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Sigma as part of ALFA

8 out of 10 Mexican Corporates  
ǳǎŜ !ȄǘŜƭΩǎ L¢ ŀƴŘ ¢ŜƭŜŎƻƳ ǎŜǊǾƛŎŜǎ

#1 in the production of PTA, 
PET and EPS in the Americas

11 Portfolio brands sell more than US $100 Million a year, each

Petrochemicals

Food Products 

IT + Telecom

44% of Alfa Revenues ¹
48% of Alfa EBITDA ¹

(1) LTM in USD; ALFA and Subsidiaries



Investment Highlights

ÅDiverse portfolio of leading brands across categories and consumer segments 

ÅProprietary R&D platform to drive Product Innovation and generate consumer knowledge

ÅExtensive supply chain and distribution network with access to 670K+ points of sales

ÅBalanced Culture: results driven and human-centered

ÅGlobal Growth Business Unit with attractive upside opportunity

ÅExperienced management team with average tenure of 23 years



Bringing communities everywhere, 
favorite foods to love.

18
Countries

100+
Brands

670K+
Points of Sale

US $7.4B
Net Sales LTM 4Q22

Multinational Presence, Local Favorites 

23y
Average Mgmt. 

Team Experience 

1.7M
Tons of Food / Year



Dry Meats 15%

RevenuesLTM 4Q22

US $7.4B
EBITDA LTM 4Q22

US $652M

*Revenues LTM distribution by region and Category

Europe
29%

LatAm
7%

U.S.
19%

Mexico
45%

Cooked & Fresh Meats 57% Dairy 21%

Other 7%



Leading brands across markets, categories and consumer segments

11 Brands with Net Sales over US $100M.

* Yoplait is licensed by third party

100+
Brands



Leading brands across categories and consumer segments

Our broad portfolio helps us capture demand and top line growth across different market segments

10% of our revenues come from licensed brands*

* Includes the distribution of recognized third party brands such as Yoplait®, Oscar Mayer, Grill Mates among others

High

Middle

Value

Low-cost

Premium

Yogurt
Cheese, Creams 

& Spreads
Packaged Meats OthersFresh Meat

*



E-commerce

Multiple channels to reach consumers

Modern Traditional Foodservice



By category
Net sales breakdown

By geography
Net Sales
(US$ B) 

Facilities Employees Countries

$7.4

$0.8 8 12,500+

64 44,000+18

4

National Leadership

2000

2022

$2.6 34 29,000+9

International Expansion

2010
76%

15%

9%

Glocality

74%

25%

57%

15%

21%

7%

63%

32%

5%

98%

A unique story of transformation: Growth + Profitability

Europe Mexico
U.S. Latam

CookedMeats Dairy
DryMeats Other

45%

29%

19%

7%



USA

670K+  Pointsof Sale64a Manufacturing Facilities 183b DistributionCenters

Extensive supply chain and distribution network

EuropeMexico LATAM
22a

18
62k+

6
17b

164K+

25a

112b

350K+ 

11a

36b

98K+
a ς Transferred production lines among plants in Spain during 4Q22; Changed manufacturing facilities counting criteria (i.e. adjacent facilities are now considered a single facility) in 1Q22
b - Changed how Distribution Centers are counted (i.e. adjacent centers are now considered a single center) in 1Q22; Smaller-non refrigerated locations are excluded; Consolidated three sites in one in Latam)



Consumer centric innovation supported by 
proprietary R&D platform

Consumer Research

208,000+ Contacts / year

Proprietary Mathematical Models

Researchand Development(R&D)

2 Technological Centers (Mexico & Spain)

200+ Specialists 

40 Patents & IP

Iterative innovation process based on Design Thinking

1,700+ New Product Launches in the last 36 months

9% of Revenue comes from innovations



Diverse Workforce

44,000+
Employees 

60+
Nationalities

60% 40%

7% 13%62% 18%



Å 30 successful M&A transactions since 1997.

ÅExperienced, dedicated team with strong track 

record.

ÅSignificant value creation through synergies and 

post-merger integration process.

ÅFinancial discipline and accelerated deleveraging 

capacity.

M&A Track Record

2005

2006

2007

2008

2009

2010

2004

2003

2002

1999

1997

1993

1992

1985

1980

2012

2013

2014

2015

2017

2016

2019

Organicgrowth

CommercialAlliance

M&A

LATIN AMERICA

MEXICO



Experienced Management Team

Roberto Olivares
CFO ς Finance
MBA Duke

Gregorio de Haene
CRISO - Research, Innovation 
and Sustainability
MBA ITESM

Ernesto Gómez
CTCO ς Talent & Culture
Executive Programs

Central Functions

Business Units

Years in the company

Proven top management with an average of 23 years of experience across business areas

Eugenio Caballero
CEO Mexico
MBA Harvard

Ricardo Doehner
CEO Europe
MBA Michigan

Sergio Ramos
CEO Latin America
MBA University of Texas at 
Austin

Gerardo Carcoba
CEO Foodservice
MBA DUXX

Alejandro Suárez
CIO ς Information Technology
Master in Operations Research
George Washington University

CEO

Rodrigo Fernández
Sigma CEO
MBA Wharton

Daniel Alanis
CGO - Growth
MBA & Msc. University of 
Michigan

20 26 19 35 21

15 41 20 31 2

Jesús Lobo
CEO USA
MBA Cornell University

24



Advisory Board

María Teresa Arnal* Latin America Business Director - Stripe

Diego Calderón Proprietary Independent

María Eugenia Casar*Former Assistant Executive Director - The World Food Program, UN

Juan Enriquez* Chairman and CEO - Biotechonomy, LLC

Álvaro Fernández President - ALFA

Armando Garza Chairman of the Board of Directors - ALFA

Brenda Garza Proprietary Independent

Ángel Losada* Executive President and Chairman - Grupo Gigante 

Eduardo Padilla* Former CEO - FEMSA

Anthony Pralle* Former Partner and Managing Director ςBCG, Consumer and Operations in Spain

Alejandro Ruiz Proprietary Independent

Ricardo Saldívar* Former CEO and President - Home Depot Mexico

Silvia Sonneveld* SVP Corporate and Nutrition Strategy - DSM

Member Background

23%

15%62%

Member Type

Independent

Proprietary Independent
Related Proprietary

* Independent member
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Into the Future 

Mid-to-high single-digit EBITDA target organic growth, boosted by M&A opportunities

Going forward, we are focusing on 3 pillars:

Growing the core
Consumer Insights, Execution 

and Optimization

New sources of revenue
High Potential Opportunities Global 
New Categories and Business Models

Strengthening the organization through enablers
Improve the way we think, work and interact



Grow the Core

Through the years we have developed a successful
businessthat we continueto strengthenthrough:

ÅDeepconsumerknowledge,innovation, and brand
equity to exceedchangingŎƻƴǎǳƳŜǊǎΩneeds.

ÅExecutionwith excellenceand efficiency to deliver
a winningvalueproposition.

ÅMargin Expansionbasedon revenuegrowth, cost-
saving initiatives, portfolio optimization, and
leveragingon scale.



Margin Expansion in Europe

Å Increase capacity utilization

ÅRestructure end-to-end supply chain

ÅRemove less-profitable SKUs 

Å Flexibility through technology substitution

ÅAdjacent categories and white-spaces

ÅNew channels

ÅSnacking and Plant-Based

Å Leverage existing capabilities

Strategic Initiatives International Business UnitFootprint Optimization

Å Focus on high-margin markets

Å Tailored products as a winningproposition



New Sources of Revenue:
High Potential Opportunities

ÅChorizos, Spreads, etc.

ÅLunch Meats, Sausages, 
Foodservice, etc.

ÅReady Meals, Dry 
Sausages, Fresh Meat

ÅTraditional Channel, 
Foodservice, etc.

Cross-fertilization to attend high-value-
opportunities identified in each region: 


