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Last spring, Agricultural Trade Office (ATO) Monterrey hosted “Food Bowl 2026,” mixing
Mexico’s frenzy before the World Cup with a culinary experience promoting U.S. ingredients.
The event partnered a celebrity chef with a local soccer star to promote U.S. meat, craft beer,
cheese, and olives through a dynamic cooking demonstration with an athletic spin to the
educational content, generating buyer networking, social media engagement, and commercial
opportunities while strengthening the perception of U.S. agricultural products in Northern
Mexico.
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On March 31, 2026, ATO Monterrey led
the implementation of the Food Bowl
2026 promotional activity in
collaboration with the National Bison
Association, California Olives, and the
Brewers Association. Food Bowl was : T U
developed as an experiential marketing ~ [j e I8 cfgﬁa
initiative designed to accelerate the | 1
presence and positioning of U.S. X ~ ’j
products within the gastronomic and th
foodservice ecosystem in Northern ‘;ﬁg%%?\_.
Mexico. The program was ¢

conceptualized around the cultural .

phenomenon of soccer (hence the p|ay Figure 1. Local soccer star Aldo de Nigris welcomes the participants.
on word with “Food Bowl” which is

similar to the Spanish pronunciation of futbol), specifically the anticipation generated by the
2026 World Cup. The fervor around Mexico’s most popular sport pairs perfectly with
Monterrey’s deep-rooted grilling and social culinary culture.

Food Bowl featured the participation of a total of 50 pre-selected guests from the gastronomic,
foodservice, and grilling industries in Monterrey and its surrounding area, including food trend
social media influencers and decision-makers from restaurant chains, retailers, and foodservice
sectors.

Celebrity Chef Carlos Leal, a
former MasterChef Mexico
contestant, teamed up with Aldo
v 1t de Nigris, a former player for the
o L L Mexican National Team and a

; i prominent sports figure in
Monterrey, to host the event and
roll out the program’s activities.
They hosted a live culinary
demonstration together inviting
audience members to participate.
The experience focused on
gourmet hamburgers, recipes
featuring California olives, and
pairings with American craft
beers.

Figure 2. Grill expert Chef Richo shares his thoughts on bison meat.



To promote U.S. bison meat, for which
FAS Mexico successfully gained market
access in 2021, the communication
strategy aimed to position the product as
a premium protein for high-end, athletic
consumers — a leaner and more
functional meat option for maintaining
peak athletic performance while still
enjoying a good carne asada cookout
with friends and family. Thanks to
educational information provided by the
National Bison Association, Aldo de
Nigris touted its lower fat and higher
protein content and superior nutritional

Figure 3. Food Bowl participants sample Chef Leal’s creations.

profile while Chef Leal emphasized the product’s natural origin and pasture-raising practices,
reinforcing the perception of bison as a premium protein for consumers seeking healthier options
without sacrificing gastronomic and social enjoyment. The natural chemistry and dynamic
interaction between Chef Leal and Aldo de Nigris allowed attendees and social media viewers to
learn about the dietary perspectives of a professional athlete and his approach to selecting high-
end, high-quality food ingredients while also learning how to prepare these premium niche

products from a seasoned professional.
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Figure 4. Chef Leal introduces Ricardo Rodriguez of Kugel

Chef Leal presented California olives as a
functional, sophisticated, and highly
versatile ingredient within contemporary
cuisine. Throughout the tastings, the chef
focused on highlighting California olives’
ability to elevate simple dishes through
flavor, texture, and value-added gastronomic
applications. Likewise, he emphasized their
California origin as synonymous with
quality, consistency, and food safety,
reinforcing the positive perception of U.S.
agricultural production standards. Olives are
increasingly served as sophisticated
complimentary appetizers in restaurant
settings and used by mixologists to upgrade
their creations, perfect for upscale rooftop
bars, sports bars, and social gatherings
where food is paired with sports.



Figure 5. U.S. craft beers showcased at Food Bowl! provided o .
courtesy of Kugel Imports. varieties sampled included a pale ale, an amber

ale, a hazy IPA, a Tripel, and a Nitro Stout.

In Mexico, no sports gathering is complete
without beer. One of the highlights of Food
Bowl was the craft beer tasting experience led
by Ricardo Rodriguez, CEO of local U.S. craft
beer importer Kugel Imports. His participation
added a highly valuable technical and
educational component for attendees, due to
his extensive knowledge of beer styles,
brewing processes, consumption trends, and
the positioning of premium American beers
Q| within the Mexican market. During the tasting,
Moy different varieties were presented after careful
selection to demonstrate the diversity and
sophistication of American craft beer. The

This importer-led tasting generated conversation around the quality, diversity, and sophistication
level of American craft beer, reinforcing its positioning as a premium category with strong
growth potential within the Mexican market from a credible source.

In the same vein, Food Bowl also featured the
participation of Chef Sergio Rodriguez, representing
LABEN Foodservice, one of the largest importers of
U.S. cheese and other dairy products in Northern
Mexico. Chef Rodriguez delivered an in-depth
presentation regarding the quality of American cheese,
specifically cheddar, Monterey Jack, and mozzarella
varieties. These cheeses were part of the Food Bowl
menu both as an appetizer and as a key ingredient in
the slider burgers.

The integration of these messages allowed the event to
transcend a purely recreational or entertainment
experience to become an educational and aspirational
platform aimed at generating conversation, curiosity,
and perceived value around U.S. products.

Figure 6. Cheese, beer, and soccer... the perfect
combination.



At approximately 7:00 p.m., the
Food Bowl capped off with
participants watching a soccer
match between the national teams
of Mexico and Belgium in the
lead up to the World Cup to be
hosted by the United States,
Mexico, and Canada. This created
an emotionally and socially
relevant environment for the
target audience, maintaining

constant interaction between them Figure 7. Food Bowl participants watch soccer match while sampling Chef
Leal's creations made from highlighted U.S. products.

and the distinguished hosts.

Once the match kicked off, guests had the opportunity to sample three varieties of gourmet
burgers: the classic cheeseburger with American cheddar cheese accompanied by California
olive mayonnaise; the barbecue burger doused in American BBQ sauce, American Monterey
Jack cheese, and chopped California olives; and Chimichurri burgers with roasted peppers,
American mozzarella, and chimichurri sauce with California olives.

Figure 8. Former Mexican National Team player Aldo de
Nigris re-engaging the audience during halftime.

During halftime Aldo de Nigris re-engaged the
audience, generating entertaining moments and
presenting them with autographed memorabilia
to thank them for their engagement.

At the conclusion of the event, all attendees
received technical information sheets on
American bison and California olives,
including relevant information about each
product, as well as contact information for U.S.
exporters of those products provided by the
National Bison Association and California
Olives, making direct communication with
producers and industry representatives
immediately accessible to them for potential
product purchases.

Food Bowl proved itself to be a successful
format for strategically promoting high-value
U.S. products, fulfilling ATO Monterrey’s
objectives related to visibility, networking, and
conversation generation around targeted U.S.



products. The attendees, social media interaction, and the commercial opportunities identified
confirm the potential of Food Bowl as an initiative capable of strengthening the penetration of
niche American product categories in Mexico. The combination of gastronomic storytelling,
passionate soccer culture, and the interactive participation of opinion leaders created a relevant,
differentiated, and highly shareable experience, laying solid foundations for future promotional
activities.

For further information and to learn more about the services provided by the ATOs in Mexico,
please contact us at:

Agricultural Trade Office Agricultural Trade Office
Mexico City, Mexico Monterrey, Mexico
Presa La Angostura #225, Col. Irrigacion Av. Alfonso Reyes #150, Valle Poniente
11500, Miguel Hidalgo, Ciudad de Mexico 69196, Santa Catarina, Nuevo Leon
Tel: +52 (55) 2579-2000 Tel: +52 (81) 8047-3100
E-mail: agmexico@usda.gov E-mail: agmexico@usda.gov
Attachments:

No Attachments.
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