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Disclaimer

This presentation contains forward-looking information based on
numerousvariables,expectationsand assumptionsthat are inherently
uncertain. They involve judgments with respect to, among other
things, future economic,competitive and financial market conditions
and future businessdecisions,all of which are difficult or impossible
to predict accurately Accordinglyfuture resultsare likely to vary from
those set forth in this presentation You should not place undue
reliance on forward-looking information. All forward-looking
information is made as of the date of this presentation, based on
information available to us as of such date, and we assume no
obligation to update any forward-looking information. Copyright©
2025 ALFA,SA.B. de CV. All rights reserved Reproduction and
distribution is forbidden without the prior written consentof ALFA,
SAB.deCV.




Investment Highlights

Multinational leaderin the food industrydelightingconsumerswith a portfolio of preferred,innovativebrands

R 4 B 7

World-class brands ~ Strong understanding State-of-the-art Multi -channel Industry-leading
across a diverse of consumer innovation and refrigerated performance;
product portfolio preferences R&D capabilities distribution network  resilient supply chain

#1, #2 or #3 brand in all 240,000+ consumer 2 R&D Centers 640k+ points of sale visited Doubledigit ROIC (USD)
categories / markets contact points annually 260+ Food Scientists ~ weekly across 17 countries 16 quarters of Revenue

growth in local currency

Underpinned by atrong culture driven by a motivated employee base and engaged management team
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Transformation finalized:
ALFA focused on SIGMA

Advancedcorporaterebrandinginitiative.
ALFA name change proposal to be

presented for shareholder approval
shortly

alfa | Sigma



Driving growth & transformation

Net Sales (US$ B)

National Leadership

$0.8

eI ONANEXB aSITAN

200110 $2.6

Glocality

$8.9

Countries

17

Revenue Breakdown
By geography By category

25%

Mexico M Europe B Cooked Meats " Dairy
B US. Latam B Dry Meats Other



Leading presence in 17 countries Top player in key markets

#1 Cooked meats

#1 Cheese
q
“ #2 Yoghurt

U.S.
18%

Latam #1 Franks (vol.)
7% #2 Bologna

#2 Hispanic cheese

LTM 3@5 Revenues

US $8.9B ’

LTM 3Q2%EBITDA
US $1,008M

E #1 Cooked meats
a #1 Cooked meats
') #1 Ham & uets

') #2 Cooked meats

#1 Cheese and spreads
#1 Cooked meats
#2 Cooked meats
#2 Cooked meats
#2 Cooked meats

DeE S OB
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Branded product categories

11%
0 49% 1 6 Brands with sales ove
@ CookedMeats US $100M per year

PUDYS
27%/&)
Dairy
p 7%= BAR
b S
*
NigleBiten

Dry Meats

AVS
sanAntonto.




Leading brands across diversified market segments

Cooked Meats Fresh Meats Yoghurt
and Sreads

e t)ttn
W Kunz

e«& W [ s S
gt Matg , B @ v
=

By

O Saiance

's“"“‘;‘“‘*“g’ . &
" Vegalia

SAN RAFAEL

VIGAR s
BLACK
MENU
pELSOL

Low Cost

~13%0f Revenuesome fromlicensedbrands includingYoplait® and Oscar Mayer, among others | H



e
Multi -channel consumer reach

(% Sales) Modern Traditional Foodservice

Mexico 40 43 17
Europe 78 14 8
U.S 73 20 7
Latam 47 33 20

9 aifa | Sigma



Multinational scale with local production & distribution capabilities

|

64 Manufacturing
Facilities

189 Distribution
Centers

tH

640k+Pointsof Sale

—"
rewaly
8,800+Vehicles

4B
2 R&D Centers

*IncludesTorrentefacility to be replacedwith new plantin the region

16 )
131k+ g
100+

y

Mexico
kea 24
=117 P * leoor  Spain
- \ - France

m 350k+ \\ ﬂ 27 Portugal
[ - Belgium
=k 6,800+ g'q 42K+ The Netherland:
4 [ | Germany
ﬁx% 1 Costa Rica "'5 990+ Romania

Dominican Republic 48 1

Honduras

Guatemala

Ecuador

El Salvador

Nicaragua

Peru -

e




e
Consumetcentric innovation

-

Innovation ¢ DesignThinking A bo Letter

balance

BURGER .

PLANT-BASED ¥\

10% of Revenue$rom innovations
1,800+ NewProductLaunchesn the last3 years

ConsumemResearch

K24O,OOO+ Contactd year
-

J

Researcl& Development

2 TechnologicaCentergMexico& Spain)
260+ Specialists

12 RegionaR&DUnits

35+ Patents& IP

6 AnalyticalSensoryPanels

600+ SensonAttributes
ProprietaryAnalyticalTools& models

\_ J




Purpose&
BusinessStrategy




Meaningful, sustainable growth for generations to come

Gives us a reason for existing
beyond profit

: 4

Strategy

Sees where the world is going
and whatit needs from SIGMA

as

CUIUTE s €EP O LE

Becoming a future fit
organization




Joy Joy
Connection Connection

Promoting Health
Sustainability

Delicious food

aifa | Sigma



A promise to always provide
great tasting, flavorful food ,3

b

Delicious Food
for a Better Life




Delicious Food
for a Better Life

An ambitious commitment
to make life even better
for both: people an




4
Business strategy based on four building blocks

Financial objectiveMid-to-high singledigit organic EBITDA growth, complemented by M&A opportunities

Defend and Defend and grow our current sources of profitability
grow the core

| High potential opportunities 1-2 categories to scale New
New sources o near the core 9 business models

revenue

organization

Explore the Health through food Responsible protein

Future

A~ N -

; alfa | Sigma



R
Grow the Core

Through the years we have developed a successful
core businesghat we continueto strengthenthrough:

A Deepconsumerknowledge,innovation, and brand
equity to exceedchangingO 2 V' & dzYe&dsA Q

A Executionwith excellenceand efficiencyto deliver
awinning value proposition.

A Margin Expansionbasedon revenue growth, cost
saving initiatives, portfolio optimization, and
leveragingon scale

18



New Sources of Revenue: High Potential Opportunities

Crossfertilization to attend highvalue-opportunities
identified in each region

Preparedroods Spreads, etc.

Cheese, Sausages, Lunch Meats, etc.

Traditional Channel, Foodservice, etc. "
v

Fuet Fresh Sliced, Dry Meat, etc.




4
New Sources of Revenu€ategories to scale &ew business model:

boSSience o Balance
BURGER

PLANT-BASED &

PlantBased High-protein Snacks alfa | Sigma

20



New Sources oRevenue Newbusiness models

{2YS SEI YL} SaX &
Dot FY24 94% Yoy GRILLHOUSE
'balance revenugrew o YO Q}L\“ Coriv

%\W‘ XN

BBFranksachieved 21% market shaia Market

- ) _ |
segment within 3 years since launch (Spain) EiTLeéce (Scale)
¢ netport Market R
N waunch) | I Tastec! o sgma
W\

N

O : :
e HT Meat Sticknonthly retailer @ Foodforms
salesgrew 3x YoY 12024 Incubation

(Pilot)

Innovation
(Idea
generation)

@
%wsh
GRILLHOUSE FY24 revenugrew 134% YoY

Disruptive Growth Potential aifa | Sigma



Strengthen the organizationivolve capabilities to enhance the
2NBlF VAL FOGA2y Qa LIUOSYOALf

Culture Capabilities & Systems
(Fundamentals) (Our competitive advantage bets and the processes & data to support them)
Essentialism Mindsets & Consumefcentric Consumefcentric Systems & Processes
and alignment lll Bchaviors Marketing Innovation

Passion for
Consumer

Talent

Ownership

22



Explore the FutureHealth through food & Responsible protein

Biomass Fermentation Precision Fermentation Cellular Agriculture

3 alfa | Sigma



3Q25Results




Note on changestd t T | p { Cobsaliddled Financial Statement

I [ Csham@holdersapproved the spinoff ! [ Ckhai@ ownership of Alpek into a new, listed entity called
dControladoraAlpelke on October24, 2024 andreceivedControladoraAlpekshareson April 4, 2025

In accordancewith International FinancialReportingStandardgIFRS)Alpek met the definitonof ad 5 A & O 2
h LIS NJ forp@pbdsesof ! [ CCofsolidatecFinancialStatementsa 5 A & O 2 ¥ 16 WHz&R Rehdt éesults
of anentity that is either beingheld for disposalr which hasalreadybeendisposedof.

Thechangesn! [ CCofsblidated-inanciaStatementsare asfollows:.

The ConsolidatedStatementof FinancialPositionpresents! f LJ&Ssebsisd / dzNAsBeysfiom Discontinued
h LIS NJ {arid #isyligbifitiesasa / dzNMNdBilfiésfrom Discontinuedh LIS NJ- bdgdnihgiré 3Q24 until the
distribution of ControladoraAlpeksharesto Alfashareholdersn early April 2025 Priorperiodsare not restated

The ConsolidatedStatementof Incomepresents! f LJ86t @v@nuesand expensesasa singlelineitem & t NJ
(loss)from Discontinuech LJS NI ésfofloyisi £

3Q25: nofigurespresentedrelatedto Alpek

2Q25: accumulatediguresfor the three daysendedApril 3, 2025

3Q24: accumulatediguresfor the three monthsendedSeptembeB30, 2024

2025 accumulatediguresfor the three monthsandthree daysendedApril 3, 2025
2024 accumulatediguresfor the nine monthsendedSeptembeB0, 2024

TheChangen Net Debtpresents! f LJ86t ifows and outflows asa singleline item & 5 S O NIBdreas8)n
Net Debtfrom Discontinuech LJS NJ @sfofloyisi €

3Q25: nofigurespresentedrelatedto Alpek
2Q25: nofigurespresentedrelatedto Alpek
3Q24: accumulatediguresfor the three monthsendedSeptembe30, 2024

TheChangen Net Debtalsopresents! f LJ8idt Debtbalanceasa b Heébtfrom Discontinuech LIS NI atihe
closeof 3Q24. Priorperiodsare not restated,andthe following periodsdo not present! f LJIJNGt @ehtbalance

) alfa | Sigma



SIGMA reports EBITDA of US $255 million in 3Q25;

" AAltime high quarterly Revenuessupported
by selectivepriceactions

% AResilient  Volume Retail channels
outperformingFoodservicehannel

 AEBITDAdown 6% YoY and up 11% QoQ
Sequentialimprovement driven by revenue
managementndfavorableFXconversion

Europe

~ ARevenuesup 6% YoYsupported by stronge
. FXflatinlocalcurrency

ASequentiaimprovementin Volumeand Eurc
denominatedavg price

AEBITDAdown 16% YoY reflecting combined
impact of the Torrente plant flooding and
higherturkey costs

*" AFlat RevenuesYoY higher average prices
offsetlowervolume

- AGrowing penetration of Hispanicbrands in
mainstream channelspartially offsets lower
~ Volumein Nationalbrands

“ N ASecondhighest 3Q EBITDAdown 19% Yo

dueto Nationalbrandsvolumeand salesmix

Latam

ARecord3Q Revenualrivenby higherVolume

A3Q25 EBITDAdown 11% YoY amid higher
costs up 1% sequentially driven by
operatingimprovements




R
Resilient Volume

Volume SIGMA Volume SIGMA i ¢ YoY Volume SIGMA - g QoQ
(kTons) (kTons) (kTons)
465 463 (O (190
439 450 ' 0% ¥ 7 I
465 463
fffffff S mg _
2 -1 0 460 3 -
,,,,,,, -4 1
3
/ %
— —
3Q22 30Q23 3Q24 3Q25 30Q24 MexicoEurope U.S. Latam 3Q25 2025 MexicoEurope U.S. Latam 3Q25

} alfa | Sigma



-4
Revenue driven mainly by selective price actions

Revenues Alfa|SIGMA Revenues SIGMA 1 g YoY Revenues SIGMA - g QoQ
(US $ Million) (US $ Million) (US $ Million)
27 v N4 v

LEFlE p 2,422 2,393 2,393

BSGMA 5043 2253 0 | -0 > m 2 3
2,222 . 2,210 *
132 77

3Q22 3Q23 3Q24 30Q25 30Q24 MexicoEurope U.S. Latam 3Q25 2025 MexicoEurope U.S. Latam 3Q25

. aifa | Sigma



3Q25 EBITDA of US $255M down 9% YoY due to raw material ¢
pressures; comparable sequential improvement driven by Mexicc

EBITDA Alfa|]SIGMA EBITDASIGMA 1 § YoY
(US $ Million) (US $ Million)
e 281 281 l
Ml siGMA 255 11 ? 777777777777 255
- 2

3Q22

30Q23 30Q24 30Q25 30Q24 MexicoEurope U.S. Latam 3Q25

*Adjusted to exclude net gains from Torrente plant Property Damage insurance reimbursements (2Q25: US $64M)

29

EBITDASIGMA - § QoQ
(US $ Million)
312 C . J
17
ffffff 255
247* 66 o

2Q25 MexicoEurope U.S. Latam 3Q25

aifa | Sigma



EBITDA margins reflect partial impact from higher protein costs

EBITDA Margin SIGMA EBITDA Margin By Region SIGMA
(%) (%)

" 100 124 127 155 15.9

10.6 . 10.7 10.9k10 6 14.0
10~ \\\<12*" — 13.0
85;,519“" 122 11.6 120
: 105 9.7

8.9 8.7 8.5

4Q22
1Q23
2Q23
3023
4Q23
1Q24
2Q24
3024
4Q24
1Q25
2025
3Q25
2022
2023
2024
LTM 3Q25

Mexico == Europe = U.S. = Latam

*Adjusted to exclude net gains from Torrente plant Property Damage insurance reimbursements (4Q24: US $8M; 2Q25: US $64M)

- alfa | Sigma



Comparable EBITDA of US $255 with consistent sequential
Improvements year to date

EBITDA Alfa|]SIGMA Extraordinary items Alfa|SIGMA Comparable EBITDA Alfa|SIGMA
(US $ Million) (US $ Million) (US $ Million)
+ -
Ml siGMA

== S|IGMA EBITDA Margin

312 248 255

4Q24 1Q25 2Q25 3Q25

SIGMA 8 0 64 0
Others (43) 51 (5) (5)
Total (34) 51 59 5)
4Q24 1Q25 2Q25 3025 4Q24 1Q25 2Q25 3Q25

) alfa | Sigma



I
Alfa|SIGMAmaintains solid financial position

Net Debt Alfa|SIGMA Net Leverage Ratio Alfa|]SIGMA
(US $ Million) (Net Debt/EBITDA)
2,687 2,709 2.7
: ’ 2.6 2.6
2471 g2 2.5
4Q24 1Q25 2Q25 3Q25 4Q24 1Q25 2Q25 3Q25
I Alfa|]SIGMA Alfa|SIGMA

) alfa | Sigma
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Alfa|SIGMA- Net Debt slightly higher quarter on quarter

Change in Net Debt 3Q25 vs. 2Q25

(US'$ Milions)
2,687 2,709
”””””””” I 4
,,,,,,,,,,,,,, ——
- | —— - 40 62
245 8 95
20Q25 EBITDA Net Working Capex Net Financial Taxes Dividends Other 3Q25
Capital Expenses

alfa | Sigma
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Recent Developments

Growth BusinesgJnit
eo“‘,g}l}‘}}f@ InMexico,{ L D asha@kiexceedl million units soldper month

&
criLLHouse Upcominglaunchin first U.S city (4Q25)

STUDIO, { L Da ¢ldda center of excellencefor consumercentered design and
Innovation,advancingo boostcorebrands

46 Physicaprototypesdeveloped

11 Innovationcommitmentsestablished
Tolearnmore visit www.thestudiosigmacom

Alfa|SIGMArefinancedbankloan 26 months before maturity, at lower spread
Originalloanof US$150M; USDBdenominated,maturingin 2027
Refinancedoan of Ps $3,000M; MXN-denominated,maturingin 2032 at lower spread

Alfa|]SIGMADividend
Boardapprovedcashdividendof US$35 million (US$0.0063per share)
Paidon Octoberl14, 2025

Sustainability
Surpassed80% goal of raw materials sourced from suppliers with sustainability P4
practices(81%)

Replace®5%of fossilfuel-generatedenergywith biomassn Ecuador
Installed1,520solarpanels(984kWp) at the Imperialsite in Belgium
ImprovedAlfa| { L D aS&FCSAatingto 41, a4-point annualincrease


http://www.thestudiosigma.com/
http://www.thestudiosigma.com/
http://www.thestudiosigma.com/
http://www.thestudiosigma.com/
http://www.thestudiosigma.com/

GovernanceX
ManagementTeam




Boardof Directors

MARI A TERESA“"ARNAL

Entrepr&mbeuyears of experience in tech
DI EGO CALDERON ROJAS
CEO of Grupo Franca

ENRI QUE CASTNCHBDZ MEJORADA
CEO Ddj ocdBdsS. C.

CLVARPRERINDEZ GARZA

Chairman of t he BdarAd FaAn,d SC EAQ B. de

ARMANDO GARZA—S5ADA

Chairman of the Board of Ne mak , S. A. B.

BRENDA GARZA-SADA

I ndependent Advi sor

CLAUDI.GGONZLEZ LAPORTE
Chairman of the Bo€&€ldr tMRIx&EjcnoBe Al ®.. V.de

Formerly part of the Sigma Advisory Board

C. V.

(GodtoplueadeTFTwiande Ma& ai ago®otrekrtor of

de

36

DAVINARMNEZUZ BN

Fintech Advi

MI GUEL EDUARDO PADi
For mer TGEEOMS A.

LLA SILVA

ETO
M&A,

ALEJANDRA PALACI OS PRI

|l dependent advisor on strategy, and regu

ANTHONY PRALLE

Former Partner and MaB@@, nQomsumernr oand Operat

SADA CUEVA
S.A.B. de

ADRAIN G.

CE®.of Vitro, C. V.

ALEJANDRO RUI Z FERNCNDEZ

I ndependent Advi sor

RI CARDO SALDI VAR SCAJADI LLO

Former CEO / Presiddomeobepbe BODLIi co / Tec de
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t NEGSY (2L YFEylF3ASYSyRiSIoNA K2 T ySEIDSNE SYBO0& FI ONR&aa 0 dz

CEO
W2RNAI2 CSNYyt yRSI
{*n A0 h
a.! 2KINL2Y
26

Business Units

Eugenio Caballero  Juan Ignacio Amat Jesus Lobo Sergio Ramos Gerardo Carcoba
CEO Mexico CEO Europe CEO USA CEO Latin America CEO Foodservice
MBA Harvard MBA INSEADJsC MBA Cornell University MBA University of Texas at MBA DUXX
Industrial Engineer UPM Austin
22 1 21 36 23

Central Functions

Roberto Olivares  Gregorio de Haene BeatrizPatron Alejandro Suarez 5+ yASt ! I fnadariaHenao
CFC; Finance CRISOResearch, InnovationCTCQ Talent & Culture  ClOc¢ Information Technology / DmD NE ¢ U K CMO¢ Marketing
MBA Duke and Sustainability MBA IPADE Master in Operations Researcha ., L. asid® ! yA &S A@Jsmassa EARIT
MBA ITESM George Washington University @ A OKA J'+y niversity
17 n H M o 33 3 1

O,él- NE Ay G(GKS O2YLIye
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Sustainability

| ENVIRONMEN
2SS F20dza 2y N
SYBANRYYSYyGl €
dza Ay 3 NBazdz
STFAOASY

WELLBEING

We commit to establishing
conditions that motivate
and make it easier for our
employees and people to
adopt habits that improve
their quality of life.

SHARED VALUE
HEALTH AND NUTRITI( : & ONE IS0 v 2NV D
We promote 32000 dz& N2 @zamd

healthy lifestyles through dUN)I GSIAOQINI GiAOS &
the nutritional profile of AUAYIR S AItyALYYRS vV (i
our products & (i NB y2iNd BOgkSPA Y

alfa | sigma

o




4
Materiality Analysis
A In 2024, we began developing our first double materiality assessment in preparation for compliance with

the Corporate Sustainability Reporting Directive (CSRD) and the International Financial Reporting Standards
(IFRS) requirements.

MATERIAL TOPICS MATERIALITY MATRIX
HEALTH & NUTRITION WELLBEING
HIGH
A. Food safety and quality H. Employee health, safety, wellbeing, and t { G
B. Healthy and nutritional food work-life balance q
C. Reducing food waste I. Diversity, equal opportunity, and inclusion ( c o
D. Innovation, research, development, J. Employee training and development o o
and scientific collaboration K. Organizational culture and work environment

C o
& | ENVIRONM

RELEVANCE FOR STAKEHOLDERS

Ethics and integrity L. Climate action o

Sustainable procurement and value M. Water management

chain management N. Circular economy and sustainable packaging o

Economic performance 0. Clean and efficient energy ow I e

. alfa | Sigma



Sustainabllity highlights 2024

WELLBEING 191 [ ¢l 3 b! m

A A Bl =TS =0 1 (FA (1 . B E (=
Ay INFRAESTRUCTURA RESPONSABLES . [CONONICD A INFRAESTRUCTURK RESPONSABLES . ECORNICO RESPONSABLE 103 DBETVDS
ol 20 co " "l K2 ‘T Ed B e w M} i JCOR &
o = il = w \ 4 il

US $10.6 US$20.5 US$38.8 57%

million invested in initiatives related million invested in employee million invested in Research of purchases from suppliers with
to mitigation of environmental wellbeing initiatives and Development. responsible practices (covering
impacts. 80% of the purchase).
715 30.7 98%
tons of virgin plastic avoided in ho ini [

gin pf urs of training given on of our plants are GFSI (Global Food 26 . 014
our packaging in 2024. average to each employee

Safety Initiative) certified. tons of food donated

between 2015 and 2024.
1 % 2 30
R . T +1,930
NBRdAzOGA2Y 2F 4 (GSNJ dza 23S SIVINI2(8X5/S 482 T .
T22R LINERAZOSRA @2 YLI NBRIMNIGAOALI GAYI Ay new products launched in the last 36
G2t dzy G SSNAY I AYyAGAL G FEES

22% 4 B0
reduction in CO2 eq emissions NERdzOGA2Y Ay +OOARSYl NI GS @ga
related to our plants and HN Wy

transportation fleet per ton of food
produced compared to 2015.

alfa

Slgma
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' 2025 Sustainability commitments progress

ACTION PILLARS

9btLwhba9b

WEELBEINC

HEALTH AND NUTRITI(Q

D00 OO®OD

COMMITMENTS

Climate Action

Water Management

Cleaner Energy

I SHEGK FyR {F

Professional Development
Volunteering

Sustainable Innovation
C22R {IFFSae
Nutritional Information
Responsible Sourcing

Food Donations

2025GOAL &KPIS 2025 GOAL VS. 2024 RESULTS
20% of reduction in CO2 eq emissions related to our plants and 100%
transportation fleet, per ton of food produced (compared to 2015). G 0

20% of reduction in water consumption per ton of food produced 0
(compared to 2018). G 95%

it 2T _SESOGNROAGE dzaSR Ay 2dzNJ Lqufﬁe NBySslot$S
a2 dz2NDSao

22% @f peduction in the accident rate at our operations (compared to ] 100%

2018).

Increase by 11%, the number of training hours per employee (compared (NG 100%
2018).
G 100%

10% of employees patrticipating in volunteering activities.

52dz0f S (GKS alfSa 2F LINBRdAzOGa fl-dwﬁst%YR 28ttyS

LENIF2f A2FHODOYLI NBR (2
100% of our plants with GF&hdorsed certification (acquired as of — 9 %
2018).
For markets without a local mandatory labeling regulation as of 2018: 95<V_ 8
of packaged products portfolio with nutritional facts on label. 0
80% c_)f pu_r_chases _from suppliers with enhanced ) 71%
sustainability practices.

G 100%

52y mHpShayas 2F F2@R 0aAyOS

alfa

Slgma

é p



SIGMA ESG Scores

| dZNNB y i
2023
2021
2019

2023 Industry
Average

NCDP NCDP NCDP MORNGS | SUSTAINALYTICS S&P Global
VALUE CHAIN CLIMAE
ENGAGMENT A-F
AF
B C B 26.2 Medium 43
B B B 24.6 Medium 41
B B B 34.6High 25
D C C 36.69Alto -
C C C 35.6High 24
N L
43 aifa | Sigma




Appendix




4
Pork ham price in U.S. and Europe

Pork Ham Prices in U.S. Pork Ham Prices in Europe
US $/ Lb Eur/Kg
1.3 1 4.0 -

1.2
1.1 4 35 |
1.0

0.9 -

0.8

0.7 -
0.6 - 2:5 7
0.5
0.4 2.0
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2023 = 2024 = 2025 2023 = 2024 = 2025
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I
Poultry raw materials in the U.S.

Turkey Breast - US$/Lb Turkey (MST) - US$/Lb
8.0 1.0
6.0 0.8
/ 0.6 - .
_— 0.4 , \
2.0 — 0.2
0.0 0.0
Jan Feb Mar May Jun Aug Sep Oct Dec Jan Feb Mar May Jun Aug Sep Oct Dec
2023 ==2024 ==2025 2023 ===2024 ==——2025
Chicken (MSC) - US$/Lb Turkey Thigh - US$/Lb
0.5 3.0 ,
/
0.3 _— —_ 1.0
0.2 0.0
Jan Feb Mar May Jun Aug Sep Oct Dec Jan Feb Mar May Jun Aug Sep Oct Dec
2023 ===2024 ==—2025 2023 ==2024 ==2025
Source: USA 1 USDA Chicken - MSC, Some Skin, 15 -20% Fat, Fresh; USA T USDA Turkey - MST, Some skin, under 20% fat, Fresh; USA T UBDA Turkey - Breast, Young Tom, Boneless & aifa | SW
Skinless, Fresh; USA 1 USDA Turkey - Thigh Meat, Boneless & Skinless, Fresh



Poultry raw materials in Europe

Chicken Filet
Eur / Kg

6.5 -

6.0 -

5.5 -

5.0 -

4.5

4.0

3.5 -

3.0

Jan FebMar AprMay Jun Jul Aug Sep Oct Nov Dec

2023 = 2024 = 2025

Turkey Breast

Eur /

9.5 -
9.0 -
8.5 -
8.0 -
7.5 -
7.0 -~
6.5 -
6.0 -
5.5 -
5.0 -
4.5 A
4.0 A
3.5 -

Kg

f

3.0

Jan FebMar Apr May Jun Jul Aug Sep Oct Nov Dec

2023 = 2024 = 2025
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4
U.S. Dairy Raw Materials

Milk Class Il - $/cwt
30 -
25

=, S
15 - J

10 -
5

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

2023 = 2024 = 2025

Nonfat Dry Milk (NFDM) - US$/ Lb
1.5 ~
1.4 -
1.3 -
1.2 -
1.1 4
1.0

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
2023 == 2024 = 2025
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