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Sigma among top branded packaged meat playersmng

USListed Peers

R

Revenue by categor2025

(US $ Billion) h i KS NBairy [l Packaged Meats 97@‘ Packaged Meatg Franks, lunchmeat

R
- bacon, sausagéhericoham,
: 1(5 g7 pepperoni, etc.
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Other - Prepared foodsplant-based
high-protein snacks, etc.

Smithfield (Hogimel) SW KraftHeinz
Foods
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Diversified business model Sigma

Geography Category { SAYSY
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Fdservic 149%

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




Leading brands portfolio

Brands Mexi
eXlICoO
1 >US $100M sales, each
BAR #1 Cooked meats
#1 Cheese
. #1 Yoghurt
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across all consumer segments

Top brand with annual saledJS $1B
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#1 Cheese and spreads
#1 Cooked meats
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I\/Iultlnatlonal production & distribution
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Production 66 o5 20 9 12
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Sigma Foods operates at a large scale Sigma

aroundthe world with our annual hotdog production . — to the moon with the distance covered annually by o
distribution fleet
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Revenue

Track record of continuous RIS Sigma
growth in the food industry
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Strong execution driving profitability growth Sigma

~

Comparable EBITDA /| 2YLIF NI} oftS 9. L¢5
{A3Yl C22R&US $Million) 6!'{ PO
M Sigma Alimentos
VN
/7%2/«;? C__8%CAGR >
1,037 1,001 ™ Z M J 567 1548
I I 1 I I I

2019 2020 2021 2022 2023 2024 2025 2026G 2019 2020 2021 2022 2023 2024 2025 2026G

Raw material cost
passthrough

Operating efficiencies
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CAPEX Dividends
(US $ Million) (US $ Million)
460 M D
Capacity
562 . V Expansions R

transformation
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* Sigma Foods 2025 ROIC: 17% | Sigfimentos 2024 ROIC: 16%
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FitchRatings ~ S&PGlobal -\ £

Ratings
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bSi 5S06i Net Leverage Ratio
6!'{ P aAttAzyo (NetDebt/EBITDA)
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o o Financie{wWyspiration:
Se gma Delicious Food . SITDA
for a Better Life H E 10 years

D N

% = Defend and grow our current sources of profitability
ukKS

NeW SOUrces High potential opportunities Global Categories
Of revenue near the core to scale

Strengthen the
organization

9 E LX 2
C dzu

902t S OF LI oAt AGASE @2LIBYKY YOSt GKS

Health through food Responsible protein
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Grow
the core

Topline growth
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Volume
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Defend and grow our current sources of profitability
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Sigma

Profitability
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Comparable EBITDA Contribution*
(US $ | %)

= EBITDA Margin (%)

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




New source High potential Df 20t /i S32NNeWa S
oIl =32 a10[=] Opportunities near the corg uz2 aol f S Dbusiness models g Flololads

Al SymBNIS C22Ras Mﬁl- ¥

A

A JI YAO |/ KSS54aS3
dz aSl

Q¢ 2R

5
zy" O
Al ABNR GSAY ayl O] %ﬁ
AC22R&SNIAOS /Kl-y;?

|
[

Sasane
aroject

14




New SOUrCeS  High potential opportunities
of revenue near the core
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Culture and select capabilities asmpetitive advantages

Peoplecentered

| dzf G dzNB Consumeicentric Innovation
Marketing (SigmalDEO design studio)
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Explore the . : , .
P | SHf UK GKNRdza T 2 Résponsible protein SW
Future Foods
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Leading position in
every region / category

Strong execution and
track record
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Attractive returns and
growth potential
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S Delicious Food
W for a Better Life
M T 1.9M

| 2 dzy (i NAT®rss of food*

100+ US $9.9B

Brands Revenue*

640K MM 4
Pointsof Sale / 2 YLJ® 9. K¢S F =

* Sigma Foods 2026 Guidance



Diversified Business Mode] by region

Revenue* (US $ M)

Cooked Meats
Dairy

Dry Meats
Others
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Share of Revenue by geography, category, and channel calculated on an LTM basis at the close of 2Q26
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Record 2Q Volume (+1%), Revenues (+6%), and Comparable EBITDA (+
YTD Comparable EBITDA of US $548 million on track to reach Guidan

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

aSEAO2 US
All-time high 2Q Volume, Revenues, and EBITDA 2Q26 EBITDA of US $52 million, up 12% vs 1Q26, driven by summerg4

Retail channels, Dairy, and Value Brands driving Volume gains seasonality

cquired Roger Woods Foods, #1 smoked sausage company in ti

In local currency, 2Q26 EBITDA was up 11%, supported by improve@ S Southeast

price-cost alignment

9 dzN2 LIS Latam
Comp. 2Q26 EBITDA +8% YoY, reaching highest 2Q Comp EBITDA since 2021

. . : 2. ANER g0 KHAE W 2SUASYHSdzRoM-R Ol |
Key milestones in Capacity Recovery Plan: advancedugtgmtocess of new S . A o
bacon lines at La Bureba and progress on the construction of the greenfi€id dz03 Ka SOdz0 A S |jdzt NI SN gA UK

plant in Valencia
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Easing Raw Consumer
Materials Prices Sentiment
Favorable Foreign Energy, Plastic &
Exchange Transportation

Costs
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Comparable EBITDA Contribution

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

+6% CAG !

590
567 548

9.

2019 2020 2021 2022

H N HO02024 2025 2026G

I EBITDA per ton (US $)— EBITDA Margin (%)

L¢5!1  LISNJI S

Foods

Comparable EBITDA Margin By Region
(%)
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Sigma Foods
M Sigma Alimentos

Mexico
(Ps. $ per Ton)

8,385 8,767

H 1 H 02024

2019 2020 2021 2022 2025 LTM2Q26

U.S.
(US $ per Ton)
Ol 567 gy

12.2 115

H N HO02024

2019 2020 2021 2022 2025 LTM2Q26

0:’r 2 "Fslgm'gé

Europe

(9 | wpereTon)
H (N 277
238

HNnHM2022 2023 2024 2025 LTM2Q26

2019 2020

Latam

US $ per Ton
( p )552

a8 %

8.2 8.6

H N HH2023 2024

2019 2020 2021 2025 LTM2Q26



Volume per region (k Tons)

Mexico
C+2%CAGR>

CHUCAGR) +
by dp 995

877

820 839 I880 o4

2019 2020 2021 2022 2023 2024 HAOHP
U.S.
SE +
356 opo

303

324 321 333 342

2019 2020 2021 2022 2023 2024 2025
- A

Sigma

9 dzNP LJS
I C3%CAGRS l
384 375 369
372
2019 HnNnHANO 2021 2022 2023 2024 2025
*CAGR excludes Italy operatiohs™(i )divested in 2023;
Latam
CHHCAGR> y
103 g og 103 104 109 110
H Mo 2020 2021 2022 2023 2024 2025
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Income Statement (LTM) US $M % of Revenue
Costs of Goods Sold (COGYS)
Revenue 9,634 100 (US $ Million) m Meat and Dairy Raw Materials
Cost of sal_es (6,645 (69) — m Dry Ingredients
Gross profit 2,98¢ 31 _
Operating expenses and others (2,173 (23) m Direct Labor
Operating income 817 8 I Trade Products
Financial cost, net (199 (2) 5 _
ackaging
Income before taxes 621 6
Income tax (243 (3) m Energy (Fuel, electricity, etc)
Net consolidated income 377 4 m Other

COGs:
AMeat and Dairy raw materiatsPork, Turkey, Chicken, Beef, Milk Class Ill, Block Cheddar Cheese, NFDM, etc.
ADry Ingredients; Seasonings and other naneat or dairy raw materials
ATrade Productg Product purchases distributed in the Traditional and Foodservice channels.
APackaging Plastic Film, Labels, Capsules, Bottles , Lids , etc. Hm Pork
ADirect Labox, Compensation directly related to food production.

- m Turkey
AEnergyc Fuel, Electricity , Gas, etc. .
AOthers ¢Depreciation, Maintenance, etc. m Chicken
SG&A: Beef
ASellingg Distribution, marketing, wages, sales commissions Dairy

AAdministrativeg Wages, rents, utilities
AGenerak; Other minor expenses

27




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

FH WA 3dz2NB Ay Of dzRSawm/ / { dzysAyR 2F ! { b

Sigma
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Investmentgrade ratings; no maturities until 2028 Sigma

5So00 tHMNMREKFALS
6!'{ P @aAfPIARIYDS S IINENA G &Y
730
: 98 650
|
|
' 541
— o nn
InvestmentGrade |
Ratings | 400
|
|
. . | 254
v/ FitchRatings | i
- | 143 145
v S&P Global | . o
Ratings |
IR 3 [

Cash* 12026 2027 2028 2029 2030 2031 2032 HN002034 X 2036 X 2044

v Moobpy’s
B vxN USD 9! w

29

*Does not include restricted cash
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Historical Dividends Slgmg

Sigma Foods Dividends

Corporate Transformation Pureplay food business

(US $ Million)

202 196
| NATURALES ‘
| .4
: z
|

124 119 S r
100 | 75 GRIEGO

|
:
I PROTEINA
| 76 0%
: DESLACTOSAD%'
] X2 \

2019 2020 2021 2022 HNMTHO 2024 : 2025 2026 '
|
|

{ SO2YR AyaulrttyYSyld 2F 5AOARSYR | LILINRPWOSR o0& { KI NBK:
30
Controllinginterest Dividends




-4
Capex & Acquisitions Strategic vs. Maintenance Sigma

362
293
17
245 0
223
186
121

| 30 | 102

2019 2020 2021 2022 2023 2024 2025

M Sigma Alimentos | Sigma Foods

2023 includes Los Altos and Mt. Pleasant plant acquisitions

460

248

212

2026G

Strategic

al AyiSyly

31



Continuous growth potential Sigma

2026 Guidance

Volume Revenue Comparable EBITDA Capex
(k tong (US $ Million) (US $ Million (US $ Milliop
1.826 1,863 9273 9600 9990 1001 MZAp 5100 460

362

+2% +4% +7% +5% +10% +27%
2025 2026G 2025 2026G 2026G* 2025 2026G 2026G* HIHDP 2026G
Neutral FX { LISOAFAO C- b S dzli NI Spedfic FX
@19.2 XMy dn TMmdpdH @18.0
MXN/USD a- bk! {5 a- bk! { BIXNJUSD

Long -Term Algorithm

Volume Revenue 9. L¢5! Capex
Low single digit Mid-to-high single digit WL SEEN SRR RY- | 3:5% of Revenues 20284



gFoods

Antonio Hernandez e W 2 R2f F2 wl Y/2
ahernandezv@actinver.com.mx voredesee rodolfo.ramos@bradescobbi.com
' yvI DFONRSTIAN Renata Cabral

ana.martinez.mosqueda@banorte.co renata.cabral@citi.com

Benjamin Theurer / ‘ wS 3 AFYNNR f f 2/
% BARCLAYS

benjamin.theurer@barclays.com rcarrillo@gbm.com
Mauricio Hernandez Alejandro Fuchs Felipe Ucros
BBVA .. @ . . Scotiabank.
mauricio.hernandez.1@bbva.com alejandro.fuchs@itaubba.com Felipe.Ucros@scotiabank.com
Fernando Olvera Pedro Baptista
folvera@bofa.com pbaptista@jefferies.com

CNRefly aSy/RS

froylan.mendez@jpmchase.com

Ricardo Alves

Ricardo.Alves@morganstanley.com

Ulises Argote

& Santander

uargote@santander.com.mx

(DO
™~ N




Top management with 21 years of average tenur@,gma

Foods

CEO

@wz BNAI2 C&N

{A3Yl /9h
a.! 2KIFNIz2y

3
y e B - 1
[ 7 .
2 75, \
/ T
L,
! 14
k. 3
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D e 4
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Y

Business Units

Eugenio Caballeroa Juan Ignacio Amat e Jesus Lobo @ Sergio Ramos @/ I N 2&a al f R2
CEO Mexico CEO Europe CEO USA CEO Latam / 9h C22R&aSNWBAOS

MBA Harvard MBA INSEADMsC MBA Cornell University MBA University of Texas a.! 2KIFNuI2Y
Industrial Engineer UPM at Austin

Central Functions
@ Roberto Olivares @ DNX 32 NR 2 @ BelatlizBafrén @ Alejandro Suarez e Daniel Alanis a Ana Maria Henao

CFQx Finance / ¢{ct SOKypy RIS CTCQ; Talent & Culture ClO¢ Information Technology CGO- Growth CMO¢ Marketing
MBA Duke {dzadl AylFoAft Alue \vBaIPADE Master in Operations Research MBA &Msc. University Business; EAFIT
a.! L¢o{a George Washington University of Michigan University.

34
Years in the company
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Sigma Foods Board of Directors Slgma
Foods
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Culture framework Slgma
Foods

Slgma Foods Fundamentals Essentialism & Alignment Achieve

better results and worHife balance by
intentionally choosing what really
matters.

Passion for Consume

Mindsets & Behaviorg Boost how we think,
act, and interact to achieve continuous
learning, assuming responsibility of

our impact and creating trust.

Talent Ownershig; Assuming responsibility
of our own growth and development, facing
challenges and taking advantage of
opportunities

Talent Ownership
- A
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Sustainabllity

PEOPLE PLANET

Supporting our » Preserving the
people and planet’s natural
communities resources

PARTNERS

Strengthening
QOur Value Chain

Sigma

39
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Materiality Analysis Slgma
Foods
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FOOD SAFETY AND QUALITY
Safe food production and distribution by eliminating risks and Committed to acting with integrity
implementing preventive controls. Adhering to our Global Code of Conduct
A Our plants are certified to meet the highest safety and quality
standards.
HEALTHY AND NUTRITIONAL FOOD CLIMATE OE
A J/2yGAydd tte £221 (G2 AYLNROS (KS AVdz®PRAUGARS IO AQRBRTARSA REY UAFZRIZy SHI €
LINE RdzO (i & @ SYGANRBYYSydlt Nrala § i
A CdzyOlGrz2ytt az2fddiazya (2 | RRNBaa AALBBRELOAYy d@NFTFAPASYRNE R AN RE VI B &
L By SR AY3INBRASYyGas FY2y3a 2iGKSN DKW ONBRNAB G A Oa o o 1. .
A wktAasS ¢ NBySaa | o2dzi Of AYFGS OK
SPSt az2fdzinzyao

| C9¢ . 32 9 ji.LLI9b

A tNRAR2NRGATS 2dzNJ SYLX 28SSaQ ¢St f
and emotional health.

A Facilities adapted to prevent accidents, and we provide ongoing A I 2
training through the Global 12 Best Practices Health and Safety a dz
Programs and the Total Productive Maintenance (TPM) program.

>

12 O2yaSNWBAYy3 61 GSNI Iy
N} OGAOSa GKIFIG YAYAY

40
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2025 Sustainability commitments progress Slﬂmf

ACTION PILLARS COMMITMENTS 2025GOAL &KPIS 2025 GOAL VS. 2024 RESULTS
D cimat ac Fo PIOREPRIL SV I ELEES AR LS, | niinpimiibminiiom,
C’ Climate Action (N} yALRNIFGA2Y FfSSG3s LISNA iRy 27 I NEE G2
m G Water Management 20% of reduction in water consumption per ton of food produced O e
(compared to 2018).
&1 v & & * 2T St SOGNARAOAGE dzaSR Ay 2 dzNJ LJfWR ys;zlc S
@ /€S ySNI oy SNEEE 2% ST NB,
€ Health and Safety 22% of reduction in the accident rate at our operations — 100% c
‘ (compared to 2018).
| - L[ ONBRE DS yaro SN 2T (W AYAY3 i ¢
~ Prof nal Development 4 o 9
m e ofessional Developme 563 YL e G 2 100%
e Volunteering 10% of employees participating in volunteering activities. — M 23271 c
P arisa 2T WneRwOlA (ool < -\
@ {dalbAytotsS Lg@[d%od;}“x LJzNJjﬁamsz 602YL}F NBR 2 ik
HEALTH AND NUTRITIC @ Food Safety 100% of our plants with GF&hdorsed certification (acquired — iy
as of 2018).
= it i C2NJ YFN)y Sda ¢gAdGK2dzi - f20lHn Wy YR Iga : T - ] Fa 27F
Nutritional Information @p 2F LI OLF 3SR LINBRdOGa LR NIT2E A L oodY y £+068
[ Responsible Sourcing 80% gf pu.r.chases from suppliers with enhanced T 100%
sustainability practices.
( C22R 52yl arzys2yHpSiaya 2F #2@R 6aAyoOS O

41




ESG Scores Sigma

a CDP SUSTAINALYTICS S&P Global M SC I ‘ - Y

SIGMA

Value Chain SIGMA SIGMA S|gma Foods

Engagement Climate Risk management CSA Sigma Foods

A-F A-F score

0-100 MSCI

Above v v v v v v
Industry Avg.
Current A B B 49.6 43* 41 BB
Industry C 40.2
average 256 C C : 24 25 BBB

*In review process

42







t 2 NJ

t 2 NJ

1.6 -
1.5 -
1.4 -
1.3 -
1.2 -
1.1 -
1.0 1
0.9 -
0.8 -
0.7
0.6 -
0.5 A
0.4

0.3

KI'Y LINAOS Ay ! of o |

Foods
| Y t ™R Odxa Ay | o{PRbrk Ham Prices in Europ&ur/Kg
4.0 -
3.5 A
" _\—/' B A\‘\\
)t _\N
2.0
Jan Feb Mar Apr May WdzyWdz&ug Sep Oct Nov Dec Jan Feb Mar Apr May WdzyWdzAug Sep Oct Nov Dec
2024 == H T H=P=H N H C 2024 == H N H"P~H NHC
44

Source USDA



Poultry raw materials in the U.S. Slgma
Foods

Turkey Breast us $Lb Turkey Thigh us $Lb
8 - 4 -
6 —\ 3 A
4 - 2 f— K
2 _/ 1 -
0 ~ 0 — — —
WI yFeb Mar Apr May Jun Jul ! dzd S lOct Nov Dec WI yC S dMar Apr May Jun Jul Aug { S Ll O iNov Dec
2024 = 2025 — 2026 2024 = 2025 — 2026
Chicken (MSCG)Us $Lb Turkey (MST)US $Lb
0.40 - 1.0 -
0.35 - 0.8 - —
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. Lozano
Investor Relations & Corporate Communications
D 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

48



	Event Presentation
	Slide 1
	Slide 2: Disclaimer
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18

	Appendix
	Slide 19: Appendix
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43: Raw Materials
	Slide 44
	Slide 45
	Slide 46
	Slide 47
	Slide 48: Contact


