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NUEVAS VARIEDADES Y OPORTUNIDADES EN EL MUNDO CITRI
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NUESTRO GRUPO EMPRESARIAL: AMFRESH GROUP
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Tendencilas de Consumo

Global



Maximise my
Value

The cost-of-living crisis
continues but Value is not
synonymous with Price. Other

factors like @Xperience,

rewards, time and doing
the right thing can move the
narrative beyond price alone

Sub-trends:

20%
OFF

EVERYTYHING

Promotions

Happy at home

H

Day to day focus

Energy Booster

Treats & savings
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Sub-trends:

Health and
Pleasure Go
Together

Health and pleasure are
becoming more intertwined

whether choosing healthier 7 ¥ Experience .. Functional
: i Emotional N f nz Food &
spaces in which to S sty focused Ge ’ =N geverages  vegan
socialize or better for you Food
treats Taste Everyday 00
Moments Of

Happiness



Glocal:
Seeking the
right balance
between local
and Global
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Sub-trends:

A Shopper recognize thebenefits of Globalization: increasing travel, rise
of cheaper products facilitated by low labour cost and international
supply chains, Globalflavoursw -

A On the other hand, we are moving to a world withprotectionist
policies and a focus on nationality.

A Danone and other Global companies have restructured their business
sn adbwodale hqrsiRbnl o  mx

A | think global brands make better
prOduc:ls than bmnds 1hal iy
just local to your country

» Agree m Disagree

To what extent do you agree or disagree France 42% positive 47% negative
with the fO”OWing statement?? Belgium 42% positive 43% negative
Globalization is good for my country Greece 39% positive 51% negative

Ipsos Global trends survey to 48500 adults across 50 markets



Eating
optimized

A new era of convenience
will emerge as technology
streamlines meal planning,
shopping and cooking
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Sub-trends:

A Shoppers are looking to retailers to help guide their purchasing
decisions, astime saving is critical to convenience

A In the next 5 years, for retailers, this will come in the form ofreal-time
shopping assistance, such as push notifications, personalized alerts
and Al that could help consumers find ingredients or products while in
stores, in transit or shopping online

A Snacking moments continue in the top 3 of Global trends?

% People who snack

Globally 2 55 % of consumers make a meal out of

86%
’ snacks at least weekly 3

78%

33 average number of
2013 2021 snacks consumed per day

Source2Vj g" Urgekcnv{"Hgqgf " Cuuq®k2d2&gpagkingvt gpf urgvvgt"Rcpgn"

3 Mondelez Global snacking report 2022



Take advantage of snacking to increase conversion

MOMENTS OF THE DAY

% Shoppers who eat Fresh fruit weekly or more

Breakfast 49%

Morning snack4o%

Lunchtime 43%

Evening snack41%

Dinner 36%
After 31%

dinner snack

Q- At what moment of the day do you eat fresh fruit?

62% of population
eat fruit as a
snack weekly

WHAT DOES IT MEANFOR RETAILERS?

# Target breakfast moments (US 61%)
itself or to provide fruit for the mid-

morning break

# Having fruit available as part of the
meal menu to target lunchtime and
afternoon snack moments

# Opportunity to develop apples, easy
peelers, loose fruit to target morning
/afternoon snacks,. Do you have
them located in the right place to
maximise?
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NUEVAS
VARIEDADES

Crafting Extraordinary Fruits, Inspired By Nature
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Exclusive Global Master
License

HHGENESIS
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Tender Globalr 7 nuevasvariedades

Programade Mejoramuy profesional y estable (apoyo publico-privado)
Triploidesy Diploides. ParentalesExclusivos

Seedless +gran SABOR- ventanas estratégicas + granresiliencia (alta
pluviometria, fuertes vientos, heladass b
Potencial disruptivo
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Q : A Al CBI
Mandarinas: Alba, Melba,+ A A | ¢Blixy

N
Naranjas: Rufina, Paylate, Victoria

% Gran pipeline de nuevas variedades

Breeding a largo plazo
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MODELO

CLUBS DE PRODUCTORES A NIVEL GLOBAL

PLANTACIONES LIMITADAS

pse®~e, I f _t+,e _}I _¢

CONTROL & DEFENSA LEGAL

TEO

c U THE ENFORCEMENT

ORGANIZATION S.L.




HHGENESIS PROYECTO GLOBAL cdN Lé
MUNDIALES DE LA CITRICULTURA
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Mandarina hibrida diploide, seedlessen condiciones aisladas (autoinc.)

Ventana derecoleccion temprana/ media estacion (condiciones de UGY)

Nivel de brixmuy alto, perfil de sabor Gnico, facil pelado.

Resistentea Alternaria.

Excelentecomportamiento post-cosecha
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BRIXY

Mandarina hibrida diploide, seedlessen condiciones aisladas (autoinc.)
Buenacoloracion externa, fruto muy firme, pelado medio que mejora con camara
Buen calibre y niveles de brixmuy altos. Saborexcelentey textura fundente

Recoleccion Agosto-Octubre seguncondiciones de UGY

Largavida post-cosecha de hasta 3 mesesen camara sin afectacion
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BRIXY



