Best Nutritional Profiles for all

Provide the best nutritional experience through healthier and simple
and natural recipes with positive nutrition in every choice

Over time we have worked to improve the nutritional profiles of our products through guide-
lines and concrete actions seeking to remain in the preference of our consumers.

We have defined internal standards to offer our consumers delicious products that make
easier for them to integrate better diets. Our GB nutritional guidelines have evolved over time
incorporating the latest updates in the field of nutrition and the needs of our consumers to
provide products of superior nutritional quality.

Malnutrition affects 1 in 3 people globally; this also has an impact in the development of Noncommu-
nicable diseases (NCDs) such as cardiovascular diseases and diabetes. NCDs and diet deficiencies are
considered one of the main causes of death in the world and represent a high cost to governments in
public health.

In 2013, the World Health Organization developed the Global Action Plan for the Prevention and
Control of Noncommunicable Diseases 2013-2020, within the framework of the 2030 Agenda for
Sustainable Development. Within this plan are the nine global goals that will have the greatest impact
on reducing mortality from NCDs, many of which have their origin in poor diets and malnutrition,
hence the importance of building healthier food systems.

Aligned with the WHO recommendations to build better diets that have a positive impact on the
reduction of malnutrition and the development of NCDs, we have established different lines of action
to improve the nutritional quality of our portfolio through products that are in the taste of our con-
sumers and that, at the same time, represent attractive options that facilitate them to adopt better
lifestyles.

Among the recommendations defined by the WHO considered to improve the nutritional quality of
our product offering and the construction of our GB Nutritional Guidelines, are the following:

- Reduce the level of salt/sodium added to food (prepared or processed).

- Increase availability, affordability and consumption of fruit, vegetables and plant-based food.

- Reduce saturated fatty acids in food and replace them with unsaturated fatty acids

- Replace trans-fats with unsaturated fats.

- Reduce the content of free and added sugars in food and non-alcoholic beverages.

- Limit excess calorie intake, reduce portion size and energy density of foods.

- Develop policy measures that engage food retailers and caterers to improve the availability,
affordability and acceptability of healthier food products (plant foods, including fruit and vegeta-
bles, and products with reduced content of salt/sodium, saturated fatty acids, trans-fatty acids
and free sugars).
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Similarly, to address problems related to undernutrition and micronutrient deficiencies in those coun-
tries where we are present, we have established a strategy that allows us to evaluate and define where
to focus our actions by developing products fortified with micronutrients targeted to vulnerable popu-
lations with nutritional deficiencies or needs.

Our approach to address malnutrition:

MALNUTRITION

Overweight & Obesity Undernutrition ' Micronutrient Deficiencies

Nutritional Guidelines: POSITiVE NUTRITION

NUTRIENTES TO LIMIT

SMART portions

NUTRIENTES & INGREDIENTS TO:ENCOURAGE

Nutritional Landscaping: Specific
micronutrient deficiences

Affordable and accesible options

Positive Nutrition

Our body requires a variety of nutrients to
perform basic activities. Therefore, it is import-
ant to balance all the nutrients we require in
our diet.

Public policies primarily restricted the content
of critical nutrients, nutrients to be limited in a
diet. However, there is evidence to support the
concept that the lack of nutrients in a diet can
have a more negative impact on health.

Consequently, we did not only focus on reduc-
ing sodium, saturated and trans fatty acids and
added sugar content in our product offer. We
also increased relevant nutrients in our diet
such as: fiber, plant-based proteins, and micro-
nutrients.

Positive nutrition is the nutritional balance to
be achieved in our products by means of maxi-
mum levels of nutrients to be limited in the
diet and evaluating the positive nutrition
balance of our products through Nutrient
Profiling Systems such as the HSR.

Our ambition for 2030 is to offer simple and natural recipes with positive
nutrition in all our product offering.

Natural & simple recipes

Consumers increasingly prefer easy-to-under-
stand ingredients, with no artificial additives,
preservative-free, and no artificial colors and
flavors among others. Consumers believe in
simple, clear, trustworthy, transparent, and
authentic products.

"Natural" refers to different understandings
and scopes. In this sense, our concept of natu-
ral focuses on the amount and type of ingredi-
ents and additives in our recipes, using only
no-artificial ingredients. We place special
emphasis on ingredients which our consumers
and stakeholders have voiced a concerned
about due to their potential impact on the
environment or the quality of the diet.

To define the scope of "naturalness" within our
product categories, our recipes must now
meet different levels of clean labeling.
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In order to assess the nutritional quality of our portfolio, as well as to guide our efforts to develop the
best options that reinforce our commitment to deliver products with healthier and simple recipes, we
defined a nutritional standard according to different principles. (Annex 1)
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Our Commitments 2030

100% of our baking and snacks offerings will consist of simple and natural recipes with nutrition
in every bite ensuring affordable options in all our points of sale.

100% our baking and snacks will be made using simple and natural recipes.

100% our baking and snacks will provide positive nutrition.?

15% of the sales of our occasional consumption portfolio will be in the form of “controlled
portions”.

2025 Goals

100% of our daily bread, buns & breakfast offering will consist of simple and natural recipes with
nutrition in every bite, ensuring affordable options in all our points of sale.

100% of our daily bread, buns & breakfast portfolio will be made using simple and natural
recipes.
100% of our daily bread, buns & breakfast portfolio will provide positive nutrition.?
90% of our daily white bread, buns & breakfast portfolio will have at least 2g fiber /100g.
Top seller brands/products of our occasional consumption portfolio for adults' must meet our
published guidelines on saturated fats, trans fats, added sugars and sodium or:
- will offer portion control options or,
- will offer line extensions with positive nutrition and/or free from artificial colors & flavors.
- will offer a relevant reduction (above 25%) in the most critical nutrient.
Launch at least 1 program per region to support vulnerable groups through:
- accessible and affordable products with positive nutrition or,
programs that ensure food security in vulnerable populations (where there is no record of
a micronutrient deficiency prevalence)

" In the case that the majority of best seller occasional products come from a brand/product line targeted to children, these
will be taken in consideration.

2 Evaluated according to the Health Star Rating System. It is considered a grain specialty product offers positive nutrition when
it has a 3.5 star or more score.
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Glossary- Best nutritional profiles for all

1. Affordable products: Price per Kg is parity or below the average market price, relative to the same
category or subcategory.

2. Accessible products: At least 50% market presence in the location where the top-selling product
is located.

3. Control-portion are those products whose presentation or format is focused on promoting mode-
rate consumption helping consumers to choose a healthy amount of a certain product:

a. Occasional products targeted to adults:
i. Snacks and bakery products: Products with equal or less than 250 kcal,
single-serve packages, individually wrapped.

b. Occasional products targeted to children:
i. Snacks and bakery products: Products with equal or less than 200 kcal,
single-serve packages, individually wrapped.

4. Grains specialty bread & buns: breads & buns containing whole cereal flours and/or whole grains
(including reconstituted whole cereal flours), if the total quantity is more than 15 parts for each 100
parts by weight of flour used.

5. Mainstream bread: simpler breads with massive distribution that have high demand.

6. Natural & Simple recipes: To define the scope of "naturalness" within our product categories, our
recipes must now meet different levels of clean labeling.

Daily consumption categories: Must meet “Friendly” level®:

- For White Bread & Buns: 10 or less ingredients, all recognizable by the consumer
- For Specialty Bread & Buns: 15 or less ingredients, all recognizable by the consumer

Occasional consumption categories: should be made up by simple recipes in which the number
of ingredients is reduced to the lowest possible number according to the technological and sensory
feasibility, regulatory compliance, and the clean label level as defined in our Nutriguides (No artifi-
cial) (tables Annex 1).

7. Positive nutrition: considers an improved nutritional standard in which the levels of nutrients to
limit are established (saturated and trans fats, sugars and sodium) as well as for nutrients to encour-
age (whole grains, proteins, fiber, etc). Said levels are defined in the Nutriguides (tables Annex 1). From
2025, positive nutrition will be measured through the compliance of the HSR stars, according to the

target and frequency of consumption of the product.*

8. Premium breads: differentiated breads with added value that seek to capture a higher price
segment.

9. Top seller brands/ products: 10 products that report the highest sales at the country/region level
in which they report.

10. Vulnerable groups: people at risk of suffering from food insecurity or malnutrition due to the pre-
sence of nutritional factors.

3 Products with more than 10 or 15 ingredients (depending on the subcategory) that are not artificial or negatively perceived

and in the ‘Not Artificial’ Clean Label Phase can be considered as ‘Friendly’ for reporting. A previous review with GR&D must be

made.

% For more information about the Health Star Rating and its calculation, visit:
http://www.healthstarrating.gov.au/internet/healthstarrating/publishing.nsf/content/home NUTRIGUIDES V3
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Nutriguides

Principles guiding the nutritional quality of our product offer

GB Nutritional Guidelines (Nutriguides)

Intended
Int:rir;:::';nal cr:tI:g‘:bfr'::: ?n Target Positive Clean
consumer Nutrition Label
Guidelines the overall
diet

Healthier sustainable diets

Principle 1: International dietary guidelines.

Locally defined dietary guidelines and food recommendations are educational tools that provide the
guidance so that populations can have correct eating patterns at an individual and collective level.
Dietary Guidelines consider the best scientific evidence there is in a country in terms of biological,
economic and socio-cultural aspects, as well as habits and customs according to local food culture.

Guides establish consumption parameters for different food groups (fruits, vegetables, cereals, dairy
products, proteins, among the most important ones) as well as the proportion to be eaten in the diet
to meet daily nutritional recommendations established for the population. These recommendations
consider principles such as balance, variety and safety according to taste and culture.

Having a greater understanding of the role played by our products in the different eating patterns
established in the countries where we operate, allows us to build differentiated standards according
to the impact they have on a daily diet.

Breakfast

(@\
N\

Dinner

Shack 1 A Shack 2

Y
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Principle 2: Intended role of food categories in the overall diet

All foods have an important place in our diet, those we perceive as healthier, as well as those that
provide us with a moment of indulgence. The important thing is to understand that foods have diffe-
rent roles and times to be consumed, and some more or less frequently than others.

Foods included in our diet more frequently should consider a stricter nutritional quality, otherwise we
should consume them occasionally.

In view of the foregoing, we segmented our product categories into daily consumption and occasional
consumption categories.

Sweet Baked Goods £on

Bars, cakes, donuts, pastries, I,/[:_:]\,

pound cakes, sweet buns, swirls s

Dry Baked Goods
Bread & Buns Crackers, toasted bread, ‘i“ {
. QZ} crumbs, pizza crust L
Sliced bread, buns, rolls : -
Tortilla Chips & Tostadas .
Tortilla chips, tostadas @B
Salty Snacks @ =

Potato crisps; extruded, pelleted, mix ]
and sheeted snacks; pop corn, nuts Q9

Breakfast

Bagels, English muffins

8

Flatbread

N Stuffing g:[%.l\?
Corn and wheat tortillas, (& Stuffing g )
flat breads
Confectionery
Chocolate, jellies, meringue, @

turron/nougat

Principle 3: Target Consumer

In the same way that we evaluate the differences in consumption patterns, we also understand nu-
trient and energy requirements between children and adults are different. Consequently, product
offer for each type of consumer cannot be the same. In order to develop a differentiated offer for
children and adults, we consider parameters aligned with the daily requirements based on local
recommendations and guidelines through the Daily Reference Values as set forth for the different
target consumer.
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In those countries where there are no Daily Reference Values for all or any specific nutrient, the follo-
wing values will be considered®:

Energy 2000 Cal 1700 Cal
Saturated fats 10% of total Cal [20g.] 10% of total Cal [199.]
Trans fats <1% of total Cal <1% of total Cal
Added sugars 10% of total Cal [50g.] 10% of total Cal [42.59.]
Sodium 2000 mg. 1700 mag.
Dietary fiber 25g9. 159.

Principle 4. Positive Nutrition®”

We want our portfolio to meet high standards of nutritional quality even in those products intended
for indulgence. It becomes relevant to offer options that comply with international recommendations
on nutrient content with greater impact on the diet, while also taking special care that our offer con-
tinues to be liked and accepted by our consumers.

Our goal is to offer positive nutrition every time our products are consumed, that is, products that do
not exceed the limited content of nutrients and provide an adequate content of nutrients to be
encouraged.

We know that a food by itself does not determine the quality of a diet, however, through our offer, we
seek to help our consumers make better consumption decisions by means of the options we offer. In
those products we intend to include on a more frequent basis into the diet, we have established strict-
er nutritional thresholds due to the impact they may have on it, as compared to those products to be
occasionally consumed.

We consider maximum levels of nutrients to be limited such as saturated fats, trans fats, added sugars
and sodium and an adequate level of fiber, proteins, vitamins and minerals for the product to be nutri-
tionally positively balanced depending on the product categories and the target consumer to whom
they are addressed.

5 The official macronutrient/micronutrient Daily Values of a country are considered for the maximum thresholds. In countries
where there aren't, an internal baseline is taken. The trans fat maximum threshold is 2g TFAT/Total fat across all business units.
6 BBU: daily portfolio products with servings greater than or equal to 70g will consider FDA's proposed voluntary Sodium
Reduction Targets as sodium threshold.

7 For those daily portfolio products with servings greater than or equal to 70 g, an additional 20% nutrient threshold is provid-
ed, except for trans fats.
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Principle 5. Clean labeling

In addition to working on improving the nutritional quality of our recipes, we also seek to offer prod-
ucts with fewer and better ingredients with which our consumers are more familiar. We understand
that the new consumer trends are focused on more natural foods with simpler recipes and with ingre-
dients and nutrients our consumers may find in their pantries every day.

We have therefore drafted guidelines to develop products that meet our promise: Simpler and more
natural recipes.

In order to achieve this, we have established different levels of clean labeling in our GB Clean Label
Global Guidelines. We will define actions that allow us to reduce the number of ingredients to the
extent that technology and consumer acceptance allow us according to them.

Each product category has a defined level of clean labeling, as well as goals over time to achieve the

objectives that we have set.

Levels of clean labeling:

bodl :
o0 Conventional

Not Artificial*

Free from artificial additives/ingredients

Friendly

Meets not artificial requirements + less than 10-15*
ingredients (all recognizable)

Sustainable

Meets friendly requirements + sustainable claim
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GB Nutriguides v3.0- BFY 2022 goals

Natural & simple External
Nutrients to limit Nutrients to encourage recipes validation Healthy plant-based diets
Product Target
categories audience Calories | Saturated fats | Transfats | Added sugars Sodium Proteins/Fiber/ Omega3&b/ Clean Label Phase Health Star
(cal/serving) | (%DV/serving) | (9/100g fat) | %DV/serving %OV/serving WG/ Vits & Minerals Rating
Plant based i to be included :
Only grains specialty bread & buns: Full plant-based-
Only grains specialty bread Superior plant based
Adults Nf& 10% 2 10% 15% f .
Breadfbuns & buns; Good saurce (at 215 < >80% plankbased ingredients
least 1) - Good source of fiber/veg protein, or per serving >Bg whole
No artificial calors & grains, or per 100g > 159 fruit/vegetables/lequmes or >
Children 170 10% 2 10% 15%* favars 7.59 seeds or 10g nuts
Flatbread Adults NfK 10% 2 10% 15%
Children 170 10% 2 10% 10% 235
Breakfast Adults Ni& 10% 2 10% 15% i
Children 170 10% 2 10% 10%
Occasional Categories3: approx. 3 times/week, smaller meals or special situations
[Products targeted to children: Line ions in best-selling products as a goal alternative must follow the positive nutrition and/or natural & simple recipes
Adults N/A 25% 2 25% 15% 225
Sweet baked
wegmas . No artificial colors &
Children 200 20% 2 25%" 10% flavors 23
Adults N/A 15% 2 10% 15% 225
Dry Baked Goods. No artificial colors &
Children 200 10% 2 10% 10% flavors 23
Stuffing General NfA 15% 2 10% 750 mg/serving 225
" " Adults NfA 15% 2 10% 15% 225
Tortilla chips &
O agas No artiicial colors &
Children 200 10% 2 10% 10% flavors 23
Adults N/A 20% 2 10% 20% =25
Salty snacks No artificial colors &
Children 200 15% 2 10% 15% flavors 23

For Daily: Servings smaller than 25, the defined threshold is measured at 50g. For Occasional: Servings smaller than or equal to 309, the defined threshold is measured at 509. Servings equal to or greater than 70 g will have an extra 20% on the% DV / serving in key nu
1 Gaod source of nutrients to be incentivized according to local regulations.
*In those countries where the OV established for children is the same as for adults, 10% of the DV will be considered.

“*1n those countries where the DV established for children is the same as for adults, 20% of the DV will be considered.

GB Nutriguides v3.0- BFY 2025 goals

Target Positive Nutrition Natural & simple recipes.
Product categories | Health Star ‘
dient
audience Sodium (¥DV/serving) Ratin Clean Label Phase Fiber
Bread & buns t::::n 'l';'; :;: : ::: 1’:‘_ 215 White bread & buns: 2g fiber/100g
Friendly (s10 ingredients, al o
wohetead  General n 15% 2 5% 5% et ingrdiens, recogiaie)™
Biochebuns  General A 15% H 15% 15% 5
Aduts WA 15% H 5% 5% N
futoresd Chitgren 17 15% f 15% 1% Notarefal
Aduts WA 15% 2 15% 15% . e ) .
Breakfast e I, 15% 2 1% 15 215 Friendly (s10 ingredients, al recognizable) | White breaktast: 29 fiver/100g
Occasional Categories: approx. 3 times/week, smaller meals or special situations
[Products targeted to adults: Line extensio ing products as a goal positive nutrition and/or natural & simple recipes standards ]
[ Adutts WA 5% z 30% 5% 225 Line extensians: No arificial colors & flavers:
Chilgren 200 % H 28%m 5% 23 Mo artifical clars & flavors:
Dy Baked Gaods Aduts WA 15% 2 15% 15% 25 Line extensians: No artificial colors & flavors
Children 200 15% 2 15% 15% =3 o antifical colars & flavors:
Stuffing General WA 15% H 5% 750 my/senving 225 Line extensions: No artfical colors & lavors
Tortitachips & Adutts WA 15% H 15% 15% 225 Line extensions: No artificial colors & iavors
st Chilgren 200 15% 2 15% 15% 23 No antificial colors & fiavars.
satysnocks Aduts WA % 2 15% Depends on subiategory 225 Line estensians: No artiicial colors & flvors
Children 200 15% z 15% Depends on subategory =3 No artifcal colors & flavors
Potato isps 670m9/1009
Etruded 1100 mg/100 g
Peleted 1100 mg/100g
Mex Genzral (sodium 1100mg/100g
Sheeted  CONENt 00ly) 700mg/1009
Fepam 960mg/100g
tans 520mg/100g
Fulps 500 mg/1009
on Aduts WA Wik z WA WA =2 Line extensions: No artiical colors & iavors
= Chitgren 200 WA 2 WA WA 2 No aificial o & Havors
e meals Auts  NA 25% H 15% % =3 Line extensians: No ariicial colors & favors
Children 200 25% z 15% 3% 23 No artifcal colors & flavors
Lo cream Mulls  NA 15% z 20% 325% 225 Line extensions: No artiical colors & s
Chilgren 200 15% 2 20% 225% 225 o anifical colors & flavors
Aduts  NA 15% H 0% 15% 225 Line estensians: No arificial colors & flavors
Dairy beverages
Chilgren 200 15% z 0% 15% 23 Mo artifical colors & flavors
for than 259, the ForDccascnal: Servings smaller than of equal to 309 at 50 1o 0r greater than 70 g will hawe 1 exlra 20% 0 thek Y/ seving in ey natrient

1 those countries where the OV estabiished for chikdren is the same  for adults, 10% of the DV il De considered.

1y

Is the same as for adults,

Not mandatary forthis
timeframe
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GB Nutriguides v3.0- BFY 2030 goals

Nutrients to limit Positive Nutrition

Natural & simple recipes

Healthy plant-based diets

h - Health Star .

Sodium (XDV/serving) I Ratin Clean Label Phase Fiber
2 1% 1% 235 White bread & buns: 3g fiber/100g
2 15% 15%*
2 15% 15%
2 15% 15% -
; x - 3 Friendly (<10 ingredients, al recognizable)
2 15% 15%
2 15% 15% .
; o i 235 Vihite breakfast: 3g fiber/100g

e extensions in best-selling products as a goal alternative must follow the positive nul

Occasional Categories: approx. 3 times/week, smaller meals or special situations

Partion control: 15% sales

n and/or natural & simple recipes standards:

- Target
Pri ri
AU Ce00NES | ence
Bread &buns. Adults WA 5%
Children 17 15%
Brioche bread  General NA 15%
Briochebuns  General A 15%
ratbresd Adults WA 15%
Children 17 15%
Adults WA 15%
Breakfast
Children 170 15%
Adults WA 25%
Sweet baked goods
¢ Children 200 0%
Adults WA 15%
Dry Baked Goods
" Children 200 15%
Stuffing General WA 15%
Tortil chips & Adults. WA 15%
tostadas. Children 200 15%
Sabysnacks Adults WA 0%
Children 200 15%
Potato crisps
Extruded
lleted
iy CEneral (sodium
" contentonly)
Sheeted
Popeorn
Nuts
Confectionery Aaults Li
Children 200
Readymade meals L L
Children 200
Lecream Aulls N
Children 200
Dy bever Adulls N
1y beerages Children 20000%

N/A
N/A
25%
5%
15%
15%
15%
15%

2 30% 15% 225
H 5% 15% B
2 15% 15% 225
H 15% 15% B
2 15% 750 mg/sening 225
H 15% 15% 225
2 15% 15% 21
2 15% Depends on subcategory 225
2 15% Depends on subcategory 23
670 mg/100 g
1100 mg/100 g
1100 mg/100 g
1100 mg/100 g
700 mg/100 g
960 mg/100
520 mg/100 g
2 NiA /A 22
2 /A /A 22
2 15% 3% 2
2 15% 5% 23
2 0% 3.25% 225
2 0% 3.25% 23
2 0% 15% 225
2 0% 15% =3

Ho artificial

For Daily: Servings smaller than 259, the defined threshald is measured at 509. Far Occasional: Servings smaller than of equal to 309, the defined threshold is measured at 50g. Servings equal to or greater than 70 g will have an eatra 20% o the's DV / sérving in key nutrient
“In i the DV established L 35 for adults, 10% of the DV will be considered.
where the DV il for adults, 20% of the OV will be considered.

NUTRIGUIDES V3

12



Cumplimiento de limites de nutrientes criticos
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