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Producers 
demand 
a focus on 
DEMAND.



Total Global 
Production 
Landscape

70%
D O M E S T I C

~20 Billion
LBS

30%
I N T E R N A T I O N A L

~8 Billion 
LBS

Source: USDA Foreign Agricultural Service

Why Marketing 
Matters

https://www.fas.usda.gov/data/production/commodity/0113000


Improve the lives of our 
pigs and our people

State pork associations and 
their producers are better 
able to anticipate and adapt 
to continuous change

Drive and increase the 
long-term value of pork

NPB Three-
Year Strategic 
Plan Goals

Focused 
Approach



Source: USDA, Economic Research Service using USDA, Foreign Agricultural Service, 
Production, Supply and Distribution database.

U.S. Pork: 
Global Journey 
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Domestic Demand 
Journey



Then  &  Nowvs.
U . S .  C O N S U M P T I O N



Source: NPB Checkoff-Funded Proprietary Research, Circana, Point-of-Sale Data, 2023.

Gen Z Millennials Gen X Baby Boomers Silent Generation

Total U.S. Consumer Retail Pork Purchases 
(Fresh) Per Capita in 2022

5.8
LBS

13.8
LBS

21.3
LBS

30.4
LBS

23.4
LBS

Younger Americans 
Eat Pork Less Frequently



First in the world. Third in the U.S. 

Gen Z & Millennials crave 
taste and flavor, balance, 
convenience and versatility.

C A T E G O R Y

C O N S U M E R

Pork is seen as “occasion 
only” or value-based meat.

P R O D U C T

Once-in-a-
Generation 
Crossroads



Source: U.S. Census (3-year population trend by region), Circana (3-year trend of pork consumption [lbs])

10 States Account for 50% of the 
U.S. Population and Fresh Pork Consumption 

The Future Consumer Is 
Diverse and in Charge





• Consumer marketing that’s focused 
on states with high pork consumption.

• State-level shopper marketing 
activation with national media 
partners.

• In-store activation with key retailers.

ADVERTISING 
THAT MAKES 
AN IMPACT

M E D I A  B U Y  M A R K E T S



The Master Brand Platform & Campaign

MULTILEVEL SUPPORT
Serves the industry & category

State Marketing
Serves the producer community (B2B & B2C)

Brand Campaigns & Brand Taglines
Serves the producer community (B2B & B2C)

Retailer/FS Operator Marketing
Serves the community and shopper

The Consumer



Fareway’s Enthusiastic 
Commitment

Schnuck’s First 
Retail Ad With Logo



We Started It
THEY’RE 
RUNNING 
WITH IT







ADAPT to multiple cuisines, 
eating experiences and recipes

ENHANCE with rich flavors

DELIVER lean protein

EMPOWER home and 
professional chefs

CREATE CONNECTIONS through 
gatherings, celebrations, etc.

WHAT 
CAN 

PORK 
DO?
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