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This report (the “Annual Report”) includes the consolidated financial statements and other information of FAGE
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Some financial information in this Annual Report has been rounded and, as a result, the numerical figures shown as totals in
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DEFINITIONS

The following terms used in this Annual Report have the meanings assigned to them below:

“Euro”, “euro”, “EUR” or “€”....

“FAGE International”.................
“FAGE Greece”......ccccoevevuvenne.
“FAGE Group”, “Group”, “we”,
“us” and “our”......ooeeveeiernennns
“FAGE USA”.....cooiieeveeeeeen
“IFRS” e

“Pounds”, “GBP” or “£”...........

“U.S. dollar”, “USD”, “$” or

Euro, the currency of the European Union (“EU”) member states participating in the
European Monetary Union.

FAGE International S.A.

FAGE Greece Dairy Industry Single Member S.A.

FAGE International S.A. and its consolidated subsidiaries described collectively as a
corporate group except where the context requires otherwise.

FAGE USA Dairy Industry, Inc.

International Financial Reporting Standards issued by the International Accounting
Standards Board (IASB) as endorsed by the EU.

Pounds sterling, the currency of the United Kingdom.

United States dollar, the currency of the United States of America.
Accounting principles generally accepted in the United States of America.



SECTION A
RISK FACTORS

You should carefully consider the risks described below in addition to the other information set forth in this Annual
Report.

Risks Relating to Our Business
We operate in a highly competitive industry, and competitive pressures could have a material adverse effect on our business.

We compete in highly competitive markets with companies of varying sizes. Numerous brands and products compete
for shelf space and sales, with competition based primarily on brand recognition, price, product, quality, taste, variety and
convenience. A number of these competitors, including multinational dairy companies, have broader product offerings and
substantially greater financial and other resources than we have.

The dairy industry is also characterized by the frequent introduction of new products, accompanied by substantial
promotional campaigns. Our competitors may succeed in developing new or enhanced products that are more attractive to
consumers than our products. Our competitors may also prove to be more successful in marketing and selling their products.
From time to time our competitors may be able to devote greater financial and other resources to advertising and other
competitive activities and may, in addition, sell products below cost in an attempt to gain market share from us. There can be
no assurance that we will be able to maintain our market shares and margins or otherwise compete successfully with these other
companies. These and other competitive pressures could cause our products to lose market share or result in significant price
erosion, which could have a material adverse effect on our business, financial condition and results of operations. There can be
no assurance that we will continue to compete successfully with such other companies.

Our business depends on our positive brand image and our reputation for high-quality products. If product recalls or other
events threaten our brand image or the reputation of our products, our business and financial results could suffer.

We rely heavily on our positive brand image and our reputation as a quality producer of dairy products. Any event
that could have an adverse impact on our brands or reputation, such as product contamination or protracted, actual or alleged,
quality control difficulties, could have a material adverse effect on our business or results of operations. We use several
ingredients in our products, which increases the risk of contamination, either accidental or malicious. While we believe that
these incidents, should they occur, would generally be localized, any contamination could be expensive to remedy, cause delays
in supply or manufacturing and adversely affect our reputation and brand image.

For the products that we produce or market, the risk of contamination is classified into four categories:
microbiological, chemical, physical and allergic, and depends on the nature of the products in each individual case. This risk
of contamination exists at each stage of the production cycle: at the time of purchase and delivery of raw materials; the
production process; the packaging and handling of products; the stocking and delivery of finished products to distributors and
food retailers; and the storage and shelving of finished products at the points of final sale. For example, certain of our products
must be maintained within certain temperature ranges to retain their flavor and nutritional value and to avoid contamination or
deterioration. While we have implemented state-of-the art internal control systems in all of our manufacturing facilities at each
stage of the production cycle, these systems, no matter how reliable, sophisticated or efficient they may be, can only provide
reasonable assurance and not an absolute guarantee with respect to the achievement of our health and safety objectives due to
the limits inherent in any internal control process. Therefore, we cannot assure you that there will never be an internal control
failure or that a contamination or other similar adverse event could not occur that would have a material adverse effect on our
reputation, sales or prospects.

In addition, historically our results have been adversely affected by events affecting certain of our agricultural raw
materials or product lines, including fluctuations in commodities markets, restrictive governmental agricultural policies, severe
weather conditions, health epidemics or the operations of suppliers, including a competitor’s product recalls. Such events could
adversely affect the dairy industry in the future, reducing demand and requiring us to expend additional funds for advertising
in order to restore public confidence in our products.

International expansion is a critical component of our business strategy. If our expansion is constrained by our
manufacturing capacity or by other factors, or if economic conditions in our international markets deteriorate, our business
and financial results may be materially and adversely affected.

We have been increasingly active in international markets, particularly in the United States, the United Kingdom and
Italy, and we intend to continue pursuing an international growth strategy. Our expansion strategy has included: (i) the
construction and later expansion of a factory in Johnstown, New York to produce our yogurt product line in the United States,
which started commercial production in April 2008; and (ii) the export of our yogurt products (mainly FAGE® Total®) from
our facilities in the United States and Greece to an increasing number of countries worldwide. As a result of our international
footprint, we are increasingly susceptible to economic, regulatory and competition risks in the international markets in which
we operate or that we seek to penetrate in the future. Should the economic, competitive and regulatory market environment of
any market in which we operate, or seek to operate, deteriorate, our business, financial condition and results of operations may
be materially adversely affected.



In particular, the success of our international expansion will depend on our ability to maintain sufficient
manufacturing capacity in the United States and Europe to serve our international markets. Based on our experience with yogurt
sales in the United States in the past 26 years, our management believes there is still growth potential for our yogurt products
in the U.S. market. To meet increasing demand in the U.S. market, we have expanded production and warehouse capacity at
our Johnstown, New York facility. The expansion began in early 2013 and was completed in the second half of 2017. As we
continue to grow our business and increase our sales volumes in Europe, we plan to supplement our production capacity at our
Greek facilities with additional production capacity in Europe by constructing a new manufacturing facility in Western Europe
(the “New Manufacturing Facility”). When fully operational, we expect that the New Manufacturing Facility initially will
contribute an additional 40,000 tons of yogurt production capacity annually. The New Manufacturing Facility is expected to
be operational by the end of 2028. Pending completion of the New Manufacturing Facility, production at our yogurt facility in
Greece is increasing in order to accommodate growing European demand. We cannot assure you that we will be able to
sufficiently expand our production capacity to keep pace with current international demand for our products, or that demand
will not decrease in the future.

We are dependent on sales of a single product family comprised of a limited number of products.

Our product offering is limited to a single product family comprised of a limited number of products. Historically,
we have derived a substantial portion of our revenue and profitability from sales of our yogurt products, and we expect to
continue to derive a significant portion of our revenue from sales of such products for the foreseeable future. A decline in the
price of these products, whether due to competition or otherwise, or our inability to increase sales of these products, would
harm our business and operating results more seriously than it would if we derived significant revenue from a variety of product
lines.

Prices for our raw materials fluctuate significantly, and we may not be able to pass on cost increases to our customers.

The primary raw material that we use is cow’s milk. Plastic and paper for packaging materials also are significant
components of our cost of sales. The prices of many of our raw materials are affected by fluctuations in commodities markets,
governmental agricultural policies, the operations of suppliers, political upheavals and acts of God, such as severe weather
conditions. While we source raw material from a wide range of suppliers and believe we can source them from alternate
suppliers if required, we cannot provide assurance that we would be able to obtain sufficient supplies at a cost-effective price
from other sources or that, in the event of a supply disruption, a rise in commodities prices or other adverse event that affects
our sources, our raw material costs would not materially increase. To the extent that we are able to obtain sufficient quantities
of raw materials in the event of a supply disruption, our ability to pass through any increase in raw material costs to our
customers would depend upon competitive conditions and pricing methods employed in the various markets in which we sell
our products. If supplies of these materials become scarce or prices otherwise increase significantly and remain high for an
extended period of time, there can be no assurance that we would be able to pass on any or all of the effects of such price
increases to our customers. See “Business—Suppliers and Raw Materials”.

Terrorist attacks or acts of war may impact our company and harm our business, operating results and financial condition.

Terrorist acts, acts of war or other similar events may disrupt our operations, as well as the operations of our
subsidiaries. Such acts have created, and continue to create, economic and political uncertainties and have contributed to recent
global economic instability.

In February 2022, Russia launched a large-scale invasion of Ukraine. The extent and duration of Russian military
action in the Ukraine, resulting sanctions and resulting future market disruptions, including declines in stock markets in Russia
and elsewhere and the value of the ruble against the U.S. dollar, are impossible to predict, but could be significant. Any such
disruptions caused by Russian military or other actions (including cyberattacks and espionage) or resulting from actual or
threatened responses to such actions could cause disruptions to our operations. The extent and duration of the military action,
sanctions and resulting market disruptions are impossible to predict, but could be substantial. Any such market disruptions
could affect our operations and, as a result, could have a material adverse effect on our business, financial condition and results
of operations.

Further, ongoing armed conflict in the Middle East has caused and could continue to cause significant market
disruptions and volatility within the markets in Europe, the Middle East and the United States. The hostilities and sanctions
resulting from those hostilities could have a material impact on our operations. The economies of the United States and its
trading partners, as well as the financial markets generally, may be adversely impacted by trade disputes and other matters.

The failure to enforce and maintain our trademarks and our other intellectual property could materially and adversely
affect our business.

We have registered certain names used by our products as trademarks or service marks in the countries where we
operate. The success of our business strategy depends on our continued ability to use our existing trademarks and service marks
in order to increase brand awareness and further develop our branded products. There can be no assurance that all of the steps
we have taken to protect our intellectual property will be adequate. If our efforts to protect our intellectual property are not
adequate, or if any third party misappropriates or infringes on our intellectual property, either in print or on the Internet, the
value of our brands may be harmed, which could have a material adverse effect on our business, including the failure of our
brands and branded products to achieve and maintain market acceptance.



If we fail to anticipate and respond to changes in consumer preferences, demand for our products could decline.

Consumer tastes and preferences are difficult to predict and evolve over time. Demand for our products depends on
our ability to identify and offer products that appeal to shifting preferences. Factors that may affect consumer tastes and
preferences include: (i) dietary trends and increased attention to nutritional values, such as the sugar, fat, protein, fiber or calorie
content of different foods; (ii) concerns regarding the health effects of specific ingredients, including certain nutrients, sugar,
dairy, nuts, oils or minerals; and (iii) increasing awareness of the environmental and social effects of production, among others.
For instance, increased focus on nutrition or concerns about obesity and lactose intolerance may lead to lower consumer demand
for certain of our dairy desserts. If we are unable to respond to changes in consumer preferences quickly and effectively, our
sales or margins could be negatively affected leading to a material adverse effect on our business, financial position and results
of operations.

Consolidation in the supermarket sector has led to the concentration of our customer base, which could increase pressure
on the prices of our products.

Our major customers are supermarkets. For the year ended December 31, 2024, no single customer accounted for
more than 5.6% of our sales. However, there is an increasing trend towards consolidation in the supermarket sector. These
consolidations have concentrated sales channels, increased the bargaining power of the major supermarkets and intensified
price competition among these retailers. As supermarkets continue to consolidate and customers grow larger and become more
sophisticated, they may demand lower prices and increased promotional programs, which may require us to lower our prices.
In addition, consolidation in the supermarket sector could cause us to lose customers. Increased pricing pressure from our large
customers in the future, or the loss of customers due to industry consolidation could have a material adverse effect on our
business, financial position and results of operations.

Any disruption to our manufacturing and distribution operations could materially and adversely affect our financial
condition or results.

We could experience disruption to our manufacturing and distribution capabilities for reasons beyond our control.
These disruptions could include, among others, extreme weather, fire, theft, labor disturbances (including work stoppages or
slowdowns), human error or accidents, equipment failures, power failures, inadequate supplies of materials or services,
pandemics or system failures or other events or developments beyond our control. Any significant problems with our supply
chain or unavoidable disruption to our distribution operations could adversely affect our results of operations. We have arranged
insurance policies to cover both the assets as well as losses due to business interruption emanating from external perils (basically
due to physical phenomena and other sudden and unforeseen risks, as specifically identified in the respective insurance
policies).

Strikes or other industrial actions could disrupt our operations or make it more costly to operate our facilities.

We are exposed to the risk of strikes and other industrial actions. If we are unable to maintain good relations with
our employees and with our labor union, we may experience lengthy consultations with the labor union or even strikes, work
stoppages or other industrial actions in the future. Strikes or other industrial actions could disrupt our operations and make it
more costly to operate our facilities, which could have a material adverse effect on our business, financial position and results
of operations.

We will be exposed to foreign exchange risks that may materially and adversely affect our financial condition and results
of operations.

Our products are currently sold in approximately 34 countries. In addition, we expect to further increase our
international exposure due to our increased investments in the United States, the United Kingdom and other countries in which
we conduct business. We generate a significant percentage of our revenues in currencies other than the U.S. dollar, our reporting
currency. As a result, our financial position and results of operations are subject to currency translation risks.

As a food producer, we are subject to significant government regulation.

As amanufacturer of products intended for human consumption, we are subject to extensive governmental regulation.
Our operations, production facilities and products are subject to European Union, U.S. and Greek laws and regulations
concerning, among other things, health and safety matters, agricultural production, food manufacture, product labeling and
advertising. In 2008, we received the approval and consent of the U.S. Food and Drug Administration to operate our yogurt
production facility in the United States. Although we do not expect that compliance with existing laws and regulations will
have a material adverse effect upon our operating results, we cannot predict the effect, if any, of laws and regulations that may
be enacted in the future, or of changes and enforcement of existing laws and regulations that are subject to regulatory discretion.

We are also subject to regulation with respect to the composition, packaging, labeling, advertising and safety of our
products, the health, safety and working conditions of our employees and our competitive and marketplace conduct. From time
to time, additional legislative initiatives may be introduced which may affect our operations and the conduct of our business.
The cost of complying with such initiatives or the effects of such initiatives may have a material adverse effect on our business,
financial position and results of operations.



Environmental laws and regulations may subject us to significant costs and liabilities.

Our business operations and ownership and operation of real property are subject to a broad range of environmental
laws and regulations in each of the jurisdictions in which we operate, including EU, Greek and U.S. federal and state laws and
regulations. These laws and regulations impose increasingly stringent environmental protection standards on us and affect air
emissions, wastewater discharges, the use and handling of hazardous materials, noise levels, waste disposal practice and
environmental clean-up, among other things. In addition, new laws and regulations, stricter enforcement of existing laws and
regulations, the discovery of previously unknown contamination at our or other sites or the imposition of new cleanup
requirements could require us to incur future costs that would have a negative effect on our results of operations or cash flow.
Environmental laws can impose cleanup liability on owners or occupiers of a contaminated property even if they did not cause
the contamination, and our properties have not been investigated for the presence of soil or groundwater contamination. As a
result, we may be exposed to substantial environmental costs and liabilities, including liabilities associated with our sold
properties and past activities.

While we believe that we are in substantial compliance with environmental laws and regulations, we cannot predict
future environmental liabilities or ensure that the amounts we may provide or budget for in the future will be adequate.

We are subject to regulation by competition authorities in the jurisdictions in which we operate, which could adversely affect
our business and profitability.

Our business and operations are subject to regulation by EU and national competition authorities in the United States,
Luxembourg and Greece, among other jurisdictions. If such regulatory authorities were to determine that we engaged in unfair
market practices, we could be subject to fines and or injunctive measures with respect to the scope of our operations in such
jurisdictions or face negative publicity that could damage the value of our brand. We cannot assure you that we will not be
subject to fines or other measures by such competition authorities in the future.

Product liability claims could have a material adverse effect on our business.

We face a significant risk of exposure to product liability claims if any of the products we sell cause injury or illness.
We have obtained liability insurance for product liability claims. However, we cannot assure you that this insurance will
continue to be available at a reasonable cost, or that any insurance that we obtain will be adequate to cover product liability
claims against us. We generally obtain contractual indemnification from parties supplying our products, but this form of
indemnification is limited, as a practical matter, to the creditworthiness and financial resources of the indemnifying party. If
we do not have adequate insurance or contractual indemnification available, losses associated with product liability claims
could have a material adverse effect on our business, operating results and financial condition.

In any of the geographic markets in which we operate, we could be subject to additional tax liabilities.

We operate in multiple geographic markets and our operations in each market are susceptible to additional tax
assessments and audits. Authorities may engage in additional reviews, inquiries and audits that disrupt our operations or
challenge our conclusions regarding tax matters. Tax assessments may be levied even where we consider our practices to be in
compliance with tax laws and regulations. Should we challenge such taxes or believe them to be without merit, we may
nonetheless be required to pay them.

Our insurance coverage may not be adequate to protect us against all potential losses to which we may be subject, which
could have a material adverse effect on our business.

Although we believe that the insurance coverage that we maintain is reasonably adequate to cover normal risks
associated with the operation of our business, claims under our insurance policies may not be honored fully or timely and our
insurance coverage may not be sufficient in any respect or our insurance premiums may increase substantially. Accordingly,
to the extent that we suffer loss or damage that is not covered by our insurance or which exceeds our insurance coverage, or
have to pay higher insurance premiums, our business, financial position and results of operations may be materially adversely
affected.



SELECTED CONSOLIDATED FINANCIAL INFORMATION

The following table presents selected consolidated financial information of the FAGE Group for the dates and periods
indicated and should be read in conjunction with “Management's Discussion and Analysis of Financial Condition and Results of
Operations” and the audited Consolidated Financial Statements as of and for the years ended December 31, 2024 and 2023,
included elsewhere herein. The Consolidated Financial Statements have been prepared in accordance with IFRS. The information
presented below for the year ended December 31, 2022 has been derived from our audited consolidated financial statements, which
have been prepared in accordance with IFRS, not included herein.

Year ended December 31,

2022 2023 2024
($ thousands)
Statement of Income Data:
Sales 552,275 629,241 753,893
Cost of sales (380,708) (337,049) (400,370)
Gross profit 171,567 292,192 353,523
Selling, general and administrative expenses (112,710) (142,308) (166,328)
Other income 789 1,651 662
Other expenses (3,574) (25,769) (44,738)
Operating profit 56,072 125,766 143,119
Financial income/(expenses), net (15,924) (9,631) (3,084)
Foreign exchange gains/(losses), net (4,269) 1,337 (4,133)
Profit before income taxes 35,879 117,472 135,902
Income tax benefit/(expense) (6,583) (34,813) (23,573)
Net profit 29,296 82,659 112,329
Year ended December 31,
2022 2023 2024
($ thousands)
Consolidated Statement of Financial Position Data:
Cash and cash equivalents 73,737 17,821 68,916
Restricted cash - 2,643 552
Investments (deposits maturing in more than three months) 65,000 - -
Trade and other receivables 52,229 60,509 69,305
Inventories 46,093 44,574 41,329
Net property, plant and equipment 331,549 309,533 286,873
Total assets 649,469 502,591 530,357
Short-term borrowings - - -
Trade accounts payable and due to related companies 24,757 25,830 27,806
Total debt 285,399 104,291 44,951
Total equity 282,127 303,244 368,681
Year ended December 31,
2022 2023 2024
($ thousands)
Other Financial Data:
Cash flow from operating activities 79,005 148,949 175,954
Cash flow from/(used in) investing activities (78,225) 59,673 (16,179)
Cash flow from/(used in) financing activities (47,134) (263,515) (111,664)
EBITDA® 84,767 157,709 168,164
Capital expenditures (14,704) (10,923) (19,296)
Q) EBITDA is defined as net profit/(loss) plus income tax benefit/(expense), financial income/(expenses), net
and depreciation and amortization. The reconciliation of net profit/(loss) to EBITDA is as follows:
Year ended December 31,
2022 2023 2024
($ thousands)

Net profit 29,296 82,659 112,329
Income tax (benefit)/expense 6,583 34,813 23,573
Financial (income)/expenses, net 15,924 9,631 3,084
Depreciation and amortization 32,964 30,606 29,178
EBITDA 84,767 157,709 168,164




EBITDA serves as an additional indicator of our operating performance and not as a replacement for measures such
as cash flows from operating activities and operating income. We believe that EBITDA is useful to investors as a
measure of operating performance because it eliminates variances caused by the amounts and types of capital
employed and amortization policies and helps investors evaluate the performance of our underlying business. In
addition, we believe that EBITDA is a measure commonly used by analysts and investors in our industry.
Accordingly, we have disclosed this information to permit a more complete analysis of our operating performance.
Other companies may calculate EBITDA in a different way. EBITDA is not a measurement of financial performance
under IFRS and should not be considered an alternative to cash flow provided by or used in operating activities or as
a measure of liquidity or an alternative to net profit/(loss) as an indicator of our operating performance or any other
measure of performance derived in accordance with IFRS.

The table below sets forth the period-end and average exchange rates (representing, for any day, the rates published
by the European Central Bank in its foreign exchange rates report) for U.S. dollars, expressed in dollars per €1.00,
for the years indicated.

Year ended December 31, Year End Average

2022 1.0666 1.0500
2023 1.1050 1.0829
2024 1.0389 1.0808



MANAGEMENT’S DISCUSSION AND ANALYSIS OF FINANCIAL CONDITION AND RESULTS OF
OPERATIONS

The following discussion and analysis should be read in conjunction with the Consolidated Financial Statements,
including the notes thereto, and the other financial information included elsewhere herein.

Overview

We are a leading international dairy company with a focus on yogurt. We have significant sales in the U.S. yogurt
market, growing international sales outside of the United States, and leading market positions in the Italian, U.K. and Greek
yogurt markets. We have grown from our origins in Greece in 1926 to become an international company with sales in
approximately 34 countries in Europe, the Americas, Asia and Africa. For the year ended December 31, 2024, we generated
sales of $753.9 million and EBITDA of $168.2 million.

We market our yogurt worldwide under the FAGE® Total® brand. We believe that this highly recognized brand
conveys an image of superior taste, quality and authenticity and enables us to enter new markets, expand our business in existing
markets and bring new products to market. Our yogurt is the fourth largest yogurt brand in the United States in terms of sales,
and our plain yogurt is the leading plain yogurt in the U.S. market in terms of sales. For the year ended December 31, 2024,
approximately 62.9% of our sales were generated in the United States and 37.1% of our sales were generated in Europe,
primarily in the United Kingdom, Italy and Greece.

The products that we manufacture are produced in our state-of-the-art, highly automated facilities in the United States
and Greece. Our U.S. facility is the largest of our facilities in terms of production capacity. It manufactures yogurt products for
the U.S. market and the rest of the Americas. We have two facilities in Greece: one for yogurt products and a second for cheese
products. We distribute our products to approximately 300 grocery store chains, which sell FAGE® products in approximately
50,000 of their stores in approximately 34 countries, primarily in the United States and throughout Europe. We also sell our
products to bakeries, confectionaries, dairy stores and other smaller convenience stores.

As we continue to grow our business and expand our sales volumes in Europe, we plan to supplement our production
capacity at our Greek facilities with additional production capacity in Europe by constructing our New Manufacturing Facility.
We plan to employ the same state-of-the-art technology and processes in the New Manufacturing Facility that we use in our
U.S. production facility. When fully operational, we anticipate that the New Manufacturing Facility initially will contribute an
additional 40,000 tons of yogurt production capacity annually. We have chosen a location at the Riegmeer Hoogeveen business
park in the Netherlands for our New Manufacturing Facility and we have signed an option contract for a 15-hectare plot with
the municipality of Hoogeveen. We are working closely with the relevant authorities towards the realization of our New
Manufacturing Facility, which we expect will be operational by the end of 2028.

The FAGE Group has been continuously owned since it was founded in 1926 by members of the family of
Mr. Athanassios Filippou and substantially all of our assets and operations are held by them directly or indirectly.

Key Line Items of Our Consolidated Statements of Income

Sales. Our sales comprise revenues generated primarily from sales of the dairy products that we manufacture or distribute
to our customers and are shown net of intra-group or inter-company transactions. The amount of these revenues is driven
primarily by the volume of products sold and the prices at which they are sold. Accordingly, growth of sales is primarily driven
by volume growth, which can offset lower average prices per unit sold, and product innovation and the creation of new products
that attract higher prices. We believe this volume growth is driven by the strength of our brand and the quality, diversity and
innovation of our product line and our general policy of annual price increases consistent with annual inflation rates. Our sales
are also affected by our decisions to enter or exit certain product categories as well as competitive market pressures that impact
the prices for our products.

Gross profit. Gross profit represents our sales less cost of sales. Our cost of sales consists primarily of the cost of raw
materials (mainly milk, fruit, honey and cultures), packaging, labor expenses, energy costs, depreciation and other
manufacturing costs. Factors that have affected our cost of sales include fluctuations in prices for milk and other raw materials
and our ability to re-engineer our processes and make our operations more efficient.

In recent years we have focused on improving our operating efficiency through technological and other capital
improvements to our production facilities. In 2008, we moved the production of all of the yogurt that we sell in the United
States to our manufacturing facility in Johnstown, New York. We also re-engineered operations in our Greek facilities in 2008
and achieved significant savings in operating costs. We have consolidated and optimized our raw milk supply chain,
rationalized our product mix by discontinuing slow-selling items and introduced other modifications to improve production
processes and methods. These initiatives have lowered unit production costs, thereby contributing to our improvement in gross
profit.

As the brand leader in the natural yogurt market, FAGE is well-established with consumers as a brand that delivers
on quality, nutrition and taste.

Through analysis of the market, an opportunity was identified to expand the FAGE brand through the flavored yogurt
segment, leveraging our core credentials: delivering premium quality and taste to stand out from the current fruit yogurt
competitors. Launched in the fourth quarter of 2022, FAGE® Fruits® is a smooth fruit strained yogurt that is high in protein
and fulfills consumer demand for more healthy consumption choices. It is available in three flavors, Strawberry, Coconut and



Mango and Passion Fruit, from major U.K. retailers nationwide, and also in Belgium and Spain. In 2021, we introduced in
Europe a new Lactose-Free yogurt brand, BeFree®, and we also introduced the Total® Blended yogurt to satisfy more
consumers’ needs.

We view our gross profit as the primary driver of the success of our business. Continued growth of our gross profit
will depend on increasing our sales and successfully expanding our international presence while managing our operating
efficiency and costs. We expect that future volume growth will come mainly from increased sales in our international markets
and from our premium-priced products.

Selling, general and administrative expenses. Selling, general and administrative expenses (“SG&A”) consist primarily
of shipping and handling costs, advertising costs, payroll, third-party fees and depreciation.

Financial income/expenses. Financial income have consisted primarily of interest income on cash at banks and on time
deposits. Financial expenses have consisted primarily of interest costs on the 5.625% Senior Notes due 2026 (the “Senior
Notes”) previously issued by FAGE International and FAGE USA and short-term indebtedness.

Factors and Trends Affecting Our Results of Operations

Increasing Sales in the United States. Our annual sales volume in the United States has more than quadrupled since 2009.
Based on our experience with yogurt sales in the United States in the past 26 years, management believes there is growth
potential for our yogurt products in the U.S. market. As of December 31, 2024, we have invested approximately $478.1 million
for the construction and expansion of a state-of-the-art, highly automated production facility in Johnstown, New York to
produce and distribute FAGE® Total® yogurt products. The plant started commercial production in April 2008. Since the plant
became operational, our U.S. production of yogurt has positively affected our gross margins and profitability since our
production costs have been substantially reduced by the efficiency of our new production facility. Furthermore, transatlantic
transportation costs and duties for goods sold in the United States have been eliminated. Our U.S. facility currently has capacity
to produce 160,000 tons of yogurt annually. Our expansion of the plant began in early 2013 and was completed in the second
half of 2017. The expansion utilizes existing milk receiving, pasteurizing, processing and cold storage warehouse operations
and adds incubation, separator, processing, filling, packaging and cooling tunnel operations.

Increasing Sales to Export Markets. Our yogurt sales volume outside of the United States and Greece also has increased,
reaching approximately 34 countries in Europe, Asia, Africa and the Americas. We serve these markets both through local
distributors and through exports from Greece. We have our own distribution units in the United Kingdom, Italy, Germany,
Spain, Cyprus and the Netherlands. Our Greek facilities currently export more than half of the yogurt and dairy desserts that
they produce and we expect exports to continue to grow.

Sales of our products in the Greek market accounted for approximately 14.0%, 13.6% and 11.5% of our sales volume
and 12.9%, 12.0% and 10.0% of our sales revenues for the years ended December 31, 2022, 2023 and 2024, respectively.

Changes to Product Portfolio. In recent years, we have improved our profitability by eliminating lower margin products
from our portfolio and focusing on more profitable products with a broader appeal in different markets. In 2021, we introduced
in Europe a new Lactose-Free yogurt brand, BeFree®, and, in 2021 and 2022, respectively, we introduced the Total® Blended
and FAGE® Fruits® yogurt to satisfy more consumers’ needs. We plan to continue to evaluate our product line with a view
towards focusing on higher margin products. In 2024 we discontinued two lower-margin products, the Junior® brand in Europe
(yogurt and cheese) and the Trublend® brand in Greece. In Europe we introduced KEFIR® and in the United States we added
a new line of cultured cream desserts, Creamy Dreamy®. In addition, in the United States, we expanded upon the successful
launch of BestSelf® Plain with the addition of BestSelf® split cups to satisfy the growing need for lactose-free yogurt options.

Prices for Raw Materials and Other Manufacturing Costs. The price of cow’s milk and many of our other raw materials
have fluctuated significantly in recent years due to the high volatility of the prices of commodities and energy internationally.
For example, the prices of milk collected in the U.S. market and used for the U.S. yogurt facility increased by 6.2% comparing
the years ended December 31, 2024 and 2023, and the prices of milk used for the Greek facilities increased by 14.7% comparing
the years ended December 31, 2024 and 2023. We have also sought to manage our payroll costs and, in the future, we will seek
to continue to purchase raw materials at cost-effective prices in order to remain profitable. See “Business—Suppliers and Raw
Materials”.

Fluctuations in Currency Exchange Rates. Our sales as reported in our consolidated financial statements are affected
by the fluctuation of currency exchange rates due to the substantial amount of revenues that we generate in currencies other
than our reporting currency. Currency rate fluctuations may affect our reported sales adversely (if our reporting currency
appreciates with respect to the currency in which our revenues are generated) or positively (if our reporting currency depreciates
with respect to the currency in which our revenues are generated). We adopted the U.S. dollar as our reporting currency as of
October 1, 2012.

Results of Operations for the FAGE Group

The following table sets forth, for the periods indicated, certain items in the FAGE Group’s consolidated statements
of income expressed as percentages of sales:
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Year ended December 31,

2024 2023
Sales 100% 100%
Cost of sales (53.1) (53.6)
Gross profit 46.9 46.4
Selling, general and administrative expenses (22.1) (22.6)
Other income 0.1 0.3
Other expenses (5.9) 4.2)
Operating profit 19.0 20.0
Financial income/(expenses), net (0.4) (1.5)
Foreign exchange gains/(losses), net (0.5) 0.2
Profit before income taxes 18.0 18.7
Income tax benefit/(expense) (3.1) (5.6)
Net profit 14.9% 13.1%

Sales. Our sales in value for the year ended December 31, 2024 amounted to $753.9 million, an increase of $124.7 million,
or 19.8%, compared to sales in value of $629.2 million for the year ended December 31, 2023.

This increase in sales in value for the year ended December 31, 2024, as compared to the year ended December 31, 2023,
is mainly due to the increase in our sales in volume by 20.0% and the positive impact of 0.3% on sales in value due to the weakening
of the U.S. dollar against the Euro and the strengthening of the British Pound against the Euro (the average exchange rates for 2024
and 2023 were €1 = $1.0808 and €1 = $1.0829 and £1 = $1.2790 and £1 = $1.2464, respectively), partially offset by the decrease
in the average net selling price across all markets by 0.5%. Our sales in value increased in the United Kingdom, the United States
and ltaly by 49.2%, 22.0% and 11.0%, respectively, which were partially offset by a decrease in sales in value in Greece by 0.5%.

Our sales in volume for the year ended December 31, 2024 increased by 20.0% as compared to the year ended December
31, 2023. This resulted mainly from increases in sales in volume in the United Kingdom, the United States, Italy and Greece by
46.5%, 22.7%, 11.0% and 1.3%, respectively.

Our sales in value outside of Greece accounted for 90.0% of our total sales in value in 2024, as compared to 88.0% in
2023.

Gross profit. Gross profit for the year ended December 31, 2024 was $353.5 million, an increase of $61.3 million, or
21.0%, from $292.2 million for the year ended December 31, 2023. Gross profit as a percentage of sales for 2024 was 46.9%,
compared to 46.4% for 2023.

Selling, general and administrative expenses. Selling, general and administrative expenses (“SG&A”) for 2024 were
$166.3 million, an increase of $24.0 million, or 16.9%, from $142.3 million for 2023. As a percentage of sales, SG&A was 22.1%
in 2024 and 22.6% in 2023. This decrease in SG&A as a percentage of sales is mainly due to the fact that sales growth is outpacing
SG&A growth.

Other income/(expenses), net. Net other expenses amounted to $44.1 million and $24.1 million for the years ended
December 31, 2024 and 2023, respectively.

Operating profit. Operating profit for 2024 was $143.1 million, an increase of $17.4 million, or 13.8%, as compared to
operating profit of $125.8 million in 2023. As a percentage of sales, operating profit was 19.0% for the year ended December 31,
2024 as compared to 20.0% for the year ended December 31, 2023. This increase is mainly due to the increase in gross profit,
which was partially offset by an increase in SG&A and other income/(expenses), net.

Financial income/(expenses), net. Net financial expenses for the year ended December 31, 2024 were $3.1 million
compared to $9.6 million for the year ended December 31, 2023. This decrease in net financial expenses is mainly due to the
retirement of bonds in 2024. Financial income/(expenses), net as a percentage of sales was 0.4% in 2024 and 1.5% in 2023.

Foreign exchange (losses)/gains, net. Net foreign exchange losses for the year ended December 31, 2024 were $4.1
million compared to net foreign exchange gains for the year ended December 31, 2023 of $1.3 million.

Profit before income taxes. Profit before income taxes for the year ended December 31, 2024 was $135.9 million, as
compared to profit before income taxes of $117.5 million for the year ended December 31, 2023. This increase is mainly due to
the increase in operating profit and the decrease in financial income/(expenses), net, which were partially offset by foreign
exchange losses.

Income tax benefit/(expense). Income tax expense for the year ended December 31, 2024 was $23.6 million, as compared
to $34.8 million for the year ended December 31, 2023.

Net profit. Net profit for the year ended December 31, 2024 was $112.3 million, as compared to net profit of $82.7
million for the year ended December 31, 2023.
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Liquidity and Capital Resources

Our principal sources of liquidity as of December 31, 2024 were existing cash balances, cash flow from operations, debt
raised from capital markets (including the Senior Notes) and available amounts under our line of credit maintained with Citibank.
The remaining Senior Notes were redeemed and the credit line was terminated in February 2025. Our principal liquidity needs are
capital expenditures, working capital and dividend payments. We believe that our available capital resources will be sufficient to
fund our liquidity needs.

Sources of capital. We have funded our operating costs through cash from operations and short-term borrowings under
our line of credit. The available credit line for the FAGE Group as of December 31, 2024 amounted to $35.0 million, which was
provided by Citibank, N.A. in the United States and secured by accounts receivable and certain inventory of FAGE USA. Out of
the available credit line as of December 31, 2024, the unused portion amounted to $35.0 million (See Note 24). The available credit
line for the Group as of December 31, 2023 amounted to $35.0 million. This credit line was terminated in February 2025.

Cash at banks and cash equivalents as of December 31, 2024 amounted to $68.9 million compared to $17.8 million as
of December 31, 2023 (See Note 17).

We believe that this amount of our cash at banks and cash equivalents ($68.9 million) is sufficient to finance both the
operations and the investment program of the FAGE Group.

Cash flow data:

Year ended
December 31,
2024 2023

($ thousands)
Cash flow from/(used in) operating activities 175,954 148,949
Cash flow from/(used in) investing activities (16,179) 59,673
Cash flow from/(used in) financing activities (111,664) (263,515)
Effect of exchange rates changes on cash 2,984 (1,023)
Cash and cash equivalents at beginning of year 17,821 73,737
Cash and cash equivalents at year-end 68,916 17,821

Cash flow from/(used in) operating activities. Net cash from operating activities for the year ended December 31, 2024
was $176.0 million, compared to net cash from operating activities of $148.9 million for the year ended December 31, 2023. This
increase is mainly due to the increase in profit before income taxes.

Cash flow from/(used in) investing activities. Net cash used in investing activities amounted to $16.2 million for the year
ended December 31, 2024, compared to net cash from investing activities of $59.7 million for the year ended December 31, 2023.
Out of the capital expenditures of $19.3 million in 2024, $12.2 million related to capital expenditures for the U.S. facility, $5.1
million related to capital expenditures for the facilities in Greece and $2.0 million related to our investment in our New
Manufacturing Facility. As of December 31, 2024, interest and other related income received amounted to $2.1 million. Out of the
capital expenditures of $10.9 million in 2023, $5.2 million related to capital expenditures for the U.S. facility, $3.0 million related
to capital expenditures for the facilities in Greece and $2.7 million related to our investment in our New Manufacturing Facility.
As of December 31, 2023, interest and other related income received amounted to $5.1 million. At December 31, 2022, the Group
had $65.0 million in time deposit investments that converted into cash and cash equivalents as at December 31, 2023.

Cash flow from/(used in) financing activities. Net cash used in financing activities for the year ended December 31,
2024 was $111.7 million. This resulted from $60.0 million used to repurchase the Senior Notes, $45.0 million of dividends paid
to our shareholders from retained earnings, $5.8 million of interest paid and $0.9 million of payments of lease liabilities. Net cash
used in financing activities for the year ended December 31, 2023 was $263.5 million. This resulted from $183.4 million used to
repurchase the Senior Notes, $63.0 million of dividends paid to our shareholders from retained earnings, $16.3 million of interest
paid and $0.8 million of payments of lease liabilities.

Principal Risks and Uncertainties for the Remainder of 2025

Risk assessment and evaluation is an integral part of the management process throughout the FAGE Group. Risks
are identified and evaluated and appropriate risk management strategies are implemented at each level. The key business risks
are identified by the senior management team. FAGE International’s Board of Directors in conjunction with senior management
identifies major business risks faced by the Group and determines the appropriate course of action to manage these risks.

The principal risks and uncertainties faced by the FAGE Group are summarized below:

- first, we are exposed to aggressive competition in the domestic Greek market;

- second, we are exposed to currency exchange rate fluctuations, particularly in relation to the Euro (€)
and the U.K. sterling (£);

- third, price fluctuations in raw materials could adversely affect the Group's manufacturing costs; and

- fourth, the ongoing conflicts between Russia and Ukraine and in the Middle East, respectively, may
affect the Group’s costs, which may have an effect on the Group’s results.

FAGE International’s Board of Directors regularly monitors all of the above risks and appropriate actions are taken
to mitigate those risks or address the potential adverse consequences.
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BUSINESS

Competitive Strengths

We believe that our position as one of the leading dairy companies in the markets in which we compete can be
attributed to, and will continue to be supported by, a number of competitive strengths, which include the following:

Strong Trademark and Brand Image. We believe the FAGE® Total® trademark conveys an image of superior taste,
quality and authenticity that has allowed us to reinforce and expand our leading positions in the yogurt market in the United
States, Greece and other international markets. We believe that we pioneered the Greek yogurt market by being the first
company to introduce branded yogurt products in Greece and our brand has been instrumental in changing consumer
preferences and driving the growth of this market internationally. We have been recognized in an October 2014 survey
conducted by Consumer Reports® for the top quality of our products. Out of 27 plain and vanilla Greek yogurts that were
evaluated in this survey, FAGE® Total 2% Fat yogurt, FAGE® Total® yogurt and FAGE® Total® 0% yogurt ranked first, second
and seventh, respectively, for plain Greek yogurts and FAGE® Fruyo® Nonfat yogurt ranked second for vanilla Greek yogurts.
Since 2014, FAGE® Total 2% Fat yogurt, FAGE® Total® yogurt and FAGE® Total® 0% yogurt continue to rank as the top plain
Greek yogurt in many health and wellness publications, showing that FAGE products are much-loved and recognized for their
distinctive taste, simple ingredients and milkfat offerings.

Distinctive Products of Superior Quality. We believe that our products are recognized by consumers for their superior
quality and taste. This reputation for product quality has been built during our 99-year history through advanced technical
expertise and significant investment in sophisticated production facilities. We offer some of the most distinctively Greek yogurt
products. We believe that our strained yogurt, which is produced using our own proprietary recipe and process, has a fuller,
richer taste and a thicker texture than that of other yogurts sold in the United States and Europe. We believe that our superior
product quality and distinctive product offering has allowed us to expand internationally and will continue to provide growth
opportunities in international markets. In addition to our premium product positioning, we have a strong focus on innovation.

Leading Positions in Core Markets. We have category-leading positions in our core markets of the United States,
Italy, the United Kingdom and Greece.

¢ Inthe United States, we are the fourth largest producer of branded yogurt overall and the number one producer
of plain branded yogurt in terms of sales, with a market share of approximately 29.5% in that segment.

¢ In Italy, we are the third largest producer of branded yogurt overall and the number one producer of plain
branded yogurt in terms of sales, with a market share of approximately 21.8% in that segment.

¢ In the United Kingdom, we are the fourth largest producer of branded yogurt overall and the number one
producer of plain branded yogurt in terms of sales, with a market share of approximately 21.4% in that segment.

¢ We are the number one yogurt producer in Greece in terms of sales, with a market share of approximately 17.4%
in industrial yogurt.

State-of-the-Art Production Facilities and Processes. Our U.S. manufacturing facility currently has capacity to
produce 160,000 tons of yogurt annually, which we estimate will enable us to meet the demand for our products for at least the
next five years and further optimize our production costs. Our capital expenditure and investment program as well as our active
management of our entire manufacturing footprint have allowed us to benefit from higher productivity, lower production costs
and improved operating efficiencies, as increased automation and greater capacity utilization have lowered our per unit
production costs. We believe that our production processes afford us a competitive advantage as they enable us to produce
distinctive products of the highest quality. We protect our manufacturing know-how vigorously and invest extensively in our
people to ensure that they follow the highest standards of production.

Strength of Management. We are owned and strategically led by the Filippou family, which has been active in the
dairy industry for the past 99 years. The Filippou family has successfully introduced several innovative trends in the dairy
industry, particularly over the last 36 years. For example, the Filippou family developed the packaged yogurt, one of the most
profitable products in the Greek dairy market. Our present management team has made strategic decisions to support and
strengthen our competitive position and profitability, and has demonstrated leadership in expanding the FAGE Group from its
origins in Greece to international markets, particularly the United States, Italy and the United Kingdom, including the successful
implementation of the Group’s new production facilities. Our strong corporate culture and loyal shareholders, management and
employees have enabled us to successfully weather significant macroeconomic challenges and to continue to expand our
business over our nine-decade history.

Business Strategy

Our general strategy is to reinforce and expand our leading market positions through continued investment,
innovation and promotion, further develop our existing international operations and penetrate new international markets.

Grow Our Business in the United States. Since we introduced our FAGE® Total® product line in the United States in

1998, consumers have responded very favorably to this authentic Greek yogurt and sales have grown considerably. Our sales
volume in the United States has grown from 16,666 tons in 2009 to 91,245 tons in 2024. Based on our experience with yogurt
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sales in the United States in the past 26 years, management believes that there is growth potential for our yogurt products in
the U.S. market through the introduction of new products and increased product penetration and distribution. Additionally,
based on kilograms of yogurt consumed per capita in 2017, the U.S. market consumed yogurt in significantly lower amounts
than Europe and Canada. On this basis, we believe that there is scope for growth in the U.S. market. We believe we are
well-positioned to capitalize on U.S. demand for yogurt products. Since January 1, 2008, our cumulative net investment in our
state-of-the-art, highly automated production facility in the United States, which started commercial production in April 2008,
amounted to $478.1 million as of December 31, 2024. Our production capacity at Johnstown has reached a total of
approximately 160,000 tons of yogurt annually. We believe that our U.S. plant’s production capability and standards are among
the highest in the dairy industry, both in terms of technology and operating efficiency.

Expand Production Capacity and Grow Our Business in Europe and Other International Markets. As we continue
to expand our business in Europe, we plan to supplement our production capacity at our Greek facilities with additional
production capacity in Europe by constructing our New Manufacturing Facility. We intend to employ the same state-of-the-art
technology and processes in the New Manufacturing Facility that we use in our U.S. production facility. We expect to invest
approximately $170.0 million to construct the New Manufacturing Facility, of which $9.0 million already has been invested
by December 31, 2024, all or substantially all of which will be funded through our operating cash flows. When fully operational,
we expect that the New Manufacturing Facility initially will contribute an additional 40,000 tons of yogurt production capacity
annually. Pending completion of the New Manufacturing Facility, production at our yogurt facility in Greece is increasing in
order to accommodate growing European demand. We plan to continue making investments to streamline the production and
distribution of our products internationally. We also plan to continue to grow our activities in other international markets and
intend to continue to actively pursue opportunities to introduce our products to new geographic areas.

Continue to Develop, Launch and Promote New and Innovative Product Lines. Our product development effort will
be focused on further expanding our product offerings in the yogurt market by introducing new, higher-margin yogurt products,
launching new fruit yogurt products and introducing new products in the fermented dairy products category.

Further Improve Efficiency and Profitability. Our management is committed to improving the efficiency of our
production and distribution processes in order to enhance our profitability. Production at our U.S. facility has significantly
enhanced the profitability of our U.S. operations. We have achieved significant savings by re-engineering our Greek production
facilities and by consolidating our raw milk supply chain and rationalizing our product mix. We believe that the New
Manufacturing Facility will contribute to further margin improvements through lower production costs and transportation costs
as compared to our existing Greek facilities. We have also enhanced efficiency by negotiating more favorable terms with our
suppliers and eliminating lower-margin products from our product portfolio. As part of this effort, we have ceased the
production and distribution of certain of our smaller product lines in favor of higher-margin products with broader appeal in
different markets. We plan to further develop our product offering and promote higher-margin products.

Company History

We are owned and strategically led by the Filippou family, which has been involved with the Greek dairy industry
for the past 99 years. Today, third-generation members of the Filippou family run and manage our operations and lead our
expansion in international markets. The FAGE Group is the successor to a business founded in 1926 by the establishment of
the first dairy shop in Athens by the family of Mr. Athanassios Filippou, the grandfather of today’s Chief Executive Officer
and Chairman. In 1954, Mr. loannis Filippou, son of Mr. Athanassios Filippou, entered the family business and helped to create
the first wholesale distribution network for yogurt. By 1964, the first yogurt and pastry production facility in Galatsi, Athens
was founded by the two sons of Mr. Athanassios Filippou, Messrs. loannis and Kyriakos Filippou. In 1975, the yogurt plant
was relocated from Galatsi to the property that we own at Metamorfossi in Attica, where our largest production facility in
Greece remains to this day.

During the period from our inception until the mid-1970s, we were involved primarily in the small-scale production
and distribution of traditional Greek yogurt. Until that time, retail outlets typically sold yogurt as a commodity product in bulk
quantities, and the consumer often was unaware of the manufacturer. In 1975, we were the first company to introduce branded
yogurt products into the Greek market. These products, which carried the FAGE® trademark, were sold in smaller, sealed tubs
and presented in attractively designed packaging. Over the last four decades, branded yogurt products have steadily replaced
the traditional bulk varieties, transforming the Greek yogurt industry into a predominantly branded market.

From our roots as a local Athens dairy producer, we have expanded throughout Greece as well as internationally. We
began exporting yogurt to the United Kingdom and Italy in 1983 and to the United States in 1998. We enjoy a strong market
presence in the United States and key European countries such as Italy and the United Kingdom.

In June 2000, FAGE USA Holdings, Inc. (formerly FAGE USA, Corp.; now merged with, and into, FAGE USA
Dairy Industry, Inc.) was incorporated as a wholly owned subsidiary of FAGE Greece, which was then the parent company of
the FAGE Group, to import, distribute and promote FAGE® Total® in the U.S. market. After only four years of sales in the
United States and with sales of 2,146 tons of imported yogurt in 2004, we saw significant growth potential for our yogurt
products in the U.S. market. In late 2004, we decided to invest in new manufacturing capacity in the United States in order to
meet current and future demand and increase the profitability of our U.S. sales through the elimination of transportation costs
and import duties. In February 2005, we established FAGE USA Dairy Industry, Inc., formerly a wholly owned subsidiary of
FAGE USA Holdings, Inc., to build and operate a state-of-the-art yogurt manufacturing facility in Johnstown, New York. Our
initial plan was to invest $33.0 million, to build a facility with an annual capacity of 6,000 tons. While we were designing and
constructing the new facility, U.S. sales growth and customer feedback were so strong that our management team instructed
our engineers to increase the facility’s capacity, first to 12,000 tons and then gradually to its current capacity of 160,000 tons.
The facility started commercial production in April 2008. Since June 2008, all of the yogurt that we sell in the United States
has been produced at our manufacturing facility in Johnstown, New York.
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As the brand leader in the natural yogurt market, FAGE is well established with consumers as a brand that delivers
on quality, nutrition and taste.

Through analysis of the market an opportunity was identified to expand the FAGE brand through the flavored yogurt
segment, leveraging our core credentials: delivering premium quality and taste to stand out from the current fruit yogurt
competitors. Launched in the fourth quarter of 2022, FAGE® Fruits® is a smooth fruit strained yogurt that is high in protein
and fulfills consumer demand for more healthy consumption choices. It is available in three flavors, Strawberry, Coconut and
Mango and Passion Fruit, from major U.K. retailers nationwide, and also in Belgium and Spain. In 2021, we introduced in
Europe a new Lactose-Free yogurt brand, BeFree®, and we also introduced the Total® Blended yogurt to satisfy more
consumers’ needs.

On October 1, 2012, the FAGE Group completed an internal restructuring designed to enhance the efficiency of its
corporate structure and to better reflect the increasingly international nature of our business. As a result of the restructuring,
FAGE International S.A. (“Old FAGE Parent”), which was incorporated on September 25, 2012 in Luxembourg and was
beneficially owned and controlled by Messrs. loannis and Kyriakos Filippou, became the parent company for all of our
subsidiaries. Our operations in Greece are conducted through our Greek subsidiary, FAGE Greece (our former parent
company). Until September 30, 2014, our operations outside of Greece were conducted through our Luxembourg subsidiary,
FAGE Luxembourg S.ar.l. (“FAGE Luxembourg”).

On September 30, 2014, Old FAGE Parent merged with and into FAGE Luxembourg. Simultaneously with the
merger, FAGE Luxembourg (the surviving company in the merger) changed its name to FAGE International S.A.

On October 15, 2018, our subsidiary FAGE Italia S.r.I. merged with and into FAGE International.
On December 20, 2019, FAGE USA, Corp. merged with and into FAGE USA Dairy Industry, Inc.
On January 15, 2020, FAGE USA Holdings, Inc. merged with and into FAGE USA Dairy Industry, Inc.

Products

Our principal product is Greek yogurt. We believe that Greek yogurt has a fuller, richer taste and a thicker texture
than that of other yogurt sold in the United States and other parts of Europe. These distinctive characteristics have developed
through the use of different ingredients and production processes. Our yogurts are made according to our family recipe using
our proprietary production methods. To make our strained yogurt, we pasteurize the milk and add our own yogurt culture for a
slow fermentation process. The yogurt culture is produced at our plant and helps to create the distinctive FAGE® Total® yogurt
flavor. The yogurt then undergoes our proprietary straining process, which removes the watery whey and gives our yogurt its
thick, creamy texture.

Our yogurt products include: strained and set yogurts made from milk, cream and yogurt culture; low-fat and fat-free
yogurt made using skimmed milk; yogurts with honey, strawberries and other fruits; and yogurts flavored or mixed with fruit
juice, fruit pieces, fruit preserves, cereals and other ingredients. We were the first company in Greece to offer products in the
enriched food and children’s yogurt sectors.

Our six major yogurt brands are Total®, Ageladitsa®, BestSelf®, Fruyo®, TruBlend® and BeFree®. The Total® line is
a strained yogurt made from cow’s milk or skimmed cow’s milk and is produced in several variations including Total® plain
and Total® Split Cup® with sweet fruit preserves and honey, in variants of 2% and 0% fat. Ageladitsa® is a set yogurt made
from cow’s milk and is produced in four variants: Ageladitsa® (classic, 4% fat), Ageladitsa® 2% (low-fat), Ageladitsa® 0%
(fat-free) and Ageladitsa® Lactose Free. Fruyo® is a strained yogurt with fruit pieces blended in that is available in several fruit
flavors in non-fat and low-fat varieties, responding to consumer desires for a tastier and thicker fruit yogurt. The TruBlend®
line is a low-fat, lactose-free blended Greek strained yogurt produced in seven flavor varieties all of which contain no added
sugar and no sweeteners, responding to consumers looking for tasty low-sugar yogurt options. In 2020, we launched BestSelf®,
a lactose-free yogurt option in the United States. During 2021, we also introduced in Europe a new lactose-free yogurt brand,
BeFree®, and we continue to develop it. The latest introduction in Europe is FAGE Fruits, a full-fat flavored yogurt with a
smooth texture and a very rich taste.

Sales and Marketing

We seek to increase sales to our customer base, which primarily consists of food retailers, by promoting consumer
loyalty to products carrying the FAGE® brand and our other brand lines. We believe that consumer loyalty and product
preference are the main drivers of our sales, and that retailers stock our goods in response to consumer demand for such
products. We support our brands and products by engaging in integrated marketing and communication programs designed to
further strengthen the position and value of our brands.

The largest part of our advertising expenditure is for digital advertising — social media and pre-roll videos - and we
also invest in TV and directly in retailers’ points of sales. Beginning in 2011, we have actively engaged in Internet social media,
and our footprint has steadily increased. As of 2024, we are present on Facebook, Instagram, Pinterest, TikTok and X in several
countries and our pages have more than 2.5 million fans globally. In 2019, we completely renewed all our websites in terms of
technology and content for each country, so that consumers around the world have access to updated information about our
products as well as ideas for cooking and healthy living. In 2024, we launched a series of new locally developed TV and digital
campaigns for FAGE® Total® for our main markets: the United States, the United Kingdom and Ireland, Italy and Greece to
celebrate the simplicity, versatility and premium quality of our product.
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Trade marketing activities, undertaken in cooperation with supermarkets and other retailers, typically target higher-
volume sales and consist mainly of price reductions. Consumer promotional activities include our major brands and newly
introduced products. Other promotional activities include prominent in store displays, marketing activities with key accounts.
We strive to enhance our long-term relationships with our food retailers by offering greater product variety, better service and
more value than our competitors offer. In addition, we employ key account managers to drive our sales and sales account
representatives responsible for ensuring the broad distribution and sale of our products through retail outlets.

To promote international sales of our yogurt products in countries other than those that we serve through our sales
force, we rely on our network of distributors. FAGE yogurt is marketed as authentic Greek recipe strained yogurt, made with
FAGE’s proprietary method using only milk and FAGE-made yogurt cultures, that is of superior taste, quality and authenticity.

Customers

We distribute our products to approximately 300 grocery store chains, which sell FAGE® products in approximately
50,000 of their stores in 34 countries, primarily in the United States and throughout Europe. We also sell our products to
bakeries, confectionaries, dairy stores and other smaller convenience stores. No single customer accounted for more than 5.6%
of our sales in 2024. We believe that the wide availability of our products enhances our strong brand image, which further
assists in maintaining consumer demand for FAGE® products.

Distribution

We distribute our products to the U.S. market from our U.S. production facility directly to regional and national
grocery store chains and warehouse chains and indirectly, through national and regional grocery distributors, to independent
and local stores. Deliveries are arranged with common carriers.

We distribute our products to the Greek market from our Greek production facility through an extensive and
well-organized distribution network using our own vehicles as well as vehicles owned by our distributors and third-party
transport service providers.

We distribute our products to other international markets through independent third party logistics providers in 7
countries, through distributors in 26 countries and directly in 1 country. Products sold to our customers outside of the Americas
and Greece are shipped from Greece and delivered to approximately 25,000 retail outlets in the countries of destination.

Suppliers and Raw Materials

The principal raw materials used in our fresh dairy products are raw cow’s milk, skimmed condensed milk, milk
cream, fruit preparations and other ingredients that are included in certain of our yogurt products and semi-processed cow milk
cheese mass (baski). We use plastic, aluminum foil and parchment paper for primary packaging materials. Raw and primary
packaging materials are purchased from multiple suppliers in the United States, Greece and other countries in Europe and North
America, and we are not dependent on any single supplier. We also purchase non-food materials, such as plastic lids, corrugated
paper, paperboard and other packaging material for secondary and tertiary packaging, from multiple suppliers.

We select our suppliers based on an assessment of their quality, punctuality in delivery, consistent performance and
ongoing cooperation. While we do not have any long-term written supply contracts, we have not experienced any significant
problems in supplying our operations. Management believes that our sources of raw materials are adequate for our anticipated
needs.

Competition

We face competition from a number of different manufacturers of varying sizes in the United States, Italy, the United
Kingdom, Greece and throughout the world. Our principal competitors all have substantial financial, marketing and other
resources. Competition is based on product innovation, price, product quality, brand recognition and loyalty, effectiveness of
marketing, promotional activity, and the ability to identify and satisfy consumer preferences. Our principal strategies for
competing include product innovation based on consumer feedback and continuous research and development, superior product
quality, innovative advertising, product promotion and an efficient supply chain and price. In most product categories, we
compete not only with other widely advertised branded products, but also with regional brands and with generic and private
label products that are generally sold at lower prices.

Governmental Regulation

FAGE USA Dairy Industry, Inc. and our operations in the United States are subject to regulation by the U.S. Food
and Drug Administration, the U.S. Department of Agriculture and the U.S. Federal Trade Commission under applicable laws
relating to the use, manufacture, packaging, registration, licensing, labeling, distribution, storage, marketing, development,
processing, advertising, transportation or sale of its food products (including the U.S. Federal Food, Drug and Cosmetic Act,
as amended, the Agricultural Marketing Act of 1946, as amended, the Public Health Security and Bioterrorism Preparedness
and Response Act of 2002, the Food Allergen Labeling and Consumer Protection Act of 2004, the U.S. Federal Trade
Commission Act, the Organic Food Productions Act of 1990, the Sanitary Food Transportation Act, the Nutrition Labeling and
Education Act of 1990, the Fair Packaging and Labeling Act, the FDA Food Safety Modernization Act and, in each case, the
rules, regulations and guidelines promulgated thereunder), as well as laws and regulations administered and enforced by the
New York State Department of Agriculture and Markets.
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Luxembourg and Greece are members of the European Union, and as a result we are subject to current EU regulations
and amendments.

Pursuant to EU directives, the Greek government has implemented regulations relating to the production, packaging,
labeling, storage and transportation of milk and dairy products. In accordance with such regulations, among other required
steps, we have implemented the HACCP Standard, a systematic approach to the recognition and control of potential hazards in
the production process.

We are also subject to certain employee safety regulations, including regulations issued pursuant to the U.S. Occupational
Safety and Health Act. These regulations require us to comply with certain manufacturing safety standards to protect our
employees from accidents. We believe that we are in material compliance with all employee safety regulations applicable to
our business.

Environmental Matters

Our business operations and ownership and operation of real property are subject to a broad range of environmental
laws and regulations in each of the jurisdictions in which we operate, including Greek, EU, and U.S. federal and state laws and
regulations. These laws and regulations impose increasingly stringent environmental protection standards on us and affect air
emissions, wastewater discharges, the use and handling of hazardous materials, noise levels, waste disposal practice and
environmental clean-up, among other things. In addition, new laws and regulations, stricter enforcement of existing laws and
regulations, the discovery of previously unknown contamination at our or other sites or the imposition of new cleanup
requirements could require us to incur future costs that would have a negative effect on our results of operations or cash flow.
Environmental laws can impose cleanup liability on owners or occupiers of a contaminated property even if they did not cause
the contamination and our properties have not been investigated for the presence of soil or groundwater contamination.

We believe that we are in substantial compliance with environmental laws and regulations and that currently we have
no liabilities under environmental requirements that we would expect to have a material adverse effect on our business, results
of operations or financial condition.

Employees

Our total number of full-time employees as of December 31, 2024 was approximately 840. We promote the
recruitment, development and retention of well-qualified managers and employees. U.S., Greek and Luxembourg legislation
provides for mandatory minimum wage levels for our employees. Pursuant to our agreement with the union representing our
Greek employees, we typically pay our employees more than the legislation requires and provide certain additional employee
benefits. We believe that our relationship with our employees is good and we have not experienced any work stoppages due to
labor unrest in the last five years.

The following table sets forth a breakdown of employees by main category of activity: Number of
Employees
0o LB Toy o o] 00Tt 596
General and administrative 100
Selling and diStTIOULION ......ooeiiiiic et et este e ee e e naeaneeareen 144
840

Research and Development

We place significant emphasis on our research and development activities. Our Quality Assurance and Research and
Development (“QARD?”) division is staffed by 48 employees who work in four laboratories in three different locations, with
our main QARD facility located at our Athens plant. Most of our QARD employees have many years of experience in the dairy
sector and some have advanced degrees.

Our QARD activities include development of new products as well as regular review of product quality, safety
parameters and legal compliance for existing products. Over the last five years, we have developed approximately 100 new
product variants of yogurt, cheese, milk creams and dairy desserts. Based on our experience, we expect to be able to develop
approximately 20 new product varieties per year. We continuously research new ingredients and alternative sources of supplies
to improve the quality of our products and manage our costs. Our QARD division also develops and implements food safety
and quality assurance programs for our production lines in accordance with international standards, as audited by accredited
certification organizations. Such quality assurance programs were instrumental in the extension of our production technology
for our strained yogurt product line in our U.S. facility.

Certifications

All of our production facilities maintain certain certifications according to relevant standards. For example, our
Athens plant maintains certifications according to the following standards, among others:

¢ Quality Management System ISO 9001:2015;

¢ Food Safety Management System 1SO 22000:2018;
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¢ Food Safety Management System IFS FOOD; and

¢ Food Safety Management System BRC Global Standard.

Our U.S. facility is certified according to Safe Quality Foods standard SQF Food Safety Code. IFS FOOD, BRC Global
Standard for Food Safety and SQF Food Safety Code are recognized by the Global Food Safety Initiative (GFSI).

Trademarks

All of our products are marketed under registered trademarks. We consider our FAGE® trademark, as well as our
other major product brands, to be important competitive advantages and material to our business. We actively take steps to
protect our intellectual property rights when and where we deem appropriate. Trademarks are registered in the United States,
the European Union, Greece and certain other countries.

Properties
The following table sets forth our principal owned properties:

Approximate

Building Area
Location (in square meters)
Metamorfossi, Athens, Greece (Yogurt FaCility) ........cccocvveriieiiniiieeie e 52,729
Johnstown Industrial Park, Johnstown, New York, U.S.A. (Yogurt Facility) ................... 40,035
Trikala, Greece (Cheese FaCIlity).......ccoooveieeiiiieiiee e 4,095

Our main Greek facility in Metamorfossi, Athens, and our U.S. facility in Johnstown, New York, house our principal
yogurt production facilities. As of December 31, 2024, we also leased two properties, of which one is in the United States and
one is in Luxembourg. These leased properties consist of office space. Most of the commercial leases will expire between 2026
and 2028.

In 2021, we announced our plan to build the New Manufacturing Facility in the Riegmeer Hoogeveen business park
in the Netherlands and we have signed an option contract for a 15-hectare plot with the municipality of Hoogeveen. We are
working closely with the relevant authorities towards the realization of our New Manufacturing Facility, which we expect will
be operational by the end of 2028.

Insurance

We maintain the types and amounts of insurance coverage that we believe are consistent with customary industry
practices in the jurisdictions in which we operate and consider our insurance coverage to be adequate for our business. Our
insurance policies cover product liability, employee-related accidents and injuries, property damage, machinery breakdowns,
fixed assets, facilities and liability deriving from our activities.
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The following table identifies each of the directors and executive officers of FAGE International. Directors are
elected for a term of six years or until their successors are elected and qualified. The address of each director and executive

MANAGEMENT

officer of FAGE International is 145, Rue du Kiem, L-8030 Strassen, Luxembourg.

Name Age Position
Athanassios-Kyros Filippou .... 56 Chairman, Chief Operating Officer and Director
Athanassios Filippou............... 59 Vice Chairman, Chief Executive Officer and Director
Robert Shea........c.ccocvevveene. 63 Chief Financial Officer and Director

Danilo Ingordo..........ccccevnenee. 53 Director

Andrea Di Martino.................. 46 Director

loannis Ravanis ...................... 57 Director

Jeffrey Scipione........ccccoevennene 54 Director

Charalampos Krommydas ....... 54 Director

Alexandre Nazon.................... 47 Director

The following table identifies each of the directors and executive officers of FAGE USA. Directors hold office until
the next annual meeting of stockholders of FAGE USA and until their successors are elected and qualified. Officers hold office
until their successors are elected and qualified. The address of each director and executive officer of FAGE USA is 1

Opportunity Drive, Johnstown Industrial Park, Johnstown, New York 12095, U.S.A.

Name Age Position

Athanassios-Kyros Filippou .... 56 Chairman

Athanassios Filippou............... 59 Vice Chairman and Chief Executive Officer and Director

Robert Shea.........ccooveeeeeeinnnns 63 Secretary, Chief Financial Officer and Director

loannis Ravanis ...................... 57 Executive Vice President, Manufacturing and Operations and Director
Jeffrey Scipione........c.ccoevenene 54 Chief Commercial Officer and Director

Charlotte Gross..........ccccuevennne 58 Director

Christine Furman .................... 53 Director

The following table identifies each of the directors and executive officers of FAGE Greece. Directors are elected for
a term of five years, which may be extended until the ordinary general meeting of shareholders that follows the end of this
term, but cannot exceed six years. Officers hold office until their successors are elected and qualified. The address of each
director and executive officer of FAGE Greece is 35 Hermou Street, 144 52, Metamorfossi, Athens, Greece.

Name Age Position

loannis Filippou.........cccocevveriverienne. 89  Chairman of the Board

FAGE International S.A.........ccvvveee.. N.A. Vice Chairman of the Board, represented by its Chairman, Mr. Athanassios-
Kyros Filippou

Athanassios Filippou...........ccccecvevveenee. 59  Chief Executive Officer and Director

Dimitrios Filippou ........ccccoovvveiennnne. 56  Director (non-executive Director)

Dimitra Filippou.......ccccoeveeircnrnienen. 83 Director (non-executive Director)

Charalampos Krommydas..................... 54 Chief Athens Plant Officer and Director

Theodoros Peppas.......c.ccoveveererreerennn. 61 Financial Director and Director

Emmanuel Papaefthimiou................... 74  Director

OWNERSHIP OF SHARE CAPITAL

FAGE International

FAGE International is beneficially owned and controlled by members of the family of our late founder,

Mr. Athanassios Filippou.

FAGE USA

FAGE USA is wholly owned by FAGE International.
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Independent auditor’s report

To the Shareholders of
FAGE International S.A.
145, rue du Kiem
L-8030 Strassen

Opinion

We have audited the consolidated financial statements of Fage International S.A. and its subsidiaries (the
“Group”), which comprise the consolidated statement of financial position as at 31 December 2024, and the
consolidated statement of comprehensive income, the consolidated statement of changes in equity and
consolidated statement of cash flows for the period from 15t January 2024 to 315 December 2024, and the
notes to the consolidated financial statements, including material accounting policy information.

In our opinion, the accompanying consolidated financial statements give a true and fair view of the
consolidated financial position of the Group as at 31 December 2024, and of its consolidated financial
performance and its consolidated cash flows for the year then ended for the period from 18t January 2024 to
31 December 2024 in accordance with International Financial Reporting Standards (‘IFRS") as adopted by
the European Union.

Basis for Opinion

We conducted our audit in accordance with the Law of 23 July 2016 on the audit profession (the “Law of

23 July 2016”) and with International Standards on Auditing (ISAs”) as adopted for Luxembourg by the
“Commission de Surveillance du Secteur Financier” (‘“CSSF”). Our responsibilities under the Law of

23 July 2016 and ISAs as adopted for Luxembourg by the CSSF are further described in the “responsibilities
of the “réviseur d’entreprises agréé” for the audit of the consolidated financial statements” section of our
report. We are also independent of the Group in accordance with the International Code of Ethics for
Professional Accountants, including International Independence Standards, issued by the International
Ethics Standards Board for Accountants (‘IESBA Code”) as adopted for Luxembourg by the CSSF together
with the ethical requirements that are relevant to our audit of the consolidated financial statements, and have
fulfilled our other ethical responsibilities under those ethical requirements. We believe that the audit evidence
we have obtained is sufficient and appropriate to provide a basis for our opinion.

Other information
The Board of Directors is responsible for the other information. The other information comprises the

information included in the consolidated Report of the Board of Directors but does not include the
consolidated financial statements and our report of the “réviseur d’entreprises agréé” thereon.
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FAGE INTERNATIONAL S.A.
CONSOLIDATED STATEMENT OF CASH FLOWS
FOR THE YEAR ENDED DECEMBER 31, 2024
(All amounts in thousands of U.S. dollars)
December 31,

Notes 2024 2023
Profit/(loss) before income taxes 135,902 117,472
Adjustments to reconcile to net cash provided by operating
activities:
Depreciation and amortization 4,8,10 28,376 29,818
Amortization of right of use leased assets 4,9 802 788
Provision for staff retirement indemnities 22 582 769
Provision for doubtful accounts receivable 15 48 35
Financial income 6 (2,126) (5,142)
Financial expenses 6 5,148 14,696
Finance leasing interest expense 6,9 62 77
Loss/(gain) on disposal of property, plant and equipment 8 7,714 5,297
Operating profit before working capital changes 176,507 163,810
(Increase)/Decrease in:
Inventories 14 3,245 1,519
Trade and other receivables 15 (8,844) (8,315)
Due from related companies 16 8 720
Restricted cash 17 2,091 (2,643)
Increase/(Decrease) in:
Trade accounts payable 23 1,921 1,013
Due to related companies 16 55 60
Accrued and other current liabilities 25 (8,394) 18,313
Working capital changes (9,917) 10,667
Income taxes paid 7 (28,137) (24,913)
Payment of staff indemnities 22 (362) (622)
(Increase)/decrease in other non-current assets 13 7 7
Increase/(decrease) in other non-current liabilities 25 37,856 -
Net Cash from/(used in) Operating Activities 175,954 148,949
Investing Activities:
Capital expenditure for property, plant and equipment 8 (19,031) (10,572)
Additions to intangible assets 10 (266) (351)
Proceeds from disposal of property, plant and equipment 8 991 455
Investments 17 - 65,000
Interest and other related income received 6 2,126 5,142
Net Cash from/(used in) Investing Activities (16,179) 59,673
Financing Activities:
Repayments of short and long-term borrowings 21 (60,000) (183,382)
Payment of lease liabilities 9 (892) (864)
Interest paid 6 (5,772) (16,269)
Dividends and share premium paid to equity holders of the parent 20 (45,000) (63,000)
Net Cash from/(used in) Financing Activities (111,664) (263,515)
Net increase/(decrease) in cash and cash equivalents 48,111 (54,893)
Effect of exchange rates changes on cash 2,984 (1,023)
Cash and cash equivalents at beginning of year 17 17,821 73,737
Cash and cash equivalents at end of year 17 68,916 17,821

The accompanying notes are an integral part of these consolidated financial statements.














































































FAGE INTERNATIONAL S.A.
NOTES TO THE CONSOLIDATED FINANCIAL STATEMENTS
(Amounts in all tables and notes are presented in thousands of U.S. dollars, unless otherwise stated)

Advances from customers 77 162
Accrued interest 951 2,225
Social security funds payable 1,104 1,007
Accrued and other liabilities 27,464 36,502

29,519 39,734
Total 31,339 41,007

For the years ended December 31, 2024 and 2023, the Group formed provisions for ongoing legal proceedings amounting to
$24,695 and $12,925, respectively, which are included in other expenses in the statement of profit or loss. The total provisions for
ongoing legal proceedings (see Note 27 (a) (i)) as of December 31, 2024 amounted to $40,240, which included $37,856 in other
non-current liabilities and $2,384 is included in accrued and other current liabilities in the statement of financial position.

26. REVENUE SEGMENT INFORMATION:

Revenue segment information for the years ended December 31, 2023 and 2022, is analyzed as follows:

Year ended December 31, 2024

European u.S.

operations operations Consolidated
Revenues
Net sales to external customers 279,868 474,025 753,893

Year ended December 31, 2023

European u.S.

operations operations Consolidated
Revenues
Net sales to external customers 240,667 388,574 629,241

27. CONTINGENCIES AND COMMITMENTS:

(@) Litigation and claims:

(i) From time to time, lawsuits have been filed against FAGE Greece by dairy farmers who supplied the company during the
period from 2001 to 2007, claiming damages and loss of income due to alleged violations of the rules of Greek anti-trust
law relating to FAGE Greece’s case with the Hellenic Competition Commission, which was irrevocably closed in 2013.
The Group believes it has recognized adequate and sufficient provisions for any probable costs for these lawsuits.

(ii) The Group is involved in various other legal proceedings incidental to the conduct of its business and its organizational
structure. Management does not believe that the outcome of any of these other legal proceedings will have a material
adverse effect on the Group’s financial condition or results of operations. The Group maintains product liability insurance
that it believes is adequate at the present time in light of the Group’s prior experience.

(b) Commitments:
0] Letters of Guarantee:

At each of December 31, 2024 and 2023, the Group had outstanding bank letters of guarantee in favor of various parties
amounting to $18. Such guarantees have been provided for the good execution of agreements.

(i) Investment in the United States:

To remain current in the U.S. market, the Group is engaged in modifications to the Johnstown facility. The Group has
signed agreements with various suppliers and contractors related to these modifications. Future minimum amounts payable
under these agreements as at December 31, 2024 amounted to $15,538 all of which is due within the next 24 months. Of
the total future amounts payable, $12,818 is denominated in Euro. Such guarantees have been provided for the good
execution of agreements.
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