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5ƛǎŎƭŀƛƳŜǊ

¢Ƙƛǎ ǇǊŜǎŜƴǘŀǘƛƻƴ Ŏƻƴǘŀƛƴǎ ŦƻǊǿŀǊŘπƭƻƻƪƛƴƎ ƛƴŦƻǊƳŀǘƛƻƴ ōŀǎŜŘ ƻƴ ƴǳƳŜǊƻǳǎ 
ǾŀǊƛŀōƭŜǎΣ ŜȄǇŜŎǘŀǘƛƻƴǎ ŀƴŘ ŀǎǎǳƳǇǘƛƻƴǎ ǘƘŀǘ ŀǊŜ ƛƴƘŜǊŜƴǘƭȅ ǳƴŎŜǊǘŀƛƴΦ ¢ƘŜȅ 
ƛƴǾƻƭǾŜ ƧǳŘƎƳŜƴǘǎ ǿƛǘƘ ǊŜǎǇŜŎǘ ǘƻΣ ŀƳƻƴƎ ƻǘƘŜǊ ǘƘƛƴƎǎΣ ŦǳǘǳǊŜ ŜŎƻƴƻƳƛŎΣ 
ŎƻƳǇŜǘƛǘƛǾŜ ŀƴŘ ŦƛƴŀƴŎƛŀƭ ƳŀǊƪŜǘ ŎƻƴŘƛǘƛƻƴǎ ŀƴŘ ŦǳǘǳǊŜ ōǳǎƛƴŜǎǎ ŘŜŎƛǎƛƻƴǎΣ ŀƭƭ ƻŦ 
ǿƘƛŎƘ ŀǊŜ ŘƛŦŦƛŎǳƭǘ ƻǊ ƛƳǇƻǎǎƛōƭŜ ǘƻ ǇǊŜŘƛŎǘ ŀŎŎǳǊŀǘŜƭȅΦ !ŎŎƻǊŘƛƴƎƭȅΣ ŦǳǘǳǊŜ ǊŜǎǳƭǘǎ 
ŀǊŜ ƭƛƪŜƭȅ ǘƻ ǾŀǊȅ ŦǊƻƳ ǘƘƻǎŜ ǎŜǘ ŦƻǊǘƘ ƛƴ ǘƘƛǎ ǇǊŜǎŜƴǘŀǘƛƻƴΦ ̧ ƻǳ ǎƘƻǳƭŘ ƴƻǘ ǇƭŀŎŜ 
ǳƴŘǳŜ ǊŜƭƛŀƴŎŜ ƻƴ ŦƻǊǿŀǊŘπƭƻƻƪƛƴƎ ƛƴŦƻǊƳŀǘƛƻƴΦ !ƭƭ ŦƻǊǿŀǊŘπƭƻƻƪƛƴƎ ƛƴŦƻǊƳŀǘƛƻƴ ƛǎ 
ƳŀŘŜ ŀǎ ƻŦ ǘƘŜ ŘŀǘŜ ƻŦ ǘƘƛǎ ǇǊŜǎŜƴǘŀǘƛƻƴΣ ōŀǎŜŘ ƻƴ ƛƴŦƻǊƳŀǘƛƻƴ ŀǾŀƛƭŀōƭŜ ǘƻ ǳǎ ŀǎ ƻŦ 
ǎǳŎƘ ŘŀǘŜΣ ŀƴŘ ǿŜ ŀǎǎǳƳŜ ƴƻ ƻōƭƛƎŀǘƛƻƴ ǘƻ ǳǇŘŀǘŜ ŀƴȅ ŦƻǊǿŀǊŘπƭƻƻƪƛƴƎ 
ƛƴŦƻǊƳŀǘƛƻƴΦ /ƻǇȅǊƛƎƘǘϭ нлнс {ƛƎƳŀ CƻƻŘǎΣ {Φ!Φ.Φ ŘŜ /Φ±Φ !ƭƭ ǊƛƎƘǘǎ ǊŜǎŜǊǾŜŘΦ 
wŜǇǊƻŘǳŎǘƛƻƴ ŀƴŘ ŘƛǎǘǊƛōǳǘƛƻƴ ƛǎ ŦƻǊōƛŘŘŜƴ ǿƛǘƘƻǳǘ ǘƘŜ ǇǊƛƻǊ ǿǊƛǘǘŜƴ ŎƻƴǎŜƴǘ ƻŦ 
{ƛƎƳŀ CƻƻŘǎΣ {Φ!Φ.Φ ŘŜ /Φ±Φ
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Sigma among top branded packaged meat players

US-Listed Peers

Packaged Meats ς Franks, lunchmeats, 
bacon, sausage, Iberico ham, 
pepperoni, etc.

5ŀƛǊȅ π /ƘŜŜǎŜΣ ȅƻƎǳǊǘΣ ǎǇǊŜŀŘǎΣ 
ŎǊŜŀƳǎΣ ŜǘŎΦ

Other - Prepared foods, plant-based, 
high-protein snacks, etc.

Revenue by category 2025
(US $ Billion)

ϝ tŀŎƪŀƎŜŘ aŜŀǘǎ ǊŜŦƭŜŎǘƛƴƎ ǊŜǇƻǊǘŜŘ ǎŜƎƳŜƴǘǎ ŦƻǊ ŜŀŎƘ ǇŜŜǊΥ άtŜǊƛǎƘŀōƭŜǎέ ŦƻǊ IƻǊƳŜƭ CƻƻŘǎΣ άtŀŎƪŀƎŜŘ aŜŀǘǎέ ŦƻǊ {ƳƛǘƘŦƛŜƭŘΣ άtǊŜǇŀǊŜŘ CƻƻŘǎέ ŦƻǊ ¢ȅǎƻƴΣ ŀƴŘ άaŜŀǘǎέ ŦƻǊ YǊŀŦǘ IŜƛƴȊ

фΦф
8.8 8.8

5.6

мΦф

2.5

1.7

рпΦп

мрΦр

12.1

9.3

24.9

hǘƘŜǊǎDairy Packaged Meats

о



 нрπол҈

30-40%

Cooked 
Meats 49%

Dairy
28%

5Ǌȅ aŜŀǘǎ
мо҈

Others
10%

Share of Revenue by geography, category, and channel calculated on an LTM basis at the close of 2Q26 

aƻŘŜǊƴ рп҈

¢ǊŀŘƛǘƛƻƴŀƭ он҈

Foodservice 14%

Geography Category /ƘŀƴƴŜƭ

Diversified business model

Europe
25%

[ŀǘŀƳ
т҈

¦Φ{Φ
мт҈

Mexico
51%

30-40%

Medium

Value
& Low Cost

High / 
Premium

{ŜƎƳŜƴǘ

п



Leading brands portfolio

Brands 
>US $100M sales, each16

Top brand with annual sales >US $1B 

#1 Cooked meats

#1 Cheese

#1 Yoghurt

Ім /ƻƻƪŜŘ ƳŜŀǘǎ

Ім /ƻƻƪŜŘ ƳŜŀǘǎ

Ім IŀƳ ϧ CǳŜǘǎ

Ін /ƻƻƪŜŘ ƳŜŀǘǎ

United States Latam

Ім CǊŀƴƪǎ όǾƻƭΦύ

Ін .ƻƭƻƎƴŀ

Ін IƛǎǇŀƴƛŎ ŎƘŜŜǎŜ

9ǳǊƻǇŜMexico

#1 Cheese and spreads

#1 Cooked meats

#2 Cooked meats

#2 Cooked meats

#2 Cooked meats

Total brands
across all consumer segments100+

р



Multinational production & distribution

66

мфм

сплƪ

48k+

25

118

осфƪҌ

30k+

20

нт

пмƪҌ

7k+

9

16

молƪҌ

4k+

Production
Facilities

5ƛǎǘǊƛōǳǘƛƻƴ 
/ŜƴǘŜǊǎ

tƻƛƴǘǎ
ƻŦ {ŀƭŜ

Employees

12

30

фмƪҌ

6k+

6

уΣрмлҌ сΣуллҌ 790+ 120+Vehicles уллҌ



Sigma Foods operates at a large scale

28 
loops

9ǾŜǊȅ

о 
Řŀȅǎ

Ҍнрл
ǘǊƛǇǎ

around the world with our annual hotdog production

Our annual yogurt production could fill an Olympic pool

+2 
sandwiches

9ƴƻǳƎƘ [ǳƴŎƘƳŜŀǘ ǘƻ ƎƛǾŜ ŜǾŜǊȅ ǇŜǊǎƻƴ

to the moon with the distance covered annually by our 
distribution fleet



Revenue
(US $ Million)

6,463 сΣопт
сΣумт

7,425

8,505 8,804
фΣнто

9,900

2020 нлнмнлнн2023 2024 2025

с҈ /!Dw

Track record of continuous 
growth in the food industry

Sigma Alimentos {ƛƎƳŀ CƻƻŘǎ
он aϧ! ǘǊŀƴǎŀŎǘƛƻƴǎ ƛƴ нф ȅŜŀǊǎ  

2026G2019

US $0.8 M

нллл
12x
Revenue

¦{ ϷфΦф .

нлнсD

Countries

4
4x
CƻƻǘǇǊƛƴǘ

Countries

17
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Strong execution driving profitability growth

Operating efficiencies Raw material cost 
pass-through

aƛȄ ƻǇǘƛƳƛȊŀǘƛƻƴ 

703 684
тпм

срн

893

1,037 1,001 мΣмлл

2019 2020 2021 2022 2023 2024 2025 2026G

Comparable EBITDA 
(US $Million)

Sigma Alimentos

{ƛƎƳŀ CƻƻŘǎ

плм402
436

374

рло
567 548

2019 2020 2021 2022 2023 2024 2025 2026G

/ƻƳǇŀǊŀōƭŜ 9.L¢5! ǇŜǊ ¢ƻƴ
ό¦{ Ϸύ

рфл

6% CAGR7% CAGR

9



CAPEX
(US $ Million)

tǊƻŦƛǘŀōƛƭƛǘȅ ŜƴŀōƭƛƴƎ ƛƴǾŜǎǘƳŜƴǘ ϧ ŀǘǘǊŀŎǘƛǾŜ ǊŜǘǳǊƴǎ 

нлнр 2026G

362

460

рп҈

47%

Dividends
(US $ Million)

ммф

мрлϝ

2025 2026

Capacity 
Expansions

/ŀǇŀŎƛǘȅ 
wŜǇƭŀŎŜƳŜƴǘ

ROIC*
202416%

ϝCƛǊǎǘ ƛƴǎǘŀƭƭƳŜƴǘ ƻŦ ¦{ Ϸтсa ǇŀƛŘ ƛƴ !ǇǊƛƭ нлнсaŀƛƴǘŜƴŀƴŎŜStrategic

53% 46%

whL/ϝ
нлнр17%

Digital 
transformation

мл

{ƛƎƳŀ CƻƻŘǎ

Sigma Alimentos

*  Sigma Foods 2025 ROIC: 17% | Sigma Alimentos 2024 ROIC: 16% 



LƴǾŜǎǘƳŜƴǘπƎǊŀŘŜ ōŀƭŀƴŎŜ ǎƘŜŜǘ

bŜǘ 5Ŝōǘ
ό¦{ Ϸ aƛƭƭƛƻƴύ

Net Leverage Ratio
(Net Debt/EBITDA)

2,832 нΣфмл

1Q26 2Q26

2.6 нΦт

мvнс 2Q26

Ψ...Ω  
Outlook Stable

Ψ...Ω  
hǳǘƭƻƻƪ {ǘŀōƭŜ

Ψ.ŀŀоΩ 
Outlook Stable



Financial Aspiration: 

EBITDA 
in 10 yearsнȄ

9ȄǇƭƻǊŜ ǘƘŜ 
CǳǘǳǊŜ

Strengthen the
organization

New sources 
of revenue

DǊƻǿ
ǘƘŜ ŎƻǊŜ

Defend and grow our current sources of profitability

High potential opportunities 
near the core

Global Categories 
to scale

bŜǿ 
ōǳǎƛƴŜǎǎ ƳƻŘŜƭǎ

9ǾƻƭǾŜ ŎŀǇŀōƛƭƛǘƛŜǎ ǘƻ ŜƴƘŀƴŎŜ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǇƻǘŜƴǘƛŀƭ

Health through food Responsible protein

мн



Volume
(k Tons)

Defend and grow our current sources of profitability

Å/ƻƴǎǳƳŜǊ ƪƴƻǿƭŜŘƎŜ 

Å.ǊŀƴŘ Ŝǉǳƛǘȅ

ÅDƭƻōŀƭ ǎǳǇǇƭȅ ŎƘŀƛƴ

ÅhǇŜǊŀǘƛƻƴŀƭ ŜȄŎŜƭƭŜƴŎŜ

*Adjusted to exclude net gains from Torrente plant Property Damage insurance reimbursements (2024: US $8M; 2025: US $63M)

Comparable EBITDA Contribution*
(US $ | %)

плм 402
436

374

рло
рст 548

590

млΦф10.8 10.9
8.8

млΦрммΦу11.0 11.0

нлмф2020 2021 2022 нлнонлнп2025 2026G

Ҍс҈ /!Dw

EBITDA Margin (%)

EBITDA per ton (US $)

Sigma Alimentos
{ƛƎƳŀ CƻƻŘǎ

мΣтрп1,704 1,701 мΣтпл1,773 1,829 1,826 мΣусо

нлмф2020 2021 нлнн2023 2024 2025 нлнсD

Ҍм҈ /!Dw

Top-line growth Profitability 
Åaǳƭǘƛƴŀǘƛƻƴŀƭ ƛƴŦǊŀǎǘǊǳŎǘǳǊŜ

Å/ƻƴǎƛǎǘŜƴǘ LƴǾŜǎǘƳŜƴǘ

Å Innovation

Grow
the core

Defend and grow our current sources of profitability

мо



Å /ŜƴǘŜǊπǇƭŀǘŜ CƻƻŘǎΣ {ǇǊŜŀŘǎ

Å IƛǎǇŀƴƛŎ /ƘŜŜǎŜǎΣ 5ƛƴƴŜǊ {ŀǳǎŀƎŜǎΣ 
[ǳƴŎƘ aŜŀǘǎ

Å IƛƎƘπǇǊƻǘŜƛƴ ǎƴŀŎƪǎ

Å CƻƻŘǎŜǊǾƛŎŜ /ƘŀƴƴŜƭ

New sources 
of revenue

High potential 
opportunities near the core

Dƭƻōŀƭ /ŀǘŜƎƻǊƛŜǎ 
ǘƻ ǎŎŀƭŜ

New 
business models

14



LƴƴƻǾŀǘƛƻƴ
όLŘŜŀ

 ƎŜƴŜǊŀǘƛƻƴύ

Incubation
(Pilot)

Market
(Launch)

Market
(Scale)

5ŜǾŜƭƻǇƛƴƎ ǘƘŜ ƴŜȄǘ .ƛƭƭƛƻƴπ5ƻƭƭŀǊ .ǳǎƛƴŜǎǎ ŀǘ {ƛƎƳŀ

н
7

17

ос

47

2021 2022 нлнонлнп2025 2026eнлолŜ2033e

60+

400

мΣлллDǊƻǿǘƘ .¦ wŜǾŜƴǳŜ
ό¦{ Ϸ aƛƭƭƛƻƴύ

New sources 
of revenue

High potential opportunities 
near the core

Dƭƻōŀƭ /ŀǘŜƎƻǊƛŜǎ 
ǘƻ ǎŎŀƭŜ

New 
business models



Consumer-centric 
Marketing

People-centered 
Innovation

(Sigma-IDEO design studio)
{ȅǎǘŜƳǎ ϧ tǊƻŎŜǎǎŜǎ/ǳƭǘǳǊŜ

Culture and select capabilities as competitive advantages

9ǾƻƭǾŜ ŎŀǇŀōƛƭƛǘƛŜǎ ǘƻ ŜƴƘŀƴŎŜ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǇƻǘŜƴǘƛŀƭ
{ǘǊŜƴƎǘƘŜƴ ǘƘŜ
ƻǊƎŀƴƛȊŀǘƛƻƴ

16



He
alt

h Through Food
Re

sponsibleProtein

.ǊŜŀƪǘƘǊƻǳƎƘ ƘŜŀƭǘƘ ŀƴŘ ǿŜƭƭƴŜǎǎ ŦƻƻŘ ǎƻƭǳǘƛƻƴǎ 
ŀƴŎƘƻǊŜŘ ƻƴ ǎŎƛŜƴŎŜπōŀǎŜŘ ōŜƴŜŦƛǘǎΣ ŀƛƳƛƴƎ ǘƻ 
ǎǳǇǇƻǊǘ ŎƻƴǎǳƳŜǊǎ ǘƻ ƭƛǾŜ ōŜǘǘŜǊΣ ŦƻǊ ƭƻƴƎŜǊ

9Ǿƻƭǳǘƛƻƴ ƻŦ ƻǳǊ ǇǊƻŘǳŎǘǎ ōȅ ŘƛǾŜǊǎƛŦȅƛƴƎ ƻǳǊ ǇǊƻǘŜƛƴ 
ǎƻǳǊŎŜǎ ǘƻ ŘŜƭƛǾŜǊ ŜȄŎŜǇǘƛƻƴŀƭ ǘŀǎǘŜ ϧ ƴǳǘǊƛǘƛƻƴ ŀƴŘ 

ǊŜŘǳŎƛƴƎ ƻǳǊ ŜƴǾƛǊƻƴƳŜƴǘŀƭ ŦƻƻǘǇǊƛƴǘ

Explore the 
Future

9ǾƻƭǾŜ ŎŀǇŀōƛƭƛǘƛŜǎ ǘƻ ŜƴƘŀƴŎŜ ǘƘŜ ƻǊƎŀƴƛȊŀǘƛƻƴΩǎ ǇƻǘŜƴǘƛŀƭIŜŀƭǘƘ ǘƘǊƻǳƎƘ ŦƻƻŘResponsible protein

17



{ƛƎƳŀ CƻƻŘǎ LƴǾŜǎǘƳŜƴǘ ¢ƘŜǎƛǎ

[ŀǊƎŜπǎŎŀƭŜΣ ŘƛǾŜǊǎƛŦƛŜŘ 
ōǳǎƛƴŜǎǎ ƳƻŘŜƭ

Leading position in 
every region / category

Strong execution and 
track record

LƴǾŜǎǘƳŜƴǘπƎǊŀŘŜ 
ōŀƭŀƴŎŜ ǎƘŜŜǘ

Attractive returns and 
growth potential

18



Appendix

мф



мт 
/ƻǳƴǘǊƛŜǎ

100+
Brands

640K 
Points of Sale

¦{ ϷмΦм.
/ƻƳǇΦ 9.L¢5!ϝ

1.9M 
Tons of food*

US $9.9B
Revenue*

* Sigma Foods 2026 Guidance
нл



Diversified Business Model ς by region

Share of Revenue by geography, category, and channel calculated on an LTM basis at the close of 2Q26 

нр҈51%Revenue* (US $ M)

Category

/ƘŀƴƴŜƭ

aƻŘŜǊƴ
¢ǊŀŘƛǘƛƻƴŀƭ
CƻƻŘǎŜǊǾƛŎŜ

Cooked Meats
Dairy
Dry Meats
Others

17% т҈

54%
32%
14%

49%
28%
13%
10%

41%
42%
17%

пу҈
пл҈
н҈
мл҈

то҈
му҈
ф҈

45%
2%
48%
5%

72%
21%
7%

рт҈
но҈
п҈
мс҈

45%
34%
21%

49%
35%
4%
12%

$9.6B

нм



{ƛƎƳŀ CƻƻŘǎ π нvнс IƛƎƘƭƛƎƘǘǎ

All-time high 2Q Volume, Revenues, and EBITDA

Retail channels, Dairy, and Value Brands driving Volume gains

In local currency, 2Q26 EBITDA was up 11%, supported by improved 
price-cost alignment

USaŜȄƛŎƻ
2Q26 EBITDA of US $52 million, up 12% vs 1Q26, driven by summer 
seasonality

Acquired Roger Woods Foods, #1 smoked sausage company in the 
U.S. Southeast

Comp. 2Q26 EBITDA +8% YoY, reaching highest 2Q Comp EBITDA since 2021

Key milestones in Capacity Recovery Plan: advanced start-up process of new 
bacon lines at La Bureba and progress on the construction of the greenfield 
plant in Valencia

Latam9ǳǊƻǇŜ

¸ƻ¸ ƎǊƻǿǘƘ ƛƴ ±ƻƭǳƳŜ όҌн҈ύΣ wŜǾŜƴǳŜǎ όҌт҈ύΣ ŀƴŘ 9.L¢5! όҌнф҈ύ

CƻǳǊǘƘ ŎƻƴǎŜŎǳǘƛǾŜ ǉǳŀǊǘŜǊ ǿƛǘƘ ǎŜǉǳŜƴǘƛŀƭ 9.L¢5! ƛƳǇǊƻǾŜƳŜƴǘ

Record 2Q Volume (+1%), Revenues (+6%), and Comparable EBITDA (+17%)

YTD Comparable EBITDA of US $548 million on track to reach Guidance

Paid first dividend installment of US $76 million, as approved by 
Shareholders

22



CƭǳƛŘ aŀŎǊƻ 9ƴǾƛǊƻƴƳŜƴǘ

Å Easing Raw 
Materials Prices 

Å Favorable Foreign 
Exchange

Å Consumer 
Sentiment

Å Energy, Plastic & 
Transportation 
Costs

23

¢ŀƛƭǿƛƴŘǎIŜŀŘǿƛƴŘǎ



/ƻƳǇŀǊŀōƭŜ 9.L¢5! ǇŜǊ ǘƻƴ ŀƴŘ ƳŀǊƎƛƴ

Comparable EBITDA Contribution 
(% of Revenue and U.S. dollars per ton)

Comparable EBITDA Margin By Region
(%)

14.7
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aŜȄƛŎƻEurope U.S. Latam

401 402
436

374

рло
567 548

590

10.9 10.8 10.9
8.8

млΦр
11.8 11.0 11.0

2019 2020 2021 2022 нлно2024 2025 2026G

+6% CAGR

EBITDA Margin (%)EBITDA per ton (US $)
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/ƻƳǇŀǊŀōƭŜ 9.L¢5! ό҈ ƻŦ wŜǾŜƴǳŜ ŀƴŘ ǇŜǊ ¢ƻƴύ

Sigma Alimentos

Sigma Foods Mexico
(Ps. $ per Ton)

8,385 8,767
9,977 9,425

ммΣттм12,387 12,627 12,984

14.0 13.9 14.6 12.4 мрΦр15.7 14.5 14.7

2019 2020 2021 2022 нлно2024 2025 LTM2Q26

478
544

407 438
рмр

601 567 544

14.4 15.7
10.8 10.5 ммΦс13.0 12.2 11.5

2019 2020 2021 2022 нлно2024 2025 LTM2Q26

U.S.
(US $ per Ton)

443 423
476 псо 490

552

468
505

9.6 9.2 10.0 уΦф 8.7 9.7 8.2 8.6

2019 2020 2021 нлнн2023 2024 2025 LTM2Q26

Latam
(US $ per Ton)

249 244

нфл

100 93

214
238

277

5.8 5.5 сΦр

2.1 1.6
3.8 4.2 5.0

2019 2020 нлнм2022 2023 2024 2025 LTM2Q26

Europe
(9¦w ϵ per Ton)
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Volume per region (k Tons)

Mexico

U.S. Latam

9ǳǊƻǇŜ

*CAGR excludes Italy operations (         )divested in 2023; 

CAGR 
Sin Italia: -3%
Con Italia: -4%

877 820 839 880 943 фуф 995

2019 2020 2021 2022 2023 2024 нлнр

+2% CAGR

303 324 321 333 342 356 оро

2019 2020 2021 2022 2023 2024 2025

Ҍо҈ /!Dw

103 98 98 103 104 109 110

нлмф2020 2021 2022 2023 2024 2025

+1% CAGR

ппп 439 419 402 372 375 369

2019 нлнл2021 2022 2023 2024 2025

472 462 ппо 425
384 375 369

-3% CAGR*



{LDa! /ƻǎǘ κ 9ȄǇŜƴǎŜ {ǘǊǳŎǘǳǊŜ [¢a 

COGS:
ÅMeat and Dairy raw materials ς Pork, Turkey, Chicken, Beef, Milk Class III, Block Cheddar Cheese, NFDM, etc.
ÅDry Ingredients ς  Seasonings and other non-meat or dairy raw materials 
ÅTrade Products ς Product purchases distributed in the Traditional and Foodservice channels.
ÅPackaging ς Plastic Film, Labels, Capsules, Bottles , Lids , etc.
ÅDirect Labor ς Compensation directly related to food production.
ÅEnergy ς Fuel, Electricity , Gas, etc.
ÅOthers  ςDepreciation, Maintenance, etc.

SG&A:
ÅSelling ς Distribution, marketing, wages, sales commissions
ÅAdministrative ς Wages, rents, utilities
ÅGeneral ς Other minor expenses

Income Statement (LTM) US $M % of Revenue

Revenue 9,634 100
Cost of sales (6,645) (69)
Gross profit 2,989 31
Operating expenses and others (2,173) (23)
Operating income 817 8
Financial cost, net (199) (2)
Income before taxes 621 6
Income tax (243) (3)
Net consolidated income 377 4

50%

14%

9%

мл҈

8%

2%
7%

Meat and Dairy Raw Materials

Dry Ingredients

Direct Labor

Trade Products

Packaging

Energy (Fuel, electricity, etc)

Other

Costs of Goods Sold (COGS)
(US $ Million)

42%

20%

10%
н҈

26%
Pork

Turkey

Chicken

Beef

Dairy
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Change in Net Debt

US $Million 2025 2026e

EBITDA 1,099 1,100
NWC (208) (130)
Cap Expenditures (362) (460)
Fin. Expense Net* (251) (300)
Tx (199) (240)
Dividends (119) (150)
Others Source (Uses) (192) (25)
Change in Net Debt (234) (205)

Final Net Debt 2,705 2,910

Net Debt / EBITDA 2.5x 2.6x

-         

-      

-      

-      

-     

-        
-    

    

ϝнлнс ŦƛƎǳǊŜ ƛƴŎƭǳŘŜǎ //{ ǳƴǿƛƴŘ ƻŦ ¦{ Ϸнуa
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- Perfil de deuda Sigma Foods
- Highlightssobre Investment

Grade de slideanterior

Investment-Grade 
Ratings

3

ном

14

217

111

145

64

541

650

рлл

400

98

143

730

7

MXN USD 9¦w

2026 2027 2028 2029 2030 2031 2032 нлоо2034 2036 2044Cash*

528

254

*Does not include restricted cash

5Ŝōǘ tǊƻŦƛƭŜ нvнс
ό¦{ Ϸ aƛƭƭƛƻƴύ μ !ǾŜǊŀƎŜ ƳŀǘǳǊƛǘȅΥ тΦт ȅŜŀǊǎ

Investment-grade ratings; no maturities until 2028

Χ Χ



202

100

124

196

фс

48

119

76

2019 2020 2021 2022 нлно 2024 2025 2026

75

~150

Sigma Foods Dividends
(US $ Million)

Historical Dividends

{ŜŎƻƴŘ ƛƴǎǘŀƭƭƳŜƴǘ ƻŦ 5ƛǾƛŘŜƴŘ ŀǇǇǊƻǾŜŘ ōȅ {ƘŀǊŜƘƻƭŘŜǊǎ ǘƻ ōŜ ǇŀƛŘ ƛƴ hŎǘƻōŜǊ нлнс  

Pure-play food businessCorporate Transformation

Controlling-interest Dividends
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Capex & Acquisitions- Strategic vs. Maintenance

135
91

161 мум
148 165

192 212

51

30

62
сф 145

81

170

248

186

121

223

нрл

293

245

362

460

2019 2020 2021 2022 2023 2024 2025 2026G

Sigma Alimentos Sigma Foods

Strategic

aŀƛƴǘŜƴŀƴŎŜ

31
2023 includes Los Altos and Mt. Pleasant plant acquisitions



Continuous growth potential

Volume
(k tons)

Revenue
(US $ Million)

Capex
(US $ Million)

{ǇŜŎƛŦƛŎ C·
ϪмуΦл
a·bκ¦{5

Specific FX
@18.0 

MXN/USD

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

1,001 мΣлрл1,100

362

460

2025 2026G 2025 2026G нлнр 2026G

+2%

2026G* 2025 2026G 2026G*
Neutral FX

@19.2
MXN/USD

bŜǳǘǊŀƭ C·
ϪмфΦн
a·bκ¦{5

+4% +7% +5% +10% +27%

Volume
Low single digit

Revenue
Mid-to-high single digit

9.L¢5!
aƛŘπǘƻπƘƛƎƘ ǎƛƴƎƭŜ ŘƛƎƛǘ

Capex
3.5% of Revenues 2028+

Long - Term Algorithm

2026 Guidance

32

Comparable EBITDA
(US $ Million)



Sell-side Coverage

ana.martinez.mosqueda@banorte.com

!ƴŀ DŀōǊƛŜƭŀ aŀǊǘƛƴŜȊ

benjamin.theurer@barclays.com

Benjamin Theurer

folvera@bofa.com

Fernando Olvera

renata.cabral@citi.com

Renata Cabral

rcarrillo@gbm.com

wŜƎƛƴŀ /ŀǊǊƛƭƭƻ

pbaptista@jefferies.com

Pedro Baptista

mauricio.hernandez.1@bbva.com

Mauricio Hernández
alejandro.fuchs@itaubba.com

Alejandro Fuchs

froylan.mendez@jpmchase.com

CǊƻȅƭŀƴ aŜƴŘŜȊ

Ricardo.Alves@morganstanley.com

Ricardo Álves

Felipe.Ucros@scotiabank.com

Felipe Ucros

uargote@santander.com.mx

Ulises Argote

rodolfo.ramos@bradescobbi.com

wƻŘƻƭŦƻ wŀƳƻǎ
ahernandezv@actinver.com.mx

Antonio Hernandez



Top management with 21 years of average tenure

Roberto Olivares
CFO ς Finance

MBA Duke

Central Functions

Business Units

CEO

wƻŘǊƛƎƻ CŜǊƴłƴŘŜȊ
{ƛƎƳŀ /9h

a.! ²ƘŀǊǘƻƴ

Years in the company

27

Eugenio Caballero
CEO Mexico

MBA Harvard

24

18

Juan Ignacio Amat
CEO Europe

MBA INSEAD, MsC.
Industrial Engineer UPM

1

DǊŜƎƻǊƛƻ ŘŜ IŀŜƴŜ
/¢{h ς ¢ŜŎƘƴƻƭƻƎȅ ŀƴŘ 
{ǳǎǘŀƛƴŀōƛƭƛǘȅ

a.! L¢9{a

44

Jesús Lobo
CEO USA

MBA Cornell University

22

Beatriz Patrón
CTCO ς Talent & Culture

MBA IPADE

20

Sergio Ramos
CEO Latam

MBA University of Texas 
at Austin

38 /ŀǊƭƻǎ aŀƭŘƻƴŀŘƻ
/9h CƻƻŘǎŜǊǾƛŎŜ

a.! ²ƘŀǊǘƻƴ

18

Alejandro Suárez
CIO ς Information Technology

Master in Operations Research

George Washington University

34 Daniel Alanis
CGO - Growth

MBA & Msc. University 
of Michigan

5 Ana María Henao
CMO ς Marketing

Business ς EAFIT 
University. 

1

wƻǳƴŘ Řƻǿƴ ǳǘƛƭƛȊŀƴŘƻ ŦŜŎƘŀ Ҍ¢ƻŘŀȅόύ 
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Sigma Foods Board of Directors

Åa!wL! ¢9w9{! !wb![ 
9ƴǘǊŜǇǊŜƴŜǳǊΤ нрҌ ȅŜŀǊǎ ƻŦ ŜȄǇŜǊƛŜƴŎŜ ƛƴ ǘŜŎƘ όDƻƻƎƭŜΣ ¢ǿƛǘǘŜǊ ϧ aƛŎǊƻǎƻŦǘύ

Å5L9Dh /![59whb whW!{ 
/9h ƻŦ DǊǳǇƻ CǊŀƴŎŀ

Å9bwLv¦9 /!{¢L[[h {#b/I9½ a9Whw!5! 
/9h ƻŦ ¢ŜƧƻŎƻǘŜǎ мопΣ {Φ/Φ

Å#[±!wh C9wb#b59½ D!w½!
/ƘŀƛǊƳŀƴ ƻŦ ǘƘŜ .ƻŀǊŘ ƻŦ {ƛƎƳŀ CƻƻŘǎΣ {Φ!Φ.Φ ŘŜ /Φ±Φ

Å!wa!b5h D!w½! {!5!
LƴǾŜǎǘƻǊ

Å.w9b5! D!w½! {!5! 
LƴŘŜǇŜƴŘŜƴǘ !ŘǾƛǎƻǊ

Å/[!¦5Lh ·Φ Dhb½#[9½ [!thw¢9 
/ƘŀƛǊƳŀƴ ƻŦ ǘƘŜ .ƻŀǊŘ ƻŦ YƛƳōŜǊƭȅπ/ƭŀǊƪ ŘŜ aŞȄƛŎƻΣ {Φ!Φ.Φ ŘŜ /Φ±Φ

Å5!±L5 a!w¢Nb9½ D¦½a#b 
CƻǳƴŘŜǊ ŀƴŘ aŀƴŀƎƛƴƎ 5ƛǊŜŎǘƻǊ ƻŦ CƛƴǘŜŎƘ !ŘǾƛǎƻǊȅ LƴŎΦ

ÅaLD¦9[ 95¦!w5h t!5L[[! {L[±! 
CƻǊƳŜǊ /9h ς C9a{!Φ

Å![9W!b5w! t![!/Lh{ twL9¢h 
LƴŘŜǇŜƴŘŜƴǘ ŀŘǾƛǎƻǊ ƻƴ ǎǘǊŀǘŜƎȅΣ aϧ!Σ ŀƴŘ ǊŜƎǳƭŀǘƻǊȅ ŎƻƳǇƭƛŀƴŎŜΦ

Å!b¢Ihb¸ tw![[9 
CƻǊƳŜǊ tŀǊǘƴŜǊ ŀƴŘ aŀƴŀƎƛƴƎ 5ƛǊŜŎǘƻǊ ς ./DΣ /ƻƴǎǳƳŜǊ ŀƴŘ hǇŜǊŀǘƛƻƴǎ ƛƴ {ǇŀƛƴΦ

Å!5wL#b DΦ {!5! /¦9±! 
/9h ƻŦ ±ƛǘǊƻΣ {Φ!Φ.Φ ŘŜ /Φ±Φ

Å![9W!b5wh w¦L½ C9wb#b59½ 
LƴŘŜǇŜƴŘŜƴǘ !ŘǾƛǎƻǊ

ÅwL/!w5h {![5L±!w 9{/!W!5L[[h 
CƻǊƳŜǊ /9h κ tǊŜǎƛŘŜƴǘ ƻŦ ǘƘŜ .h5 π IƻƳŜ 5ŜǇƻǘ aŜȄƛŎƻ κ ¢ŜŎ ŘŜ aƻƴǘŜǊǊŜȅΦ
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Culture framework

Essentialism & Alignment ς Achieve 
better results and work-life balance by 
intentionally choosing what really 
matters.

tŀǎǎƛƻƴ ŦƻǊ /ƻƴǎǳƳŜǊ ς !ŎǘƛǾŜƭȅ ƭƛǎǘŜƴ ŀƴŘ 
ŎƻƳǇǊŜƘŜƴŘ ŎƻƴǎǳƳŜǊȰǎ ƴŜŜŘǎ ŀƴŘ 
ŜƳƻǘƛƻƴǎΣ ŎŜƴǘŜǊƛƴƎ ƻǳǊ ŘŜŎƛǎƛƻƴǎ 
ƻƴ ǘƘŜƳΦ

Mindsets & Behaviors ς Boost how we think, 
act, and interact  to achieve  continuous 
learning, assuming responsibility of
our impact and creating trust.

Talent Ownership ς Assuming responsibility 
of our own growth and development, facing 
challenges and taking advantage of 
opportunities

9ǎǎŜƴǘƛŀƭƛǎƳ ϧ 
ŀƭƛƎƴƳŜƴǘ

aƛƴŘǎŜǘǎ ϧ 
.ŜƘŀǾƛƻǊǎ

Talent Ownership

Passion for Consumer

Sigma Foods Fundamentals

ос



Tastech

ᶰṞᶶᶳᶮọ !ɳɳȺȡǪǍʌȡɐɅɾ
64 Countries  /  66 Pilot Tests

Business Models Future Foods æɐʭǸɶ >ɐɅɅǸǪʌȡɐɅɾGreen Technologies
37



{ǳǎǘŀƛƴŀōƛƭƛǘȅ

оу



Sustainability

39



Materiality Analysis

5ƻǳōƭŜ ƳŀǘŜǊƛŀƭƛǘȅ ŀǎǎŜǎǎƳŜƴǘ ƛƴ ǇǊŜǇŀǊŀǘƛƻƴ ŦƻǊ ŎƻƳǇƭƛŀƴŎŜ ǿƛǘƘ ǘƘŜ /ƻǊǇƻǊŀǘŜ {ǳǎǘŀƛƴŀōƛƭƛǘȅ wŜǇƻǊǘƛƴƎ 
5ƛǊŜŎǘƛǾŜ ό/{w5ύ ŀƴŘ ǘƘŜ LƴǘŜǊƴŀǘƛƻƴŀƭ CƛƴŀƴŎƛŀƭ wŜǇƻǊǘƛƴƎ {ǘŀƴŘŀǊŘǎ όLCw{ύ ǊŜǉǳƛǊŜƳŜƴǘǎΦ 

FOOD SAFETY AND QUALITY

HEALTHY AND NUTRITIONAL FOOD

I9![¢IΣ{!C9¢¸Σ²9[[.9LbDΣ !b5 ²hwYπ[LC9 
.![!b/9

9¢IL/{ !b5 Lb¢9DwL¢¸

CLIMATE ACTION

WATER MANAGEMENT

Å Safe food production and distribution by eliminating risks and 
implementing preventive controls. 

Å Our plants are certified to meet the highest safety and quality 
standards.

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

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

Å tǊƛƻǊƛǘƛȊŜ ƻǳǊ ŜƳǇƭƻȅŜŜǎΩ ǿŜƭƭōŜƛƴƎ ōȅ ǇǊƻǘŜŎǘƛƴƎ ǘƘŜƛǊ ǇƘȅǎƛŎŀƭ 
and emotional health.

Å 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.

Å Committed to acting with integrity
Å Adhering to our Global Code of Conduct

Å .Ŝǎǘ ǇǊŀŎǘƛŎŜǎ ǘƻ ƛŘŜƴǘƛŦȅΣ ŜǾŀƭǳŀǘŜΣ ŎƻƴǘǊƻƭΣ ŀƴŘ ǊŜŘǳŎŜ ǇƻǘŜƴǘƛŀƭ 
ŜƴǾƛǊƻƴƳŜƴǘŀƭ Ǌƛǎƪǎ

Å tǊƻƧŜŎǘǎ ǘƻ ŜŦŦƛŎƛŜƴǘƭȅ ƳŀƴŀƎŜ ǊŜǎƻǳǊŎŜǎ ǘƘǊƻǳƎƘƻǳǘ ƻǳǊ 
ƻǇŜǊŀǘƛƻƴǎΦ

Å wŀƛǎŜ ŀǿŀǊŜƴŜǎǎ ŀōƻǳǘ ŎƭƛƳŀǘŜ ŎƘŀƴƎŜ ŀƴŘ ƻǳǊ ǊŜǎǇƻƴǎƛōƛƭƛǘȅ ƛƴ 
ŘŜǾŜƭƻǇƛƴƎ ǎƻƭǳǘƛƻƴǎΦ

Å /ƻƳƳƛǘǘŜŘ ǘƻ ŎƻƴǎŜǊǾƛƴƎ ǿŀǘŜǊ ŀƴŘ ǳǎƛƴƎ ƛǘ ŜŦŦƛŎƛŜƴǘƭȅΣ ŜƴǎǳǊƛƴƎ 
ǎǳǎǘŀƛƴŀōƭŜ ǇǊŀŎǘƛŎŜǎ ǘƘŀǘ ƳƛƴƛƳƛȊŜ ǿŀǘŜǊ ŎƻƴǎǳƳǇǘƛƻƴ

40



2025 Sustainability commitments progress

Climate Action нл҈ ƻŦ ǊŜŘǳŎǘƛƻƴ ƛƴ /hн Ŝǉ ŜƳƛǎǎƛƻƴǎ ǊŜƭŀǘŜŘ ǘƻ ƻǳǊ Ǉƭŀƴǘǎ ŀƴŘ  
ǘǊŀƴǎǇƻǊǘŀǘƛƻƴ ŦƭŜŜǘΣ ǇŜǊ ǘƻƴ ƻŦ ŦƻƻŘ ǇǊƻŘǳŎŜŘ όŎƻƳǇŀǊŜŘ ǘƻ нлмрύΦ

Water Management 20% of reduction in water consumption per ton of food produced  
(compared to 2018).

/ƭŜŀƴŜǊ 9ƴŜǊƎȅст҈ ƻŦ ŜƭŜŎǘǊƛŎƛǘȅ ǳǎŜŘ ƛƴ ƻǳǊ Ǉƭŀƴǘǎ ŦǊƻƳ ŎƭŜŀƴŜǊ ŀƴŘ ǊŜƴŜǿŀōƭŜ 
ǎƻǳǊŎŜǎΦ

Health and Safety 22% of reduction in the accident rate at our operations 
(compared to 2018).

Professional Development LƴŎǊŜŀǎŜ ōȅ мм҈Σ ǘƘŜ ƴǳƳōŜǊ ƻŦ ǘǊŀƛƴƛƴƎ ƘƻǳǊǎ ǇŜǊ ŜƳǇƭƻȅŜŜ  
όŎƻƳǇŀǊŜŘ ǘƻ нлмуύΦ

Volunteering 10% of employees participating in volunteering activities.

{ǳǎǘŀƛƴŀōƭŜ LƴƴƻǾŀǘƛƻƴ5ƻǳōƭŜ ǘƘŜ ǎŀƭŜǎ ƻŦ ǇǊƻŘǳŎǘǎ ƭŀǳƴŎƘŜŘ ǳƴŘŜǊ ǘƘŜ IŜŀƭǘƘ ŀƴŘ 
²ŜƭƭƴŜǎǎ  ǇƻǊǘŦƻƭƛƻϝ όŎƻƳǇŀǊŜŘ ǘƻ нлмфύΦ

Food Safety 100% of our plants with GFSI-endorsed certification (acquired 
as of 2018).

Nutritional Information CƻǊ ƳŀǊƪŜǘǎ ǿƛǘƘƻǳǘ ŀ ƭƻŎŀƭ ƳŀƴŘŀǘƻǊȅ ƭŀōŜƭƛƴƎ ǊŜƎǳƭŀǘƛƻƴ ŀǎ ƻŦ нлмуΥ  
фр҈ ƻŦ ǇŀŎƪŀƎŜŘ ǇǊƻŘǳŎǘǎ ǇƻǊǘŦƻƭƛƻ ǿƛǘƘ ƴǳǘǊƛǘƛƻƴŀƭ ŦŀŎǘǎ ƻƴ ƭŀōŜƭΦ

Responsible Sourcing 80% of purchases from suppliers with enhanced 
sustainability practices.

CƻƻŘ 5ƻƴŀǘƛƻƴǎ5ƻƴŀǘŜ нрΣллл ǘƻƴǎ ƻŦ ŦƻƻŘ όǎƛƴŎŜ нлмрύΦ

ENVIRONMENT

HEALTH AND NUTRITION

SHARED VALUE

²99[.9LbD

ACTION PILLARS COMMITMENTS 2025 GOAL & KPIS 2025 GOAL VS. 2024 RESULTS

100%

млл҈

фу҈

87%

100%

100%

млл҈

100%

100%

ут҈

млл҈
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ESG Scores

SIGMA
Value Chain 
Engagement

A- F

SIGMA
Water

A- F

SIGMA
Climate

A- F

SIGMA
Risk management 

score

SIGMA
CSA

0 - 100

Sigma Foods
CSA

0 - 100

Sigma Foods
MSCI

Above 
Industry Avg.

Current A B B 49.6 43* 41 BB

Industry 
average 25ô

C C C 40.2 24 25 BBB

*In review process
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Raw Materials

43



tƻǊƪ ƘŀƳ ǇǊƛŎŜ ƛƴ ¦Φ{Φ ŀƴŘ 9ǳǊƻǇŜ

tƻǊƪ IŀƳ tǊƛŎŜǎ ƛƴ ¦Φ{Φ π ¦{ Ϸκ[ō Pork Ham Prices in Europe - Eur/Kg

2.0

2.5

3.0

3.5

4.0

Jan Feb Mar Apr MayWǳƴWǳƭAug Sep Oct Nov Dec

2024 нлнр нлнс

44

0.3

0.4

0.5

0.6

0.7

0.8

0.9

1.0

1.1

1.2

1.3

1.4

1.5

1.6

Jan Feb Mar Apr May WǳƴWǳƭAug Sep Oct Nov Dec

2024 нлнрнлнс

Source: USDA



Poultry raw materials in the U.S.

Turkey Thigh - US $/Lb

Chicken (MSC) - US $/Lb Turkey (MST) - US $/Lb

Turkey Breast - US $/Lb

{ƻǳǊŎŜΥ ¦{! ς ¦{5! /ƘƛŎƪŜƴ π a{/Σ {ƻƳŜ {ƪƛƴΣ мрπнл҈ CŀǘΣ CǊŜǎƘΤ ¦{! ς ¦{5! ¢ǳǊƪŜȅ π a{¢Σ {ƻƳŜ ǎƪƛƴΣ ǳƴŘŜǊ нл҈ ŦŀǘΣ CǊŜǎƘΤ ¦{! ς ¦.5! ¢ǳǊƪŜȅ π .ǊŜŀǎǘΣ ¸ƻǳƴƎ ¢ƻƳΣ .ƻƴŜƭŜǎǎ ϧ {ƪƛƴƭŜǎǎΣ 
CǊŜǎƘΤ ¦{! ς ¦{5! ¢ǳǊƪŜȅ π ¢ƘƛƎƘ aŜŀǘΣ .ƻƴŜƭŜǎǎ ϧ {ƪƛƴƭŜǎǎΣ CǊŜǎƘ
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U.S. Dairy Raw Materials

Nonfat Dry Milk (NFDM) - US $/Lb

aƛƭƪ /ƭŀǎǎ LLL π ϷκŎǿǘ 
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/ǳǊǊŜƴŎȅ 9ȄŎƘŀƴƎŜ wŀǘŜǎ ς aƻƴǘƘƭȅ !ǾŜǊŀƎŜ

¦Φ{Φ 5ƻƭƭŀǊ ς aŜȄƛŎŀƴ tŜǎƻ U.S. Dollar - Euro
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Contact

Hernán F. Lozano  
V.P. of Investor Relations & Corporate Communications
IR@SigmaFoods.com

Cesar Gomez, CFA, CAIA
D.V.P. of Investor Relations 
IR@SigmaFoods.com

Carolina Alvear 
V.P. of Corporate Communications 
Communication@SigmaFoods.com
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