supermarket packaging so we can not show origin of beans.  Consumers don’t 
know where the beans are from.”

“Customers do not know about this, nor do I think that they’re interested.”

“Jamaican customers – if they’re paying attention can tell.  The beans from the USA are identified by a label.  Customers might know if they see 
the label.”

“I think because we produce beans in Brazil, most consumers think that all beans are local.  They don’t know.”

“In my opinion, consumers are only interested in the prices that they’re paying.  I don’t think that they know where the beans they buy are 
produced and they probably don’t really care.”
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U.S. OPPORTUNITIES / CONSTRAINTS

28



OPINION OF DRY BEANS FROM THE U.S.

Specifically, dry beans from the U.S. were credited for their “quality” and “consistent 
supply”, with the vast majority of the trade praising the U.S. industry for 
implementing the best safety standards.

“The U.S. produces the best dry beans.  They’re high quality and consistent and you can trust the product.  It’s traceable and 
the safety standards are better than anywhere else.”

“Brazil produces excellent beans, but I think that the U.S. is the best.  China is no good.  The quality and safety of U.S. dry 
beans is what makes them stand out.”

“The innovation, farming practices and safety standards in the U.S. stand out compared to all other countries.  U.S. produces
the best product.”

“The quality of the USA beans is the finest.  They are grown with care and with concern to health regulations.”
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PERCEIVED VALUE FOR THE MONEY

In addition to its high quality image, most of the professionals (in general) feel that 
U.S. dry beans are also a good value for the money or competitively priced.  
However, some indicated that they’re expensive – particularly in Brazil – where 
there is local production.

“Overall, the price of beans from the U.S. is very competitive and when you add in their quality, I think that they’re actually a good 
value.”

“U.S. product can be more expensive – depending on the strength of the dollar and other factors, but I think that it’s usually priced 
competitively and fairly.”

“In Brazil we have a strong local bean production, so compared to that the U.S. product is expensive.  So, Brazil only imports beans from 
the U.S. when there is no product in the domestic market.”

“Sometimes the U.S. product is more expensive, but it is justified by the quality.”
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DOES HIGH QUALITY & CONSISTENT SUPPLY OF U.S. 
DRY BEANS WARRANT A HIGHER ACQUISITION COST

While pricing is important to both the trade and consumers, most of the tradesmen 
played back a willingness to work with/purchase dry beans from the U.S. due to both 
its quality and consistent supply – which in their minds justify a (slightly) higher 
cost.

“We’re willing to spend a little bit more on U.S. product because we know that we’re selling a superior product.”

“I think that there is some competition from local countries, like Argentina.  Dry beans from Argentina are cheaper in most scenarios.  
Argentina is closer (to Brazil), cheaper and has good quality too.”

“We’re already convinced that it’s worth paying a bit of a premium.  We purchase dry beans from the USA already for the reasons you 
just mentioned – their quality and supply capabilities.”

“We work with the U.S. because they have competitive prices.  Not the lowest, but their quality and safety standards are tops and you 
know that they will deliver what they tell you!”
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CHALLENGES FOR U.S. DRY BEANS

At the same time, while U.S. dry beans elicit very favorable ratings/perceptions among the 
trade, challenges exist and center around duties/tariffs, as well as uncertainty regarding the 
future of international/regional trade agreements and local production.  Moreover, as 
mentioned, while U.S. dry bean quality and availability are key sales drivers, the industry must 
remain aware of “its price” – as consumers remain very price conscious.

“The biggest challenge or issue that we face when working with U.S. dry beans is dollar related.  The challenge is in the duty or tariff that’s included.”

“Argentina is closer, cheaper and has good quality too.”

“We see price and variety as the two major challenges for working with the U.S.  In Brazil, most of the bean consumption is of a variety that is not 
produced in the U.S. – carioca.”

“While it’s a good quality product, the challenge is to reduce costs.  Price is an important factor because consumers always prefer cheaper product.”

“Colombia is negotiating trade agreements with other countries which might be a disadvantage for USA.  For example, in Asia, grains are cheaper but 
tariffs are high.  Signing an FTA would help and would become competition for U.S.”
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IMPACT OF IMPORT, CUSTOMS OR TRADE POLICIES ON 
IMPORTATION OF U.S. DRY BEANS

The U.S. enjoys some favorable conditions when exporting dry beans to countries in 
this region (i.e. NAFTA and CAFTA), although most of the trade indicated that they 
do not have a significant impact on their purchasing decisions.

“CAFTA helps us with importing from the U.S., but even with that, the pricing is still somewhat higher than Argentina or Chinese product.”

“The U.S. gets a low duty for importing round red beans.  It’s 5%, where other countries are much higher.”

“We don’t think that trade agreements play a big role in our purchasing decision.  We like to work with the U.S. industry for all of the reasons I 
mentioned previously – particularly that it’s a high quality product and readily available.”

“We have an FTA with the USA that gives us trust to import grains from the country.”
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U.S. DRY BEAN COUNCIL DATA
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U.S. DRY BEAN COUNCIL

Positively, and a sign of strong industry marketing support, virtually all of the 
professionals interviewed are aware of the U.S. Dry Bean Council and the various 
services it provides.

“Yes – I am aware of the U.S. Dry Bean Council.  I’m always in contact with Ellen Levinson.  They send me information and I was invited to visit the U.S. last year for a 
tour.  I’d love to have even more information about new products and organic beans that could be a trend in the coming years.”

“They support us with a business directory and market trend data.  They facilitate contacts with producers in the U.S.”

“To me it is a marketing organization.  They create customer awareness and they excel in marketing their beans internationally. They do a very good job of supporting 
the industry.  I would guess from both an American side and from our end too.”

“They provide permanent support on recipe related topics and they organize trade missions both in the U.S. and in other countries to educate and foster relationships.  
They do an excellent job and we look forward to continuing to collaborate.”

“I’ve even suggested in Guatemala that U.S. dry beans promote consumption by supporting us with packing/packaging materials showing “Product of the USA”.

“They provide a directory of suppliers, information on crops/production of specific products and projections.  They provide all of this, as well as marketing 
information.”
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SPECIFIC TOOLS THE USDBC CAN PROVIDE TO HELP 
THE TRADE

When asked what type of support the USDBC can provide to the tradesmen, not 
surprisingly, they’re looking for information – on the crop, the various beans available, 
usage/recipe ideas, health information, etc.  In addition, the various trade missions and 
trade shows/events that take place are a great way to develop relationships with industry 
leaders on the U.S. side.
“Informative documents and videos highlighting the benefits of USA’s grains – showing the production and why America’s grains are healthier and worth bringing into our country.  
Nutritional information and menus/recipe ideas.  We could share this with our clients to increase/grow demand.”

“Continue to sponsor conferences and trade missions/workshops.  They educate us and also help us to develop relationships with the U.S. industry.”

“The industry visits are good, but just increase the frequency of communications.  Tell us more about the growing process.  Show us images of growers.  Where they do it and how.”

“I’ve been invited for trips before and those have been great.  Maybe we could get more information about new products and organic beans, as that could be a real trend in Brazil in a couple 
of years.”

“They provide a lot of industry information.  Crop information and health information.  Keep all of that up because it’s helpful to us.”

“Develop more cookbooks with recipes highlighting the many ways beans can be used/new ways and the health benefits that they provide.”

“The trade missions and trade shows are excellent ways to network and meet people in the industry and develop those key relationships.”
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STRATEGY ASSESSMENT
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STRATEGY ASSESSMENT

Over the past 20+ years, Rose Research has developed a system which provides marketers with a means of developing and 
assessing alternate strategies or messages to use in the marketplace.

Accordingly, the following chart on the next page includes reaction of the trade (from a consumer perspective) to the following 
strategies:

USA Dry Beans…

38
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STRATEGY ASSESSMENT

Specifically, while many of the messages were well received, the ones that elicited the most interest (significantly exceeding our 
target of 65% or higher) are quality related and include – “are safe to eat” (93%), “are GMO free/all natural” (85%) and “are 
high quality and have strong food safety standards” (85%).  Accordingly, from a messaging standpoint, these are the top ones in 
terms of motivating consumers to buy U.S. dry beans.
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BOARD MEMBER FINDINGS
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OVERALL THOUGHTS ON THE REGION

Virtually all of the members  interviewed are aware of the U.S. Dry Bean Council, as 
well as the support that they provide, while (in general), they’re active in the region –
exporting to many different markets/countries.

• All in all, the members are optimistic about the region.

o Colombia was singled out by most of the board members as a “growth” 
market that offers additional potential.

o Brazil and the Dominican Republic were considered to be “growth” markets 
by about half of the participants.

o Mexico tends to be perceived as a “maintenance” market.
o No country in the region was considered to be in “decline”.
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OVERALL THOUGHTS ON THE REGION

“We consider the Dominican Republic a growth market.  They’re producing less 
and eating more beans.”

“While we export more product to Japan, we see Brazil, the Dominican Republic 
and Colombia as the markets in the region that offer the most growth potential.”

“At this point, Mexico is a maintenance market.  It’s important, but we’re not seeing 
growth.”

“Haiti and Cuba offer significant potential because beans are such an important 
part of the diet.”

42



PERCEIVED IMPORTANCE & OPPORTUNITIES

In addition, all 7 of the members who were interviewed agreed that this region was “extremely 
important” in terms of their business/exports.

• “Food Aid” programs have resulted in opportunities for U.S. dry beans.

• In addition, beans are an integral part of the diet in many of these countries.

“Food Aid is a big thing.  I think Food Aid is the biggest opportunity – a way that we can 
expand and feed the world.  The health benefits of beans is going to drive this.  Governments 
want healthy foods like beans.”

“If you look at the growth of this region, it’s because people are naturally bean consumers and 
users.  Beans are such an integral part of their daily diet and they like our beans.”
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PERCEIVED OBSTACLES/DIFFICULTIES IN THE 
REGION

On the other hand, both “price” and uncertainty about current trade agreements were played 
back as areas of concern.

• Similar to findings from the trade, some of the board members also identified changing 
eating habits (i.e. moving to more processed foods) as a potential challenge.

“This isn’t anything new, but currency and trade agreements are the biggest challenges.  The 
other hurdle is competition from low cost production areas like China.”

“There’s just a lot of uncertainty right now over trade agreements, such as NAFTA.  We don’t 
want that to expand and impact our CAFTA agreement.”

“Currency exchange rates have a big impact and can make U.S. product seem expensive.”
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EXPORT LEVELS

When specifically asked about their company’s exports to the region, 3 out of 7 of the members 
indicated that they were shipping “much/somewhat more dry beans than before”, with 3 others 
perceiving “no change”, while only 1 mentioned that their company was exporting “somewhat 
less dry beans” compared to a few years ago.

“I’d say that our exports to the region have been unchanged.  It can be difficult to assess 
sometimes because inventory, pricing, etc. are all variables that impact our exporting.”

“We’re sending more dry beans to the region because the U.S. is the most consistent supplier 
on the planet and we have logistical advantages over countries like China.”

“Mexico can have local crop issues.  When they have short crops they need our beans.”
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TRENDS THAT WILL AFFECT THE BUSINESS

Something to monitor moving forward, although the trade is bullish on the region (as a whole), 
there is some concern for the future strength of the dry bean industry as consumer lifestyles 
may change.  Specifically, some of the members foresee increased disposable incomes and 
shifting population centers leading to the consumption of less healthy foods (i.e. meat and 
processed foods).

“As disposable incomes increase, populations start to eat more meat and move away from 
plant based proteins.”

“As economies get stronger the population moves away from dry beans and goes to meat 
sources for protein.”

“FIZMA – the food security modernization act means that there are more regulations that 
could have a negative impact.”
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FUTURE EXPORT EXPECTATIONS

However, when asked about their future expectations, 5 out of the 7 members anticipate that 
their exports of dry beans to the region will increase in the next few years, with the other 2 
forecasting no change.

“I’m bullish on the region as a whole because we are close to them proximity wise, giving us 
some logistical advantages and dry beans are just such an integral part of the lifestyle and 
diet in this region.”

“We hope to continue to increase our exports, especially with the help that the USDBC 
provides through food shows and trade missions.”

“Our long-term forecast is very positive.  We feel that plant based proteins are here to stay 
and will grow.  Beans are a natural choice as a plant based protein.”
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ROLE OF USDBC

Board members place great value on the US Dry Bean Council, as it’s credited for:

• Opening up new markets.
• Cultivating relationships/introductions between the local trade and the U.S. 

industry.
• Providing insight into what’s happening in Washington, DC (in terms of rules/ 

regulations, trade agreements, etc.).

Almost all of the board members singled out “trade missions/reverse trade missions” 
as the most rewarding activity they participate in. 
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ROLE OF USDBC

“They (USDBC) do a great job with the trade missions and the reps identify new markets and introduce the 
product into these markets.  Without the USDBC, we wouldn’t have entered Brazil and Colombia.”

“The USDBC does a great job.  Their domestic and international staff have been keys to opening up these 
markets for us.  Moving forward, we still have more to learn.  Consumer insights on how dry beans are 
being consumed, what types, how to generate increased consumption – these are all questions that we 
should get answered.”

“The USDBC maintains a presence in DC for us and they also have been good at identifying export markets 
– opportunities and challenges.”

“Provide us even more data about the countries we’re working in.  We need more market intelligence, as 
well as guidance on regulations.  Also, the USDBC should sit down with other smaller commodity groups to 
see what synergies exist.  What are they doing that we can try to emulate?”
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MARKETING/PROMOTIONAL ACTIVITIES

Encouragingly, the members were aware of most of the USDBC marketing/ 
promotional activities.  However, the ones that generated the highest positive 
comments were:  “trade missions” and “trade shows”, as they were credited for 
facilitating relationships between the members and the local industry (i.e. importers, 
distributors, retailers, etc.).

“The trade reps do a great job for the industry.  I’ve been to tradeshows in the region and have taken part in 
many high level introductions with important industry members in these export markets.”

“The trade missions that we take, as well as the reverse trade missions are excellent activities.  They give us 
all a chance to learn about each other and to foster relationships that lead to us doing business.”
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STRATEGIC ADVANTAGES OF U.S. DRY BEANS

Lastly, and also in line with findings from the international trade, the USDBC board 
members believe that the “superior quality” (and “safety”) of U.S. dry beans is the 
key strategic advantage it enjoys versus other producers.

“Our U.S. product is superior in quality.  It’s much cleaner.  We don’t ship splits.  Our USDA grade 
standards are tougher than other countries.”

“When it comes down to it, our main strategic advantage is the quality and safety of our product, as well as 
our reliability.  When you order from us, you know exactly what you’re getting and we always deliver.”

“All about quality, trustworthiness and honesty/reputation.  We stand behind our contracts and we’ve got 
the best product.”

“The overall U.S. infrastructure is set up to give us an advantage.  We are tops in food safety and quality.”
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