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1. Industry dynamics

The global meat industry has surpassed 368M tons of production and is
expected to continue growing until 2034, driven by population growth,
increased purchasing power, and a shift towards diets richer in protein.

According to the FAO's Agricultural Outlook 2025-2034 report, global meat consumption is expected
to continue growing over the next decade, with estimated increases of ¢.21% in poultry, c.13% in beef,
and ¢.5% in pork. This growth will be driven mainly by global population growth and rising income
levels.

Production by product type and continent!
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In terms of demand, poultry meat will account for ¢.62% of the additional meat consumption
through 2034, supported by its relatively price and a more favourable nutritional profile in terms of
protein-to-fat ratio compared to other meats.

From a supply perspective, Asia and Latin America will lead production growth. However, increasing
production density could raise exposure to sanitary risks, including a higher likelihood of epidemic

outbreaks.
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1. Industry dynamics

Companies in the industry are impacted by various global and regional
trends that will shape the industry in the coming decades:

@

Geopolitics
and
tariffs

y

ESG,
sustainability
and
regulation

Demographic and
geographic shift in
demand
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AThe meat industry is a highly exposed industry to international
trade policy.

AA key example is the recent Mercosur—European Union
agreement, a macro agreement between two regions with
significant weight in the industry that could alter the relative
competitiveness between the two.

Aln addition, China announced tariffs of c.20% on the European
pork industry in December 2025. Together with export quotas and
temporary bans for political, diplomatic, or health reasons, these
factors significantly affect the dynamics of the sector.

AESG pressure in the meat industry continues to intensify, driven by
greater demands on emissions and animal welfare.

Aln this context, the European Union is leading the regulatory
framework through the European Green Deal and the Farm to
Fork strategy, which reinforce traceability, environmental control
and transparency towards consumers.

AAs a result, companies are being forced to adapt the entire value
chain, from livestock farming to processing plants, promoting
sustainability as a strategic focus and increasing investment to
reduce emissions.

ADemographic and geographic shifts in demand are changing
protein consumption patterns.

AConsumption is evolving toward a more diverse and higher value-
added offering, with greater emphasis on convenience products,
meat snacks and plant-based alternatives.

AAt the same time, the protein mix is shifting towards chicken and
pork due to their price and versatility, as opposed to beef, which is
more volatile.

AThese trends, reinforced by the growth of the urban middle class
in Asia, Africa, and the Middle East, are driving structural demand,
new formats and greater investment in R&D.

AAnimal diseases (IA, ASF, BSE)' continue to pose a structural risk to
the sector, leading to temporary shutdowns, export restrictions
and supply tensions that put pressure on margins.

AAt the same time, cost volatility—feed, energy, transport,
packaging and labor—continues to negatively affect profitability.

Aln response, companies are strengthening biosecurity and
traceability, diversifying sources and markets, and accelerating
the automation and digitalization of the value chain to improve
efficiency, reduce risks, and maintain competitiveness.
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2. Industry dynamics in Spain

In a context of business consolidation and new trends in consumption
and production, the Spanish meat industry has established itself as a
global leader in production and exports.

In 2024, the Spanish meat industry was the fourth largest national industry and the largest agri-food
industry in terms of revenue, accounting for ¢.23.1% of total food sector sales and ¢.4.78% of national
industry sales. The meat segment generates more than ¢.122,000 direct jobs, mainly in rural areas,
contributing decisively to regional development.
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Total meat production exceeded, according to data from Spain’s Ministry of Agriculture, Fisheries
and Food, ¢.7.6 million tonnes in 2024, positioning the country as the leading pork producer in the
European Union and the fourth-largest producer worldwide, as well as the third-largest beef
producer in Europe.

Exports accounted for ¢.27% of the sector’'s revenues, with a coverage ratio of c.411%', reflecting the
resilience of the national sector to international and regulatory pressure and consolidating its
presence in more than 90 international markets, with particular recognition of emblematic PGls?
such as lberian ham and Iberian meat.

Thanks to the prominent position of the domestic industry in the global
meat sector, Spain plays a key role in defending the sector against
challenges such as competition and international regulation.

Meat production in Spain

Key industry metrics (2024) (thousands of Tn; 2019-2024)

4th

Domestic industry

23%
Spanish food sector in
2023

+90 countries
Global presence

ALBIA [IMAP

+41,330M€
2024 Revenue

~123,000

Direct employees

+11,300M€
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3. Industry Perspectives: The Meat Sector

MEAT INDUSTRY

“The meat of the future will be scarcer, more
expensive and of higher quality.”

Interview with Miguel Vergara, president of Grupo
Miguel Vergara Group

As part of the meat report prepared by ALBIA IMAP,
we spoke with Miguel Vergara, president of the meat
group of the same name and one of the leaders in
beef production and commercialization in Spain.
From its family origins in Castilla y Ledn, the
company has evolved into a fully integrated model
that ranges from breeding and fattening to the
meat industry processing and distribution. In this
interview, Miguel Vergara shares his vision on the
structural challenges the sector faces, the evolution
of consumption and his group's commitment to
quality, traceability and the own brand.

How do you currently view the meat sector,
particularly the beef sector?

The sector is undergoing a period of profound
change. On the one hand, global demand for
protein continues to grow, driven by population
growth and improved living standards in many
countries. However, at the same time, beef
production is declining. There are several reasons
for this: increasingly restrictive environmental
legislation, pressure from Ilobbies promoting
alternative meats and, above all, a lack of
generational renewal.

Nowadays, it is difficult to find people willing to work
365 days a year on a livestock farm. The younger
generations are looking for more comfortable and
profitable sectors, and many rural landowners are
replacing livestock farming with alternatives such
as solar and wind energy or intensive pistachio and
almond cultivation.

If we add the low profitability of the first link in the
chain—calf rearing—the result is an overall decline
in production. And when a dwindling supply is
combined with growing demand, the outcome is
clear: meat will become increasingly expensive and
will be within the reach of fewer consumers.

M&A REPORT
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Miguel Vergara, founder and
president of Grupo Miguel Vergara

In this context, how are companies in the sector
reacting? Is a process of integration similar to that
seen in other livestock segments taking place?

Yes, although with limitations. In the pig and poultry
sectors, the entire chain has been industrialized
because the animals can be raised in sheds using
standardized processes. This is not the case with
bovine: cows need space, pasture, and extensive
management. This makes it impossible to
industrialize the first phase in the chain.

At Grupo Miguel Vergara, we are fully integrated, but
it has been a long process. We started with the
fattening and processing stages, incorporating
later breeding. Today, we have farms that we own,
lease, and integrated farms throughout Spain. This
model allows us to guarantee supply and control
quality from the source, but it is a demanding model
with high barriers to entry.

Could you share some data that illustrates the size
of the group and its role within the sector?

We currently have a calf production capacity that
places us among the leading players in the sector in
Spain. Our farms currently raise around 26,000
animals for fattening. However, the group's
structure is complex, as we are involved at all levels
of the chain.

Part of the production is destined for our own
industrial facilities, while another part is exported to
countries such as Lebanon, Libya, Algeria and
Turkey. We also complement this activity by
purchasing animals from other operators. This
makes it difficult to establish numerical
comparisons. What is truly relevant is that we
produce, process and market under a
comprehensive model that allows us to adapt
quickly to the needs of each market.
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3. Industry Perspectives: The Meat Sector

That integration model also contributes to product
quality, right?

Exactly. To achieve high-quality meat, it is essential
to control the entire process. Slaughterhouses that
buy from multiple farmers receive animals of
different breeds, ages and feeding types, making it
impossible to obtain a homogeneous product.

Since we have the entire chain, we can define the
genetics, feed and processes necessary to always
offer uniform meat with the quality that consumers
expect.

That is the basis of our differentiation. We were
among the first in Spain to work with specific
breeds—Blonda, Charolais, Limousin, Angus—and to
develop our own brands associated with each type
of meat. Just as wine, oil or milk went from being
generic products to having recognized appellations
and brands, beef is following the same path.

Have you also noticed greater sophistication in
consumption and distribution?

Without a doubt. Fifteen years ago, you would go to
the butcher's and ask for a kilo of steak. Today,
consumers distinguish between breeds, cuts, and
origins. Supermarket shelves offer a huge range of
products, and customers are looking for
information, quality and trust. We work closely with
distribution chains, adapting the meat to the
preferences of each market. In Asturias, for
example, lean meat is preferred; in the Basque
Country, the opposite. In Greece, where we have
been exporting for years, demand is similar to the
one in the north of Spain. This flexibility is only
possible when the genetics and feed of the animals
are controlled from the outset.

You mentioned exports. How significant are they
nowadays and which markets do you consider most
promising?

Approximately one-third of our sales go to
international markets. We export throughout Europe
and also to Asia, mainly to Hong Kong and Japan,
where we have been positioning the brand for years.
These are demanding markets, with consumers who
value quality and are willing to pay for it.

ALBIA |[IMAP
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Outside Spain, we work mainly with Angus beef, a
premium product line aimed at customers with high
purchasing power. Today we sell in more than 18
countries, and we could grow further, but our
current production is fully committed to our existing
customers.

In recent years, the acquisition of Valle de Esla was
announced. What role does it play within the group?

The Valle de Esla project came about almost
naturally. We knew the brand well and had already
collaborated with the Alvarez family, its previous
owners. Finally, we reached an agreement to
integrate it into our group. It is a line focused on
bullock, mainly orientated to HORECA, where quality
and traceability are essential.

Finally, how do you see the future of the sector and
of the Miguel Vergara Group itself?

We are optimistic, but also realistic. The future of
meat lies in quality and branding. For years, we
produced generic meat that chains marketed under
private labels. Today, our goal is that, within three
years, 100% of our production will be marketed
under our own brands.

The trend is clear: all meat will be branded, just as
wine and milk are. But it is also a sector exposed to
many risks: droughts, animal diseases and
geopolitical tensions, which directly aoffect
production. Even so, we believe there is enormous
potential if we commit to integration, sustainability,
and excellence.

In our case, the coming years—2026, 2027, and
2028—will be marked by heavy investment, both in
new industrial facilities and in animal production.
We will continue to grow, but always with a very
clear prerequisite: to offer quality, traceable and
branded meat.
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3. Industry Perspectives: The Meat Sector
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In this interview, we will delve a little deeper into the
reality of the dynamics of the food sector in Spain,
more specifically in the integrated meat industry.

We will talk to José Munoz, CEO of Grupo Copese,
about the evolution of the Group, as well as the
main trends in the subsector:

Tell us briefly about Copese's activities, José:

Grupo Alimentario Copese is a company that
controls the entire value chain of the pork sector,
from feed manufacturing to pig breeding and
fattening, meat processing, and the production of
processed and cooked products, always
guaranteeing the highest quality and traceability.

Copese is the group company responsible for feed
production and integrated breeding of all the
group's pig production.

Agropecuaria Entrepinos manages the farms owned
by the company, taking care of personnel
management, facility maintenance, environmental
sustainability and all the tasks associated with
livestock farming. This company works exclusively
for Copese, as do many other livestock farmers who
provide their services through an integrated
contract.

ALBIA |[IMAP
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Jose Munoz, Managing Director of
Grupo Copese

Unlike most companies in the sector, Grupo
Alimentario Copese has its own farms, which
reinforces its independence and control. Currently,
the group directly manages 90% of its breeding
stock and 40% of its feedlots.

Hola Food is the company that owns the meat
processing plant in Villacastin (Segovia), where all
the group's meat is processed. Approximately 10% of
its production is exported, while the rest supplies the
domestic market, serving both traditional butchers
and manufacturers and distributors in different
parts of Spain.

For international markets, we have BRC and IFS
certifications, as well as specific approvals for
countries such as China, South Korea, Japan, the
Philippines, Vietnam, South Africa, Brazil, Chile,
Singapore and Peru.

Finally, Eresma Elaborados manages the plant
dedicated to the production of hams, sausages, and
cooked meats, offering a wide range of high-quality
products aimed at delicatessen and HORECA
customers.
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3. Industry Perspectives: The Meat Sector

How would you describe Copese's current position in
the meat sector?

With a projected turnover of €150 million for 2025,
Grupo Alimentario Copese has established itself as
one of the leading companies in our sector within
our province and even our autonomous community,
although there are companies with greater
production capacity at the national level.

Our growth has been constant and sustained: in
2011, we achieved a turnover of €30 million, and just
a decade later, that figure has increased fivefold to
€150 million. We are known for our versatility and
ability to adapt to market changes. In fact, we were
one of the first companies to verticalize every
process in 1992.

( ERESHA
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From your perspective, what are the main trends
transforming the food sector in Spain and Europe,
and more specifically in the meat industries?

The Spanish and European food sector s
undergoing a period of deep transformation.

One of the most notable trends is the concentration
of the food sector through mergers and
acquisitions. Companies are getting bigger and
bigger and therefore have a larger market share.

In this context, Spain continues to play a leading
role. Although the pace of growth in meat
production has slowed, we are continuing to expand
our capacity, while other European countries are
reducing theirs. This situation opens up new
opportunities for Spain in European markets, and
not just in third countries, which is where we were
most concentrated.

On the other hand, the Iberian pork sector
represents a great opportunity for Spain, as it is the
only producer of this species, which differs from
white pigs in terms of production costs and meat
quality.
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3. Industry Perspectives: The Meat Sector
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In this interview, we will delve a little deeper into the
reality of the dynamics of the lberian subsector in
Spain. More specifically, we will share with Felipe
Gonzdlez, Export Manager at lbéricos Fisan, his
vision of the subsector, as well as the main trends:

What factors do you consider most decisive today
for the competitiveness of the Iberian sector, both in
the domestic and international markets?

Right now, it is essential to be truly competitive,
given that sales margins have been reduced to a
minimum due to the constant increase in costs,
especially for raw materials, live pigs, and even
blood cutting.

| believe that investing in brand reputation is
essential today to increase competitiveness in the
medium and long term. Otherwise, the open war on
low prices and volume products makes it
unsustainable for small producers to compete
without economies of scale. This is why large pork
companies have become so important in the sector
in recent years, as many small and medium-sized
companies dre unable to compete due to cost
increases that they have been unable to pass on to
the final product, resulting in a loss of margin and
the disappearance of many companies in the
sector.

Another important factor is marketing and
storytelling, which must be accompanied by
transparent communication about the product so
that consumers have accurate information about
what they are buying, why they should buy this
brand and not another, or this quality and not
another. If it is difficult to differentiate these details
in Spain, abroad it is almost impossible, so as a
sector it is necessary to continue educating the end
consumer, as has been done in recent years, with
campaigns dedicated to this (or companies
themselves in a more “home made” way, directly
supporting their customers).

M&A REPORT
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Felipe Gonzdlez, Export Manager of
Ibéricos Fisan

Finally, | consider innovation and, above all,
adaptation to the formats currently in demand
(such as protective packaging for knife-cut
products) to be key, as well as having recognized
food safety standards such as IFS or BRC.

How is the evolution of consumption (new
generations, health, distribution channels) affecting
the strategies of lberian companies?

| believe that the evolution of consumption is having
a positive effect on the sector and on companies’
strategies. While it is true that you must “renew
yourself or die,” most companies have evolved in line
with the evolution of consumption. Many companies
have given up on this, but this is because their
business model is different, either because they are
magquilas and cure pieces for other manufacturers,
or because they are companies that sell semi-
finished products or even by-products of lberian
pork.

But within the lberian products sector, such as ham,
shoulder ham and cold meats, | believe that new
consumer habits are having a positive impact on
the sector. Until not long ago, Iberian ham was only
enjoyed in restaurants or at family dinners during
Christmas, whereas now, with the new hand-cut
and sliced formats, it can be enjoyed throughout
the year and | believe that the product is not as
seasonal as it used to be (although the highest
percentage of sales for the year continues to be
during the Christmas season, we dare now seeing
how the consumption of sliced and packaged
formats is increasing and is in greater demand than
whole pieces), and without such marked seasonality
as in the past.
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3. Industry Perspectives: The Meat Sector

In terms of health, there is still much to be done to
educate consumers and convey the benefits of
lberian ham and its fat, specifically in acorn-fed
Iberion ham given its high oleic acid content. Even
today, there are still people (and even more so
internationally) who avoid fat because they classify
it as negative, without taking into account what
type of fat it is and whether it is healthy. However,
several studies suggest that lberian ham (including
its fat) is good for health, so in this sense the sector
is benefiting from new habits and advances.

In terms of distribution channels, online shopping is
becoming increasingly influential (there is clear
year-on-year growth in online sales). However, the
bulk of Iberian product sales undoubtedly continues
to be in the hospitality industry (although retail,
where large volumes of lberian products are sold,
albeit with little added value, should not be
overlooked). Therefore, in this sense, there has not
been a major evolution in recent years, except for
the constant increase in online sales, which still has
a rather residual weight, but which is certainly
representing a greater volume for companies year
after year.

For all these reasons, segmenting by generation,
diversifying formats, and knowing how to
communicate through the different communication
channels available are key to adapting to new
consumer trends and habits among different
segments of the population.

What role are sustainability and traceability playing
in your company's value-added strategy?

Product traceability has always been important, but
even more so since the 2014 Iberian Standard, when
different products began to be classified with
different quality seals. That is why traceability, and
increasingly food safety, are key issues in the sector
today.

M&A REPORT
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As for sustainability, it is true that there is a
tendency to invest in this area, but personally |
believe that, internally within companies, this is not
for commercial or sales purposes. It is true that, for
example, many efforts have been made in recent
years with green energy, carbon footprints, livestock
farming, etc., and that all of this influences the
competitiveness of the company, but it is not
something that has a very direct impact, rather an
indirect one, on the sales of a company in the
sector. It is true that powerful storytelling can be
built around sustainability, livestock welfare, the use
of clean energy, reducing the carbon footprint, etc.
to connect with the end consumer and improve our
brand image.

For all these reasons, yes, both are important in the
company's value-added strategy, but not so much if
we focus on the end customer.

Do you believe that the Iberian sector should
undertake a more ambitious process of business
consolidation or collaboration in order to gain scale
and visibility?

| think the sector has always been very fragmented,
with many small and medium-sized companies and
few large ones. | believe that maintaining all the
small and medium-sized companies, most of which
are family-owned, is a priority for the sector. | don't
think giving up family history and tradition is the
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