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  2Q07 and 1H07 EARNINGS RELEASE 

 
Eusébio – Ceará state, August 14, 2007 – M. Dias Branco S.A. (Bovespa: MDIA3), leader in the Brazilian 
crackers and cookies and pasta market, announces today its results for the second quarter (2Q07) and first 
half of 2007 (1S07). The company’s consolidated financial statements are prepared in accordance with the 
accounting practices adopted in Brazil, based on Brazilian Corporate Law and in accordance with the 
regulations of the Brazilian SEC, known locally as the CVM (“BR GAAP”). The financial information herein 
related to the 2Q06 and 1S06 is presented on a pro forma basis for comparative purposes in order not to 
reflect: (i) the partial spin-off of March 31, which involved the removal of goods, rights and obligations from 
our balance sheet that were not related to our core activities – which are making crackers and cookies and 
pasta, flour and bran, margarines and vegetable shortenings; (ii) the recovery of the PIS and COFINS 
credit, through a lawsuit filed by the Company over the unconstitutional nature of Law 9.718/98, which 
generated net tax revenue of R$20.9 million in the 2Q06 (see the topic “Exclusion of the PIS and COFINS 
tax credit”). 
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2Q07 and 1H07 Results 
Conference Call 
 

Date:  
August 16, 2007. 
 

Time: 
 

> Portuguese (BR GAAP) 
10.00 am (Brasília time) 
09.00 am (US EST) 
Tel: (55-11) 4003-9004 
Replay: (55-11) 4003-9004 
Code: Dias Branco 
  
> Inglês (BR GAAP) 
12.00 pm (Brasília time) 
11.00 am (US EST) 
Tel.: 1 (973) 935-8893 
Replay: 1 (973) 341-3080  
Code: 9128555 
 

Quotation: 
Closing price on June 29, 2007 
MDIA3: R$ 30.00 per share 
Market cap:R$ 3,444.0 million 

 
 

 Net revenue totaled R$724.0 million in the 1H07, up by 10.8% 
over the R$653.3 million recorded in the 1H06. In the 2Q07, net 
revenue climbed 6.3% (from R$344.0 million in the 2Q06 to 
R$365.8 million in the 2Q07). 

 Total volume sold came to 470,000 tonnes in the 1H07, an 
increase of 6.2% on the 1H06. In the 2Q07, total production 
volume stood at 238,300 tonnes, moving up by 5.1%. 

 Adjusted EBITDA stood at R$133.4 million in the 1H07, versus 
R$125.5 million in the 1H06 (+6.3%). Adjusted EBITDA totaled 
R$63.7 million in the 2Q07, down by 7.4% on R$68.8 million 
recorded in the 2Q06. 

 Net debt closed the 1H07 at R$128.5 million, a year-on-year 
decline of 33.8%. At the end of the 1H07, net debt represented 
0.5 of the last twelve months adjusted EBITDA, versus 0.8 in the 
1H06. 

 Production capacity utilization came to 73.1% in the 1H07, 
compared to 66.4% in the same period last year (+6.7 p.p.). In the 
2Q06, production capacity utilization stood at 66.3%, versus 
74.2% in the 2Q07 (+7.9 p.p.). 

 

 
Financial and Operating Results (R$ Million) 2Q07 2Q06 Variation 1H07 1H06 Variation
Net Revenue (R$ Million) 365,8 344,0 6,3% 724,0    653,3      10,8%
Sales Volume (thousand of tons) 238,3 226,8 5,1% 470,0    442,6      6,2%
Adjusted EBITDA 63,7   68,8   -7,4% 133,4    125,5      6,3%
Adjusted EBITDA Margin 17,4% 20,0% -2,6 p.p. 18,4% 19,2% -0,8 p.p.
Net Debt (R$ Million) 128,5 194,1 -33,8% 128,5 194,1      -33,8%
Net Debt / Adjusted EBITDA 0,5     0,8     -37,5% 0,5        0,8          -37,5%
Production Capacity Usage 74,2% 66,3% 7,9 p.p. 73,1% 66,4% 6,7 p.p.  
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SECTOR PERFORMANCE 
 
Brazil’s macroeconomic scenario continues mirroring the good moment in the world’s economy. The 
consumption sector, boosted by the continuous decline of the interest rate, inflation control and growth in 
wages should continue profiting from the overall stability in the Brazilian economy. The Northeast region, 
where the Company has strong operations, has been outpacing national growth in recent years due to 
expansion in industry, tourism as well as to the government’s social programs. 

We believe the favorable scenario of the Brazilian economy is firmly grounded in the solid trade balance, 
which continues to be a pleasant surprise. The accumulation of international reserves by the Central Bank, 
bound to exceed total foreign (public and private) debt in a few months, and the strong growth of exports 
are creating an unparalleled level of solvency for the country. 

The economic scenario continues to be positive and we believe the Real should sustain its upward trend, 
allowing the continuation of the downward cycle of the interest rate despite the clear signs of an upturn in 
the economic activity. Moreover, public and private investments announced for the upcoming years, 
especially in the construction, real estate and infrastructure sector reinforce our belief in the acceleration of 
the pace of growth in the country. Improved income levels will have a positive impact on the consumption 
sector and, therefore, on the market in which we operate as the per capita consumption of these products 
tends to increase with higher income levels. In fact, although GDP edged up by a mere 3.7% in 2006, we 
work with an estimate of 4.5% for 2007. 

In addition to the country’s macroeconomic scenario, the analysis of the Company’s performance in the 
second quarter of 2007 should also consider the specific aspects of the sectors where we operate, namely 
the segments of crackers and cookies, pasta and flour, since these are the company’s main segments 
(around 95% of gross revenue). 

For the crackers and cookies and pasta markets, we will present data based on a survey by A.C. Nielsen on 
the first half of 2007. Note the growth of our market share both in the pasta and the cookie and cracker 
segment (18.3% and 14.1%, respectively), increasing our leadership in the country in both markets. In the 
second quarter, we also regained the leadership of the pasta segment in the South region, which consumes 
the highest value-added products of this market in the country. In 2004, the first year after the acquisition of 
“Adria”, the “Isabela” brand came second in the South, with a 9.9% market share. We are now leaders in all 
three states in the South, with 14.3% of the market. This recovery is yet another outcome of the Company’s 
successful administration model. 

Note also that in the pasta segment the Company increased its leadership in the Northeast region, reaching 
a substantial 25.5% share of all the sales in that region. 

The Company also remains optimistic over the cookie and cracker market, adopting strategies that have 
brought healthy results both in areas where we already have a relevant market share and in new markets. 
In national terms, we had a 13.3% market share at the end of 2006 and by the beginning of the first half of 
2007 our share has risen to 14.1% (versus 7.5% of the second player). We also highlight the growth of our 
leadership in the Northeast region, with 26% of the volume and 27% of the region’s revenue. 
 
We note that the methodology used by Nielsen did not involve collecting information related to certain 
states, such as Maranhão and Piauí (Northeast region); Tocantins and Mato Grosso do Sul (Midwest 
region); and all the states from the North region. The company sells its products in all of these locations, but 
they are not captured by the market research of Nielsen. Thus, when we use the term “Brazil” or the 
`Brazilian market´ in this report, we will be considering only the group of states selected in the Nielsen 
study, due to the lack of reliable data covering the entire Brazilian market. 
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 THE BRAZILIAN CRACKER AND COOKIE AND PASTA MARKET IN THE 1H07 
 

The Northeast and Southeast regions were the largest consumers in the first half of the year, accounting for 
73.5% of sales in volume and 71.9% of sales in Reais. The importance of the Northeast region is lower in 
terms of financial volume than in physical volume, revealing stronger consumption of lower value-added 
products in this region. 

 
 

CRACKERS AND COOKIES – Sales Breakdown in the Brazilian Market by Region – 1H07 
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Analyzing the different crackers and cookies categories in terms of Brazil in the first half, we see that Filled, 
and Cream Crackers account for approximately half of sales, in both volume and Reais. We also note that 
Filled and Corn Starch Cookies classify as higher value-added products, since their percentage share in 
financial volume is higher than their percentage share in physical volume. 

 
 

CRACKERS AND COOKIES – Sales Breakdown in the Brazilian Market by Product – 1H07 
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In the case of the pasta segment, we note that the Southeast region accounted for over half of sales in the 
1H07, due to cultural factors associated with the eating habits and higher income of the population. The 
Northeast region is more important in terms of physical volume than it is in financial volume, again showing 
higher consumption of lower value-added products in this region. 
 

 
PASTA – Sales Breakdown in the Brazilian Market by Region – 1H07 
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The main pasta categories at ´Brazil level’ were “Semolina “Egg / Semolina with egg”, representing 
approximately 70% of total sales in terms of both physical and financial volumes. The “Common” category 
has lower added value than the previous ones, and is heavily consumed in the Northeast, while “Sundry” 
has the highest added value. 

 

 
PASTA – Sales Breakdown in the Brazilian Market by Product – 1H07 
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In December 2005 the Company started to operate in the instant pasta segment, which has higher added 
value than regular pasta and is a market with high growth and excellent prospects, due to the speed, 
practicality and ease in preparing the pasta, which has led to strong acceptance by the market. 

 
 



Page 5 of 28 

Sales Breakdown in the Brazilian Market  
 

Regular Pasta X Instant Pasta – 1H07 
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FLOUR 
 
Abitrigo did not publish any survey on the consumption of flour in the Brazilian market in the second quarter 
of 2007. The latest survey was included in the 1Q07 earnings release. 

 
 

 FOLLOWING THE COMMODITIES MARKET 

Our economic activity, as already emphasized, is strongly concentrated in the production and 
commercialization of products in the cracker, cookie, pasta and flour segments, whose production depends 
on two vital inputs, or raw materials – which, in turn, play a big role in our variable costs: (i) wheat (which 
represented 42.5% of our COGS and 27.2% of net revenue in the 2Q07); and (ii) vegetable oil (7.1% of our 
COGS and 4.5% of net revenue in the 2Q07).  

In light of this, and since monitoring the wheat and vegetable oil (soy or cotton) markets takes up a lot of 
management’s valuable time and is an important factor in determining performance and results, we include 
below some pertinent information and comments. Regarding vegetable oil, we will highlight soy and palm 
oil, which are the most relevant ones, although we also use cotton oil. 
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WHEAT  
 
The wheat market has undergone continuous adjustments between supply and demand in the last few 
months. Global demand has grown compared to previous years, while supply is declining due to the use of 
cereals for the production of biofuels, limited supply from Argentina and weather conditions in the United 
States and Eastern Europe. 
 
Demand for biofuels has been growing exponentially with the problems arising from global warming. Some 
cereals are being used to produce it, which leads to a decline in supply of this grain for food purposes. 
 
This situation may change, as the SAGPyA (Agriculture and Fisheries Ministry of Argentina) expects an 
increase in wheat production in the 2006/07 harvest compared to the previous season and a further 
increase in 2007/08. 
 
A cold wave hit the United States in April, castigating US crops and reducing the country’s yield by close to 
four million tonnes. In addition, the recent heavy rainfall during the wheat harvest has led to a decline in 
production volume and quality. Eastern Europe, in turn, experienced a strong drought that hit its crops, 
reducing the region’s output. 
 
These events ate into global inventories. According to the International Grains Council, global wheat 
inventories are expected to come to 111 million tonnes by the end of the season, 4 million tonnes less than 
in the previous year. Wheat prices, therefore, climbed to their highest level of the last 11 years. In April, for 
example, average wheat prices were US$ FOB 214.00 per tonne; in May, this price had already risen to 
US$ FOB 224.71 per tonne; and, by the end of the second quarter, it had reached an average US$ FOB 
244.00 per tonne. In addition, the commodity’s average price rose 14.0% in the period. 
 
The appreciation of the Real against the Dollar offset the impact of wheat prices in Brazil. With the 
exchange rate of R$1.90 per dollar, the price of the tonne reached R$463.60 at the end of the second 
quarter. If the exchange rate had remained at the 2005 average of R$2.50, for example, the price of the 
grain would have been 32% higher, amounting to R$610.00 per tonne in the period. 
 
Wheat prices are expected to hold and have limited liquidity. The price for wheat to be delivered in 
December is currently at US$ FOB 255.00, i.e. close to the average price negotiated at the end of the 
second quarter this year. 
 
Aware of the importance of wheat for its production, the Company systematically monitors the world’s 
commodity market, evaluating all the factors that have an impact on the price of this grain. Combining this 
monitoring to its large storage capacity (210,000 tonnes), the Company maintained its historic performance 
in the optimization of its purchasing policy, acquiring wheat at average prices lower than the market’s 
average (average economy of 14.25% in the 2Q07, as shown in the graph below). 
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 VEGETABLE OILS  
 
The soy oil market remained virtually stable during the second quarter this year. The market followed the 
record harvest in South America, with production coming to 108 million tonnes, an all-time high in this 
continent. Thanks to this, supply managed to support the market’s growing demand pulled by the two largest 
consumers in the world: India and China. 

Prices remained steady, at close to R$1,650.00 per tonne in the second quarter of 2007. However, the 
Argentinean energy crisis has worsened in the last few weeks, driving the government to limit the working 
hours of industrial plants. This cut led to a reduction in product supply in the market, fueling rumors that all 
the demand would be transferred to Brazil, pushing prices up to R$1,700.00 per tonne 

The United States, the world’s largest soy producer, already has planted its crop and has not suffered any 
bad weather as yet. In September, this country’s harvest is expected to match last year’s. As a result, if oil 
prices remain in current levels, the market expects prices to hold in the upcoming months. 

The palm oil market, in turn, underwent greater pressure during the period. The strong global demand for 
food and biodiesel drove the price of this commodity up to US$840.00 per tonne at the close of the first half, 
30% higher than in the same period the year before. However, prices are expected to remain in line with or 
to be lower than current levels as international supply has risen. Malaysia, for example, the world’s largest 
producer of palm oil expects a harvest of 16.5 million tonnes in 2007, 600,000 tonnes more than last year. 
The price of the product to be delivered in December is being negotiated at US$ FOB 750.00 per tonne. 
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Storage capacity and efficient purchasing policy allowed the company to purchase this product at prices 
lower than the market’s average for this period. The graphs below show that average savings in relation to 
market prices came to close to 3.04% for soy oil and 8.48% for palm oil. 
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 OPERATING HIGHLIGHTS 
 
Our operating structure is formed by M Dias Branco S/A, with headquarters in Ceará, and our subsidiary, 
Adria, based in São Caetano do Sul, São Paulo State, which, together, have 14 commercial units and 10 
industrial units, whose production, commercialization and logistics distribution are coordinated in centralized 
and integrated fashion. The industrial units are located in the States of Ceará (3 units), Rio Grande do Norte 
(1 unit), Bahia (1 unit), Paraíba (1 unit), São Paulo (3 units) and Rio Grande do Sul (1 unit). 
 
The company’s production process is verticalized; it produces its two main inputs (flour and vegetable 
shortening) for the production of pasta, cookies and crackers. In the second quarter of 2007, 89.7% of all 
flour and 68.2% of all vegetable shortening used were made internally. 
 
In the 2Q07, 47.6% of total gross sales were made via direct channels while the indirect channels 
accounted for 52.4%. Direct distribution is concentrated in large consumer centers; in other localities, 
distribution is outsourced. 
 
The client base is highly fragmented; the sales to our main client accounted for 5.2% and 5.1% of gross 
revenue in the 2Q07 and 1H07, respectively. 
 
2Q07 Period 
 

Category Accumulated Category Accumulated
Biggest Customer 1 25.3 5.2% 5.2%
49 Next 50 157.7 32.5% 37.7%
50 Next 100 38.9 8.0% 45.8%
900 Next 1000 98.3 20.3% 66.0%
Other All Customers 164.8 34.0% 100.0%

485.0TOTAL

Biggest Customers Sales - 2Q07
(R$ Million)

% of Total Sales

 
 
2H07 Period 
 

Category Accumulated Category Accumulated
Biggest Customer 1 48.9 5.1% 5.1%
49 Next 50 303.1 31.7% 36.9%
50 Next 100 73.1 7.7% 44.5%
900 Next 1000 188.8 19.8% 64.3%
Other All Customers 341.1 35.7% 100.0%

955.0TOTAL

Biggest Customers Sales - 2H07
(R$ Million)

% of Total Sales
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The Company increased its leadership in the market, in terms of volume, in the cookie and cracker and 
pasta segments in the 2Q07, as the graphs below show:  
 

13.9 13.3 13.2 13.4 13.6 13.9 14.1 

15.5 15.7 15.4
16.2

17.7 17.8 18.3

may to 
jun/06

jul to 
aug/06

sep to 
oct/06

nov to 
dec/06

jan to 
feb/07

mar to 
apr/07

may to 
jun/07

Market Share - Dias Branco (%)

Cookies Pasta
 

                                        Source: AC Nielsen. 
 

CRACKERS AND COOKIES – Market Share – 1S07 
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PASTA – Market Share – 1S07 
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In the 2Q07, capacity utilization was 74.2%, 7.9. p.p. up on the 2Q06 (66.3%), despite the fact that installed 
capacity in the 2Q07 was 1.4% higher than in the 2Q06, due to the startup of another cookie and cracker 
production line in the town of Aratu (Bahia State) in November 2006 and another pasta production line in 
the Tambaú (Paraíba State) unit in June 2006. This growth in capacity utilization occurred mainly due to the 
increase in production at the crackers and cookies lines (including those brought on-stream in 2006) and at 
the flour mill units (especially in Aratu and Tambaú).  
 

 
Quarter Evolution 
 

Effective Production / 
Production Capacity* 1Q07 1Q06 1Q07 1Q06 1Q07 1Q06 1Q07 1Q06 1Q07 1Q06
Total Production 53.4     53.5     50.7       46.8    205.4    171.2   14.0        13.6     323.4   285.1  
Total Production Capacity 74.2     71.1     79.9       77.0    262.5    262.6   19.5        19.5     436.1   430.2  
Capacity Utilization Level 71.9% 75.2% 63.4% 60.8% 78.2% 65.2% 71.8% 69.7% 74.2% 66.3%
* In thousand tons

TotalCrackers and 
Cookies Pasta Wheat Flour and 

Bran
Margarine and 

Shortening

 
 

Half Year Evolution 
 

Effective Production / 
Production Capacity* 1H07 1H06 1H07 1H06 1H07 1H06 1H07 1H06 1H07 1H06
Total Production 103.5   102.0   96.5       87.2    409.9    355.0   28.1        26.9     637.9   571.1  
Total Production Capacity 148.4   142.3   159.8     154.1  525.0    525.1   39.0        39.0     872.2   860.5  
Capacity Utilization Level 69.7% 71.7% 60.4% 56.6% 78.1% 67.6% 72.1% 69.0% 73.1% 66.4%
* In thousand tons

Crackers and 
Cookies Pasta Wheat Flour and 

Bran
Margarine and 

Shortening Total

 
 
 
RESULTS 
 
 
Consolidated gross revenue totaled R$485.0 million in the 2Q07, up by 9.3% over the R$443.7 million 
recorded in the same period the year before due to the increase of 5.0% in sales volume and 4.1% in 
average prices 

Segment Gross Ver. Weight Avg. Price Gross Ver. Weight Avg. Price Gross Ver. Weight Avg. Price
Cookies and Crackers 237.0 53.3     4.45             231.5 55.6     4.16             2.4% -4.1% 7.0%
Pasta 118.6 50.3     2.36             106.1 47.5     2.23             11.8% 5.9% 5.8%
Flour and Bran 107.6 122.6   0.88             84.9 111.1   0.76             26.7% 10.4% 15.8%
Margarine and Short. 21.3 8.2       2.60             20.6 7.9       2.61             3.4% 3.8% -0.4%
Other 0.5 3.9       0.13            0.6 4.7     0.13           - - -
TOTAL 485.0 238.3   2.04            443.7 226.8 1.96           9.3% 5.1% 4.1%
* Gross Revenue in R$ Million, Weight in tonnes and Average Price in R$/Kg

2Q07 2Q06 Variations

 
 
In the 1H07, consolidated gross revenue amounted to R$955.0 million, an increase of 14.3% on the 
R$835.6 million recorded in the 1H06 as a result of the increase of 6.2% in sales volume and 7.4% in 
average prices. 
 

Segment Gross Ver. Weight Avg. Price Gross Ver. Weight Avg. Price Gross Ver. Weight Avg. Price
Cookies and Crackers 465.3 104.3   4.46             423.0 103.4   4.09             10.0% 0.9% 9.0%
Pasta 223.8 96.1     2.33             196.5 87.6     2.24             13.9% 9.7% 4.0%
Flour and Bran 221.2 248.6   0.89             173.3 227.0   0.76             27.6% 9.5% 17.1%
Margarine and Short. 43.9 16.7     2.63             41.9 16.1     2.60             4.8% 3.7% 1.2%
Other 0.8 4.3       0.19            0.9 8.5     0.11           - - -
TOTAL 955.0 470.0   2.03            835.6 442.6 1.89           14.3% 6.2% 7.4%
* Gross Revenue in R$ Million, Weight in tonnes and Average Price in R$/Kg

1H07 1H06 Variations
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Gross Revenue Breakdown 
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Note that on April 2, we began operating the Company’s new ERP as announced in the notice to the market 
of March 2, 2007. Despite exhaustive pre-operational tests, we found some difficulties in the operation of 
the new system (ERP) less severe than in most similar cases, but nevertheless contributing to reduce the 
company’s sales volume in April, leading, therefore, to lower revenue and higher cost of goods sold, with 
the absorption of fixed costs. 
 
Note that if we compare only May and June of 2007 with the same months in the previous year, we observe 
that net revenue climbed 13.9% and net revenue, 11%, percentages higher than those for the quarterly 
comparison (9.3% and 6.3%, respectively) and in line with the Company’s growth in 2007. 
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CRACKERS AND COOKIES 
 
Revenue totaled R$237.0 million in this segment in the 2Q07, 2.4% up year-on-year, chiefly due to the 
growth of 7.0% in the average cookie and cracker price.  
 
“Adria”, “Isabela” and “Zabet” cookie and cracker brands climbed 10.1%, 21.3% and 20.1%, respectively, 
compared to the 2Q06 
 
Cookie and cracker sales volume totaled 53,000 tonnes, down by 4.1% on the 55,600 tonnes recorded in 
the 2Q06 due to a reduction of 1,200 tonnes in the sales volume of Corn Starch Cookies and 700 tonnes in 
Plain Special Cookies, chiefly due to the increase in average price leading, at first, to a decline in sales 
volume. However, there was an increase in the sales of higher value-added cookies, such as Filled, up by 
200 tonnes, and Waffer, up by 100 tonnes. 
 
Average prices climbed by 7.0%, from R$4.16/kg to R$4.45/kg. This increase was chiefly due to the overall 
hike in the Company’s prices following the increase of some important inputs (wheat and vegetable oil) in 
the last few months. 
 
In the first half, this segment’s revenue totaled R$465.3 million, up by 10.0% compared to the 1H06, chiefly 
due to the increase of 9.0% in average cookie and cracker price. Our cookie and cracker brands (Fortaleza, 
Adria and Isabela) moved up by 12.6%, 5.6% and 20.4%, respectively, over the 1H06. 
 
Note the increase of 4,200 tonnes, 900 tonnes and 600 tonnes in the sales volumes of Cream Craker, Filled 
and Savory Cookies, respectively. This increase was concentrated in the states of São Paulo, Bahia and 
Rio Grande do Sul. 
 
The first half’s increase in sales volume was also due to Fortaleza’s Cream Craker sales campaign, with 
prize draws for consumers, along with the implementation of strategic changes in the commercial area, 
including the migration from the prompt delivery to the pre-sales system, allowing greater efficiency in 
meeting clients’ needs. Both initiatives were already in place since 1Q07. 
 
The average price in this product segment moved from R$4.09/kg to R$4.46/kg in the 1H07, moving up by 
9.0% due to the abovementioned average price increase. 
 
 

RICHESTER FORTALEZA ADRIA ISABELA ZABET Other 
Brands

Gross Revenue Evolution by Brand - Cookies

2Q06

2Q07

10.1% 21.3%

20.1% 57.0%

-1.2%

-11.0%
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FORTALEZA RICHESTER ADRIA ISABELA ZABET Other Brands

Gross Revenue Evolution by Brand - Cookies

1H06
1H07

12.6% -2.8%

5.6% 20.4%
26.3% 56.3%

 
 
 
 
PASTA 
 
Pasta revenue totaled R$118.6 million, up by 11.8% on the R$106.1 million recorded in the 2Q06, mainly 
thanks to the 5.9% increase in sales volume and to the 5.8% upturn in average price. It is worth noting the 
growth of 20.9% in “Adria” brands sales and the increase of 48.5% in the sale of “Isabela” products. 
 
The pasta segment rose by 5.9%, from 47,500 tonnes to 50,300 tonnes. It is worth noting the growth in 
sales volume of massas com ovos (+1,400 tonnes), regular pasta (+400 tonnes) and instant pasta (400 
tonnes), especially in São Paulo (+1,000 tonnes), Bahia (+900 tonnes), Paraíba (+600 tonnes) and Rio 
Grande do Sul (+400 tonnes). 
 
We would like to point out that the increase in pasta sales is still influenced by improvements in the 
commercial area, including the previously mentioned migration from the prompt delivery to the pre-sales 
system and the expansion of the number of clients due to the focus on small retail. According to A.C. 
Nielsen, these changes allowed us to recover our leadership in the pasta segment in the South region in the 
last two months (May and June) through our brand “Isabela”, for we were already the leader in the cookie 
and cracker market. 
 
This segment’s average price increased by 5.8%, from R$2,230 per tonne in the 2Q06 to R$2,360 per 
tonne in the 2Q07 as a result of the beginning of the price revision process in light of the changes in wheat 
costs in the last few months. 
 
In the first half revenue from the past segment reached R$223.8 million in the 1H07, up by 13.9% on the 
R$196.5 million recorded in the 1H06, chiefly due to the increase of 9.7% in sales volume and 4.0% in 
average price due to the abovementioned factors. 
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FLOUR AND BRAN 
 
Flour and bran revenue totaled R$107.6 million in the 2Q07, up by 26.7% on the R$84.9 million recorded 
in the 2Q06. This upturn is due to the growth of 10.4% in sales volume and, more importantly, an increase 
of 15.8% in average prices in the quarter. 
 
“Medalha de Ouro” and “Finna” were the best performing flour brands. “Medalha de Ouro” gross revenue 
moved up by R$5.3 million (13.4%) in the 2Q07 and R$16.9 million (22.0%) in the 1H07 while “Finna” gross 
revenue climbed by R$5.8 million (33.9%) in the 2Q07 and R$15.0 million (45.9%) in the 1H07 compared to 
the same periods last year. 
 
In the second quarter, flour and bran sales volume went up by 10.4% year-on-year, to 122,600 tonnes. 
This increase in volume is due to the entry of new representatives in the state of Pernambuco; the strategic 
changes in commercialization from our operations in the state of Alagoas via one of our own units 
(previously run by a distributor); and the establishment of strategic partnerships with distributors in the 
states of Paraíba and Rio Grande do Norte, which became exclusive sellers of our flour. 
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Average prices climbed by 15.8%, from R$0.76/kg to R$0.88/kg in the second quarter, reflecting the hike 
observed in wheat grain prices in the last few months. 
 
In the first half, flour and bran revenue totaled R$221.2 million, up by 27.6% on the R$173.3 million 
recorded in the 1H06. Sales volume grew by 9.5%, to 248,600 tonnes, and the average price rose from 
R$0.76/kg to R$0.89/kg (+17.1%). 
 

MEDALHA DE 
OURO

FINNA MONARCA ADORITA ARATU PURO SABOR Other Brands

Gross Revenue Evolution by Brand - Wheat Flour
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MARGARINE AND SHORTENINGS 
 
Margarine and shortening quarterly revenue increased by 3.4% from R$20.6 million to R$21.3 million. 
Among margarine brands, the ones with the highest gross revenue growth were “Puro Sabor”, up by R$1.9 
million (+25.3%) in the 2Q07 and R$4.0 million (+27.4%) in the 1H07; and “Medalha de Ouro”, up by R$1.2 
million (+27.9%) in the 2Q07 and R$2.7 million (+31.8%) in the 1H07. 
 
Margarine and shortening sales volume totaled 8.200 tonnes in the quarter, up by 3.8% on the 2Q06, 
and 16,700 tonnes in the first half, up by 3.7% on the 1H06. This increase was strongly influenced by the 
entry of new representatives in the state of Pernambuco; the strategic changes in commercialization from 
our operations in the state of Alagoas via one of our own units (previously run by a distributor); and the 
establishment of strategic partnerships with distributors in the states of Paraíba and Rio Grande do Norte. 
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In the first half, the average price rose from R$2.60/kg to R$2.63/kg (+1.2%) due to the transfer of the 
increase in oil prices in the last moths, as previously discussed. 
 
The graphs below illustrate the Company’s strategy to focus on the sale of “Puro Sabor”, a domestic brand, 
and “Medalha de Ouro”, a food service brand.  
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-80.8%

 

PURO SABOR MEDALHA DE 
OURO

ADORITA BOULANGER BEL CAMPO AMORELA Other Own 
Brands

3rd Party 
Brands

Revenue Evolution by Brand - Margarine

1H06
1H07

27.4%

31.8%

-3.2%

-53.8%
-28.6% 100.0%-9.1%
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 NET REVENUE 

 
A Consolidated net revenue totaled R$365.8 million, 6.3% up on the R$344.0 million recorded in the 2Q06. 
Taxes and gross revenue deductions grew from R$99.7 million to R$119.2 million due to the increase in 
sales discounts granted as a result of the transfer of higher costs to product prices. 
 
In the first half, net revenue amounted to R$724.0 million, 10.8% up on the R$653.3 million recorded in the 
same period of 2006. Taxes and gross revenue deductions grew from R$182.3 million in the 1H06 to 
R$231.0 million. 
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 CUSTOS E DESPESAS OPERACIONAIS 

 
 
Operating costs and expenses totaled R$340.4 million in the 2Q07, growth of 12.2% on the R$303.5 
million recorded in the same period last year. In the six-month period, operating costs and expenses 
stood at R$664.7 million, up by 14.2% on the R$ 582.1 million recorded in the 1H06. The main items that 
led to this result are detailed below. 
 
Operating Costs (R$ million) 2Q07 %Net Ver. 2Q06 %Net Ver. Variation

2T07x2T06
% Variation 
2T07X2T06 1H07 %Net Ver. 1H06 %Net Ver. Variation

1H07x1H06
Raw material 149.7 40.9% 118.7 34.5% 26.1% 7,1 p.p 276.1 38.1% 222.0 34.0% 24.4%

Wheat 99.4   27.2% 72.4   21.0% 37.3% 6,2 p.p 182.0 25.1% 138.7 21.2% 31.2%
Vegetable Oil 16.6   4.5% 14.2   4.1% 16.9% 0,4 p.p 29.7   4.1% 26.9   4.1% 10.4%
Sugar 5.0     1.4% 8.8     2.6% -43.2% -1,2 p.p 10.9   1.5% 16.4   2.5% -33.5%
Other 28.7   7.8% 23.3   6.8% 23.2% 1,7 p.p 53.5   7.4% 40.0   6.1% 33.8%

Packages 28.7   7.8% 30.1   8.8% -4.7% -1,0 p.p 58.4   8.1% 55.9   8.6% 4.5%
Labor 25.5   7.0% 25.3   7.4% 0.8% -0,4 p.p 50.6   7.0% 47.5   7.3% 6.5%
Indirect costs 16.9   4.6% 17.4   5.1% -2.9% -1,2 p.p 39.6   5.5% 39.1   6.0% 1.3%
Depreciation and amortization 13.3   3.6% 13.9   4.0% -4.3% -0,4 p.p 27.7   3.8% 24.5   3.8% 13.1%

TOTAL 234.1 64.0% 205.4 59.7% 14.0% 4,3 p.p 452.4 62.5% 389.0 59.5% 16.3%  
 
The growth of 14.0% in operating costs (from 59.7% to 64.0% of net revenue, or up by 4.3 p.p.) resulted 
from: 
 

 The increase in wheat costs in the 2Q07 described earlier in this document; 

 The growth in oil costs in the 2Q07 also described earlier in this document; 

 The upturn in oil costs since the end of 2006 also described earlier in this document; 

 The increase in the average cost of flour and shortening (“others”) used in ADRIA’s production as 
both wheat and oil prices were higher in the 2Q07 than in the same period the year before; 

 The reduction in sugar costs due to the excess supply in international markets, especially in India, 
and the increase in the production of this commodity’s main exporters in 2007. It is important to 
note that sugar prices rose considerably from the end of 2005 to the 2Q06 due to market 
speculation as a result of the increased demand of sugar cane for ethanol production; 

 The decline in packaging costs as a result of price negotiations with certain suppliers in the 2Q07 

 

In the 1S07, these costs rose 16.3% year-on-year (from R$389.0 million to R$452.4 million). This increase 
was due to the same reasons presented for the second quarter and to the 6.5% upturn in personnel (from 
R$47.5 million in the 1H06 to R$50.6 million in the 1H07) chiefly due to the pay rise granted to our 
employees. 

 

Note that, as there was a decline in production and sales volume in April 2007, this month contributed to the 
greater absorption of fixed expenses in unitary costs, squeezing the margin in the 2Q07. 
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Operating Expenses (R$ million) 2Q07 2Q06 Variation
2Q07x2Q06 1H07 1H06 Variation

1H07x1H06

Selling 74.4   62.9   18.3% 142.5 121.4 17.4%
Administrative 17.8   24.2   -26.4% 39.4   40.7   -3.2%
Management fees 2.1     1.7     23.5% 3.6     3.0     20.0%
Taxes 4.5     4.7     -4.3% 10.6   13.9   -23.7%
Depreciation and amortization 9.1     6.7     35.8% 17.3   15.3   13.1%
Other operating expenses/(revenues) (1.6)    (2.1)    -23.8% (1.1)    (1.2)    -8.3%

TOTAL 106.3 98.1   8.4% 212.3 193.1 9.9%  
 

Selling expenses totaled R$74.4 million in the 2Q07, representing a rise of 18.3% on the R$62.9 million 
recorded in the 2Q06 (from 18.3% to 20.3% of net revenue) chiefly thanks to expenses related to 
commissions, contracts and freight resulting from increased sales and, to a lesser extent, to the growth of: 
 

 67.9% in marketing and advertising expenses (from R$2.8 million to R$4.7 million) mainly as a 
result of Cream Cracker Fortaleza’s new sales campaign; 

 3.2% in personnel expenses (from R$27.9 million to R$28.8 million in the 2Q07) arising mainly 
from the average pay rise of 4.3% in the 2Q07. 

In the first half, selling expenses moved up from R$121.4 million to R$142.5 million, an increase of 17.4% in 
the period, as a result of the same factors influencing the second quarter. 

 

General and administrative expenses came to R$17.8 million in the 2Q07, down by 26.4% on the 
R$24.2 million recorded in the 2Q06 (from 7% to 4.8% of net revenue) chiefly due to a decline of 44.5% in 
expenses related to third-party services, especially audit and attorney’s fees (from R$4.8 million in the 2Q06 
to R$2.7 million in the 2Q07). In the 2Q06, the Company recorded the payment of: (1) specialized 
accounting audit services in the fiscal years of 2003, 2004 and 2005, in the amount of R$0.8 million; and (2) 
expenses related to the corporate restructuring, spin-off and IPO, which contributed to increasing these 
expenses compared to the 2Q07. 

General and selling expenses had a decline of 3.2% in the first half (from R$40.7 million in the 1H06 to 
R$39.4 million in the 1H07), falling less than in the quarterly comparison due to non-recurring expenses 
booked in the 1Q07 related to personnel and third-party services arising from the restructuring of the 
Company’s staff; IT, management and human resource consultancy services; and the accounting audit.  
 
Despite the upturn in operations and gross operating revenue, tax expenses dropped by 4.3%, from R$4.7 
million in the 2Q06 to R$4.5 million in the 2Q07. In the first half of 2007, this line fell by 23.7%, to R$10.6 
million, versus R$13.8 million in the 1H06 This reduction was chiefly due to the payment of tax debits 
related to previous periods in the 1H06, which did not happen in the 1H07, and to the booking of the Aratu 
unit’s IPTU tax for two fiscal years (2005 and 2006) due to the negotiation of then pending matters with the 
municipal government. 
 
Depreciation and amortization expenses amounted to R$9.1 million in the 2Q07 (R$6.7 million in the 
2Q06), rising 35.8% due to the depreciation of the construction works carried out in the administrative area 
of some of our units, the increase in the depreciation of vehicles with the renewal of the fleet and the 
acquisition of new fixed assets in the technology area. 
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 FINANCIAL RESULT 
 
 
Financial Income (R$ Million) 2Q07 2Q06 Variation 1H07 1H06 Variation
Financial Revenue 29.4      68.0        -56.8% 48.8        117.7      -58.5%
Financial Expenses (26.0)     (70.0)       -62.9% (49.2)       (109.6)     -55.1%
TOTAL 3.4        (2.0)         -             (0.4)         8.1          -           
 
In order to facilitate the understanding of the variations in our financial result, we decided to show and 
analyze financial revenue and expenses excluding the effect of exchange rate variations in the period, as 
shown in the chart below: 
 
Financial Income (R$ Million) 2Q07 2Q06 Variation 1H07 1H06 Variation
Financial Revenue 10.8      11.2        -3.6% 18.1        28.6        -36.7%
Financial Expenses (12.5)     (14.4)       -13.2% (25.7)       (27.6)       -6.9%
Exchange Gain (Loss) 5.1        1.2          -             7.2          7.1          1.4%
TOTAL 3.4        (2.0)         -             (0.4)         8.1          -           
 
Financial revenue fell from R$11.2 million in the 2Q06 to R$10.8 million in 2Q07, dropping by 3.6% in the 
period. In the 1H07, financial revenue dropped by 36.7% (from R$28.6 million to R$18.1 million). These 
variations were chiefly due to lower returns as a result of: (i) lower interest rates in the country (ii) the 
redemption of financial applications for the payment of financing; and (iii) the maturity, in the 1Q07, of 
securities which generated a book loss of R$4.9 million, in a redemption, due to the difference between 
their acquisition value and their redemption value, said loss being offset along the previous quarters by the 
interest received from the same securities. 
 
Financial expenses dropped from R$14.4 million in the 2Q06 to R$12.5 million in the 2Q07, falling by 
13.2% in the period. In the 1H07, financial expenses dropped by 6.9% (from R$27.6 million to R$25.7 
million). The decline in these expenses is chiefly due to the reduction in interest rates. 
 
Exchange rate variations went from a gain of R$1.2 million in the 2Q06 to a gain of R$5.1 million in the 
2Q07 and from a gain of R$7.1 million in the 1H06 to R$7.2 million in the 1H07 as a result of the 
appreciation of the Real against the US Dollar, which had a positive effect on dollar-denominated liabilities. 
 
 
 

 NET INCOME 
 
Net income fell from R$24.4 million in the 2Q06 to R$18.3 million in the 2Q07 and from R$49.7 million in 
the 1H06 to R$35 million in the 1H07 chiefly due to the increase in cost of goods sold as a result of the 
increase in the prices of our main inputs, wheat and oil. 
 
We note that the non-addition to net income of the investment credits received by the company, through 
return of part of the ICMS and IRPJ taxes due, stems from the fact that these credits do not constitute 
accounting revenues, and cannot be, legally, used for distributing to stockholders, and should be obligatorily 
reinvested in the company. But these credits represent an undeniable source of additional cash, generated 
in addition to net profit, for the continuity of investments and growth of the Company.  
 
The chart below shows the volume of funds incorporated into the company’s equity in the 2Q07 and 2Q06 
and in the 1H07 and 1H06 if we added the amount of these investment credits (tax incentives from ICMS 
and income tax). 
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Income After Fiscal Incentive (R$ million) 2Q07 2Q06 Variation 1H07 1H06 Variation
Net Income for the Period 18.3      24.4      -25.0% 35.0     49.7      -29.6%
Fiscal Incentives - ICMS 15.9      7.7        106.5% 29.1     14.5      100.7%
Fiscal Incentives - Income Tax 3.1        2.6        19.2% 7.4       6.3        17.5%
Total 37.3      34.7      7.5% 71.5     70.5      1.4%  
 
Considering the effect of tax incentives, the Company’s result climbed from R$34.7 million to R$37.3 
million, moving up by 7.5% in the period. 
 
 

 TAX INCENTIVES  
 
The tax incentives on ICMS tax rose 106.5% between the 2Q06 and 2Q07 and 100.7% between the 1H06 
and 1H07. This rise is due to the investment credit already granted by the State of Ceará (PROVIN) to the 
Moinho Dias Branco unit, and which since July 2006 was extended to the Fábrica Fortaleza mill, in 
recognition of our investments to verticalize and integrate production, which provided the right to 
replacement of part of the capital invested, through the return of 56.3% of the ICMS tax contained in the 
value of the wheat used to make flour involved in the cost of the crackers and cookies and pasta produced 
at this unit. As of January 2007, the ICMS return in Ceará has been 63.75%. 
 
Tax Incentives (R$ Million) 2Q07 2Q06 Variation 1H07 1H06 Variation
ICMS (Added Value Tax) 15.9     7.7         106.5% 29.1      14.5     100.7%
IRPJ (Income Tax) 3.1       2.6         19.2% 7.4        6.3       17.5%
TOTAL 19.0     10.3       84.5% 36.5      20.8     75.5%  
 
The quarterly and half-yearly increase of 19.2% and 17.5%, respectively, in the values related to fiscal 
incentives on corporate income tax (IRPJ) was due to the extension of the 75% reduction in the IRPJ tax 
credit to pasta, cookie and cracker manufacturing in the Aratu unit and flour, pasta and wheat product 
manufacturing in the Tambaú unit as of January 2007. 
 
 

 EBITDA 
 
 
EBITDA – NET INCOME: 
 
 

 
EBITDA CONCILIATION (R$ million) 2Q07 % AV 2Q06 Variation 1H07 1H06 Variation
Net Profit 18.3     5.0% 24.4    -25.0% 35.0    49.7    -29.6%
Income Tax and Social Contribution 10.6     0.0          14.2    -25.4% 24.0    29.8    -19.5%
Financial Revenues (29.4)    (0.1)         (68.0)   -56.8% (48.8)   (117.7) -58.5%
Financial Expenses 26.0     0.1          70.0    -62.9% 49.2    109.6  -55.1%
ICMS Fiscal Incentives 15.9     0.0          7.7      106.5% 29.1    14.5    100.7%
Non-operating income (0.1)      (0.0)         (0.1)     0.0% (0.1)     (0.2)     -50.0%
Depreciation and Amortization over cost of goods 13.3     0.0          13.9    -4.3% 27.7    24.5    13.1%
Depreciation and Amortization Adm/Com Expenses 9.1       0.0          6.7      35.8% 17.3    15.3    13.1%
Adjusted EBITDA 63.7     17.4% 68.8    -7.4% 133.4  125.5  6.3%  
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EBITDA – GROSS REVENUE: 

 
 

EBITDA CONCILIATION (R$ million) 2Q07 % AV 2Q06 Variation 1H07 1H06 Variation
Gross Revenue 485.0   485.0      443.7  9.3% 955.0  835.6  14.3%
Sales Taxes and Deductions (119.2)  (119.2)     (99.7)   19.6% (231.0) (182.3) 26.7%
ICMS Tax Incentives 15.9     0.0          7.7      106.5% 29.1    14.5    100.7%
COGS - Cost of Goods Sold (234.1)  (234.1)     (205.4) 14.0% (452.4) (389.0) 16.3%
COGS - Depreciation and Amortization 13.3     11.7        13.9    -4.3% 27.7    24.5    13.1%
Operating Expenses (106.3)  (106.3)     (98.1)   8.4% (212.3) (193.1) 9.9%
Operating Expenses - Depreciation and Amortization 9.1       9.1          6.7      35.8% 17.3    15.3    13.1%
Adjusted EBITDA 63.7     17.4% 68.8    -7.4% 133.4  125.5  6.3%  
 
 

 VALUE CREATION 
 
The company published a Statement of Added Value in order to show the value created in the period and 
its respective distribution among the elements contributing to its generation. The graph below shows the 
percentage distribution:  
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In the 2Q06, we recorded the recovery of PIS and COFINS tax credits in the net amount of R$20.9 million 
as the lawsuit filed by the Company over the unconstitutional nature of Law 9.718/98 was res judicata at the 
time. These credits influenced the results of that period as follows: 
 

BOOKING DESCRIPTIONS Value

Interest Income over original credit value 13.2              
Other Operating Income (original credit value) 18.5              
Income Tax and Social Contribution (10.8)            

Net Result - PIS and COFINS Credit 20.9              
 
For comparison purposes, we excluded the effects of the recovery of PIS and COFINS tax credits from the 
2Q06 results. The chart below shows the accounting lines before and after the exclusion of tax credits: 

EXCLUSION OF PIS AND COFINS TAX CREDITS
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BOOKING DESCRIPTIONS 2Q06 
BEFORE

2Q06
AFTER CREDIT

Interest Income 130.9            117.7            13.2              
Other Operating Income 19.7              1.2                18.5              
Income Tax and Social Contribution (40.6)            (29.8)            (10.8)             

 
DEBT, CAPITALIZATION AND CASH  
 
 

Capitalization (R$ million) 06/30/2007 12/31/2006 6/30/2006 Variation
Short Term 370.6             360.7             362.2             2.3%
Long Term 190.6             198.9             241.8             -21.2%
Total Indebtedness 561.2             559.6             604.0             -7.1%
(-) Cash * (432.7)            (419.8)            (409.9)            5.6%
(=) Net Debt 128.5             139.8             194.1             -33.8%
(+) Shareholders Equity 925.2             893.7             836.5             10.6%
Capitalization 1,486.4          1,453.3          1,440.5          3.2%
* Includes Cash and Cash equivalents.  

 
 

Financial Ratios 06/30/2007 12/31/2006 6/30/2006 Variation
Net Debt / Adjusted EBITDA 0.5                 0.9                 0.8                 -37.5%
Net Debt / Equity 13.9% 15.6% 23.2% -40.1%
Indebtness / Total Assets 34.1% 34.1% 36.7% -7.1%  

 
On June 30, 2007, the company’s gross debt totaled R$561.2 million (66.0% in the short term and 34.0% 
in the long term), 7.1% lower than at the end of the second quarter the year before, and net debt amounted 
to R$128.5 million, 33.8% lower than in the 2Q06.  
 
In terms of the degree of financial leverage, represented by the net debt / net equity ratio, the indicator at 
the end of the second quarter of 2007 was 13.9%, versus 23.2% at the end of the 2Q06.  
 
M Dias Branco closed the second quarter with a net cash position (cash balances plus investments in 
marketable securities) of R$ 432.7 million, versus R$ 409.9 million the year before, an increase of 5.6% in 
the period. 
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Consolidated Debt (Million) Index Interest (year) 6/30/2007 6/30/2006 Variation
Domestic Currency: 257.8        328.4        -21.5%
FINAME TJLP 3,54% (3,25% em 2006) 36.2          29.6          22.3%
BNDES - Financings 2,50% (2,49% em 2006) 39.8          60.7          -34.4%
BNB - Raw material financing 18.30% -              1.7            -100.0%
(PROADI-GMP) Financing of state taxes TR - 1.9            1.1            72.7%
(PROVIN-MOINHO) Financing of state taxes TR - 12.2          33.4          -63.5%
(PROVIN-MOINHO) Financing of state taxes TJLP - 52.5          27.3          92.3%
(DESENVOLVE) Financing of state taxes TJLP - 22.2          13.7          62.0%
BNB-FNE - Financings 14.00% 78.8          83.6          -5.7%
BNDES - MODERMAQ 12,11% (12,08% em 2006) 1.7            1.3            30.8%
BNDES - PROGEREN TJLP 3.50% 5.4            63.6          -91.5%
Bank loans - Working Capital CDI 3.50% -              12.4          -100.0%
BNB - FNE - Working Capital Financings 11.50% 7.1            -              100.0%

Foreign Currency: 303.4        275.6        10.1%
Imports financing USD 5,87% (5,22% em 2006) 275.0        239.5        14.8%
Machinery USD Libor + 1,07% ( 1,00% em 2006) 6.2            10.9          -43.1%
Machinery EURO Eurolibor + 1,75% (1,00% em 2006) 0.5            0.9            -44.4%
Working capital USD 5.0% 21.7          24.3          -10.7%
TOTAL 561.2        604.0        -7.1%  
* Interest rate in 06/30/2007,except when noted otherwise 
 
The company opts not to hedge the price of its main inputs (wheat and soy oil) as a result of our storage 
capacity, market monitoring and purchase planning, but we do carry out FX hedging. We have liabilities 
linked to foreign currency (mainly US dollar), mainly resulting from importing wheat, which are protected 
through financial investments linked to the US dollar, as shown below.  
 

Description 06/30/07 06/30/06
Assets (in USD Million) 98.4          109.7                
Liabilities (in USD Million) 157.6        131.5                
Balance (59.2)       (21.8)                 

 
CAPEX 
 
Corroborating the company’s low CAPEX needs, investments totaled R$7.1 million in the 2Q07, versus 
R$12.4 million in the 2Q06, and R$13.3 million in the 1H07, versus R$37.6 million in the 1H06. The main 
items of capital expenditures were (i) machinery and equipment and (ii) building works. 
 
 
 

Investiments (R$ Million) 2Q07 2Q06 Variation 1H07 1H06 Variation
Buildings 0.1 0.0 100.0% 0.3 0.4 -25.0%
Machinery and equipment 1.0 5.9 -83.1% 3.4 15.5 -78.1%
Construction in progress 5.1 5.5 -7.3% 7.4 11.7 -36.8%
Vehicles 0.2 0.3 -33.3% 0.2 0.4 -50.0%
Computers and terminals 0.2 0.2 0.0% 0.4 1.6 -75.0%
Chattel and tools 0.1 0.3 -66.7% 0.6 1.3 -53.8%
Others 0.4 0.2 100.0% 1.0 6.7 -85.1%

Total 7.1       12.4    -42.7% 13.3    37.6     -64.6%  
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CAPITAL MARKET 
 
The Company’s shares have had a good performance since its IPO, outperforming the Ibovespa and IGC 
indices for the period. 
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On June 29, 2007, the company’s shares were traded at R$30.00, representing a market capitalization of 
R$3.444 billion. In relation to the share price on October 17, 2006 (R$21.00), our shares have appreciated 
42.9%, versus 39.8% and 42.1% of the Ibovespa and IGC, respectively. The average trading volume in the 
quarter stood at R$2.9 million. 
 
 
 
CORPORATE FACTS AND CORPORATE GOVERNANCE  
 
The Annual Shareholders’ Meeting of April 25, 2007, Mr. Leonardo P. G. Pereira was elected as a new 
independent member of the Board of Directors. The new member was appointed by minority shareholders 
and ratified by the controlling shareholder, reiterating the commitment of the Company and the controlling 
shareholder to the highest levels of corporate governance. 

The members of the Board elected at the Annual Shareholders’ Meeting took office at the Board of 
Directors’ Meeting of May 7, 2007, which also approved the information related to the first quarter of 2007 
and elected four members of the Company’s Audit Committee. 
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UPCOMING EVENTS 
 
1. Conference Call  – 2Q07 and 1H07 Results 
 

Date: August 16, 2007 
 
Portuguese:    
10.00am (Brasília time)   Telephone:  +55 (11) 4003-9004 
     Replay:   +55 (11) 4003-9004 
      Code:   Dias Branco 
 
 
Live webcast: http://www.mdiasbranco.com.br/ri 
 
English:   
12.00pm (Brasília time)    Telephone:  +1 (973) 935-8893 
     Replay:   +1 (973) 341-3080  
      Code:   9128555 
 
Live webcast: http://www.mdiasbranco.com.br/ir 
 
 

 
About Dias Branco 
 
 

M. Dias Branco S.A., operating since the 1940s, is leader in the production of crackers and cookies and 
pasta, and also has activities in the wheat grinding, oil refining, shortenings, margarines and vegetable 
cream segments. Its brands are a hallmark of tradition and quality, forming a bond of confidence and 
respect with the consumer. 
 
Legal Notice 
 
The statements contained in this document related to business prospects, projected operating and financial 
results and the growth outlook of M Dias Branco are merely forecasts and, as such, are based exclusively 
on the expectations of management on the future of the businesses. These expectations depend, 
substantially, on changes in market conditions, on the performance of the Brazilian economy, of the sector 
and of the international markets and, therefore, are subject to changes without prior notice. 
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INCOME STATEMENT
(R$ million) 2Q07 2Q06 Variation 1H07 1H06 Variation
REVENUES 485.0 443.7 9.3% 955.0 835.6 14.3%
Sales of goods 485.0 443.7 9.3% 955.0 835.6 14.3%

DEDUCTIONS (119.2) (99.7) 19.6% (231.0) (182.3) 26.7%
Sales taxes and deductions on sales (119.2) (99.7) 19.6% (231.0) (182.3) 26.7%

NET REVENUES 365.8 344.0 6.3% 724.0 653.3 10.8%

COST OF GOODS SOLD (234.1) (205.4) 14.0% (452.4) (389.0) 16.3%

GROSS PROFIT 131.7 138.6 -5.0% 271.6 264.3 2.8%

OPERATING EXPENSES (106.3) (98.1) 8.4% (212.3) (193.1) 9.9%
Selling expenses (74.4) (62.9) 18.3% (142.5) (121.4) 17.4%
Administrative and general expenses (17.8) (24.2) -26.4% (39.4) (40.7) -3.2%
Management fees (2.1) (1.7) 23.5% (3.6) (3.0) 20.0%
Taxes (4.5) (4.7) -4.3% (10.6) (13.9) -23.7%
Depreciation and Amortization (9.1) (6.7) 35.8% (17.3) (15.3) 13.1%
Other operating expenses 1.6 2.1 -23.8% 1.1 1.2 -8.3%

OPERATING INCOME - before Financial Results 25.4 40.5 -37.3% 59.3 71.2 -16.7%
Financial income 29.4 68.0 -56.8% 48.8 117.7 -58.5%
Financial expenses (26.0) (70.0) -62.9% (49.2) (109.6) -55.1%

OPERATING INCOME - after Financial Results 28.8 38.5 -25.2% 58.9 79.3 -25.7%
Non-operating income (expenses) 0.1 0.1 0.0% 0.1 0.2 -50.0%

INCOME - before income and social contribution 
taxes 28.9 38.6 -25.1% 59.0 79.5 -25.8%

Income and social contribution taxes (10.6) (14.2) -25.4% (24.0) (29.8) -19.5%

NET INCOME (LOSS) 18.3 24.4 -25.0% 35.0 49.7 -29.6%  
 
 
 
 
 
 
 



Page 28 of 28 

 
 

BALANCE SHEET 06/30/2007 06/30/2006 Variation
(R$ million)
ASSETS
CURRENT 714.9 792.5 -9.8%

Cash and cash equivalents 35.5 34.4 3.2%
Short-term investments 242.5 375.5 -35.4%
Marketable Securities 50.9 0.0 -          
Trade accounts receivable 157.9 165.2 -4.4%
Inventories 171.8 168.4 2.0%
Taxes recoverable 43.0 21.3 101.9%
Advances to suppliers 4.1 18.0 -77.2%
Other accounts receivable 9.2 9.5 -3.2%
Prepaid expenses 0.0 0.2 -100.0%

NONCURRENT 150.1 44.2 239.6%
Marketable Securities 103.8 0.0 -          
Judicial deposits 17.4 14.0 24.3%
Taxes recoverable 14.1 16.6 -15.1%
Deferred income and social contribution taxes 9.0 10.5 -14.3%

   Tax incentives / other accounts receivable 5.8 3.1 87.1%

PERMANENT 782.5 810.8 -3.5%
Investments 0.1 45.9 -99.8%
Property, plant and equipments 696.5 731.2 -4.7%
Deferred charges and intangibles 85.9 33.7 154.9%

TOTAL ASSETS 1,647.5 1,647.5 0.0%

LIABILITIES AND SHAREHOLDERS EQUITY
CURRENT 493.1 515.9 -4.4%

Financing 370.6 362.2 2.3%
Suppliers 42.9 57.2 -25.0%
Labor and social charges payable 21.6 18.9 14.3%
Taxes and contribution payable 52.7 65.1 -19.0%
Advances 0.6 1.8 -66.7%
Other accounts payable 4.7 10.7 -56.1%

NONCURRENT LIABILITIES 229.2 295.1 -22.3%
Loans and financing 190.6 241.8 -21.2%
Taxes and contribution payable 9.7 13.1 -26.0%
Accounts payable 0.0 9.0 -100.0%
Provision for contingencies 28.9 31.2 -7.4%

SHAREHOLDERS EQUITY 925.2 836.5 10.6%
Capital 688.8 688.8 0.0%
Capital reserves 119.4 48.6 145.7%
Profit reserves 11.6 16.5 -29.7%
Accrued profit 105.4 82.6 27.6%

TOTAL LIABILITIES AND SHAREHOLDERS EQUITY 1,647.5 1,647.5 0.0%  


