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_ ATGLANCE | WHO WEARE | OURBUSINESS GOOD GROWTH

Founded in 1937 by Lluis Carulla Canals with the production of the first Gallina Blanca bouillon
cubes, GBfoods EU is still owned by the founding family, through its holding Agrolimen.

WE ARE PRESENT IN WE PRODUCE MORE THAN
®
8 countries 28 brands
A leading European
food company
WE ARE AROUND OURTURNOVER 2024 WAS
1870 people 986 m €
OUR 45% 55% +40 12 years
PEOPLE nationalities avg. seniority
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Rediscovering our origins,
Embracing innovation,
Inspiring growth

Our history

Guided by the values and principles of our founding family, we laid the foundation for the progressive incorporation of heritage local brands
that share our pioneering spirit: Star, Grand'ltalia, D&L, Liebig, Erasco, and Bla Band.

1937 1989 2007 2015 2021-23
FOUNDATION of Gallina Entry into Russia/ Acquisition of Star Introductionof new Divestment of non-core businesses.
Blancawith the production of CIS. and Grand'ltalia corporate identity and
I I the first bouillon cubes. aa change of logo.
s Caruffa, founded - ) )
Gallina Blancain Spainin GB§
1937' Oofobnrﬁng_ local flavours
His boldness, creativity
q Acquisition of Continental
and entrepreneurlal Foodsto expand into France,
spirit are the foundation v Everingte Belgium, Germany and Nordics.
. 0 noodle category wi
of the success behind Avecremin Spain. ElPavo acquisition. Yatekomo and Saikebon. ‘ ' ‘ ' [ : : +
our iconic brands. 1950 2000 2013 2019
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OUR ICONIC BRANDS & CATEGORIES

Noodles Broth Soups Sauces Others
& Ready Meals Tea & infusions, Pasta
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OUR BUSINESS

Turnover by country, brand and categories

By country

P N
w
& Nordics
-w 7% .
Netherlands Spain
8% 22%
—
Germany
13%
() Italy
France 22%
14% ‘ '
Belgium
14%

Note: 2024 Data

*B2B information excluded

By brand

Gallina Blanca

Non Branded 14%
13%
Rest Star
22% 13%
Avecrem o
2% Liebig
13%
Saikebon
2% Erasco
Yatekomo DL 1%
4%

6%
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Sauces
21%

OUR BUSINESS
By categories
Noodles
Others 8%

14%

Soups & Ready Meals
34%

GOOD GROWTH

Broth
23%
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LOCAL APPROACH

;‘:’f"gs':_r #1 Unique consumer

Change agents thriving in undfrs:.a ndl:fdanc:
an inclusive environment. g

adaptation

LEADING BRANDS BIG - SMALL COMPANY
Present in 50% The sweet spot
of European betweenscaleand @
households entrepreneurship

FAMILY OWNED
LONG TERM VISION

We create a legacy
with purpose



SUSTAINABILITY AT THE CORE

Our commitment

To tackle the challenges of the food system we have developed a
3 pillars strategy for a positive impact

HEALTH &
NUTRITION

The costumers we feed

ENVIRONMENT

Theresources we use

SOCIAL

The people we impact

> More healthy While maintaining consumers
> More natural drivers: taste, affordability and
> More plant based convenience

> Carbon neutral factories

> Lower intense emissions ingredients
> Optimized logistics

> More circular packaging

> More inclusive company
> More diverse company

> Employees Health and Wellbeing

> Fostering local communities

Based on an internal nutrient profiling approach that considered World Health Organization (WHO) guidelines in setting certain nutrient thresholds as a percentage of the reco

Minimizing our
environmental
impact taking care of
the resources we use

Taking an active role

with the people we impact
and the communities
where we play

ATGLANCE | WHO WE ARE

of our portfolio aligned to
Nutrient profiles system*

35%

emissions reduction, vs 2022
with large factory
decarbonization completed

45-55%

gender representationin
leadership positions

OUR BUSINESS GOOD GROWTH

@ End Vision

100%

Nutricionally
balanced portfolio

Net Zero across
all scopes

100%

Inclusive & fair
company and
value chain

mmended daily intake for different product categories

10
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SUSTAINABILITY AT THE CORE

Highlights 2024

Saturated fats reduction: Saltreduction: Sugar reduction:
OUR 320
PORTFOLIO product renovations
since 2018
-39% 98% -23% .
OUR in Energy green electricity meat in Erasco SBTI
PLANET rgduction onall our reducing 30% Committed company
since 2020 factories GHG emissions
-10% -20% -25%
OUR glass plastic Recycled PET Already 9 30/ (¢
PACKAGING reduction reductionin Gazpacho | forLiebigbottle Recyclable packaging
in Pesto Jars Garcia Millan soups
OUR +11P 7400000 kgs New DEl partner:
PEOPLE & growth Women in products donated LE AD
COMMUNITIES Leadership positions | toFoodBanks
(from 319 to 42%) (x2 from 2023)
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THANK YOU
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