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Business context and highlights 2012

Consumers,
Shoppers &

Customers and discounters)

Consumers and shoppers choice moving towards lower purchasing unit prices
Consumption patterns changing: “More trips, smaller basket and proximity”
Large retailers (hypers) facing stronger competition from smaller retailers (supers

FMCG* (Western Europe) volume turnover — 0.4% in 2012

Value enhancement

= Pricing

= Portfolio management
= |nnovation

Our
response

Top line growth +5%
Without Fiorucci 1Q12: + 1.8%

*FMGC: Fast Moving Consumer Goods, Europanel data 3Q 2012

Investors' Day

1.918,3

1.827,2 /

Net Sales Value €M

2011 2012



Business context and highlights 2012

= Pork meat prices at 20 years high with record feed costs levels achieved in year 2012
= Energy inflationary scenario impacting on multiple costs throughout the supply chain
= Government s austerity measures reflected on higher taxes over utilities and wages

Inflationary
Environment

Productivity
= Sourcing platform in meat and non-meat
= Cost control measures : Labour costs and overheads

Pricing actions 8 0%

Our

response 8,9%

46,6
7,6%

Sequential
improvement in
EBITDA —

GROSS MARGIN
€/KG

EBITDA normalized €M
EBITDA norm./Net sales%

Q1 Q2 Q3 Q4 :
2012 2012 2012 2012 i(
Investors' Day CAMPOFRIO
- —e@ EBITDA EBITDA

° MARGIN % NORMALIZED fres Al



Business context and highlights 2012

= Lingering volatility and turmoil in the financial markets throughout 2012

= Sovereign-risk crisis and Euro-zone break-up risk peaking during the Summer and easing
significantly towards year-end

= Credit restrictions and uncertainty expected to persist in the short/medium run for the market

Financial
Markets

Our
response

= Focused on value creating cash management
= Qutstanding working capital management

Operating Cash Flow €M Net Financial Debt €M

Strong cash 210,2 =—p 208,7 Net debt ] 479,0
generation reduction \
441,8
. Gross Operating Cash Flow Leverage
. Change in Working ratio <3x
Capital
3%

Investors' Day CAMPOFRIO

2011 2012 ° 2011 2012 - oo e
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02 Business priorities and delivery — Top Line
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Top Line — The Brands

Our brands outperform the market in modern retail

Modern Retail Market Value Growth* CFG Performance*
() France +5,7% +8,1%
| Spain +1,0% +1,0%
U Belgium +10,9% +14,7%

processed meat

m Branded

m Non branded

Investors' Day

CFG Total net sales value,

While the market shows decreasing loyalty in brands, CFG grows
in branded sales and outperforms the market trends in the most
important regions

* Nielsen and IRI Data, modern retail, Dec. 2012

9




Top Line — The Brands

Our flagship brands continue to demonstrate leadership and gaining share

4T

O

o

e . fAwste

CAMPOFRIO  Jls* @t @B 8. &~

4 M N N M a
Net Sales Value 10.1% . . o o
(% vs. PY)
Market Share 2012 16,7% 14,5% 7,8% 21,8% 17,6%
Market Share 2011 15,7% 14,8% 7,8% 17,8% 13,1%

< J J o J \ J J

Investors' Day

10

Source of Data: CFG I0C’s Net Sales, December 2012; IRI, Nielsen December report
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Top Line — The Categories

Solid performance was brought about by a deep understanding of consumer needs, filling
existing gaps through innovation and a powerful 360° communication strategy

CFG Total net sales value

=

m Dry Sausage
®m Dry Ham

m Cooked Ham
m Poultry

8%

m Hot Dogs
@ m Other ‘«&
77 % of total net sales ” ’ % ‘

+ 2.9%* growth in Net Sales Value

Investors' Day *Without Fiorucci CAMPOFRIO



Top Line — The Categories

Dry Sausages +5,7%™* growth in value vs. PY

Increasing the value for

money equation of our Innovation on healthy /
products through more poultry based dry
affordability and daily sausages

pleasure

Investors' Day *  Without Fiorucci

Strengthened leadership ; 120 bp growth
over the category

Revilla brand in Spain +10%

CGF Germany +15%; CGF America +23%

Strong communication
on TV, point of sales
activities and direct
consumer marketing




Top Line — The Categories

Dry Ham + 2.5%* growth in value vs.

PY

Navidul Ibérico in slices +38% in Spain, that

means almost 2.4 times market growth of 17%

: Escunp (D ¢elles

ALY

ore impactful presence at the pom\

sales and 360° Communication

J

Investors' Day

*

Without Fiorucci

Aoste branded dry ham in France +13%

/New and differentiated formats m
special occasions and a deep dive into

the development of convenience
and affordability concepts




Top Line — The Categories

Poultry + 3.3%* growth in value vs. PY CFG gains market share in value by 2.6%
Campofrio sales in Spain +6.2%

Stegeman sales in The Nethernalnds +23%

More impactful presence h ﬂ)ffering tastier varieties\ New and differentiated
the point of sales and 360° like Forno de Lenha (wood formats for special

Communication oven), affordability and occasions and a deep dive
freshness into the development of

health platform

Investors' Day *  Without Fiorucci



Top Line — The platforms, the “growth accelerators”

Platforms
4 Health Snacking Heritage N
W 2 " 3 H }‘.\ = :
- e
S
\ Healthier, natural Fun and convenient Tradition, delicious! j

CFG Total net sales value

u Snacking Growth accelerators

m Health 11% of total net sales

m Heritage + 30% growth in Net Sales Value
m Other

Investors' Day CAMPOFRIO



Top Line — The platforms, the “growth accelerators”

Health +26.1%* growth in value vs. PY

We have expanded our portfolio of healthy
products using poultry ingredients

We are providing relevant food solutions for
those with special dietary needs

——
: 21

= |ess salt
= |Less fat

=  @Gluten free

Investors' Day *  Without Fiorucci et~



Top Line — The platforms, the “growth accelerators”

Snacking +30.9%* growth in value vs. PY

Powerfull brands and product innovation supported by a consolidated marketing and sales approach

Increased market
penetration and
distribution coverage

Innovation on taste
and new targets and «
formats

"
Successful launch of
healthy variants

Impactful
merchandising at

Brand awareness bqumg point of sale

Investors' Day *  Without Fiorucci



Top Line — The platforms, the “growth accelerators”

Heritage +29.9%™ growth in value vs. PY

= Built on the authenticity and tradition
of our Spanish, Italian, French and
Portuguese specialties

= Launched heritage range under
Campofrio Selection in the UK

= Strong development in the attractive
northern hemisphere countries,
Germany +3%, Sweden +7%, Denmark
+87%

Investors' Day *  Without Fiorucci

a ——————
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Top Line — Innovation

Current consumer trends Consumers look for

= |ncreasing single and couple households which require
convenience and smaller pack sizes

The value
promise

Healthier

= Ageing population that demands “elderly” solutions

Back to
origins

Everyday
pleasure

= Preference for healthier and more natural products —
balance between taste & health

= |ncreasing consciousness and preference for sustainable

Recipies &
Usage

Less Salt, Less Fat

Natural & Healthier

: e : ‘N f t <
Investors' Day P "ew ormats CAMPOFRIO

[




Top Line — Innovation

New Product Development % of CFG Total [
Net Sales Value

2012 Highlights }

m NPD
m Other

New Product Development % of Net Sales Value

134

m Branded

® Non Branded

Investors' Day

Innovation contributes with 14% to total sales
NPD has grown +12 % in year 2012
87% of our innovation is branded

Price per kilo of branded NPD is on the average
higher by 15,2% vs. existing products

NPD Net Sales per kg BRANDED

New Product Development 7,56 €/kg



Top Line — Qualitative achievements

16 Awards granted in 2012 thanks to our Brand building and Innovation efforts

Examples of BRAND awards: Other Examples INNOVATION recognitions:
Brand: Nobre Company: Stegeman
=  Media & Advertising 2th Place =  Product of the Year 2012

Pepperino Siciliana, Noix de Provence, Sacisson Chardeneux
Brand: Campofrio

= TV & Cinema: Sol de Oro (Gold)
. Integrated Campaigns & Innovation: Sol de Oro (Gold)

Der snack des Jahres!

Yom Vertuauther cum Srodukt des jahies 2013 gewahit

Impactful TV Tailored Digital
communication Campaigns
campaigns

.. )': =
-7, PRODUKT

= § S Dee JAHRES
“"?‘,“-52.0.1.3

Investors' Day CAMPOFRIO
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Top Line — Qualitative achievements

Campofrio in Spain, the second most admired brand

73 ("'\I
|
| 65 65
[ : 55
: | 46
1 |
! ! 31 27
! : 23 21 21 21 20
1| H BB
_ 1 !
1 |
1 1 _—
- o : WD e ; -
- WD @ Bl W ZF e & s o=
| ! ’
1° 1 20 1 3° 4° 5° 6° 7° 8° 9Q° 9Q° Q° 10°
(1°) |\(17°) ,' (2°) (39 (139 (4°) (7°) (24°) (8°%) (5°) (--) (6°)
Source: Agency Scope (

22
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Productivity - Business priorities and delivery

One global meat and non-meat purchasing
platform to reduce costs and build up
competitive advantages

Strategic Sourcing
Suppliers/products homologation according to

ot resesinto (NG
qualification 1 2 specifications R&D and high quality standards
. _ “Ready to use” Specification redesign to simplify the
index 2 purchasing portfolio
P A implementation

3 3 Pay for quality: deboning & freezing
strategy

4 Supplier evaluation with feedback from
production plants

Market Bargaining . SKUs complexity
knowledge power Arbitrage reduction

24
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Productivity - Business priorities and delivery

Very adverse market conditions
Pig carcass market price (€/kg)

s GOTMIBLYY  w——Denmuark

7 > 5 > > D DDAV ODID S

A . v < \ S R S s LR L v or &
\) \) 5 \ N o\ AN \) \ \} \) \ ) Y \ N § \ \} \}¢
B R M MR M . A R A Q Dl

Record global grain and feed prices

Pig carcass prices are at the highest
levels for the last 20 years, stressing
margins in the supply chain

Meat prices seasonality out of traditional
trend

EU pork production down -3.2% in 2012
Poultry meat also at record highs.

Nevertheless from Jan12 to Dec1l2 down
by 15% for CFG

2012, the most challenging year in the last 2 decades i'(

Investors' Day
: 25



Productivity - Business priorities and delivery

Strategic Sourcing

CFG purchase price index
lower than EU average by 2%

Optimizing meat Spain Mercolleida
sourcing across Europe France MPB
and taking advantage Netherlgnds Mohfoon
of global markets Belgium Danis

. Germany AlM
presence to arbitrage
Denmark DC

Italy

Investors' Day

113 114

112 112

113
110 111

119 166 105
. I 105
- I
100 + . . . . . .

bE L} 1! FiL e T g Eu

=

=]

=

=]

2009
1.41

129
1.36
129
142
1.21

1.15

26

2010
1.42
1.29
1.35
1.26
1.41
1.24
1.13

2011
157
145
148
137
152
136
132

2011/10 2012

10.1% 1.72
12.9% 1.60
9.3% 1.67
8.7% 1.55
8.1% 1.71
0.3% 1.52

16.8% 1.40




02 Business priorities and delivery — Segments
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Segments — Business priorities and delivery

Southern Europe

= Sales growth in all channels in Spain (total +3%). Retail and foodservice sales in
Ca/npofﬂo . " .
—— Portugal and ltaly remain under very tough market conditions, while exports grow

(Spain +12%, Portugal +6%)

Good growth in Spain from dry sausages (+5%), and poultry (+6%)

' , N

—

NAVIDUL Sales in Italy for poultry outperform but remain depressed for dry and cooked ham

Results + 4.7% in volume +6.9 % in net sales

Impacted by
remarkable
performance in Spain
and inorganic growth

Investors’ Day All Data related to Net Sales Value

28




Segments — Business priorities and delivery

Southern Europe Challenges !

L Portugal:
(a@npofrio | | |
——— Work on new sizes, modernise product portfolio and strengthen affordable range

Ensure support to branded business with the right distribution and pricing

7\\‘& ltaly:

NAVIDUL

New portfolio and NPD to improve profitability and unlock growth

Sales force reorganization to improve assortment, distribution and commercial policy
implementation

Reinforce the CFG “heritage” range with Italian products towards retailers and consumers

Take advantage of current strength in traditional branded retail business

Investors' Day All Data related to Net Sales Value CAMPOFRIO
29 A



Segments — Business priorities and delivery

Northern Europe

| Bridou |

Imperial
Meat Products

Investors' Day

Strong growth in branded business in France (+12%), The Netherlands (+21%), Belgium

(+3%) and Germany (+3%). Unbranded sales increasing in The Netherlands (+12%),

Germany (+11%), Belgium (+2%), but down in France (-8%)

Sales in dry sausage growing in France (+4%), Germany (+15%), Belgium (+1%)
Dry ham making good progress: Germany (+6%), France (+3%), The Netherlands (+35%),
Belgium (+4%). Poultry also growing: France (+10%), The Netherlands (+23%)

Results +0,2% in volume  +3,6 % in net sales

Strong contribution
from Belgium, The
Netherlands and
Germany

All Data related to Net Sales Value 30




Segments — Business priorities and delivery

Northern Europe

Challenges !

Imperial
Meat Products

Investors' Day

France:

Complete the organization turnaround initiated in 2012/Q4

Boost product innovation and improve recipes, reducing dependency on dry sausages
Recover growth in unbranded retail

Reinforce position of each brand and develop cross-category brands

Take position in poultry, cooked ham and hot dogs as differentiated player in profitable
niches/channels

All Data related to Net Sales Value 31 A bow
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]
(EM) YTD 2.011 2.012 Var %
WVolume (000Tns) 3934 4037 2.6%
Net Sales 1.827,2 1.818.,3 5,0% ‘
EBIT 2,6 81.3 3069.4%
Profit before tax (54.8) 18.5 n.a.
Income taxes 302 472
Profit from continuing operations (24.4) 22,7 n.a.
Results after tax from discontinuing operations (29.9) (7.0
Net profit (54,2) 15,7 n.a
Depreciation (57.2) (60.7) 6,1%
Impairment of assets (18.9) (0.3)
EBITDA nermalised 169,3 150,5 (11,1%)
EBITDA normalised margin 9.3% 7.9%
One-off charges (91.1) (8.2) (91.0%)
EBITDA reported 78.3 142,3 81,7%
EBITDA reported margin 4 3% 7.4% " 313bp

Investors' Day

* One off charges 2011 for strategic redefinition project, in 2012
for reorganization in France to restore profitability level of 2011

o £ 60N PR PN 260 80 8 RN 4

Income Statement

Top line growth + 5%:

Pricing  actions, innovation and  mix
improvements together with inorganic growth.
Without Fiorucci, volume flat and value
growth of +1.8%

Branded retail without Fiorucci: +3.8%
Growth accelerators:

= Snacking +30.9%

= Heritage +29.9%

= Health +26.2%

Higher raw materials and utilities costs,
taxes and social charges

Normalized EBITDA at €150.5 million below
PY mostly impacted by strong inflation on
raw materials, utilities and taxes charges,
partially offset by top line value added
growth




Income Statement — Segment information

1o v | o | oz | v IR

5 Ko B |
§- - 60N 7S

Southern Europe 2822 2955 4 7%
Morthern Europe 1142 1143 0,2%
Other 52 80 53,4%
Eliminations 82 -14 1

Total Tons 3934 403,7 2,6%
Southern Europe 1.0424 11146 6.9%
Morthern Europe 7875 8160 3.6%
Other 32,3 7.8 79%
Eliminations -34.9 701

Total Net sales 1.827,2 19183 5,0%

IN'S A P S PRV Y.y
Southern Europe performance driven by
growth in the branded business in Spain

(+1%) and Fiorucci (ltaly) contribution

Portugal continued under a challenging
economic environment, particularly on the
traditional channel

Northern Europe positively impacted by good
performance in the branded retail sales in:

( )+11.8% AN 120.8%
" France Netherlands
30 e +2.6%
¥ Belgium Germany

Note: Southern Europe includes Campofrio Processed Meats, Carnes Selectas fresh meat, Portugal and
Italy. Northern Europe includes France, Belgium, Holland and Germany. Others is mostly US business.
Intra-segment intercompany sales are eliminated from each segment.

3¢

Investors' Day
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Income statement— Costs evolution

Material Costs = Meat and non-meat costs

= .:_1 A —

" Increase of 4,5%
in cost per Kg

! mostly due to pork
Y meat inflation

+7,2% 1.078,2

1.005,7 - 30
1.048
M€
@A Fiorucci Q1

2011 2012 2012
Conversion costs = Direct labour and manufacturing overheads —
"..»::_‘; L —— _
+5,9% +3,2% Conversion costs per kg
C oy 4059 __» 101

383,2 14 0,97 increased by 3,2%,
) impacted by inflation
391,5 . ‘ \ and taxes on utilities
» and wages
ME_ a Fiorucei Q1 €/Kg e
—— 2012 2011 2012 N <

Investors’ Day CAMPOFRIO
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Income Statement — Segment information

YTD EBITDA normalized ‘
2011 2012
R - [ - R
Southern Europe 87.49 83.1 -5.4%
MNorthern Europe 84 2 649 -22 9%
Other 27 245
Total EBITDA 1694 150,5 -11,1%
EBITDA margin (%) 2011 2012 -
Southern Europe 8.4% 7.5% 97 bp |\
Morthern Europe 10,7% 8.0% -274 bp ‘
Other n.a na
Total EBITDA Margin 9,3% 7.9% 137 bp

GOSN P PNSO 4 P S PRV 4
In 2012 raw material prices kept growing

ultimately impacting margins (142 bp)

Pricing actions, innovation, mix
management and productivity programs
have partially offset inflation, but margin
recovery remained challenging

Higher impact on margins in our
Northern European segment, because of
its sales mix — predominance of dry
sausages, more impacted by pork meat
inflation

Note: Southern Europe includes Campofrio Processed Meats, Carnes Selectas fresh
meat, Portugal and Italy. Northern Europe includes France, Belgium, Holland and
Germany. Other includes USA and corporate activities. Intra-segment intercompany
sales are eliminated from each segment

Investors' Day
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Financial performance

Outstanding working capital management™

Capex for future growth

2011 2012
-13,4
-69,6

Trade Working Capital*:

56,1 M€ Working Capital improvement, coming
mostly from reduced trade debtors and higher trade
payables

Successful optimization of
Working Capital management

= * Trade working capital excluding
Investors Day discontinuous operations and other non-
trade items

71,4
59,9 —

2011 2012

CAPEX:

Includes 55.3 M€ related to tangible assets and the
remaining 16.1 M€ to software/Information systems
for the integration of all Group s IT

Investing in the Group s integration to boost
efficiency and generate further growth

37




Financial performance

Cash generation and debt reduction

= Lower net operating cash flow on higher income tax and cash outs related to the investment program
= Net financial debt down driven by cash position improvement
= Leverage ratio of 2,9x EBITDA in December 2012

Net Operating Cash Flow (M€)(1) Net Financial Debt (M€)

1450 Leverage: 2,2x 2,6x 2,2X 3,0x 2,8x 3,0x 2,9x

) 1165 509 490
479 442
CEACM CAPEX 410 390
+11.5M€ IR 356

2011 2012 Dec Jun Dec Jun Dec Jun Dec

2009 2010 2010 2011 2011 2012 2012

38
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Financial performance

Strong liquidity position

= Straight-forward and long-dated financial structure based on fully unsecured debt at parent company level

= Financial flexibility: bond bullet maturity on October 2016, whilst remaining debt maturity fully compatible with
Company s positive cash flow generation

= Despite Fiorucci investment in 2011, strong 170M€ cash position that, together with 170€M available bank lines,
lead to a solid 340ME€ liquidity position at year-end

= No refinancing issues in the next three years, while different financing alternatives available

Debt Maturity Profile (M€)

600
300 . Fiorucci Loan
. Bond
— — — —
0
2011 2012 2013 2014 2015 2016 ‘

Investors' Day CAMPOFRIO
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Financial performance

Operations

Cash

= Top line growth: Net Sales +5.0% driven by the
contribution of Fiorucci, top brands increase, mix
optimization and price increases

= Efforts to minimize impact of raw materials spike on
EBITDA, via value creation - innovation, mix
improvements and sales price increases — as well as
productivity measures

= 2012 normalized EBITDA of 150,5M€ -11,1% on
higher operating expenses (raw materials and utilities

inflation, taxes and social charges) /

Investors' Day

40

Solid 116,5M€ net Cash Flow generated
Outstanding working capital and cash management:

= Working capital adding 64.7 M€ to cash flow
= Cash position 170 M€

Net financial costs -1.9M€ on lower debt

Meeting leverage objective: 2.9x below 3.0x




04 Status of investment program




Status of Investment Program, Overview

L Building an
3T 2012 2015 Eurapenr faod
CAMPOFRIO company

Reinforcing our Ieade.réfﬂp

< “I\S.UL-'
THER o
G T06€E
WoRW

= Program execution on track

= 2012, first year of deployment under a difficult macroeconomic environment
= Continue execution in 2013/2014

= Capture full benefits in 2015 %

Investors' Day CAMPOFRIO
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Status of Investment Program

Building an
2012 2015 European food
company

Reinforcing our Ieade.réﬁip

Invest in Front End

o

= Address selected categories and platforms at European level to capture higher than market growth
= Ensure investment behind those categories and platforms, delivering breakthrough innovation,
focused on few strategic brands
= Optimize MAP support to exploit the said strategic brands
= Reinforce leading position in current customer channels, whilst further explore new ones —
“on the go” and “impulse”

<
Investors' Day CAMP%FR.IO
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Status of Investment Program

‘ 2012 2015 Building an

European food
FOOD GROUP [ ] company
Reinforcing our leadership

Front End - Where we are today

o

= 5 European categories — Dry sausages, dry ham, cooked ham, poultry and hot dogs growing at +2,9%
=  Regional categories such as pizzas being developed and growing by 7%
= 3 platforms boosting growth: snacking, health and heritage, growing at 29.5%
= Key strategic brands growing in the most relevant regions: Aoste +10.1%, Justin Bridou +6.7% both in France,
Aoste +5.1% in Belgium, Campofrio +2.0% in Spain
=  Total net sales growth of 5%
= Optimization of MAP support, focused on developing the key strategic brands (investment of 6% of net sales)
= Total net sales from New Product Development +12%
3%
Investors' Day CAMPOFRIO
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Status of Investment Program

Building an
2012 2015 European food

company

Reinforcing our Ieade.réﬁip

Invest in the Supply Chain — New Technology

o

= To align with consumers, shoppers and customers needs

= To implement new technology driving innovative product concepts

= Close to the customer to be a best-in-class service provider

=  With a final goal in mind — leverage our scale to build sustainable competitive advantages

Investors' Day CAMPOFRIO
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Status of Investment Program

Building an
2012 2015 European food
company

Reinforcing our Ieade.réﬁip

Invest in the Supply Chain — New Technology
Where we are today

= Construction of a new Pizza factory with modern technology, completed by the end of 2013

= |Implementation of one central warehouse and food terminal in France as well as in Belgium,
completed in 2012

= “Best in class” customer service level, CFG maintains its position as one of the Top Ten suppliers
in the global F&B sector*

= Capex spending of € 9.2 M related to these projects

Investors' Day * Advantage Survey for Europe year 2012 CAMPOFRIO
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Status of Investment Program

L Building an
3T 2012 2015 Eurapenr faod
CAMPOFRIO company

Reinforcing our Ieade.réfﬂp

Invest in the Supply Chain — Capacity saturation

g

= Improve the efficiency of our operations by means of decreasing the total conversion costs per kg

= Work towards increasing capacity utilization

Investors' Day CAMPOFRIO
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Status of Investment Program

Building an

" 2012 2015 European food
CAM!’OFRI(? company

Reinforcing our Ieade.réfﬂp

Invest in the Supply Chain — Capacity saturation
Where we are today

o

= 2 plants and 3 production centers closed by the end of 2012

= 3 plants to be closed in 2013

= Assets utilization up to almost 70 % in 2012 and in a continuous upward trend
= € 17 M of the total provision already consumed in 2011/2012

Investors' Day CAMPOFRIO
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05 Conclusions
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Disclaimer

This document has been prepared by Campofrio Food Group exclusively for use during this presentation. As a consequence thereof, this document may not be
disclosed or published, nor used by any other person or entity, for any other reason without the express and prior written consent of Campofrio Food Group.

The information and any opinions or statements made in this document have not been verified by independent third parties. In particular, the financial information
included in this document regarding Campofrio Food Group, S.A. and its subsidiaries are unaudited. No express or implied warranty is made as to the impartiality,
accuracy, completeness or correctness of the information or the opinions or statements expressed herein, which should be read in conjunction with other publicly
available information.

Neither Campofrio Food Group nor its subsidiaries or its affiliates assume liability of any kind, whether for negligence or any other reason, for any damage or loss
arising from any use of this document or its contents. Neither this document nor any part of it constitutes a contract, nor may it be used for incorporation into or
construction of any contract or agreement.

This presentation may contain “forward-looking statements” about Campofrio Food Group. The forward-looking statements may include statements concerning
Campofrio Food Group’s prospects for the future, as well as other statements of beliefs, future plans, and strategies on anticipated events, financial projections and
estimates and similar statements or expectations concerning matters that are not historical facts. The forward-looking statements are subject to the risks and
uncertainties that could cause the actual results to differ materially from those expressed in, or implied by the statements. These risks and uncertainties include
availability and prices of livestock, raw materials and supplies, livestock costs, livestock disease, food safety, product pricing, growth, the competitive environment
and related market conditions, ability to make and successfully integrate acquisitions, operating efficiencies, access to capital, the cost of compliance with
environmental and health standards, adverse results from ongoing litigation and action of domestic and foreign governments. Analysts and investors should not place
undue reliance on those forward-looking statements. Campofrio Food Group undertakes no obligation to publicly correct those forward-looking statements to reflect
events occurred after the date of this presentation.

IMPORTANT INFORMATION

Neither this document nor any of the information contained herein constitutes an offer of purchase, sale or exchange, nor a request for an offer of purchase, sale or
exchange of securities, or a request for any vote or approval in any other jurisdiction or any advice or recommendation with respect to such securities.

The Spanish language translation of the consolidated financial statements originally issued in English has been prepared solely for the convenience of Spanish
speaking readers. Despite all the efforts devoted to this translation, certain omissions or approximations may subsist. Campofrio Food Group, its representatives and
employees decline all responsibility in this regard. In the event of a discrepancy, the English-language version prevails.

The contents of this document are merely for information and personal use only, under copyright >
Campofrio Food Group Holding, S.L. All rights reserved. ‘

Investors' Day CAMPOFRIO

50



N\OLLY RO SN O
Liwae msJi
AIINEN e e
RAFIN(Y \w ,L.ur
NG AOIN

AE-SA R PR ST

2013

Investors’ Day



