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This presentation contains forward-looking information based on 
numerous variables, expectations and assumptions that are inherently 
uncertain. They involve judgments with respect to, among other 
things, future economic, competitive and financial market conditions 
and future business decisions, all of which are difficult  or impossible 
to predict accurately. Accordingly, future results are 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© 
2026 Sigma Foods, S.A.B. de C.V. All rights reserved. Reproduction and 
distribution is forbidden without  the prior written  consent of Sigma 
Foods, S.A.B. de C.V.

Disclaimer



17 
Countries

100+
Brands

640K 
Points of Sale

US $1.0B
Comp. EBITDA*

*2025 figures for Sigma Foods

1.8M 
Tons of food

US $9.3B
Revenue*



Cookedmeats49%

4

Europe
26%

Latam
7%

U.S.
18%

Mexico
49%

Leading presence in 17 countries

Revenue by region and category mix on a LTM basis as of 4Q25 

Dairy27%

DryMeats13% Others11%
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Investment Highlights
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Underpinned by a strong culture, driven by a motivated employee base and engaged management team

 Green

Strong understanding 
of consumer 
preferences

World-class brands 
across a diverse 

product portfolio 

State-of-the-art 
innovation and 
R&D capabilities

Multi -channel 
refrigerated 

distribution network

Industry-leading 
performance; 

resilient supply chain 

240,000+ consumer 
contact points annually

#1, #2 or #3 brand in all 
categories / markets

2 R&D Centers
260+ Food Scientists 

640k points of sale visited 
weekly across 17 countries

Double-digit ROIC (USD)

Multinational leader in the food industry delighting consumers with a portfolio of preferred, innovative brands



        #1 Cooked meats

        #1 Cheese

        #2 Yoghurt

Europa

        #1 Cooked meats

        #1 Cooked meats

        #1 Ham & Fuets

        #2 Cooked meats

        #1 Franks (vol.)

        #2 Bologna

        #2 Hispanic cheese

        #1 Cheese and spreads

        #1 Cooked meats

        #2 Cooked meats

        #2 Cooked meats

        #2 Cooked meats

U.S. Latam

EuropeMexico

Leading brands in every category and region

Brands with annual sales over US $100M, 
each; 100+ brands in total16
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Leading brands across diversified market segments

High

Medium

Value

Low Cost

Premium

Yoghurt
Cheese, Creams 

and Spreads
Cooked Meats OthersFresh Meats

~13% of Revenues come from licensed brands, including Yoplait®, Oscar Mayer, among others
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Multi -channel consumer reach

Mexico

Europe

U.S.

Latam

(% Sales)

41

72

73

46

42

18

20

33

17

10

7

21

Modern Traditional Foodservice



Multinational scale with local production & distribution capabilities 
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16

130k+

100+

25

118

369k+

6,800+

1

12

30

91k+

800+

20*

27

41k+

790+

1

Costa Rica
Dominican Republic
Honduras
Guatemala
Ecuador
El Salvador
Nicaragua
Peru

Spain
France
Portugal
Belgium
The Netherlands
Germany
Romania

U.S.

Latam

Europe

Mexico 

65Manufacturing 
Facilities

191Distribution 
Centers

640kPoints of Sale

8,600+Vehicles

2 R&D Centers

Manufacturingfacilities               Distribution Centers              Points of Sale              Vehicles              R&D Center

*Includes Torrente facility to be replaced with new plant in the region
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By category

Revenue Breakdown

By geography

Net Sales (US$ B) Countries

$9.2

$0.8

17

4

National Leadership

$2.6 9

International Expansion

76%

15%

9%

Glocality

74%

25%

98%

Mexico Europe
U.S. Latam

Dairy
Dry Meats Other

2000

LTM
4Q25

2010

49%

13%

27%

11%

49%

26%

18%

7%

SIGMA - Track record of continuous growth & transformation

63%

32%

5%

Cooked Meats



Consumer-centered innovation with proprietary R&D platform

Innovation ς Design Thinking
10% of Revenues from innovations
1,800+ New Product Launches in the last 3 years

Consumer Research
240,000+ Contacts /  year

                  (Sigma-IDEO design studio; launched in 2025)
10 Innovation commitments established

Research & Development
2 Technological Centers (Mexico & Spain)
260+ Specialists
35+ Patents & IP
Proprietary Analytical Tools & models

11
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SIGMA - Historical Financial Results

=+NUMBERVALUE("20"&RIGHT($Q$6,
2))

EBITDA SIGMA 
(US $ Million)

Revenue SIGMA 
(US $ Million)

Volume SIGMA 
(k Ton )

1,704 1,701 1,740 1,773
1,829 1,826

2020 2021 2022 2023 2024 2025

1% CAGR

6,347
6,817

7,425

8,505
8,804

9,174

2020 2021 2022 2023 2024 2025

7% CAGR

684
741

652

893

1,046 1,071

2020 2021 2022 2023 2024 2025

9% CAGR

CAGR: Annual Compound  Growth Rate



Purpose&

Business Strategy



Joy
Connection

Joy 
Connection

Promoting Health
Sustainability

Delicious food
Present Future

Buildingour Purpose



A promise to always provide 

great tasting, flavorful food



An ambitious commitment 

to make life even better 

for both: people and planet
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Strengthen the
organization

New sources of 
revenue

Grow the core
Explore the 

Future

Business strategy

ÅHealth though food
ÅResponsible protein

ÅCulture
ÅCapabilities
ÅSystems and processes

ÅHigh potential 
opportunities
ÅNew global categories 
ÅNew business models

ÅDefend and grow 
large-scale sources 
of profitability 



Growing the Core through:

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.

ÅDeep consumer knowledge, innovation, and brand 
equity to exceed changing ŎƻƴǎǳƳŜǊǎΩ needs.



ÅPreparedFoods, Spreads, etc.

ÅHispanic Cheeses, Dinner Sausages, 
Lunch Meats, etc.

ÅHigh-protein snacks, etc.

ÅTraditional Channel, Foodservice, etc.

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

19

New Sources of Revenue:  
High Potential Opportunities



New Sources of Revenue: Global categories & new business models

Disruptive Growth Potential

Innovation
(Idea

 generation)

Incubation
(Pilot)

Market
(Launch)

Market
(Scale)
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Strengthen the organization: Evolve capabilities to enhance the 
ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǇƻǘŜƴǘƛŀƭ

Culture
(Fundamentals)

Capabilities & Systems
(Our competitive advantage bets and the processes & data to support them)

Essentialism 
and alignment

Mindsets & 
Behaviors

Passion for 
Consumer

Talent 
Ownership

Consumer-centric 
Innovation

Consumer-centric 
Marketing

Systems & Processes
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Explore the Future

Health Through Food Responsible Protein



4Q25 Results
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bƻǘŜ ƻƴ ŎƘŀƴƎŜǎ ǘƻ {ƛƎƳŀ CƻƻŘǎΩ /ƻƴǎƻƭƛŘŀǘŜŘ CƛƴŀƴŎƛŀƭ {ǘŀǘŜƳŜƴǘǎ
hƴ hŎǘƻōŜǊ нпΣ нлнпΣ {ƛƎƳŀ CƻƻŘǎΩǎ ǎƘŀǊŜƘƻƭŘŜǊǎ ŀǇǇǊƻǾŜŘ ǘƘŜ ǎǇƛƴ-off of {ƛƎƳŀ CƻƻŘǎΩǎ ǎƘŀǊŜ ƻǿƴŜǊǎƘƛǇ ƛƴ Alpek 
ƛƴǘƻ ŀ ƴŜǿƭȅ ƭƛǎǘŜŘ ŜƴǘƛǘȅΣ ά/ƻƴǘǊƻƭŀŘƻǊŀ AlpekΦέ {ƘŀǊŜǎ ƻŦ /ƻƴǘǊƻƭŀŘƻǊŀ Alpek were subsequently distributed to Sigma 
Foods shareholders on April 4, 2025.

In accordance with International Financial Reporting Standards (IFRS), Alpek met the definition of a Discontinued 
hǇŜǊŀǘƛƻƴ ŦƻǊ ǇǳǊǇƻǎŜǎ ƻŦ {ƛƎƳŀ CƻƻŘǎΩǎ /ƻƴǎƻƭƛŘŀǘŜŘ CƛƴŀƴŎƛŀƭ {ǘŀǘŜƳŜƴǘǎΦ 5ƛǎŎƻƴǘƛƴǳŜŘ hǇŜǊŀǘƛƻƴǎ ǊŜǇǊŜǎŜƴǘ ǘƘŜ 
net results of a component of the Group that has either been disposed of or is classified as held for disposal.

¢ƘŜ ŎƘŀƴƎŜǎ ƛƴ {ƛƎƳŀ CƻƻŘǎΩǎ /ƻƴǎƻƭƛŘŀǘŜŘ CƛƴŀƴŎƛŀƭ {ǘŀǘŜƳŜƴǘǎ ŀǊŜ ŀǎ ŦƻƭƭƻǿǎΥ

The Consolidated Statement of Financial Position - Beginning in 3Q24 and through the distribution date in April 2025, 
!ƭǇŜƪΩǎ balances are presented as:

ï ά/ǳǊǊŜƴǘ !ǎǎŜǘǎ ŦǊƻƳ 5ƛǎŎƻƴǘƛƴǳŜŘ hǇŜǊŀǘƛƻƴǎέ
ï ά/ǳǊǊŜƴǘ [ƛŀōƛƭƛǘƛŜǎ ŦǊƻƳ 5ƛǎŎƻƴǘƛƴǳŜŘ hǇŜǊŀǘƛƻƴǎΦέ

The Consolidated Statement of Income presents !ƭǇŜƪΩǎ ƴŜǘ ǊŜǾŜƴǳŜǎ ŀƴŘ ŜȄǇŜƴǎŜǎ ŀǎ ŀ ǎƛƴƎƭŜ ƭƛƴŜ ƛǘŜƳ άtǊƻŦƛǘ όƭƻǎǎύ 
ŦǊƻƳ 5ƛǎŎƻƴǘƛƴǳŜŘ hǇŜǊŀǘƛƻƴǎέ ŀǎ ŦƻƭƭƻǿǎΥ

ï 4Q25: no figures presented related to Alpek
ï 3Q25: no figures presented related to Alpek 
ï 4Q24: accumulated figures for the three months ended December 31, 2024
ï 2025: accumulated figures for the three months and three days ended April 3, 2025
ï 2024: accumulated figures for the twelve months ended December 31, 2024

The Change in Net Debt presents !ƭǇŜƪΩǎ ƴŜǘ ƛƴŦƭƻǿǎ ŀƴŘ ƻǳǘŦƭƻǿǎ ŀǎ ŀ ǎƛƴƎƭŜ ƭƛƴŜ ƛǘŜƳ ά5ŜŎǊŜŀǎŜ όLƴŎǊŜŀǎŜύ ƛƴ bŜǘ 
5Ŝōǘ ŦǊƻƳ 5ƛǎŎƻƴǘƛƴǳŜŘ hǇŜǊŀǘƛƻƴǎέ ŀǎ ŦƻƭƭƻǿǎΥ

ï 4Q25: no figures presented related to Alpek 
ï 3Q25: no figures presented related to Alpek
ï 4Q24: accumulated figures for the three months ended December 31, 2024
ï 2025: no figures presented related to Alpek
ï 2024: accumulated figures for the nine months ended September 30, 2024

Additionally, !ƭǇŜƪΩǎ bŜǘ 5Ŝōǘ ƛǎ ŘƛǎŎƭƻǎŜŘ ŀǎ άbŜǘ 5Ŝōǘ ŦǊƻƳ 5ƛǎŎƻƴǘƛƴǳŜŘ hǇŜǊŀǘƛƻƴǎέ ŀǘ ǘƘŜ ŎƭƻǎŜ ƻŦ оvнпΦ tǊƛƻǊ 
periods are not restated, and subsequent periods do not present !ƭǇŜƪΩǎ Net Debt following distribution of 
Controladora Alpek shares.
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2025 Comparable EBITDA of US $1.0 B, in line with Guidance

Mexico

ǒDelivered all-time high quarterly revenues, supported 
by selective price actions and volume growth

ǒRetail channels and dairy drove volume gains

ǒ4Q25 EBITDA +40% YoY; +200 bps EBITDA margin 
expansion reflecting strong execution and a favorable 
comparison vs. 4Q24

United States

ǒContinued growing penetration of Hispanic brands in 
mainstream channels, partially offsetting lower Volume 
in National brands

ǒAchieved the highest 4Q EBITDA, +5% YoY, supported 
by pricing discipline and improved operating 
performance 

Europe

ǒ4Q Revenues +11% YoY (+2% in Euros) supported by 
1% Volume growth  

ǒ4Q EBITDA, +31% YoY driven by insurance 
reimbursements, operating execution, and FX

ǒSigned agreement to restructure Fresh Meats 
business to improve branded-product focus, 
profitability , and pork supply traceability

Latam

ǒRecord quarterly revenue, up 2% YoY driven by higher 
average prices

ǒ4Q25 EBITDA -12% YoY reflecting higher costs and 
transitory operational challenges; second consecutive 
quarter with sequential improvements (+9% vs. 3Q25)



26

Volume growth of 1% versus 4Q24, driven by Mexico

Volume SIGMA 
(kTons )

Volume SIGMA ï ǧ YoY
(kTons )

Volume SIGMA -  ǧ QoQ
(kTons )

432 443 454 458

4Q22 4Q23 4Q24 4Q25

5
1

4Q24 MexicoEurope

-1

U.S.

0

Latam 4Q25

454
458

1%

3
2

1

3Q25 MexicoEurope

-10

U.S. Latam 4Q25

463
458

-1%
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Revenue growth driven by selective price actions, Volume, and a 
favorable currency translation

Revenues Sigma Foods
(US $ Million)

Revenues SIGMA ï ǧ YoY
(US $ Million)

Revenues SIGMA -  ǧ QoQ
(US $ Million)

1,964
2,161 2,166

2,447

4Q22 4Q23 4Q24 4Q25

1,995

2,194 2,197

2,463

62

20
11

3Q25 MexicoEurope

-38

U.S. Latam 4Q25

2,393

2,447

2%{ƛƎƳŀ CƻƻŘǎ ɲ

SIGMA

212

64
2 3

4Q24 MexicoEurope U.S. Latam 4Q25

2,166

2,447

+13%



Delivered record fourth-quarter EBITDA; meeting full-year guidance

EBITDA Sigma Foods
(US $ Million)

EBITDA SIGMA ï ǧ YoY

(US $ Million)

EBITDA SIGMA -  ǧ QoQ

(US $ Million)

160

228

177

278

4Q22 4Q23 4Q24 4Q25

167

229 222

284

222

284

50

12
2

4Q24 MexicoEurope U.S.

-2

Latam 4Q25

28%

255

284

33

1

3Q25

-4

MexicoEurope

-1

U.S. Latam 4Q25

12%

{ƛƎƳŀ CƻƻŘǎ ɲ

SIGMA

+ -

28
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EBITDA margins reflect temporary impact from higher costs for 
certain proteins

EBITDA Margin SIGMA 
(%)

EBITDA Margin By Region SIGMA 
(%)

9.6 10.1
11.5 10.6

12.2 12.4
12.7

9.9 10.7 10.9 10.6
11.6

1
Q

2
3

2
Q

2
3

3
Q

2
3

4
Q

2
3

1
Q

2
4

2
Q

2
4

3
Q

2
4

4
Q

2
4

1
Q

2
5

2
Q

2
5

3
Q

2
5

4
Q

2
5

12.4

15.5 15.9

14.5

2.1 1.6

3.8 4.3

10.5
11.6

13.0
12.2

8.7
9.7

8.28.9

2
0
2
2

2
0
2
3

2
0
2
4

2
0
2
5

Mexico Europe U.S. Latam

*Adjusted to exclude net gains from Torrente plant Property Damage insurance reimbursements (4Q24: US $8M; 2Q25: US $63M)

*

*
*

*
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Comparable EBITDA of US $284 million, driven by solid operational 
performance

EBITDA Sigma Foods
(US $ Million)

Extraordinary items Sigma Foods
(US $ Million)

Comparable EBITDA Sigma Foods
(US $ Million)

1Q25 2Q25 3Q25 4Q25

SIGMA 0 63 0 0

Others 51 (5) (5) (6)

Total 51 58 (5) (6)

220
246 250

284

10.7%

1Q25

10.9%

2Q25

10.6%

3Q25

11.6%

4Q25

220

248 255

284

220

305

245
278

10.7%

1Q25

13.7%

2Q25

10.6%

3Q25

11.6%

4Q25

271

312

255

284

{ƛƎƳŀ CƻƻŘǎ ɲ

SIGMA

SIGMA EBITDA Margin

+ -



Strong financial position

Net Debt Sigma Foods
(US $ Million)

Net Leverage Ratio Sigma Foods
(Net Debt/EBITDA)

2,596 2,687 2,709 2,705

1Q25 2Q25 3Q25 4Q25

Sigma Foods

2.6 2.6
2.7

2.5

1Q25 2Q25 3Q25 4Q25

Sigma Foods

31



Stable Net Debt QoQ supported by solid operating performance

Change in Net Debt -  ǧ QoQ
(US $ Milions)

2,709 2,705

159
64 55 35 24

3Q25

-278

EBITDA

-64

Net Working 
Capital

Capex Net Financial 
Expenses

Taxes Dividends Other 4Q25
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2026 Sigma Foods Guidance 

Volume
(k ton )

Revenues
(US $ Million )

Comparable EBITDA
(US $ Million )

Capex
(US $ Million )

SpecificFX
@18.0

MXN/USD

SpecificFX
@18.0 

MXN/USD

1,826 1,863 9,273
9,600 9,900

1,001
1,050 1,100

362

460

2025 2026G 2025 2026G 2025 2026G

+2%

2026G* 2025 2026G 2026G*
Neutral FX

@19.2
MXN/USD

Neutral FX
@19.2

MXN/USD

+4% +7% +5% +10% +27%
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Corporate identity alignment initiatives in 4Q25

Website

Sigma -Alimentos.com

Alfa.com.mx

SigmaFoods.com

Legal Name & Ticker

Alfa S.A.B. de C.V.
(BMV: ALFA A)

Sigma Foods S.A.B. de C.V.
(BMV: SIGMAF A)

Logo



Growth Business Unit

Å                     Snack sales have grown 4x since 2023

Å                                Continues driving growth and market expansion:
ҍ US: Achieved strong momentum with sales up 112% year-on-year 
ҍ Europe: Market share record of 32% for plant-basedHot Dogs in Spain

Å                               Incursion to the U.S. offering its service in Los Angeles, California

Å                                                     Received 160 startup applications from 17 countries in 2025; 14 pilot tests.

Å                                        hub for consumer-centered design and innovation:
ҍ In Mexico, launched Nochebuena high-temperature resistant butter 
ҍ 10 innovative concepts commitments for 2026

Credit Ratings
ÅFitch - Affirmed Sigma Foods and {LDa!Ωǎ 'BBB' ratings; Outlooks Stable (January 30, 2026)
ÅFitch - Review no action of {LDa!Ωǎ 'AAA(mex)' rating; Outlook Stable (December 19, 2025)

Sigma Foods Liability Management
ÅOngoing liability management efforts to refinance bank loans maturing in 2027

2026 Dividends Proposal
Å2026 cash Dividend proposal will be presented at the Sigma Foods Annual {ƘŀǊŜƘƻƭŘŜǊǎΩ Meeting
ÅUS $150 million total, in two installments

Recent Developments



Governance& 
Management Team



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

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

Eugenio Caballero
CEO Mexico
MBA Harvard

Juan Ignacio Amat
CEO Europe
MBA INSEAD, MsC.
Industrial 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

23 1 22 37 24

18 43 20 34 4

Jesús Lobo
CEO USA
MBA Cornell University

27

Ana María Henao
CMO ς Marketing
Business ς EAFIT 
University. 

1
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Sigma Foods Board of Directors

ÅMARIA TERESA ARNAL 
Entrepreneur; 25+ years of experience in tech (Google, Twitter & Microsoft)

ÅDIEGO CALDERON ROJAS 
CEO of Grupo Franca

ÅENRIQUE CASTILLO SĆNCHEZ MEJORADA 
CEO of Tejocotes 134, S.C.

ÅĆLVARO FERNĆNDEZ GARZA
Chairman of the Board of Sigma Foods, S.A.B. de C.V.

ÅARMANDO GARZA SADA
Investor

ÅBRENDA GARZA SADA 
Independent Advisor

ÅCLAUDIO X. GONZĆLEZ LAPORTE 
Chairman of the Board of Kimberly-Clark de M®xico, S.A.B. de C.V.

ÅDAVID MARTĉNEZ GUZMĆN 
Founder and Managing Director of Fintech Advisory Inc.

ÅMIGUEL EDUARDO PADILLA SILVA 
Former CEO ï FEMSA.

ÅALEJANDRA PALACIOS PRIETO 
Independent advisor on strategy, M&A, and regulatory compliance.

ÅANTHONY PRALLE 
Former Partner and Managing Director ï BCG, Consumer and Operations in Spain.

ÅADRIĆN G. SADA CUEVA 
CEO of Vitro, S.A.B. de C.V.

ÅALEJANDRO RUIZ FERNĆNDEZ 
Independent Advisor

ÅRICARDO SALDIVAR ESCAJADILLO 
Former CEO / President of the BOD - Home Depot Mexico / Tec de Monterrey.



Sustainability
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Sustainability

WELLBEINGENVIRONMENT

HEALTH AND NUTRITION
{I!w95 ±![¦9

²Ŝ ŎƻƳƳƛǘ ǘƻ ŜǎǘŀōƭƛǎƘƛƴƎ 

ŎƻƴŘƛǘƛƻƴǎ ǘƘŀǘ ƳƻǘƛǾŀǘŜ 

ŀƴŘ ƳŀƪŜ ƛǘ ŜŀǎƛŜǊ ŦƻǊ ƻǳǊ 

ŜƳǇƭƻȅŜŜǎ ŀƴŘ ǇŜƻǇƭŜ ǘƻ 

ŀŘƻǇǘ Ƙŀōƛǘǎ ǘƘŀǘ ƛƳǇǊƻǾŜ 

ǘƘŜƛǊ ǉǳŀƭƛǘȅ ƻŦ ƭƛŦŜΦ

We focus on reducing our 

environmental impact by 

using resources more 

efficiently.

We create economic and 

social value through our 

strategic practices. stimulating 

development and strengthen 

our value chain.

We promote 

healthy lifestyles through 

the nutritional profile of 

our products
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Materiality Analysis

Å Double materiality assessment in preparation for compliance with the Corporate Sustainability Reporting 
Directive (CSRD) and the International Financial Reporting Standards (IFRS) requirements. 

{ŀŦŜ ŦƻƻŘ ǇǊƻŘǳŎǘƛƻƴ ŀƴŘ ŘƛǎǘǊƛōǳǘƛƻƴ ōȅ ŜƭƛƳƛƴŀǘƛƴƎ Ǌƛǎƪǎ ŀƴŘ ƛƳǇƭŜƳŜƴǘƛƴƎ 
ǇǊŜǾŜƴǘƛǾŜ ŎƻƴǘǊƻƭǎΦ 

hǳǊ Ǉƭŀƴǘǎ ŀǊŜ ŎŜǊǘƛŦƛŜŘ ǘƻ ƳŜŜǘ ǘƘŜ ƘƛƎƘŜǎǘ ǎŀŦŜǘȅ ŀƴŘ ǉǳŀƭƛǘȅ ǎǘŀƴŘŀǊŘǎΦ

/ƻƴǘƛƴǳŀƭƭȅ ƭƻƻƪ ǘƻ ƛƳǇǊƻǾŜ ǘƘŜ ƴǳǘǊƛǘƛƻƴŀƭ ǇǊƻŦƛƭŜǎ ƻŦ ƻǳǊ ƴŜǿ ǇǊƻŘǳŎǘǎΦ

CǳƴŎǘƛƻƴŀƭ ǎƻƭǳǘƛƻƴǎ ǘƻ ŀŘŘǊŜǎǎ ǎǇŜŎƛŦƛŎ ƴǳǘǊƛǘƛƻƴŀƭ ǊŜǉǳƛǊŜƳŜƴǘǎΣ ǇƭŀƴǘπōŀǎŜŘ 
ƛƴƎǊŜŘƛŜƴǘǎΣ ŀƳƻƴƎ ƻǘƘŜǊ ŎƘŀǊŀŎǘŜǊƛǎǘƛŎǎΦ

tǊƛƻǊƛǘƛȊŜ ƻǳǊ ŜƳǇƭƻȅŜŜǎΩ ǿŜƭƭōŜƛƴƎ ōȅ ǇǊƻǘŜŎǘƛƴƎ ǘƘŜƛǊ ǇƘȅǎƛŎŀƭ ŀƴŘ ŜƳƻǘƛƻƴŀƭ ƘŜŀƭǘƘΦ

Facilities adapted to prevent accidents, and we provide ongoing training through the 
Global 12 Best Practices Health and Safety Programs and the Total Productive 
Maintenance (TPM) program.

Committed to acting with integrity

Adhering to our Global Code of Conduct

Best practices to identify, evaluate, control, and reduce potential environmental risks

Projects to efficiently manage resources throughout our operations.

Raise awareness about climate change and our responsibility in developing solutions.

Committed to conserving water and using it efficiently, ensuring sustainable practices 
that minimize water consumption

FOOD SAFETY AND QUALITY

HEALTHY AND NUTRITIONAL FOOD
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CLIMATE ACTION

WATER MANAGEMENT
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ÅDecarbonization commitment to limit the global temperature increase to less than 2ϲC.

�¾Reduce 20% of Scope 1 and 2 emissions by 2027 (2019 baseline).

�¾Decrease Scope 3 emissions by 9.8% by 2027.

ÅProgress as of 2024 includes a 19% reduction in CO2 equivalent emissions at production plants.

Å6 out of 11 commitments achieved, and 3 with progress exceeding 95% by the end of 2024.

ÅMonthly monitoring by Management; CRISO* responsible for reporting initiatives.

ÅCompliance with GRI standards.

ÅInventory verification by expert third-party for 2019 & 2022; 2024 verification in process (Carbon Trust).

ÅImplementation of the ESG platform.

2035 Objective

SBTI
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* Chief Research Innovation and Sustainability Officer


