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Transformation provides investors full autonomy to participate 

across four independent business units

100%

ALFA 
Shareholders

Controladora  
Axtel  

Controladora  
Alpek  

54%82%

ALFA 
Shareholders

Spin - off approved
 Oct 2024

Spun -off in 2023 Spun -off in 2020

1 2 43

Automotive 
Lightweighting 

Solutions

Information and 
Communications 

Technology

PetrochemicalsBranded Foods



* Includes inorganic effect of the divestment in all Italy operations during 3Q23

16 Portfolio brands, each selling more than US $100 Million a year

Alfa|Sigma offers investors access to a leading, consumer-centered, 
multinational, branded food business



Contenido

ÅDiverse portfolio of leading brands across categories and consumer segments 

ÅSupply chain and distribution network as a competitive advantage

ÅR&D platform to drive innovation and generate consumer knowledge

ÅHistory of sustained growth throughout the years

ÅExperienced management team with average tenure of 20 years

ÅStrategy that boosts the core, new avenues of growth and other enablers

ÅConstant financial discipline with focus in profitability

ÅTrajectory of alignment with global ESG standards

Investment Highlights



17
Countries

100+
Brands

640K+
Points of Sale

US $8.8B
Net Sales 
LTM 4Q24

Multinational Presence, Local Favorites 

20y
Average Mgmt. 

Team Experience 

1.8M
Tons of Food / LTM 

4Q24



Dry Meats 13%

Revenues
LTM 4Q24 

US $8.8B
EBITDA 
LTM 4Q24

US $1,046M
*Revenues LTM 4Q24 distribution by region and Category

Europe
26%

Latam
7%

U.S.
19%

Mexico
48%

Cooked Meats 49% Dairy 27%

Other 11%



Diversified Portfolio with Leading Brands in Different Categories and 
Market Segments

Our extensive portfolio allows us to capture growth in the demand of the different market segments

High

Medium

Value

Low Cost

Premium

Yoghurt
Cheese, Creams 

and Spreads
Cooked Meats OthersFresh Meats

1

12% of our revenuescome from licensedbrands Includes the distr ibut ion of recognized thi rd party brands such as Yoplait® and Oscar Mayer among others

16 Brands with Net Sales over US $100M
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Multiple Channels to Reach Consumers

Modern Traditional Foodservice E-commerce



U.S. 

640K+64 Distribution Centers

Extensive Supply Chain and Distribution Network as a Competitive Advantage

EuropeMexico Latam

24
125
360K+ 
6,800+ 

20
27
42k+
990+ 

8
20
131K+
100+ 

201 Points of Sale
Manufacturing 
Facilities

12
29
92K+
860+ 



Public Information

Consumer Research

240,000+ Contacts /  year

Research & Development

2 Technological Centers (Mexico & Spain)
260+ Specialists
35+ Patents & IP

Innovation ς Design Thinking

2,000+New Product Launches in the last 3 years
10% of Revenue comes from innovations

Consumer Centric Innovation Supported by R&D Platform
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Diverse Workforce

47,000+
Employees

60+
Nationalities

60% 40%

8% 13%64% 15%



By category
Net sales breakdown

By geography
Net Sales
(US$ B) 

Facilities Employees Countries

$8.8

$0.8 8 12,500+

64 47,000+17

4

National Leadership

2000

FY 
2024

$2.6 34 29,000+9

International Expansion

2010
76%

15%

9%

Glocality

69%

25%

6%

49%

13%

27%

11%

58%
32%

10%

98%

A Story of Transformation

Europe Mexico
U.S. Latam

CookedMeats Dairy

Dry Meats Other

48%

26%

29%

7%



Public Information

Å31 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

Organicgrowth

CommercialAlliance

M&A



Experienced Management Team

Roberto Olivares
CFO ς Finance
MBA Duke

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

Beatriz Patrón
CTCO ς Talent & Culture
MBA IPADE

Central Functions

Business Units

Years in the company

Proven top management with an average of 20 years of experience across business areas

Eugenio Caballero
CEO Mexico
MBA Harvard

Juan Ignacio Amat
CEO Europe
MBA INSEAD, MsC.
Indust rial Engineer UPM

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

22 0 21 36 23

17 42 19 33 3

Jesús Lobo
CEO USA
MBA Cornell University

26

Ana María Henao
CMO ς Marketing
Business ð EAFIT 
University. 

0



8%

33%

59%

Advisory Board

María Teresa Arnal Entrepreneur; 25+ years of experience in tech (Google, Twitter & Microsoft)

Juan Enriquez Chairman and CEO - Biotechonomy, LLC

Ángel Losada Executive President and Chairman - Grupo Gigante 

Eduardo Padilla Former CEO - FEMSA

Anthony Pralle Former Partner and Managing Director ς BCG, Consumer and Operations in Spain

Ricardo Saldívar Former CEO / President of the Board of Directors - Home Depot Mexico / Tec de Monterrey

Silvia Sonneveld SVP Corporate and Nutrition Strategy - DSM

Diego Calderón Proprietary Independent

Brenda Garza Proprietary Independent

Alejandro Ruiz Proprietary Independent

Armando Garza Proprietary Independent

Álvaro Fernández Chairman of the Board of Directors, President and CEO - ALFA

Member Background

Independent
Proprietary Independent
Related Proprietary

Independent

Proprietary 
Independent

Related
Proprietary

MemberType



Public Information

Sigma at Glance

 Into the Future

 Financial Performance

 ESG 

Content 

01

02

03

04



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 core 
business that we continue to strengthen through:

ÅDeep consumer knowledge, innovation, and brand 
equity ǘƻ ŜȄŎŜŜŘ ŎƘŀƴƎƛƴƎ ŎƻƴǎǳƳŜǊǎΩ ƴŜŜŘǎΦ

ÅExecution with excellence and efficiency to deliver 
a winning value proposition.

ÅMargin Expansion based on revenue growth, cost-
saving initiatives, portfolio optimization, and 
leveraging on scale.
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ÅPreparedFoods, Spreads, etc.

ÅCheese, Sausages, Lunch Meats, etc.

ÅFuet, Fresh Sliced, Dry Meat, etc.

ÅTraditional Channel, Foodservice, etc.

New Sources of Revenue:  High Potential Opportunities

Cross-fertilization to attend high-value-opportunities 
identified in each region: 
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New Sources of Revenue: 
Growth Business Unit

What is Growth BU?

Independent BU focused on building new 
categories and business models. Autonomous to 
ensure flexibility, and with access to SigmaȰs 
capabilities.  

ÅCross-functional global team + local 
champions

ÅRapid iteration; low-cost experiments

ÅLeveraging internal and external resources 

ÅReward productive failures

ÅEntrepreneurial and Agile skills

ÅLinked to startup ecosystem



Growth BU Boosting New Categories and Business Models

Core/Existing 
Business

New 
Businesses / 

Lab 
Innovation

Innovative Solutions:
Validated
Mature

Requirements:
Bottle Necks
Opportunities

ExposureOptimizable and Repeatable
Scalable

Robust Structure 

Agile and Interactive
Fast and Flexible

Entrepreneurial Capacities
Global Network



New Business Models

Growth BU | Initiatives

Global Categories

Ideation Pilot Launching EscalationStages: 1 2 3 4
3

3 2

2

4

1


