


The statements conftained in this document related to the
management's views on the business of M. Dias Branco are
merely trends and, as such, are based exclusively on
management's perspective on the continuity of past and present
actions, based on facts that have already occurred. These frends
do not constitute projections or estimates, and may be substantially
altered by changes in market conditions, the performance of the

Braziliaon economy, the sector and international markets.
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‘ Opening

Geraldo Luciano
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‘ Ten years of stirong growth, investments and consistent
results
Net Revenue (RS billion) Sales Volume (in thousand tons) EBITDA (RS million)
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... With growth of our presence in the cookies and
crackers and pasta markets

Cookies and Crackers - Brazil Market Pasta - Brazil Market Share Volume
Share Volume

.Qo
e Q
Q >
L2 S
34.6%
19.8%

2008 3Q18 2008 3Q18
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...and an attractive investment to shareholders

Market Cap (RS billion) Dividend and 10C (RS)

™
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14.0 X
190
22 52

12/31/08 12/03/18 2008 2017



What brought us here?
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A portfolio of strong, recognized and admired brands both regionally

and nationally
19 brands
/PTARN W ¥ i

(isabela R g;ﬂ@ gﬁ C@

Estrela Pretaggic,

7 brands with annual gross revenue > RS 500 MM




Brands that occupy multiple price points

Cookies and
Crackers

Market Volume

(%0)

e

NEE

Nielsen Price

Index
Jan to Aug 2018

WL L i

95% —

i |

13 brands of
M. Dias

- 54

Pasta

Market
Volume(%)
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Nielsen Price

Index
Jan to Aug 2018

6% 1| 15

91%—

3% —

14 brands of
M. Dias

— 58
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Southeast

e e e e e e

A GBI T B

16% 11% 6% 4% 2% 40%

-- II S
l

60% acquired brands
Nota: Gross Revenue excluding discounts
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Robust infrastructure and high level of vertical integration

- ’

Verticalization Wheat Flour Verticalization Vegetable Fat
(% total consumption) (% total consumption)
.Qo
o
X Q-
% 9
2008 3Q18

2008 3Q18 12
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Disciplined execution and diversified client mix

Client Mix-3Q18

Small Retail Wholesale Key Account
127.2% PENLE and Regional

Chains [21.7% Distributors
15.2%

Others

11.7%

Note: % of Gross Revenue excluding discounts
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Constant Evolution of Corporate Governance

Board of Directors with
50% independent

members

Governance

Sucession plan for
non-statutory
executive officers

Ethics committee and
Ethics channel

14



‘ Solid financial situation

Stable Perspective

National Rating of Long Term
“Fitch Ratings” | November 6 of 2018
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‘ What is our ambition?

A Food
Company with
foreign

presence

&

16



‘ Marketing

Martim lbrahim
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The 3 Marketing Beliefs

Brand
Management
Processes

The
consumer is
the key
decision
maker

MARKETING
(MDB)

18



I The Consumer is the Key Decision maker

Which packaging is the best?

Teste de embalagem — Regular | Intencdo de Compra

Novamente, a embalagem do conceito 2 € a que possui maior intecdo de compra.

Intengdo de Compra

Total da Amostra Atual Conceito

Mulheres + 35 anos

i

[ Die Erarnco—

BELIEFS

ito 1 Conceito2 Atual Conceito 1 Conceito 2
(B] C) @) B )
Gosto Muito e ® ©
21% 23% 7B 22% 26% A
uGosto 9% k3
(] L]
- Will this move strengthen the
desgosto
mN&o Gosto c
29% c 29%
29% c
mNzo Gosto Nada 20% i 21%
_ BNt pc | et gt

| 29@%EC A%, %%

brand?

Jovens 18 a 24 anos
Atual Conceito 1

Conceito 2
A (8 {So
- -
Escuzeto TR Escuzeto” 2%

Atual Conceito1 Conceito2

AVALIACAO VIDEO ROCK | ATRIBUTOS DE CONCORDANCIA

A propaganda € vista como divertida, interessante, da vontade de comer e torna Treloso mais moderno / atual.
Base amostra: 400/ Mutheres + de 35 anos: 200 / Jovens consumidores: 200

P40) O quant essa © seu intereese sm GOMPRAR o biscoito Escureto? / P43) O quanto sssa embalagem daspests 0 seu inferssse em GOMPRAR o biscoito
P48) O quantn esca embalagem dsperts o seu inferesoe em GOMPRAR  bisooifo Escureto? (RL)

("

Escursto? (RU) /
Teste estatistico com 33% de confia

£ UMA PROPAGANDA DIVERTIDA
TOTAL PERNAMBUCO  DEMAIS
llustrative images roozom oo _oix _oox

E UMA PROPAGANDA INTERESSANTE
TOTAL PERNAMBUCO DEMAIS

Top 2 Box 82% 79% 84%
‘Concordo ‘Concordo
totaimente totalments
aConcordo | 48% 43% 23% pltdmente  35% 35% 35%
Indiferente
mDiscordc

Indiferente
mDiscordo
mDiscorde

Is this a good product name?... S —— — -

A PROPAGANDA TORNA O BISCOITO TRELOSO MAIS

MODERNO / ATUAL
Top 2 Box 77% 2% 79% ‘ Top 2 Box 74% 68% 77%
Concordo Concordo
totaimente totaimente
loiments  33% 35% 34% | lotaimente 32% 33% 32%
(] L] [ ] Indiferente Indiferente -
Whic ran ophon is best for oz -
mDiscordo 18% 22% 16% m Discordo 21% 28% 18%
totaimente
thi duct? : L
IS Neéw Proauct:

Base: 300 (Tota) / 105 (Entrevistados Pemambuco

2doz des demais localidades)

P27) © quant vocé concorda com as frases abaixo sobre essa propaganda? (RU)

lllustrative images
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‘ Brand Management Processes BELIEFS

Brand positioning and contact points with
the consumer

Strategic action areas (matrix P1 and P2)

MDB 360° Platform (communication and activation of POS)
aligned with brand positioning and brand sales goals

Opportunites to expand brand line
(Brand Fit MDB)

Opportunites for market share
(Algoritmo MDB)

Sales and Marketing Plan based on brand
expansion strategy

20
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Sales Alignment BELIEFS

Sales&marketing



‘ Marketing Landmarks
Strategic MDB 2016-2021 Marketing Plan

2016/2017

Alignment Guidelines:
, ! Focus: Sales and Brand
Strengthening
People Lean and Productive Structure

Position construction of each
y brand and initiallexecution phase
0
Standardized Strategic Brand
Strategy ManagementiModel

o MDBIS60° RoUTIneE

Marketing Agency Restructuring

Operations
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‘ Brand Management Processes

Brand positioning and contact points
with the consumer

v

23
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Brand Positioning

A/ gkzegmeo——

Why do we invest time and resources to define the
POSITIONING of our brandse

. touch branding

Well-defined :
Positioni Consistency and Strong Brands
osifioning Optimization
PILARES DE POSICIONAMENTO 1
- s gt s i i " @ | Lembradase P:::\]ui?: :e referéncia
Consistency in consumer if—\: Preferidas o imagem de Marca
contact points:
' ) communication, packaging, "7 | Relevantes no  Market share
social networks, etc. gy - | Mercado Share Valor)
B

illustrative Images
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PILARES DE POSICIONAMENTO

Observador
Magico/ Revelador
Otimista

Ingredientes culdadosamente seleclonados
Produtos feltos com a parte nobre do trigo/
Ingredientes nobres

Moinhos proprios

Produtos apetitosos: consisténcia
perfelta e aparéncia Irresistivel

Mulheres, maes, de 25 a 40 anos, classes ABC, que tem
uma rotina corrida, mas desejam aproveltar os
detalhes do dia a dia para delxar a vida mals especlal.

Massa
Familia

“Tradicao”

A vida acontece nos detalhes

Adria acredita que os verdadelros prazeres se
encontram nos detalhes da rotina.

Inspiracdo para tornar a rotina mails prazerosa

O piloto automatico faz com que o dla a dia fique
mecanico, mas € nele que estao escondidos

(latentes) os verdadelros prazeres.

Outras marcas que atuam nas categorias
de massas, biscoitos e torradas:
Petybom, Renata, Piraqué, Marilan,
Bauducco, etc.

25



Packaging Revitalization

Previous
Packaging

Current
Packaging

26



Packaging Revitalization

Previous

7
i
' E——— 5

Current
Packaging
| T

27



Packaging Revitalization

Previous
Packaging

7

A/ Diizs Eranco—

Current
Packaging

28



Packaging Revitalization

Previous Current
Packaging Packaging

[ vnARﬂﬂ'
—

)

VITARELIA
\

Maizen®

tradicional '

29
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‘ Brand Management Processes

MDB 360° Platform (communication and activation of POS)

Strategic action areas (matrix P1 and P2)
z aligned with brand positioning and brand sales goals

Opportunites to expand brand line
(Brand Fit MDB)

Opportunites for market share
(Algoritmo MDB)

M Q Sales and Marketing Plan based on brand

expansion strategy




A/ Diizs Eranco—

Geographical map of areas where we operate

(categories x states x priorities)

High/Medium
Relevance

Low Relevance

Do not operate

‘ GEOGRAPHIC STRATEGY FINNA

EEEEEEEEEEEEEEEEE

TEE I - S | - | B 1 I oe = e
-am_mmmE:mmmmmmmmmmmmmm-mmmmmmnmm
— _ e,

GEOGRAPHIC STRATEGY VITARELLA

EEEEEEEE

GEOGRAPHIC STRATEGY ADRIA

= HEEEE [ ||
: HNEEEEEEEEEEEEEEEEEEEEEEEEEE

rrrrrrr

illustrative Images
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Communication and activation plan at our points of

Traditional
Media

External Media

Social Media

Points of Sale

32




ADRIA

"AVIDAACONTECE NOS DETALHES"
30"

ONLINE
01.11.2017

.nhova
fims
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‘ Social Media

11:22

Facebook

ADRIA

AVIDA

Adria o

@adriaalimentos

its

Curtir Seguir Mensagem

< 100% (=) 4

@& facebook.com

adriaalimentos

Abrir no app Facebook

Video &

477 visualizagdes - Curtido por erikgalardi

adriaalimentos Melhor do que preparar uma
receita com macarrdo Adria é descobrir que

ele fica sempre soltinho. Adria cuida de cada
ingrediente para vocé curtir cada detalhe.

Ver todos os 3 comentarios
HA 6 DIAS - VER TRADUGAO

n Q H O 2L

11:18 < 100% () 4




7

Communication and activation plan at our points of sales

Traditional
Media

External Media Social Media Points of Sale

36



Merchandising material aligned with
brand positioning

Activation calendar in all categories

37



Opportunity for Product Line Expansions
Adria Plus Life — Functional World

Starting from this study it's very clear that checked
packages can be divided in three groups:

\L Thg one that don't has potential to launch

—

-3
Tl

A/@E@%w—

38
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‘ Opportunity for Product Line Expansions
360° Platform

360°
Platform
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Share Volume

Pluslife NN Total Cookies

Brazil (Retail + Cash)

SHARE VOLUME

i oo o0 o0 ®
@@@@ 38 37

1.6
o 08

jun/17  jul/17 aug/17 sep/17 oct/17 nov/17 dec/17 jan/18 feb/18 mar/18 apr/18 may/18 jun/18 jul/18 aug/18 sep/18 oct/18

40

Fonte: Nielsen, Retail 2.0
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‘ Volume Algorithm

Criteria for Algorithm Creation

CRITERIA CR|TER|AW.
nielsen

-y
--------- e

Historical

M. Dias + + + + Sales Volume ’

Number of Product
Competitors L + Segmentation %AL RITHM

Strategy I
]

Share Volume

SALES PLAN

Market Size + + 4+ + Brand

Architecture

DROP RISE
Regional

Commercial
Market Behavior -|- -|- -|- -|- Strategies

41



Volume Algorithm
Case: Grano Duro*

CRITERIA
| N
[ |
Northeast 1
SHARE SHARE
MARKET VOLUME Ne GROWTH PROJECTED
GROWTH MDB YTD COMPETITORS ALGORITHM
VOLUME
2018
co 6% 9.0% 4 149%  22.5%
NE1 10% 15.4% 3 10% 16.9%
NE2 4% 7.1% 4 28% 9.1%
SUDESTE 7% 9.2% 5 26% 11.6%
suL 3% 4.0% 3 33% 5.3%
;g;;‘h 7% 8.5% 5 35% 11.5%

* National and Strategic Product

42
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The Strength of the Adria Brand

It is a brand that

Emoiona
» s cares with details :

Sofistication

It is a innovator brand that
launches constantly new

products - 2017

- PN

Worth its price m
e o

— 2016

43



Brand Evolution
Key Indicators

Total Cokles

=
Share Volume Share Vc:lor
i 4.4 o
4 o] | ..
Southeast (Retail +

2015 2016
Cash) 2015 2016 2017 2018 (YTD)

Share Volume Share Valor
0.3
0.1 :
: 0.1
o o o Ml o o wem
Northeast (rRetail + 2015 2016 2017 2018 (YTD) 2015 2016 2017 2018 (YTD)
Cash)

Source: Nielsen, Retail 2.0

44
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Brand Evolution
Key Indicators

Share Volume

12.1 131 144

8 --
2

Southeast (Retail + 2015 2016 2017 2018 (YTD)

Cash)
Share Volume

!E 0.1 0.1 0.1 0.1
2

2015 2016 2017 018 (YTD)

&

Northeast (Retail +
Cash)

Source: Nielsen, Retail 2.0

Total quia

Share Valor

10

2015 20 018 (YTD)

Share Valor
- il

2015 2016 018 (YTD)

45



‘ Marketing Landmarks
Strategic MDB 2016-2021 Marketing Plan

2016/2017 2018

Alignment Guidelines:

Focus: Sales and Brand Evolution Guidelines:

,l Strengthening Brand Business Owners
People Lean and Productive Structure Iniegraisi'ﬁgp:r:::g;n e

Position construction of each .
g brand and initiallexecution phase Execu!|f>n :
0 Brand Positioning
Standardized Strategic Brand 2017-2021
Strategy ManagementiModel

o MDB 360° Routine MDB 360° Routine
o Restructuring of Restructuring of
¢ Marketing Agency Marketing Agency

Operations

46
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Higher wheat costs Consumer inflation Flat consumption

in 2018
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‘ 1st Pricing Action
Quadrant Matrix

+
AN

Share volume

Portfolio &B % &B Champions %
Opportunity to maximize Monitor market
profitability without affecting fluctuations
Volume
Strategic Launches $ || Complexes $P
Grow in volume to Products with high variability
consolidate the product and/or capacity problems

Sales in Volume

>+

48
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‘ 1st Pricing Action
Movementsin 3Q18

Movements in the Cookies Market

Brazil (%)
5.30%

Total Cookies
Cracker 6.87%
Maria/maisena 6.09%
Filled Cookies 4.50%

4.48%
Cookies 2.31%
Crackers 2.58%

Dry and Sweet 2.58%

@ Total Cookies
(Brazil) ADRIA

Movements in the Cookies Market
by Region (%)

Northeast 1

49



2nd Action
Efficient Marketing Execution Platform

O
(¥

0
©

00 LR R CECRARY R TREED TR CCCRCTR i
O YRR A TTEe TRy eI T
(0] ARCCEREIE CECTIREUTES LELTRTCERED IRCOTIRTE] CCTRECE COTTRUTRRS L
(0] RRTTERETAY [ERTYRTITEY OTTRTTCRRY ARTUTCREIY RTTTRERE CATERCITLRS [N

0

00 [EREELCRER] XX CETTROLARY R TEREED R TTRTR CCCRCTIR i
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1H2018

Sales Volume Support and Brand Memory

Volumes

“Detalhes que te Fazem Sorrir” Sales Promotion Sales [ Srand ]
Memory

pROMOCS,

.~ ADRIA

QUE TE FAZEM
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1H2018

Sales Volume Support and Brand Memory

Sales
Volumes

Brand
Memory

“Detalhes que te Fazem Sorrir” Sales Promotion

PROMOC/io

_ ~ADRIA
/
\‘J Detathes

~""Q\ \“ QUE TE FAZEM

g,

o W

www.promoadria.com.br
adriaalimentos 1 G &

52



2H2018

Sales Volume Support and Brand Memory

Rodrigo Faro Sales Promotion

PROMOCAO
ADRIA|

DETALHES
DIFERENGA
¢

SMEST™
o

PREMIOS

L =10MIL S

&

ADRIA

20 Agosto - 30 Setembro

POST LINK

SR8 Maizena b
PROMOCAQ =&
(RDRIA

DETALHES.

SP &RJ

IMPACTOS: 1.115.411
LINK CLICKS: 0.747
CADASTROS: 1.871 Comentarlos: 200

Curtldas: 4.022

R$ 1,25 5
CE i Compartilhamentos: 552

RS 6,50
CPCadastro

COMPRE

1 TORRADA
3 produtos ADRIA
CADASTRE-SE

En <al pale
WhatsApp (@ 11953440866
ou pelo site WWW.PROMOADRIA.COM.BR

E CONCORRA

COMPRE + 1 TORRADA
E AUMENTE SUAS CHANCES DE GANHAR

OMPRE 1 TORRADA
3 prodetes ADRIA

Sales
Volumes
Support

Brand
Memory




2H2018

Sales Volume Support and Brand Memory

“Compre e Ganhe” [
Promotion - Toast

A

“Compre e Ganhe” Promotion - Cookies

O™ AM'
LiE .EE:EI,?%A

Compre
3 cookiese

GANHE

1 INGRESSO




Opportunity for Product Line Expansions
Plugados — Mundo Infantil

New Brand
Products Memory

TINIONS
+

ADRIA

55
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‘Opportunity for Product Line Expansions |
Plugados — Mundo Infantil 1L &

New Brand
Products Memory

56



IRRESISTIVEL

PARA TODA HORA.
~ EXPERIMENTE!
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‘ Marketing 360° Plaiform Efficiency
Delicitd

360°
Platform
\

: >
S~ "’/
A4

58
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Delicita I
18/07/2018 e



Market Results
Share Volume - Delicitd Pernambuco

New Brand
Products Memory

Share Volume Pernambuco | Salted Cookies and Crackers 12 months

29.8
27.9 27.3
— %8 223 oo 258 s 228 239
: 19.1
17. 17> _—"28 J17——194
20.2 19.7
8.5 16.9
6.3 6.9 7.4 '
nov/17 dec/17 jan/18 feb/18 mar/18 apr/18 may/18 jun/18 jul/18 aug/18 sep/18 oct/18
VITARELLA ===Competitor A
19.4 2ty

B
e

o —

Vo) = - 10-3
Vi

Competitor A Competitor B

Source: Nielsen, Retail 2.0
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Marketing 360° Platform Efficiency il
Delicitd IL

New
Products

Competitor A

Knows he brand Y E—
Considers the brand 1% - 25 63%

Purchased (last 3 months) 53% 60%
Frequently purchases the brand 65% 53%
Prefers the brand 36% 1 13%
Rejection 3%

Source: Ipsos

61




O Delicita

;;';./o”
VI ITARELLA

¢ BISCOO DOCE..
i 450g/NgtW§.‘1“5.suz

Chegou o Delicita Cristal.
Umdoce lancamento
da Vitarella.
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‘ Delicita Cristal 1
Launching [ ow ][ — ]

Products

CONSUMER CLIENT GROUP OF CONSUMERS

-




... We continue with the packaging revitalization

Previous Current
Packaging Packaging

64



‘ ... We continue with the packaging revitalization

Previous Current
Packaging Packaging

65
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‘Markeﬁng Landmarks
2016-2021 Marketing Strategic Project

2018 2019/2021

Alignmzni Suidlines Evolution Guidelines:
, ! 7953 Iz cm.d 3rciid Brand Business Owners
Strengthening
Peopl : Integrated expert'team with a o 0
ple Lean and Productive Structure brand strategy Digital Protagonism

Position construction of each
g brand and initiallexecution phase Execution Brand Positioning
o

2016/2017

Standardized Strategic Brand 2017-2021
Strategy ManagementiModel
o MDB 360° Routine MDB 360° Routine

MDB 360° Routine

Restructuring of Restructuring of
Marketing Agency

Marketing Agency

Operations

66






Time spent on digital
screens: 68%

Younger individuals spend
larger amounts of time on
digital screens: 74%

All age groups are
connected to digital
devices.

Source: Kantar

Time Spent on Devices and Media

68% of time spent in Digital Screens

Brazil 16-24 25-34

11,6 12,1 .3

Total time spent on devices
and media (hrs/day)

Share of time
on devices (%)

Share of time
on media (%)

ICANTAR

&

l/@megmw——
Digital Media Consumption is a Reality in Brazil

35-44
1,1

Kantar THS — Connected Life 2017-18

45-54

1.2

mTablet

EmPC/Laptop

HNewspaper

m Radio

68
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‘ Why we Believe?

In Summary...
Why are we investing in the Digital front?

—~ g ‘

"\ SEGMENTATION PRECISION ot

((*Kk
/

N—— ROI g

> N / 699\ \

( \ POSITIONING MATERIALS (

|
\ / \

~ \_’/

-

( —mie REAL TIME INDICATOR
e

N_ 7

S~
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What are our main work fronts?

Online Communication

Proprietary measurement
tools and results

Digital Intelligence
via Consumer

Disruptive Projects

71
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Online Communication

. ¥V PREMIADA

ORTALEZA

@p\roque

PARTICIPAR

__
Y DicBeance—

pROMOg&o CADASTRE-SE:
ADRIA v
\ COMPRE i y -
DETALHES S e ~ T —
, o s el

R E CONCORRA e DOUNILL
DIFERENQA
“'

COMPRE

5 recheados Treloso

CADASTRE
o cupom fiscal no site
WWW.TRELOSOTUBERS.COM.BR

¢ PARTICIPE! @

Investment in digital media accounted for 43% of total
communication investments in the second semester

PROMOCAO |

Vi DE|

T 1 KITYOUTUBER
- sovaan TR

=
CONCORRAY
= v
S

1 n:pum
coMOLUCCASN E“‘

il
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Competitive Advantanges

Gauge

| Al web site Data (Finna)

=

Bounce Rate (Avg)
82.62%

T

Novas Sessdes Tempo no site (Avg)

Pageviews (Avg)
84.73% 0m:59s
0ssw A .

1.52
FEU

Seasbes por Hordrio (30dies)

® Hora

Each Dashboard shows a real
fime view of the data, which
enables fast and efficient
decision making.

illustrative image 73




Competitive Advantages

Postmetria

Kmstrﬂeszi

s
z8

¥ va Analise geral

Fortaleza

Comentarios analisados

Social NPS por Fonte

Social NPS Bottom Up

Social NPS de Produtos

Andlise SWOT

a Pestal B Critca
priliseres Qualidade
Insights
Consultoria Posts de usudrios

Entregas Disponiveis

Comentdrios m Social NPS por

analisados Fonte

Social NPS Bottom ‘ ‘ ” Social NPS de
Produtos

postmetria

R IN

Each Dashboard shows a real
fime view of the data, which
enables fast and efficient
decision making.

&postmetl’ia B2 Massas e Biscoitos -

Tabela de Analise Quali-Quant

« Voltar para Isabela

17 posts encontrados @ | @ Adicionar filtro

-- T

Posso cadastrar 56 bolachas?

n
-

A casa é tio grande téo vazia g da eco

Toons Biscoitos Dos Personagens Dos Desenhos Animados
Chaves & Chapolin Colorado Chapolin Colorado Em
Desenho Animado Chaves Em Desenho Animado De
Sabores Uvas Aromas Cerejas Laranjas Chocolates Brancos
Limdes Morangos & Chocolates Embalagens Dos Biscoitos
Chaves Quico Pépis Nhonho Paty Gondinez Dona Flarinda
Gléria Dona Clotilde Seu Madruga Jaiminho O Carteiro
Malicha Doutor Chapatin Seu Barriga & Chapolin Colorado

mn
-

Transferindo dados I

=

@& Novo grafico  Periodo da analise  23/10/2018 - 23/11/2018 ]

Termos mais frequentes

clubedatv
b1sco1t0

multishow

colorado

illustrative image
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Digital Intelligence with Consumers

A% 9/4&98@24&0——

@ MINDMINERS‘

IN GENERAL , THE PARTS PRESENTED MEDIUM HIGH RANGE IN FORTALEZA AND SALVADOR AND MEDIUM LOW
IN RECIFE. THE ACTION IN THE POINT OF SALE THAT STAND OUT, PRESENTED IN FOR AND SAL RESULTS ABOVE

OF OBSERVED

m:mn::m—'x—

[::= IE’:&E!’ l"ll'l'lii « 30
[T T ll 2

PO — o

Rec Bench.

36 36

Ry Cpup——

35 37

||“

Rec Bench.

26 30

Rec Bench.

Bas=: FOR-200/SAL-200/ REC -200

29 31
11 s

For Sal

31 31 g5
I
F

Sal Rec Bench.

comencid na teevisao aizuma vex? / RPS. VocE j3viu 2izum destes posts em 2iguma rads 5003 3zuma ve? / TP7. VOCE ja vu 2iguma destas 20085 no ponto de venda alguma vez?/ TPS

Rec Bench. :

75




—

‘ Disruptive Projects

ViEWMgﬁsyREMENT HOW T, b "S55 %%
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‘ Disruptive Projects

—— sanxeoapp: CLUBE TRELOSO

" g Baixarna l OISPONIVEL NO
’ s ;\pp Store || P Google Play
{ .




(@ piraqué



What are we doing?
Choosing the best partners to build and strengthen the brand

lew'lara TBWA

The Disruption®
Company

Communication

Branding
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Packaging Revitalization

Previous
Packagings

3
@ piraqué

maizena’ B
Peso Liquida 2009 )

Current
Packagings

11 Hn

ill plroque

S
o S /’f‘
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‘ Brand Architecture Project
categories x states x priority

nnnnnn

H I g h / M e d lum PIRAQUE GEOGRAPHICAL STRATEGY @piraqué
Relevance

uuuuuuuuuu

Go [ oF [ we [ ar | ce
|_I
(p3l
3

Binsi

Bincai

Low Relevance

Biassi

Bacsi

&) Do not operate

illustrative image
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Origin in Rio de

Top of mind in

Childhood memory

A% 9/‘&&’8@2400——

lonic Packaging

~Re<?|p.es . Janeiro Rio de Janeiro At the lunch break children Designed by Lygia
The ?ao I._mz biscuit and The same factory for 65 Pape, they have the
iconic products years aesthetic language of
the period
@ A
@‘ @@o @ 5‘9
[oee) ﬂ
Zmfl
Nationalize the Rejuvenate the Sustain the
Piraqué brand brand Growth Categories Core premium price

Today its strength is
concentrated in Rio de
Janeiro

There is an aging brand
awareness. They need to
reconnect with the
young audience.

Without compromising
product integrity and
profitability.

Focus on the core categories,
eliminating the secondary
categories and entering

tactical categories (Ex: toast).

Tier premium da
categoria de biscoitos,
ocupada por Adria e
Bauducco.

Brand pillars:
Historical
Roots

Business
Objectives
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‘ Branding

Greater efficiency for national roll out

@ Leverage the strong equity of the Piraqué brand
PlRAQUE ............................................................................................

MASTERBRAND The "what" defined embraces the whole portfolio
New positioning

Pyramid of Equity of the Piraqué Brand by Square of relevant
brand in

v Rio de Janeiro Sio Paulo Belo Horizonte different cities

S Trust and different

S 25% 3% 4% °

-g Would recommend l scenarlos.

©

g)_.) Purchased i *

_§ Knows stimulated / /

O Top TopofMind

STRENGTHEN CONSTRUCT
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: 7.5 A DE |

“Vd de Piraqué” Sales Promotion
POS Products

Concorra a: _&
Y DiscBranco—
Cartdes
de até
Todos os dias Bikes

CD:' elétricas

Toda semana

cD:

ISLE TOPS

E no final

o grande prémio
1 carro J 7

Egpwgzgég
VA DE

@p‘\roqvé

PROMOCAO

FINE PAPER

®p\\'0que
oo

- Vel&) TAKE ONE

Concorra a:

AO /A e : 'T§i;—
PROMOC e = Cartoes T lB{kes ‘? QD Og;:::;a;m | ‘/9'"
VADE ‘ e iV L) Com

A ] Todososdas . AR Okm | E W
) | » e\ <) = J y
V ALY\ 8 =/ :

R R R
| vadepiraque.com.br |
\ ‘
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“Vd de Piraqué” Sales Promotion
POS Application

pn?iocw j ®p' g ‘
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‘ Marketing Landmarks
2016-2021 Marketing Strategic Project

2018 2019/2021

Alignmzni Suidlines Evolution Guidelines:
, ! 7953 Iz cm.d 3rciid Brand Business Owners
Strengthening
Peopl : Integrated expert'team with a o 0
ple Lean and Productive Structure brand strategy Digital Protagonism

Position construction of each
g brand and initiallexecution phase Execution Brand Positioning
o

2016/2017

Standardized Strategic Brand 2017-2021
Strategy ManagementiModel
o MDB 360° Routine MDB 360° Routine

MDB 360° Routine

Restructuring of Restructuring of
Marketing Agency

Marketing Agency

Operations
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Key Focuses 2019/2020

v' Maintain disciplines in the brand
building and positioning process

v’ Advance in the quality of the
pricing process

v Increase marketing investments
in “aftack” areas

v' Master the digital
communication environment

v' Maintain process of building
marketing intelligence (consumer
knowledge, detailed ROI of
campaigns, etc.)

88



Maintain discipline in the process of building
branding positioning

Share Volume
39 4 42 44

Sudeste( --
Varejo +
Cash) 20152016 2017 2018

(YTD)

CONSUMER
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More sofisticated Pricing

Marca Share_grupo Preco Elast

1 VITARELLA Cracker 37% 7.08 -0.56
2 ESTRELA Cracker 11% 5.53 -0.51
3 FORTALEZA Cracker 11% 157 -0.69
PERNAMBUGO, Cracker
4 PILAR Cracker 10% 6.65 -0.61 i
20- 5 PREMIUM Cracker 8% 6.21 -0.58

Z15- !
5 ® Preco Atal
o

[ [ [ ® Preco Tendéngia LP
¢ o o
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Marketing Intelligence

Snapcard

Challenge: Measure the Return on
Investment from Marketing

Campaigns in Retail Sales

Solution: OPTI' Advance Pilot for
Adria Biscuits Campaign

Note!: Offline Purchase Tracking Insight

PROMOCAQ
ADRIA

DETALHES

gue fozem a —

DIFERENCA

Ly
0%

<
CUPONS

CADASTRE-SE:

¥ e aTu
whalizpp @
Wy

COMPRE
1 TORRADA

3produtos ADRIA
ECONCORRA

| COMPRE+ 1 TORRADA
e‘l o F e EAUMENTE SUAS CHANCES DE GANHAR,

L

" @OF =
o o

o°° MES
«
CUPONS

\‘l
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Marketing Intelligence
Snapcard

1- Snapcart users access in- 2- Images of the pieces
app search

ol TELKOMSEL UTE

Pesquisa

e
]S AP EEIC

1748

snapcart

Main Sekarang

@ s0% .

Q

o D

TIAISITILIC

167.875 ‘

(video and ads) were
presented hiding the mark

Aqui estao algumas imagens da
propaganda. Nés vamos fazer
algumas perguntas sobre ela a
seguir. Por favor, AGUARDE A
IMAGEM CARREGAR.

yaﬁé/;éo—

3- Then user answered questions of choice if he had seen
the ad, where and a question for him to write which brand

Onde vocé viu a
propaganda?

0 Midia impressa (revistas,
jornais, etc.)

" Promogdes em loja
O v

Facebook
Instagram
Youtube

|| QOutros

De qual marca sao as
propagandas?

Digite sua resposta aqui
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‘ Marketing Intelligence
Snapcard

 Key Metrics | Where They Saw ' Equity Analysis
| Media spend 2,000,000 : 2 / [ Trust
| Click through rate NA . J LA ¢
impressions " TR, | e I
Reach 78917218 3 \ | notaxoses |GG :
Who Saw o 1+ 2 3 4 5
! [
Expased Total 5
Product Superiority
o oo I 35.% NN 35 5%
eove NGNS » - ] 1 0
15-24 [ 17 6% N 18.5% ! ' 0 1 2 3 1 s
25« I 7 I
— |
S TR E Consideration
o Mo mar crooses I >
Exposed Total
Mare tnan 155000 | 10,7% | L /
‘ \ Wrcaies 0 1 2 3 & 5
s 3001 - s 5 000 [ 19.1% B 200 ‘ { s ,
O /7 | Ad Recall
RS 1.001 - RS 3000 46.9% 457% 1| © OpenStrestMap contributors
Uﬂ"lﬂi"m-zl?o% .20‘9% o0t 0 0 0% 20% 40% GO%  80% 100%
: J % Correct #
How Much They Buy Return on investment 44| Net Promoter Score
< Key Drivers . E——
g {
3 — 0 10 20 30
E 100 1000 o 40%
- -
@ 763 1€
# s 3
Pre-campaign Campagn 0%
-2,5%

Audence [} Exposed Hot exposed Cansumglion Lin Penetration L Tolal Purchase Lin | 03



‘ Commercial

Martim lbrahim
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A/@megmao——
‘ Strategy of action
; : —

+ A U « MIX Expansion B

- * Brand Strategy @
“== NATIONAL

I PROJECTS i i A DEFENSE
—— _ =
T m

Jhimis-

Jpimie-

m . Distribution Expansion

— * National brand strategy
ol

T * Expansion of own team
ATTACK

* Expansion of
own team

MARKET [ >50%

SHARE M@ 25% to 50%
VOLUME I <25%
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Growth opportunities across Brazil

Cookies and Crackers Pasta

i 2

Market in

R$ Million R$6,625 R$ 11,183 R$6,163 R$ 2,287 R$ 4,188 R$ 2,274

Thousand Tons

‘ [ [
I [ [
I i@

R$ 2,604
\ R$ 846

R$ 8,488
— R$ 2,844

R$ 4,992
Ne— R$ 2,064

19.0

Defense Growth Attack Defense Growth Attack

Source: Nielsen, ABIMAPI and MDB Analysis . M. Dias Branco Volume National Share 96




‘ ...and also growth opportunities in large pasta categories

N AN Ak S &
~

Market in

S%
R$ Million R$ 1,066 R$ 415 R$ 2,129 R$ 2,081 R$ 3,057

Market in — %
Thousand Tons

R$ 480

R$ 1,260

R$ 1,609
R$ 374 R$ 2,755

10.0

Regular Grano Duro Semolina Semolinaw/Eggs Noodles

B M. Dias Branco Volume National Share 97

Source: Nielsen, ABIMAPI and MDB Analysis



...in cookies and crackers, growth opportunities in volume
and high added value categories

N G ! .,,‘3
. h,\/'b - « & é
arket in
R$ Million >
Market in — -- --- - - - -

Thousand Tons

| R$ 1,509 | R$ 1,203 R$ 3,824 R$ 1,858 R$ 1,432 R$ 122 R$ 2,686 R$ 2,262 R$ 1,154

——

13.2
g o ol &
Source: Nielsen, ABIMAPI and MDB Analysis . M. Dias Branco Volume National Share 98
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Commercial Projects Officer

COMMERCIAL
EXPANSION
PROJECTS

99



Commercial Expansion Project - PEC

WHAT ARE WE AIMING FOR?

INCREASE PRODUCTIVITY
AND PROFITABILITY =

EXPAND CUSTOMER
BASE WITH DIRECT
ATTENTION

A/ gkzegmeo——

Start Date: JUNE/2016

STANDARDIZE COMMERCIAL

IMPROVE SELLER AND

5::'(‘,) Expected End Date: DEC/2020

INCREASE SALES OF
HIGHER VALUE ADDED
—_— *=J  PRODUCTS
e

PROCESSES

PROMOTER ROUTINES

BE THE BEST
SUPPLIER IN

IMPROVE THE PURCHASE
EXPERIENCE AND
CUSTOMER SATISFACTION

IMPLEMENTING
POS

100
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Commercial Expansion Project - PEC
HOW WILL WE DO IT?

Commercial Project Offices

IDENTIFY RELEVANT PROJECTS AT
THE BRAZIL LEVE

AUXILIARY COMMERCIAL MANAGERS
IN PROJECT CONSTRUCTION

CONSOLIDATE AND MANAGE
DEADLINES AND DELIVERIES

FACILITATE INTERFACE AND
CREATE PROJECT PARTNERS

CREATE A PORTFOLIO OF
COMMERCIAL PROJECTS

101
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Commercial Expansion Project - PEC
WHAT WAS DONE IN 2017

LAUNCHING OF

THE BRAND P&‘A e.g
g INTRODUCTION IN NATIONAL
TERRITORY: CASH & CARRY AND .
- KEY ACCOUNT S GROWTH OF
! REPRESENTATIVENESS IN
PROJECT MANAGEMENT _ S GREATER VALUE ADDED
MULTIMEDIA ' 3299%  PRODUCTS
LEVEL OF SELLERS

TRAINED IN THE TEAM
DEVELOPMENT PROGRAM

102



Commercial Expansion Project - PEC

WHAT DO WE EXPECT FOR 2018?

GROW IN SALES OF GREATER VALUE

ADDED PRODUCTS $/\7/d

=|=

y IMPROVE

o V PROFITABILITY: ACTIONS FOCUSED ON
ﬁ PRODUCTIVITY AND PRICE
g 0
— a

ASSERTIVITY OF THE SALES FORECAST

e --> N

INCREASE CLIENTS BASE

DOUBLE EXTRA POINTS
AND TABLOIDES

ENHANCE THE POS
EXECUTION

(B)

NATIONALIZE THE BRANDS
ADRIA anD VITARELLA

DECENTRALIZE SALES

TAKE ADVANTAGE OF STRATEGIC
CAPACITIES

103
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Commercial Projects Officer

MULTI-BRAND
MANAGEMENT
PRCIJECT

104



Multi-brand Management Project

BEFORE THE PROJECT...

\‘

‘ir

tsabela

é é
=g.

105



7

f“ A/@/‘zegmao——
Multi-brand Management Project g

=

Projeto Gestao Multimarcas

...AFTER THE PROJECT

. UNIT MANAGER
[
(V]
| ®
| NORTHEAST Il gia
| SOUTH o
' soutHeasT KA
: [
(V]
' MARGARINE @
| AND VEG. (V]
| SHORTENING
_  WHEATFLOUR gia
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Multi-brand Management Project
WHAT WE ACHIEVED

Projeto Gestao Multimarcas

1 Start Date: OCT/2015
“::1%) End Date: DEC/2016

OPTIMIZATION OF
J LOGISTIC COSTS INCREASE IN COVERAGE OF
LESS EXPRESSIVE BRANDS

PORTFOLIO MANAGEMENT BY @ /
($)

REGION AND EFFECTIVE I
CHANNEL I 9

REDUCE COSTS IMPROVE MARGINS

@ BALANCE MARKET PRICES

°

OO ~  wvestens
O®@ "\ wros
OO
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Multi-brand Management Project

OUR RESULTS WERE...

TOTAL ANNUAL SAVINGS

R$ 26mm

OWN TEAM REPRESENTATIVES
T ANNUAL SAVINGS
REDUCTION OF 348 RS 2.8ww

ANNUAL SAVINGS

R$ 23.2wm

108
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Commercial Projects Officer

/ﬂ"""ﬁ.g_z%
A/ Diizs Eranco—
SALES
STANDARDIZATION
PROJECT

109
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Sales Standardization Process

WHAT DO WE INTEND? ——] start Date: JUN/2018

“:*}(%) Expected End Date: JUN/2019

RECOGNIZED AS THE BEST
BUSINESS PARTNER

S

High performance operation,
standardized and aligned with
the company’s strategic objectives.

110



Sales Standardization Process

ACTION FRONTS

Channel
i Team Dimensioning Study Team Dimensioning @
\ S and Segmentation and POS

Nl Segmentation
POS

Methods and Methods and
Processes TP Processes
GEM
Sales Team Merchandising
Routines . Dias Execution Guideline Team Routines
. 1. .

Indicators and BSC, indicators
Guidelines and Guidelines

Sales
Governance

Notel: Balanced Scorecard 111
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Sales Standardization Process

WHAT RESULTS DO WE EXPECT?

STANDARDIZATION AND
TRACEABILITY OF SALES +

AND TRADE ROUTINES QUALITY

TEAMS FORMED BY
OBJECTIVE AND I

STRATEGIC CRITERIA PRODUCTIVITY /RO

AUDITING

IMPLEMENTATION +

" TRANSPARENCY

METHODS AND
INDICATORS TO I
MONITOR THE

IMPLEMENTATION MANAGEMENT

112
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‘ Logistics

Newton Abe

113



How to plan the best logistics operation in Brazil?

SUPPLIER PRODUCTION STORAGE DELIVERY

FORNECEDORES

= 400 Suppliers = |5 Facilities = 38 Distr. = +190,000
= +2,000 Items * 1,403 Products Centers shipments
= 100 MM = 145 Lines = |70,000 Positions = Own fleet
Inventory = OTM!

= ASCP?

= Routing system

Note: 'Oracle Transportation Management
2 Advanced Supply Chain Planning
3Key Account
4 Cash & Carry and Whosale

CLIENTS

1!

= +60,000 Clients
= |0 KA3

= 6 C&A*

= 2,000 Regional
Chains

= 40 Export
=+100,000
Orders

114
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Supply Chain Strategy

Strategic

Adequate Service Level and Cost Control

Tactical - Planning
Customer Service and Planning

Operations
Distribution Centers and Transport Operations

115



‘ Strategic Leverages

Service Levels Controlled Costs Productivity
Delivery within the Storage Increased
Agreed Period Processes Vehicle Occupancy
Increase of Transportation Highest Number of
Availability Processes Deliveries per Route

Order Cycle Working Capital Reduced Sales
Management Loss Prevention Forecast Errors

Reduced Costs and Expense Greater Production
Product Returns Management Assertiveness

116
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What was done in 20187
Strategic Map

* Logistics Operations

* Supply Chain

e : - Transport Operations
Organizational Structure Planning S Gl o

Focus on Flexibility and

« Corporate Structure e —— Reduction
Focus on Strategy
Definition . S&OP!

Focus on Profitability
* Regional Structure

Focus on Operational
Excellence

Nota: 'Sales and Operations Planning
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— Y DirBanco—
Connection Project — The Best Logistics in Brazil

___________________ Returns* — MM R$

7/ N
\ == —==s
4 Results ) <€D
,3

= |mplementation of S&OP :
40,9 I
30

2016 2017 2018

= Definition of the Inventory Policy

= Creation of Service Level

= Implementation of the Production
Wheel

= Management of Logistics

Operations Days’ Supply — Finished Products

= New Demand Planning !

= |mplementation of OTM

= |mplementation of ASCP 20
v = Layout Review and Operations /

s~ _Flows . 10 Sem 2017 20 Sem 2017 10 Sem 2018 20 Sem 2018

e e e o e e e o o o e o e o o o D O o m—

* Returns due to logistic reasons only
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Network Project
The Best Logistics in Brazil

1. Mapping of Demand 2. Operational Mapping 3. Fiscal Mapping

9 g 9 9 e a‘:‘z :': 7‘!5 732 81 106 581 s “ - (:) "
Maximize Contribution ot B .

Objective

¢

[
JCICIC

T.207 ~,
argin —
o .

HOW 4. Demand Modeling 5. Operational Modeling

Integrated optimization -
between operations i

S}

and fiscal areas e e

y= 533 + 14§

[ T T . - g
...... 0 1000 2000 3000 4000 5000
4 Distancia (Km)

Scope

) . 7. Model Optimization 8. Model Validation 9. Scenario Analysis
Suppliers, Units, _ -

02%
0.5%
DCs, Clients Y
v 1 ]
TR (e =7
186 At VAL
144 [RFES 07% SRR Y,
v A
P : ey
S Total TAX Logistico ¥
— u Real Modelado Diferenca % 4
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Challenges for 2019

v Increasing Freight Costs

v' Operational Integration of Piraqué

v Reduction in Total Delivery Time

v “The Best Logistics in Brazil” Program

120
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‘ Increasing Freight Costs

Segmentation of the
Transportation Strategy

EFFICIENCY
QUALITY
SPEED

Distance Reduction -
Network

’}ﬁ." BT e % e }\\h‘ﬁ £

~ [ ]

Fir— > o

Logistics Network vs. Distance vs. Drop Size Production vs.
Consumption Centers Make or Buy Consumption Centers

121
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—_— | A/gmgmw—”

Operational Integration of Piraque

Integration Strategy

& v' Optimization and Standardization
~ iy AAL!‘!I
w8 ™ v" Product Nationalization
e SR
w - g v' Synergies of Operations
BA B & . . c .
. sl v" Verticalization of Vegetable Shortening
MS ,ﬂ
a ~Queimados (RJ)
PR ga
sc@ Mg Fibrica Biscoitos
#H
sl “State of the art”
RS ﬁg

, Madureira (R))

ﬂ!l Fabrica Biscoitos e Massas

h Fabrica Gordura
122
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‘ Reduction in Total Delivery Time

Creating a connected, | =~ oy
collaborative and
flexible supply chain

Client Flexibility
Segmentation and Agility

123
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“The Best Logistics in Brazil” Program

MDB Goals
Service Level Costs  Produtivity

Logis_tic Interr_lal Transport Technological People
Planning Operations Efficiency Infrastructure Development

124



| Research, Development and
Innovation

Fernando Bocchi

125



Our Mission

To develop healthy, tasty products that are recognized for
their quality, through the research and execufion of
technological solutions and innovation, meeting All
technical regulations in an ethical way to achieve consumer
trust and acceptance.

126



A/@/‘zegmeo——
‘ Research, Development and Innovation management

/

Innovation
Management

-

Development

\

Research

/

Sensory Analysis

Regulatory Matters

R&D System

127



How we generate value

Delivering innovative products

Managing technological know-how and applying it to
manufacturing plants, laboratories and pilot plants

|ldentifying technological government and market tfrends

Exploring opportunities inside and outside M Dias
Branco and applying them to the business



Innovation Action Fronts

PORTFOLIO MANAGEMENT

OPEN INNO WITH STARTUPS

129
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Innovation Radar (since 2016)

Healthy - Indulgence
. ))) and Tasty Nutrition and Experience

Convenience Affordable

130
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‘ Some Recent Highlights o))) 2017: 36 new products

2018: 23 new products
9 2017 9 v 2018 o 9 2018 o

Healthy and Convenience Affordable
Tasty

Indulgence and Affordable Healthy and
Experience Tasty

0 - 9 -~ 9

Affordable Convenience Indulgence and Convenience Indulgence and

Experience Experience
| |
i

131
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‘Porffolio Management ( ’

)

1\

Classe 5 Classe 4
Classe 3
Classe 2 Classe 1
5 —_—

Class 5: Everything new

Class 4: New to M. Dias Branco
Class 3: Product line extension
Class 2: Improvement /Saving
Class 1: Transfer

2017 2018
Classe 5 5% 14%
Classe 4 4% 6%
Classe 3 36% 31%
Classe 2 53% 46%
Classe 1 3% 3%
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Innovation index

Participation in the last 24 months in the raw income of the company. Raw income without

industrial.

4,0% r
3,5% -
3,0% -
2,5% -
2,0% -
1,5% -
1,0% -
0,5% -

Innovation Index

3.6%
3.1%

1.1%

3%

—e— AnNo

0,0%

2014

2015 2016 2017
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“R” as in Research
Established strategic alliances with research centers,

universities and suppliers for knowledge generation
and development of new projects.

& FoRC -\3"!!- instituro SENAI

- o
@ FOOD RESEARCH CENTER -"'.\" DE TECNOLOGIA ALIMENTOS E BEBIDAS
.

Centro de Pesguisa em Alimentos

UunNICAMP

EILI IJ[INT@ ¢ H=NUtr @

UFC
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Regulatory Heat Map

MAPEAMENTO REGULATORIO (since 2016)
= e
= o T
B e pe T
nonono J] — [{iﬁi Nutrition Labeling

nonono  {} -
nonono ﬁ Sugar Reduction

o |

ALTO

: 'E Whole Wheat Flour

B Trans Fat

Intensidade das discussbes

BAIXO

Impactos para M. Dias

illustrative image 135



Nutritional Guide (since 2018)

4 ) 4 N\ 4 )
II. SPECIFIC
l. NUTRIENTS ATTRIBUTES lIl. CLASSIFICATION
o J . J . J
f Y\ | [ ProviDEPRODUCTS | | ( ISR
TOTAL SUGARS VITH POSITIVE.
SATURATED FAT SOURCE OF FIBERS, &
WHOLE GRAIN
SODIUM CEREALS, GRAINS,
SEEDS, ETC... JOY FOR YOU
N J . : y, - J
JOY GOOD BETTER
Products focused on :
specific consumption Products that are Products with better Zrogggr:snvxlttr?ti?r?arf
and indulgence consumed daily nutritional balance P

claims.

moments
136
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How R&D helps in Productive Efficiency?

» Technical support for manufacturing and supply
* Process Improvement

« Improvements in raw and packaging materials aimed at

performance
Saving*
(RS million)
30
25,2
25
18,09
& 15,5
15 *Current year results of last 24
10 months projects.
5
0
2016 2017 2018

137
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New sensorial laboratory (since 2018)

* Apply sensory analysis with the inside and outside public

» Sensory capacityof the teams in every M Dias Branco unit

» Establish of sensory profile of finished products

————
en dires Serd et

o
o
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NETFLIX @ Hampton Creek
X /r;g\-:lirbnl::- T PLUGANDPLAY

MotCao

TEGLF
IMF[IEEIEILE' g
EEEE STANFORD

w Singularity

.'.‘" LMW E RS DY

Google

GFHarvard  BUSINESS Nerezbio |
nc"\’}"sew INNOVATION 7 Ereizin '

1ipha GO

INSEED

& wnovaBra

habitat

STARTUP
INNOVATION c U bo
e
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Germinating business, nurturing the future

 Program of connection with Startups

Develop the current business New opportunity
A A
| | 1
*" INGREDIENTS 4 TEAM & NEW BUSINESSES

COMMUNICATION

& PACKAGING © TRADE
MARKETING

= MEDIA = LOYALTY

140
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Germinating business, nurturing the future

Marketing and

Ingredients and New Business
Trade Marketing

Packaging

STARTUPS APPLIED TO

THE PROGRAM

@xce €

WON WIN

b
@Lurt

BIO
000D
A_postmetr.ia/

141

FOOD

11 &

STARTUPS WERE APPROVED FOR THE PILOT
PHASE
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\ Strategy and Opportunities

Fabio Cefaly
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Export

2018

| Pesence in 5 continents (36 countries)

L Development of new products and own brands

PERSPECTIVES
Consolidation in

sell with  strategic
Piraqué’s markets
brand

Enfrance

in new

countries
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—  Sirranco—

Constant Evolution of Social, Environmental and
Corporate Governance

),
= = MATERIAL ISSUES AND SUSTAINABLE DEVELOPMENT OBJECTIVES

v Ny PURSUED BY THE COMPANY
an
G00D HEALTH EGL[IIKII'EI

mecosatcoas < R V=
v

v &
= 4 n b
For Sustainable Development THEGl0BAL GO vt d i

= 9 S
L

i & © 0@ ¥
e ©

Economic
Ethics and Integrity o
Stakeholder engagement o

Development of Human Capital ®

Occupational Health and Safety [ )

Training and Education ®

Nutrition and Healthiness o

Packaging o

Waste Material o

Water and Wastewater o ®

Energy and Emissions o o

Communities and social investment o ® ®

Consumables ® ® ®
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Growth sirategy with atiractive profitability and return for
shareholders

Growth Drivers
Geographies and categories littfle explored in the core business

Enfry into new categories

International markets expansion

Efficiency Drivers
= Logistic and production footprint optimization

= New business and marketing tools (ex: pricing)

Technology at the servisse of the business model

Innovation as a source of value generation

Strong team with remuneration aligned to short and long term goals
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