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Disclaimer

2

This presentation does not provide full disclosure of all material facts relating to Camposol Holding PLC and its direct or indirect subsidiaries, including
Camposol S.A., a sociedad anónima organized under the laws of Peru (together, the “Company” or “Camposol”), the securities of Camposol or a potential
offering of such securities and is not subject to liability for misrepresentations under applicable securities legislation.

The contents hereof should not be construed as investment, legal, tax or other advice and you should consult your own advisers as to legal, business, tax and
other related matters concerning an investment in Camposol. Neither Camposol nor the underwriters are acting for you and do not regard you as a customer
or a client. Neither Camposol nor the underwriters will be responsible to you for providing protections afforded to clients or be advising you on the relevant
transaction. There is no obligation to update the information included in this presentation.

This presentation does not constitute a prospectus and should under no circumstances be understood as an offer to sell or the solicitation of an offer to buy
securities nor will there be any sale of securities in any state, province or jurisdiction in which such offer, solicitation or sale would be unlawful prior to
registration or qualification under the securities laws of such state or jurisdiction. Such an offer or solicitation can only be made by way of an effective
registration statement or prospectus in accordance with the securities laws.

Certain statements herein are “forward-looking statements.” Statements contained herein that are not clearly historical in nature are forward-looking, and
the words “anticipate,” “believe,” “continues,” “expect,” “estimate,” “intend,” “plans,” “project,” “target,” and similar expressions and future or
conditional verbs such as “will,” “would,” “should,” “could,” “might,” “potential,” “can,” “may,” or the negative of these terms or similar expressions are
generally intended to identify forward-looking statements. These forward-looking statements speak only as of the date hereof and are based on Camposol’s
current plans and expectations and are subject to a number of known and unknown uncertainties and risks, many of which are beyond Camposol’s control. As
a consequence, current plans, anticipated actions and future financial position and results of operations may differ significantly from those expressed in any
forward-looking statements in the presentation. You are cautioned not to unduly rely on such forward-looking statements when evaluating the information
presented and we do not intend to update any of these forward-looking statements.

No representation or warranty is given in respect of the information contained herein, and neither the delivery of this presentation nor any investment in
Camposol securities will under any circumstances create any implication that Camposol has updated the information contained herein. Information
throughout the presentation provided by sources other than Camposol has not been independently verified. Differences between past performance and
actual results may be material and adverse.

This presentation includes unaudited non-IFRS financial measures, including Adjusted EBITDA and Adjusted EBITDA Margin. We present non-IFRS measures
when we believe that the additional information is useful and meaningful to investors. Non-IFRS financial measures do not have any standardized meaning
and are therefore unlikely to be comparable to similar measures presented by other companies. The presentation of non-IFRS financial measures is not
intended to be a substitute for, and should not be considered in isolation from, the financial measures reported in accordance with International Financial
Reporting Standards (“IFRS”), as issued by the International Accounting Standards Board. See the Appendix for a reconciliation of these measures to the most
directly comparable financial measure calculated and presented in accordance with IFRS

Neither this presentation nor the information contained herein may be copied, reproduced, disclosed or distributed in whole or in part at any time without
the prior written consent of Camposol. By accepting this presentation, the recipient acknowledges and agrees that this presentation and all of the
information contained herein is confidential and subject to the confidentiality email previously acknowledged by the recipient. Without limiting the
generality of the foregoing, the recipient will not reproduce this presentation in whole or in part and will hold all information contained in this presentation
and the fact that Camposol is considering a potential initial public offering in confidence.
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Camposol is a global branded fresh healthy food company with an on-
trend product offering, unique competitive advantages …

Overview Selected financial overview

 Global provider of 
fresh and healthy 
foods

 Serving retail and 
wholesale consumers 
in over 40 countries 
across the globe

 Unique value 
proposition 
recognized globally: 
high consistency, 
superior quality and 
full traceability

 Diverse and strategic 
sourcing supports 
year-round 
production 
capabilities and 
superior profitability

4Q21 LTM Sales (US$): 

$385.8 mm
4Q21 LTM Adj. EBITDA3 (US$): 

$113.4 mm
12-21 Sales CAGR (%):

7.7%
4Q21 LTM Adj. EBITDA mg.3 (%): 

29%

Superior growth and profitability driven by…

…diverse portfolio of high-growth, on-trend fresh products…

…field-to-table supply chain control and sustainable farming methods 
that ensure food safety and highest quality of products…

…with visibility on short term growth driven by maturity of existing 
plantations (mainly maintenance capex required)

Blueberries

54%

Avocados

20%

Others1

26%

% 4Q21 LTM Sales

CustomerProcessing &
packaging

Marketing &
distribution

Development
& farming

Full traceability

Other1

Total

Total has.

2,715

4,554

2,620

9,889

Source: Company information as of December 2021
Notes: 
1 Others include tangerines, mangoes, grapes and other products. In the revenue breakdown, Others also unallocated revenue which corresponds to minor activities not reported to the chief operating decision maker, such as 

packaging and other minor services provided by the Company.
2 In 2019, we were recognized with the 2018 Risk Taker Award by Walmart for “going above and beyond to meet customer needs”, and in 2017 we were recognized with the 2016 Supplier of the Year Award in the Produce Category by 

Walmart.
3 Non-IFRS measure. See the Appendix for a reconciliation of this measure to the most directly comparable financial measure calculated and presented in accordance with IFRS.

2017-2019 
Award2

…strong relationship with top retailers and wholesalers worldwide…

(As of December 2021)
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…and a truly global platform that allows us to reach top retailers and 
wholesalers all around the world

Geographic footprint Balanced exposure 
to key end-markets

Sourcing from some of the most 
economically stable countries in SA1

Own Fields 
(Planted & 
Unplanted)

Commercial 
Hubs

Colombia
3,921 has

Mexico
61 has

Peru
Own: 14,916 has
Lease: 720 has

Chile
176 has

Uruguay
1,521 
has

Key 
Clients

Distribution 
Facilities

1

6

6

10

Own Planted Fields (Has) –
December 2021

9,281

$386 mm

Revenue – 4Q21 LTM

6

Packaging 
Facilities

3

1

Leased 
Fields

10
Packaging 
Facilities

+20,000 Has 
of Own Fields

24 
Years in the 

Market
23 

Distribution 
Facilities

Presence in

+40 countries

5
Commercial 

Hubs

5Source: Company information.
1 Denotes South America.

Camposol’s products are sold in major retail locations worldwide

~64% of revenues are in US$ dollars, and 
the rest in Euros or other hard currencies

Landbank of additional c. 11,267 has 
for expansions

49%

34%

9%
8%

USA

Europe

Other

Asia

72%

8%

20%
Peru

Colombia

Uruguay
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Summary of key financials

Revenue

EBITDA

EBITDA
Margin %

Revenue and EBITDA historical evolution (US$mm) Highlights

Capital expenditures (US$mm)

37% 34% 29%
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• For the year ended December 31st, 2021, EBITDA amounted to 
USD 113.4 million, down 2.9% compared to 2020. 

• Total sales amounted to USD 385.8 million, up 12.4% compared to 
2020 mainly due to increases in blueberries volumes. 
Furthermore, more hectares entered mid or high yield,  7,416 ha.  
compared to 7,239 ha. in 2020.

• Camposol reached a total of 9,889 in planted, a decrease of 28 
hectares over the same period last year.

• As of December 31st, 2021, the company maintained a cash 
balance of USD 30.5 million and registered a net leverage ratio of 
3.76x.

Sales by crop (MT)

Source: Company
1. Includes interest expenses

Avg. Avocado
Price (US$/kg)

Avg. Blueberry
Price (US$/kg)

2.9

7.1

2.4

6.3

2.4

6.9

53 75 76 
200 174 210 
73 94 100 

2019 2020 2021
Avocado Blueberry Other

25 32 32 

30 26 33 
7 13 11 15

24 23 
5

12 13 

2019 2020 2021

Avocado Blueberry Tangerine Mango Grape

82 106 113
106

71

42

2019 2020 2021

120.2
116.8 113.4

2019 2020 2021



EBITDA calculation

2021 2020

Profit before income tax 25,478         57,585         

Finance costs 28,106         34,997         

Finance income 175-              816-              

Gain (loss) of associated companies 2,599-           1,708-           

Operating profit 50,810         90,058         

Currency translation differences 4,641           663              

Change in fair value of biological assets 40-                23,981-         

Other income/expenses 9,340           9,093           

Amortization of bearer plant 28,859         22,493         

Depreciation and amortization 19,548         18,499         

EBITDA 113,158     116,825     

EBITDA Buildup (USD 000)



Current Funding Mix

Total gross debt1 (US$mm) Highlights

Total debt2 (US$mm) and net leverage (x)

Net
Leverage

2.35x 1.18x 1.37x 3.06x
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 Total gross debt as of December 31st , 2021 amounted to USD 
462 million and was mainly composed of senior unsecured 
notes amounting to USD 350 MM with 6% coupon due in 2027, 
which represents 76% of the total gross debt.

 Long-term debt at end of period had a duration of ~5 years.

 The net leverage ratio as of December 31st , 2021  closes at 
3.76x. The company successfully negotiated with Rabobank a 
committed credit line of up to USD 60 million, valid for two 
years, that will be used to ensure our international expansion, 
in order to assure our goal to be a year round supplier

Structural Debt (US$mm)

Source: Company
1. Includes short & long term debt without capitalized fees and interest
2. Includes new operating leases in the 2020

 Total: 462

 Long-term debt: USD 373 mm
 Duration: ~ 5 years

3.76x3.50x

250
172

243

397
443 458

2016 2017 2018 2019 2020 2021

350 

11 
22 

79 

Senior notes Mid term loans Financial leases Working capital lines

2020 2021 2022 2023 2024 2025 2026 2027

Senior Notes Mid-term loan Finance leases

3 10 12 5 8 8 0

350
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Superior sourcing capabilities 3

Socially-responsible and environmentally-friendly business model 5

Strong corporate governance and experienced management team 6

Right industry, right products 1

Clear growth initiatives 4

Unique value proposition recognized by top global retailers 2

Key investment highlights
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Camposol has ideally positioned itself to capture consumers' shift towards fresh products

Health and wellness trends will continue to drive consumption patterns and increased 
foot traffic in fresh food aisles

1

Creating an open and honest relationship 
with millennials is important

How to reach the millennial generation:

of Americans prefer 
to buy natural 
and/or organic foods 
over conventional 
foods if prices are 
comparable

71%

Be natural/organic

on food & nutrition claims

65% Nutritionists
58% Dieticians
57% Family and friends
54% Personal trainers
26% Packaging claims

Millenials work with trusted sources

Creating an open and honest relationship 
with this audience is very important

Be honest

Global retail store volume growth (CAGR %)1

Camposol focused category

Fresh produce represents one of the fastest growing categories

Hot Drinks Milk Staple Food

Meat Sauces & Dressings ConfectionerySeafood

Produce

Illustrative aisle map

Perimeter of the store Center of the store

1.4%

2.1%

0.0%0.1% 1.5%

0.7%1.2%

'15 – '20 CAGR

0.0%

Source: Immersive Youth Marketing Group “Youth Consumer Behavior: Millenials and the Natural Foods”, The Halo Group “How Can Your Brand Resonate With Milennial Foodies?”, Euromonitor - World Retail Volumes
Note: 
1 Per Euromonitor, represents volume

Right industry, right products

Consumers focused on fresh & healthy products from trusted sources

Recent consumer 
trends

Growing middle class in 
newly developed 

countries that are focused 
on “quality” food

Consumers are spending 
more time at the 

supermarket buying fruits 
& vegetables

Milennials increasingly 
focused on health and 

wellness 

1 2 4

12

Fruits & vegetables are 
the new snacks of choice

3
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9% 
6% 

5% 
4% 

2% 
1% 1% 

(1%) (2%)

U.S. 
Import market, 2019

(US$mm)

U.S. Import market
by country, 2017-2019

(US$mm)

Camposol’s
competitive
advantage

 Ability to time the 
market and enter when 
prices are high and 
supply is low

 Higher yields due to 
location

 Branded product

 Plantations in Peru 
and Mexico

 Higher yields due to 
location and 
infrastructure

 Production of both Hass 
and Ettinger varieties

 Branded product

 Plantations in Peru 
and Colombia

 Easy-to-peel and 
seedless product in line 
with healthy and 
convenient trends

 Plantations in Peru 
and Uruguay

$15.5 $15.0 
$30.2 

2017 2018 2019

$91.2 $89.2 
$141.2 

2017 2018 2019

$0.1 $0.6 

$3.6 

2017 2018 2019

$164.6 $177.4 $225.9 

2017 2018 2019

$219.4 $289.6 $291.1 

2017 2018 2019

$162.1 $284.4 
$484.9 

2017 2018 2019

Peru
39.2%

Mexico
23.5%

Other
37.2%

Peru
8.2%

Colombia
0.1%

Other
91.7%

Peru
33.4%

Uruguay
7.1%

Other
59.4%

Right industry, right products1

Presence across the most attractive 
products within fresh produce … Camposol is a relevant player in the market

U.S. per capita consumption 2009-2019 CAGR

Source: USDA.

Camposol product offering

Produce

High in fiber

Natural Healthy, convenient 
snacking

High in antioxidants

Gluten free

Low carbohydrates

Blueberries

Avocados

Tangerines

Represents total market size

… with trendy attributes sought for by 
consumers

Camposol is present in the fastest growing fresh produce sub-categories

$1,237

$2,761

$423
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CAGR: 73%

Peru

Mexico
CAGR: 15%

CAGR: 17%

Peru

Colombia
CAGR: 581%

CAGR: 24%

Peru

Uruguay
CAGR: 40%
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Unique value proposition recognized by top global retailers2
Control from field to table for high product quality, food safety and 100% product traceability

Notes: 
1 Packaging capabilities for blueberries and avocados.
2 As of December 31, 2020

Development and farming Customer relationsProcessing and packaging Marketing and distribution

2020 Overview

Retail and
wholesale

Exports to over 40 countries

Network of distribution centers 
across North America and Europe 

Owned fresh 
produce sourcing

N
ur

se
ry Sales and marketing team of

47 employees worldwide2

 Camposol International leads 
overseas branding efforts
– Introduction of “Camposol 

cares from farm to families" 
campaign

– Introduction of "The Berry 
that Cares"  product to 
retailers

 Strong focus on building 
commercial channels and 
promoting direct sales to 
retailers in North America, 
Europe, and Asia

 Key off-season supplier

 Complete control of all 
agricultural inputs
– Land: owns virtually all land
– Seeds: controls development 

and introduction of seeds via 
R&D program

– Labor: majority of labor is 
employed full time

– Loyal and high-quality 
production workers

 Owns all of the processing 
and packaging facilities
– Agro-industrial complex 

in Chao with processing, 
freezing, and packaging 
capabilities1

 Existing infrastructure can be 
used to process, package, and 
scale new and 
existing products

 Coastal location facilitates exports 
to North America, Europe and Asia

 Camposol International offices in 
U.S. (Florida), the Netherlands 
(Rotterdam), and China (Shanghai) 
allow the Company to further 
develop relationships 
with retailers

Source: Company information.

 Develop categories via:
– Identifying varieties 

demanded by 
consumers

– Testing crops 
compatible with 
field's 
environmental 
conditions

– Implementing 
processes to scale 
up production

Wide variety of new
products being tested:

Persimmon

Dragon Fruit

Lychees

Cherry 

 Improve process and 
packaging via:
– Testing different 

types of "bio-film" to 
elongate shelf life 

– Adding natural 
antioxidants to 
prevent lipid 
oxidation, retard 
development of off-
flavors, and improve 
color stability

 Improve growing 
techniques through:
– Molecular 

biotechnology
– Plant 

biotechnology
– Proteomics
– Microbiological 

laboratory

 Minimize 
chemicals by 
using natural 
pest controls and 
minimizing 
diseases via:
– Bio-control 

fields
– Natural germs 

and bugs 

New varieties and products Post-harvest technologyGrowing techniques Pest and disease management

R&D is an integral part of Camposol's DNA, with 10 independent PhD scientists and advisors, 
and established relationships with 8 leading universities around the world

14
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2 Unique value proposition recognized by top global retailers

Proven ability to introduce and scale new profitable products

Source: Company information.

Selected case studies

Opportunity identification Field testing Commercial scaling Further development1 2 3 4

67%
0.7 0.9 4.4 10.9 13.7 

24.9 29.8 25.6 

2013 2014 2015 2016 2017 2018 2019 2020

 2014: Genetic development contract 
signed with Biofrutales; partnered with 
University of Florida for testing 
blueberries

 2015: Genetic development contract 
signed with Inkas Berries (University of 
Georgia)

 Evaluating additional locations to expand 
production

 2013: 150 hectares planted, first sales to 
main retailers (Walmart, Morrison and 
Edeka)

 2014: Acquired first 2 packaging lines.
 2014-2016: 1,357 hectares planted

 2008: Test plot start with 12 varieties 
of blueberries

 2010: Biloxi was chosen for better yield 
and quality

 2011: First 54 hectares planted

 Acknowledged changing consumer trends 
favoring healthier and convenient food 
alternatives

Blueberries

2013-2020
CAGRVolume Sold

(MT '000)

3.3 6.8 5.0 5.8 9.0 7.5 
12.8 

2014 2015 2016 2017 2018 2019 2020

2014-2020
CAGR

25%

Easy-Peeler 
Tangerines

Volume Sold
(MT '000)

 Tap on consumer growth and complement 
portfolio of fresh products

 Identified commercial opportunity in easy 
to peel and seedless variety, making them 
a great on-the-go snack

 2008: First 57 has of tangerine planted
 2009: Expanded to 101 hectares planted   

 2018: Realized investments to acquire 
tangerine fields in Uruguay to expand 
current production window

 2020: Use of AI technologies and 
multitasking analysis in order to improve 
agro process

12 17.6 14.1
26.8

40.2
27.3 22.9

42.5 47.6

24.4 30.3

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

 Constantly seeking to expand production 
window in order to ensure a year-round 
stable supply

 R&D area monitoring genetic development 
to improve shelf life & ready to eat.

 Invested in additional locations to expand 
production window (i.e. Colombia)

 2008-2010: 1,662 hectares of Hass 
avocado planted in anticipation of the 
U.S. market opening to Peruvian Hass 
avocado imports

 Were among the first to plant Hass 
avocado in the Peruvian desert in early 
2000s

 Identified increased global consumption 
of Hass avocados driven by overall health 
benefits

Avocados

2010-2020
CAGR

10%

Volume Sold
(MT '000)

1 2

Note: 
1 Volume decrease due to the presence of a weak El Niño phenomenon during 2014 and moderated in 2015.
2 Year of high temperatures during winter that affected avocado trees. 15



Camposol is focused on building relationships 
directly with retailers across key productsContinued recognition for excellence

Key partners:

Walmart Supplier of the Year award is based on several performance metrics:

Harvard Business School: Camposol 
Case Study

“
The Supplier of the Year has…worked 
with Walmart to build long-term 
sustainable programs… improved the 
standard of living within communities 
they operate and at the same time 
strive to conserve land and water 
resources in Peru."

Walmart
June 2017

“
Walmart, one of our main customers in 
the North-American market, has 
recognized us with their 2019 Award.
The award is granted to companies that 
have innovated and exceeded the 
customer’s needs and expectations on 
supply of products and services, while 
having an outstanding performance 
vis-à-vis other suppliers."

Camposol
March 2019

Award 2019

Gross margin return on 
inventory investment

In-stock order and
fill rates

Margin growthSales growth

Joint business
plan results Product quality

Sales by channel

% of sales

Sales by channel – key products2

% of sales

1Q21 LTM 1Q21 LTM

Direct to retail Wholesale

Unique value proposition recognized by top global retailers2
Camposol, the multiple award winning company

74%

26%

54%

46%

16
Source: Company information.

Serves retail and wholesale 
customers in over 40 
countries

High-quality, diverse 
and long-standing 
customer relationships

Awarded and recognized 
for our high quality and 
superior service

Top 10 customers 
represented ~50% of 
total sales in 2020

With the exception of 
Costco at ~12%, no 
customer represented over 
10% of 2020 revenues

Long-standing and strong relationships with key global retailers who consistently demand our products

1 In 2019, we were recognized with the 2018 Risk Taker Award by Walmart for “going above and beyond to meet customer needs”, and in 2017 we were recognized with the 2016 Supplier of the Year Award in the Produce Category by 
Walmart

2 Refer to fresh blueberries and fresh avocados.

1

2019 1Q21 LTM

59%

41%

41%

59%



Retailers are placing incremental requirements upon their vendors and Camposol has strengthened its relationship 
with retail partners across the globe by consistently delivering high-quality and fully-traceable products 

Partner with
top global retailers

High quality and diverse portfolio
of fast-growing, on-trend, fresh 
products with ability to meet 
demand at times of low supply 
and highest price

 Well developed R&D process 
eases the introduction, scaling, 
and commercialization of new 
products

 Strategic locations enable 
production flexibility and 
allows Camposol to meet 
demand at times of low supply 
and highest price

Avocados Blueberries Mangos Seedless Grapes
Easy-Peeler 
Tangerines

    --

    

    --

   -- 

--  -- -- --

  --  --

    --

 -- -- -- --

   -- --

 --  -- --

   -- --

  -- -- --

  -- -- 

  -- -- --

  -- -- --

Already selling

Total control from field-to-table 
and sustainable farming methods 
emphasize a socially-responsible 
and environmentally-friendly 
business model that ensures food 
safety and 100% 
product traceability

 Control of seed-to-store 
process ensures product 
traceability

 Natural pest controls and 
farming methods minimize use 
of harmful chemicals and 
environmental damage

U
.S

.
Eu

ro
pe

“ It is a great pleasure to work with 
Camposol as they have proven to be 
a leading grower in their industry. 
Camposol has become an integral 
part of our proposition moving 
forward due to the excellent quality 
and fantastic service. 
We are looking forward to the future 
together.”

Tesco

“ It has been a pleasure building our 
partnership with Camposol. They 
have been a good part of our 
success out of Peru. We are 
thankful for the partnership."

Costco

B

A
Existing product offering

“ Our partnership started up in 
2005...Camposol is a leading 
producer in their product line, a
very trustful and professional 
partner. We are looking forward to 
future business together."

EDEKA

A unique value proposition… … that is recognized by top retailers worldwide Highly complimented by 
its partners

A
si

a

Unique value proposition recognized by top global retailers2
Value proposition is well-recognized by leading retailers worldwide
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Location and operational expertise allows Camposol to achieve distinctively higher yields

3 Superior sourcing capabilities

Strategic location and infrastructure enables superior yields…

Grapes Mangoes

Blueberries Avocados Tangerines

Source: FAOStat, Company information.

Note: Yields shown are average yield from 2018-2019.  

✓ Peru:

✓ Proximity to the equator, and positioning 

between the Andean mountains and the 

Humboldt Current support:

– Minimal weather fluctuation and stable 

temperature throughout the year

– Ability to farm various fruits

– Ability to harvest for many months –

sometimes year-round - and 

strategically target market windows 

when demand and prices are highest

✓ Humboldt Current creates a moderate 

climate, which combined with steady 

sunlight throughout the year, creates a 

greenhouse effect

✓ Constant availability of water for irrigation 

from the Chavimochic and other projects

✓ Close proximity to major processing and 

freezing infrastructure minimizes 

dehydration and maximizes overall 

product life

✓ Colombia:

✓ Strategic location with access to 2 oceans 

and with shorter sea crossing times than 

other countries in the region

✓ Uruguay:

✓ Traditional citrus-producing region, with 

access to the Arapey river

✓ Mexico:

✓ Attend the demand of our North American 

clients during the tail of the Peruvian 

season with premium blueberries varieties

✓ Chile:

✓ Onsite testing of new varieties of cherries

Location and infrastructure
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Geographic footprint ’20-’21 Avg. production yields

(MT/ha)
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13.57
11.2

7.0 6.4

Camposol Mexico U.S. World

11.9 10.6 9.8
6.8

Camposol Mexico U.S. World

29.5
19.9

14.7 12.8

U.S. Camposol Mexico World

2

23.7
17.3 14.5 11.4

Camposol U.S. Mexico World

26.5 24.4 

10.7 10.0 

 Camposol  U.S.  Mexico  World

1



In 2017, Peru experienced its worst storm in nearly two 
decades Camposol's operations were not materially affected

 The El Niño event of 2017 was an unusually severe iteration of a more 
common phenomenon

– Prior to 2017, severe El Niño events only occurred in 1982 and 1997

 Exceptionally warm water in the pacific ocean fueled torrential rains 

that caused deadly flooding (10x normal rainfall) 

10.5 

4.7

15.4

5.7

Avocado Blueberry

1H 2016 1H 2017

Location Infrastructure

There was no material impact on yields

• Plantations are located far 
from mountains, minimizing 
risk of landslides

• Reparations on the 
Chavimochic canal were 
quickly made by a cohort of 
private businesses

Y-o-Y Volume Change (%)

Source: Company information.

3 Superior sourcing capabilities

…with proven resiliency against market shifts…

During 2020, Peru was highly impacted by the COVID-19 
pandemic

 Peru was one of the most affected countries in the region and globally 
due to the COVID-19 outbreak

 The government dictated strict virus containment and shelter-in-home 
measures

Camposol was able to effectively minimize the impact 
of COVID-19 pandemic

 While commuting to the fields was initially limited to 50% due to lockdowns and 
sanitary protocols dictated by the Peruvian government, plants and facilities 
continued to operate and were not required to shut down

 Limited impact on demand for avocados given no direct exposure to foodservice 
(slight impact on prices only as excess volumes were directed to retail and wholesale 
channels)

 Increase in tangerines demand, following a global increase in demand for citrus fruits

 No material impacts to our global supply chain

 Deliveries to main customers globally continued even with the short-term shutdown 
of Shanghai port

 During 2H19, the company began the implementation of an online control system for 
the transportation, access, and deployment of personnel in the fields, being a key 
factor in the Company’s efforts to mitigate the impact of the COVID-19 pandemic
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1 Includes mangos, grapes and cherry.

31%

30%

60%

35%

17%

8%

29%

27%

3%

61%

41%

13%

62%

83%

Unproductive phase Medium-yield phase
High-yield phase

Clear strategy for sustainable growthTangible revenue-boosting opportunitiesEmbedded growth from existing plantations yet 
to reach full production capacity

 Short-term future growth driven by maturation of 
existing plantations (only maintenance 
capex required)

Other1

Total

Total has.
as of 3Q19

2,422

4,056

818

1,000

Continue to identify, develop and launch new 
products

Further strengthen relationship with retailers 
maintaining best-in-class commercial and logistics 

platform by expanding international 
commercial offices

Commitment to sustainable business model

Clear and disciplined strategy of inorganic growth

No need for significant investments in land bank or acquisitions to sustain growth coming from existing plantations

Total Land Owned Distribution (hectares)2

2,596 
638 

5,062 9,980 18,276 

Planted Area: 8,296

Available Land

Source: Company information.

Clear growth initiatives

Strong track record of revenue and operational growth

4

Medium-yield phase

Tangible revenue-boosting opportunitiesEmbedded growth from existing plantations yet  
to reach full production capacity

Other1

Unproductive phase
High-yield phase

 Short-term future growth driven by maturation of  
existing plantations (only maintenance capex
required)

9,889

Clear strategy for sustainable growth

Continue to identify, develop and launch new  
products

Further strengthen relationships with retailers, 
and maintaining best-in-class commercial and
logistics  platform by expanding international

commercial offices

Commitment to sustainable businessmodel

Clear and disciplined strategy of inorganic growth

No need for significant investments in land bank or acquisitions to sustain growth coming from existing plantations

Total1

Total has.
as of Dec. 2021

2,715

4,554

2,620
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Increase of current production

Increase planted fields of blueberries to further 
supply retail  partners during the existing  
commercial window

Increase of currentproduction



Expand production windowExpand productionwindow

Expansion of avocados and easy-peeler tangerines 
through acquisition of arable land in neighboring
countries (Colombia and Uruguay)



Shift to trendy, higher margin varietyShift to trendy, higher margin variety

Transform current product offering by shifting  from red
globe to seedless variety, allowing for higher margins



Shift to trendy, higher margin varietyExpand product portfolio

Replicate opportunity in the cherry market
Replicate experience with tangerines and expand citrics
portfolio



Shift to trendy, higher margin varietyThird-party sourcing

Further increase revenue growth through third-party 
sourcing (initially blueberry and avocado)





http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj9kLTqn8_UAhVFVz4KHZycAFMQjRwIBw&url=http://weknowyourdreams.com/tangerine.html&psig=AFQjCNGhS25H_oBFRgLfTUebNSjswL7EOw&ust=1498145171848422
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwj9kLTqn8_UAhVFVz4KHZycAFMQjRwIBw&url=http://weknowyourdreams.com/tangerine.html&psig=AFQjCNGhS25H_oBFRgLfTUebNSjswL7EOw&ust=1498145171848422


Theme

Key stakeholders

Select examplesDescription Workers Community
Environ-

ment Customers

Wellness

 Provides programs 
to support 
employee well-
being

 Sponsors programs 
to foster 
community 
development 
and support

 Continued focus on 
healthy, nutritional 
products

   

Environmentally 
friendly

 Manages several 
sustainability 
programs to 
support the 
preservation and 
betterment of 
the environment

   

Product
traceability

 Fully-integrated 
fields to attain 
quality 
certifications 
for clients

 

Corporate 
culture

 Culture that 
emphasizes 
wellness of all key 
stakeholders

   

Camposol's business benefits the Company's long-term sustainable mission

Recognized as one of the top 50 
companies in Peru for being a 
leader in the development of 

talent

Earned first place in the “Caring 
for the Environment” category

Won the Premio Nacional 
Ambiental Antonio Brack EGG, in 

the eco-efficiency category. 
Most prestigious award delivered 

by the Peruvian Ministry of 
the Environment

Recognized by SENATI for its 
commitment to fair labor 

practices and contribution to the 
professional development of 

citizens of Piura

Recognized as the most 
desirable place to work across 

the aquaculture and agriculture 
industries in Peru by Arellano 

Marketing's "Where do I want to 
Work" study 

Select awards

Wasi Wasi

Education program 
focusing on the 

intellectual, artistic, and 
social development of 41 

children of employees

Prenatal Care

Education and basic 
services to pregnant 

employees and relatives 
of employees

Health Clinics

Health clinic set up in 
El Chao to provide basic 

medical service

First Peruvian 
company to follow 

UN international GRI 
guidelines

Adherance to sustainable
development and 
pesticide levels 
requirements

Commitment to U.N 
guidelines to adopt 

sustainable and socially 
reasonable polices

Corporate values 
grounded on fomenting 
sustainable agricultural 
methods and product 

innovation
Strong commitment to the community

Reforestation Program Water Efficiency 
Initiative

Air Quality Controls

Plantation of trees in 
deforested areas of Peru

Developing methodologies 
to reduce water usage 
across the value chain

Constantly monitor 
air quality

Socially-responsible and environmentally-friendly business model5
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Audit and Risks 
Central Manager

Tania Segovia

6 Years

Supply Chain 
Central Manager

Juan Manuel Güell

3 Years

Vice President of 
Corporate Affairs 
and Talent

Lieneke Schol

1 Year

Harold Mongrut

Country Manager 
Peru 1 Year

David Bruggen

CFO

Milagritos Olivero Groppo

4 Years

Strong corporate governance and experienced management team6
Experienced and well-recognized management team…

CEO

José Antonio Gómez
Experience at 
Camposol

Other selected 
experience Education

10 Years

Managing Director 
Camposol 
International

3 Years

22
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Strong corporate governance and experienced management team6
…supported by an investment group with proven track record of growth and value creation

Sound corporate governance practices

Participation of independent directors

Dyer Coriat Family

Independent

Committees

Audit, Internal 
Control and 

Risks

Strategy and 
Investments

Governance, 
Compensation 

and Social 
Responsibility

Experience in capital markets

2012

Issued US$125mm 
senior unsecured 
notes due 2017

2018

Exchange of 
73.75% of 

outstanding 
US$200mm for 

new secure 
notes due 2021

2013

Delisted from 
Oslo Stock 
Exchange

2008

Listed in the 
Oslo Stock 
Exchange

2016

Issued 
US$350mm 

senior 
unsecured 

notes due 2027

2020

Obtained a 
syndicate loan for 
up to US$250mm 
and redeemed its 
Senior Secured 
Notes due 2021

Board of Directors

William Dyer
Director
 Held various positions at Copeinca prior to the company's sale to CFG. Has a 

degree in International Business Administration from the University of 
Florida, and a master's degree in Business Administration from Thunderbird 
University and Tecnológico de Monterrey

Piero Dyer
Director
 Held various management positions at Camposol, most recently as CFO Has 

a degree in Business Administration and bachelor's degree in Mechanical 
Engineering from University of Miami

Samuel Dyer
Chairman of the Board
 Held various positions at Copeinca prior to the company's sale to China 

Fishery Group (“CFG”). Has a degree in Business Administration from 
University of Miami with a specialization in Finance and Administration

Jackeline Dyer
Director 
 Has worked in the international real estate business for more than 13 years. 

Since February 2021, has been a member of the Board of Directors of Camposol. 
Also serves as member of the Governance and Talent Committee of the Board of 
Directors, board member of D&C Group and a member of the Investment 
committee, and the Compensation & Governance committee of D&C Group. Part 
of host committee of Gift of Life. Has a bachelor’s degree in Civil Engineering 
from University of Miami and MBA from Nova Southeastern University

Camposol is in the process of selecting 5 independent board 
members who will join the 4 existing family members

23

2014

Reopening of 
senior 

unsecured 
notes raising 
proceeds of 
US$75mm 

Andreas Demetriou
 As a senior partner of Ernst & Young (EY) for over 30 years, he 

managed the provision of assurance and advisory services to major 
financial services companies in Southeast Europe and international 
business companies headquartered in Cyprus

Costakis Mavrocordatos
 Wide experience in the agricultural sector and has been the leading 

business advisor of a private group involved in the fresh produce 
industry which has become one of the largest of its kind globally over 
the years. 

Former independent directors will continue working alongside the Company 
as external corporate advisors

Source: Company information.
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