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SPAIN: a warm and lively country
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Spain is a large, safe, and prosperous country. Its mild climate attracts millions of visitors annually, making itadesddoractivities

Demographics Spain is thesecond
@ 48,8 million countryin the

inhabitants and GDP world in number of
LISNJ OF LIAGE 2F o yisitors.

A warm country A country that

Average temperature of *.+ lives outdoors

29°C in summer and e Spain thrives on outdoor

14°C in winter**, living and is consistently

ranked among the top ten
European countries for
guality of life.

Tourism represents

13.4%
_ﬁ of GDP

Leisureoutsidethe
homeisthe #1
expenseof Spanish
consumers 37%of
households eat out
at least once a
week for
pleasure/leisure

.
BRI

In 2024, Spain welcomeay
million tourists
(+10.7% vs 2023).

Horecaindustry is
key to our
economy

The sector
accounts for7,4%
of the national
GDP. It generates
more than 1,7M
jobs in Spain.




About MALLORCA

T : o R W Palma shelters a seemingly endles
e o e R S = : b R array of galleries, restaurants, craft
" o el s i e = i studios and bars it's without doubt ,
. . : el a4 @8 Palma de Mallorca is the capital of th Mallorca's greatest treasure. Wander * Fornaltuxc adorablevillageonce
{ Balearic Islands and a vibrant city kno any direction from the awdnspiring crowned Spain'sPrettiestVillage
for its beautiful beaches, historic GothicCatedraht its geographic and * Valldemossa; pure Majorcan charm
monuments and lively atmosphere. historical heart and you'll find bent on a hillside of th@ramuntana
4l Situated on the Mediterranean island medieval streets lined with aristocrati mountains.
Mallorca, Palma offers a perfect mix ¢ townhous_es, Iooming baroque_ churché * S¢ller- a magical place located in &
relaxation and cultural exploratian teeming public squares, vibrant north-western valley.
bohemian neighborhoods and marke *CalaFi henticharbouri
overflowing with all the bounty of the AL AT SETlq (a1 SRl
island al £ f 2NOIl Qa a2 q

The 4 most picturesque villages in
Mallorca:

e S

In 2025, Palma remains the principal urbaentre of the Balearic Islands, with an
estimated population of 431,521 inhabitants, according to the most recent
population census published at the end of 2024. While long established as a holiday
destination, it has increasingly become somewhere many choose as their forever
home.

Palma ranks as the eighth most populous city in Spain, and the most populous

outside the mainland, behind Madrid, Barcelona, Valencia, Seville, Zaragoza,

at tF 3 FYyR ada2NOAlI® ¢KAA LIaAdAzy KAIKEAIK
urban centre.

Palma is famoufor La Seu, its vast cathedrhlilt on a previous mosque which was
built atop an original Christian church. Although construction of the present Cathedral
began in 1229, it did not finish until 1601. Catalan architect Aranidiwas drafted

to restore the building in 1901. The Parc de la Mar (Park of the Sea) lies just south,
overlooked by the great building which sits above it on the city's stone foundations.
Between the two are the town walls.
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557 M.

Unit Cases
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430.000

Customers
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THE BUSINESS IS BALANCED BETWEEN HOME i

The AfH segment represents 53% of the market value, characterized by its fragmented accounts.

%VOL %NSR

TOP 50muUC 24muUcC 14muUcC
CUSTOMERS (@ MERCADONA Carrefour (¥ Dia
40% 31% )
HOME BUYING GlmUC 52muU
260 muC GROUPS < eturomadi ifa
0 0 TOP 4muUC 8muUC
11 A) 11 /0 C U S T O M E R S makro %TRANSGOURMET
R BN Order taking weekly 7 3rd party
\
4 O 0/ ,-/ 5 30/ 1 Delivery 24hs i 3rd party
0 . 0o -
\ E 278k / 90% CCEP invoices - comm policy
AN ‘/
IR Own field market developers
I\ 13muUC 9ImuUC
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1] SPAIN BUSINESBIVIDED IN 2 CHANNELS
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| ] SPANISH MARKET DATA

VOLUME WEIGHT BY AREA

GRUPO DE NEGOCIO

Hiper/ Super
Conveniencia
Discounter
Cash & Carry
Petrol
Nocturno
Mayoristas
Impulso
Horeca

Centros de Trabajo
QSR
Ocio
Comida para llevar

Otros
Viajes y Transporte
On-Line

TOTAL SPAIN

YTD P05 '25

982.650
614.850
310.325
243.481
161.558
155.354
204.120
145.851
111.684
79.351
54.623
34.921
28.559
20.695
8.652
8.543
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U} BRANDS AND MARKET PERFORMANCE

®

(Local Market 20P)  CHANNEL
’m FY 624 | +22% | | 220
wwores | YT D P5| ¢ 2%1% +11,6%
. \d FY 624 | 34% | [ -46%
"BURN| YTD P5| ¢ 2-53% -4,2%




Tl VALUE SHARE TOTAL SPAIN
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m FUTURE STORE VISIT

HOW TO CREATE
THE PICTURE OF SUCCESS

VARIETY  pLATFORM / PRODUCT / PACK
v S ~ VISIBILITY STREET/STORE / SHELF EXECUTIONS

VALUE ENLIST / EXPLORE / EXPAND




}' STREET / STORE / SHELF
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AMPLIFY AWARENESS CREATE DISRUPTION

THE PERFECT SHELF

21% 43%

Semiplan Full Planned

Large /
Med SM

36%

Unplanned

52%

Unplanned

24%

Unplanned

18% 30%

SemiPlan Planned

17% 28%

SemiPlan Planned

18%

Planned

Small SM
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1]l FUTURE STORE

1) MAKE GREEN SEEN
2) HAVE RANGE DEPTH
3) OWN BACK OF STORE WITH ENERGY ZONES

4) PLACE MONSTER BRANDED COOLERS AT INTERACTION POINTS
5) EXECUTE INNOVATION & RANGE WITH DISRUPTIVE DISPLAYS

6) EXECUTE CROSS CATEGORY & PROMOTION ACTIVATIONS

7) IMPLEMENT RIGHT RGM STRATEGIES
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CONVENIENCE FUTURE STORE

STREET: WINDOWS BRANDING CORE &
LIFESTYLE <

Fuel pumps

FSDU with interchangeable header
Digital screen banner

Cooler vinyl
Buy a can, get a sticker box (Rio)
A-Frame
SHELF:
STORE MONSTER
SECONDARY COOLER
PLACEMENTS

SHELF: v
AISLE FIN, STORE:

SNO[')\'DO'-A TILL POINT NREZOUNER TOP
/ VINYL / STICKERS
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' CONVENIENCE FUTURE STORE
ELEMENTS

RIO PUNC

RIO PUNCH PROMOTION
FSDU RIO P, COOLER
END VYNILS
WINDOWS
BRANDING 4
LIFESTYLE RIO PUNCH SHELF WOBBLER m
BARKER AR
VINYL FRAME laaehi iy
AT TILL POINT :
SHELF STRIP
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