From Local hero to
International
Benchmark

“The roadmap of SUMOL+COMPAL”

ESMA 2023 - Lisbon
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SALES VOLUME

MAlN million liters
FlGURES 17@ 144.1,539ters”per|second

2022 INTERNATIONAL MARKETS

@ 2 1, 1 o/@f sales (€)
. TURNOVER

@ 3 38 million euros
EMPLOYEES

@ 1 . ZOOemployees




OUR BUSINESS

Longtime partnerships
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MAINTAIN THE RELATIONSHIP ACTIVE -

THROUGHOUT CONSUMERS LIFE
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WHERE DO WE PLAY
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VA SANPELLEGRINO

< > 5% fruit juice content

4 More clean label, more natural |

J Less sugar

J Slighlty sparkling

SODAS WITHOUT

FRUIT

Cerety T ‘»V‘!"”

x No fruit

x More sugar
¥ More additives
¥ Highly carbonated
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A - MANGC } MARACUJA - PASSION FRUIT
ANGUE FRUIT DE LA PASSION

LFRUTA. LEVEMENTE GAS! 0E
e :SUMO E POLPA DE FRUTA. LEVEMENTE GASEIFICAO)
. WITH FRUIT JUICE AND PULP. SLIGHTLY SPARKLING
VEC 1US €T PULPE DE FRUIT. LEGEREMENT PETILLANTE
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£o very té/}y started 70 years ago, mn 7952

In the quaint Portuguese village of Entroncamento, a
collective of passionate entrepreneurs and farmers came
together to establish a company with a primary focus on

the processing of Portuguese tomatoes ...



NATURAL

Sem corantes nem conservantes
usa

emprega.se na Cozinha em
do tomate fresco,

1 colher gg Sobremesa pep, cheia
$
| equivale 5 tomate grange bem
Maduro.
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pESO LIQUIDO 18

Sumo

Contém'
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- PORTUGAL

COMPANHIA PRODUTORA DE CONSERVAS ALIMENTARES SARL

variedades seleccionadas,
Cido citrico e vitamina ¢
85 GRAMAS

xarope de acucar,
PESO LtlQuipo 1

Contém: Polpa de fruta de
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The heart and soul of the brand
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Variety / Provenance

Taste & Nutritional Profile
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Three different COMPgy
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Consumer
Centric
Brands

Built on a great \¢ A % ,

global idea

~/Customized to
local consumers
In execution
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On the go or at home

1~ 7 Fructose present |
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Origins €1 Se s Eé Sugar or Honey
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SEM CORANTES
SEM CONSERVANTES

SEM CORANTES
SEM CONSERVANTES,
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THE BIG IDEA

i
(L) HH G

On the go

% Fruit to drink in
the city

Easy to eat

One portion

of fruit

.ADDED sueARs"'




DID YOU EAT

FRUIT TODAY?

)
W
AP
e
Iy =
%.;;y '
‘ -

portions

EQUIVALENT
PORTION

World Health
Organization

Eat at least 5 portions

of fruit and vegetables a
doy (at least 400 9)
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We care for our

consumers

SEARCHING FOR
NATURALNESS IN FOOD

Consumers are looking for :

;. @ .; More Natural products, as close to

‘ff nature as possible
3 — . Minimal food
&= ¢ processing

g * With no artificial
. B . ingredients




The freshest of
packaged juices

DIFFERENTIATION
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Hidden in the deep jungle ts the
Um Bongo Factory.

made with
uit no added

d preservatives

Here the juices are

carefully squeezed fr
olourings an

or artl

ficial ingredients: only
80% FRUIT
20% WATER
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REASONS
TO BELIEVE

1) Made From Real Fruit

Guarana's Super-Fruit Originating from
Mawés, an Amazonian city, this fruit's
realness is accompanied by legends that
portray it as more than just a mere fruit.
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REASONS
TO BELIEVE «

2) Original since 1921

Guarana Antarctica stands as Brazil's
largest and most cherished guarana soft
drink. Remarkably, it holds the distinction
of being the world's first guarana soft drink.
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REASONS
TO BELIEVE

3) Brazil's favorite soft drink

According to Brazilians, Guarana Antarctica
ranks among the top 5 brands representing
and identifying Brazil. It's synonymous with
the category in the country.
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_ ZEROSUGAR

A sparkling soft drin

made with gudrana extr



World

Portugal
57%

Portugal
64%
Portugal
45%

World
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WHY FRANCHISING?

Shipping to : Local ,
Destination Duties Partners Clients

Storage Wholesalers
o/ _ (o)
19kLt  40%-80% Distribution & Retailers

Production  olesal
530kLlt 2%-10%  Storage "V Oesfil' ers
Distribution & Retailers




FRUIT DE LA PASSION
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ETHNIC SUPERMARKETS




Stopg&Shop

4

]
we

e

Sk a R, -~

> MAINSTREAM



adA0ilidit,
SUPER HEROES ' *\: '






ESMA SUCCESS STORY
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ESMA SUCCESS STORY

‘Blckery
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ESMA SUCCESS STORY

GUSTAV G GERIG

Brandse+Specialities*And more
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PARTNER SUPPORT TOOLKIT ~™

We support our partners Store Displays

¥ o o
" UN GOOT FRUITE UNIQUE

N/




LA

PARTNER SUPPORT TOOLKIT ~

We support our partners Store Tastings
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PARTNER SUPPORT TOOLKIT -

We support our partners Brand Events
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PARTNER SUPPORT TOOLKIT ~

We support our partners Communication Tools

A sumol_europe ***

Following Message

n rafraichissante, de fines bulles, du jus et
Ipe de frui thentique depuis 1954! Rejoins notre

LE MEILLEUR DE LA NATURE

Iworld.com/fr
: BASE DE FRUTS PRESSES

by bealopes99, sumol, tiagocosta01 + 3 more

ceco0E

Repost Quizzsave.. Stickers ncours Surf SSF 20
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PARTNER SUPPORT TOOLKIT ~ ™

We support our partners Market Visits
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PARTNER SUPPORT TOOLKIT

We support our partners  Brand Support Meeting 2023
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JOIN OUR TEAM




Luis I\/Iarcjues

Head of the Export Markets unit
K SUMOL+COMPAL

luis.marques@sumolcompal.pt
+351 918 789 332
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