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e Certain information contained in this presentation, particularly information regarding future economic performance,
finances, and expectations and objectives of management constitutes forward-looking statements. Forward-looking
statements can be identified by the fact that they do not relate strictly to historical or current facts and are generally
contain words such as “believes,” "expects,” “may,” “will," “should,” “seeks," "approximately,” “intends,” “plans,”
"estimates” or “"anticipates” or similar expressions. Our forward-looking statements are subject to risks and
uncertainties, which may cause actual results to differ materially from those projected or implied by the forward-
looking statement.

n i n i n i

Forward-looking statements are based on current expectations and assumptions and currently available data and are
neither predictions nor guarantees of future events or performance. You should not place undue reliance on forward-
looking statements, which speak only as of the date hereof. We do not undertake to update or revise any forward-
looking statements after they are made, whether as a result of new information, future events, or otherwise, except
as required by applicable law. For discussion of some of the important factors that could cause these variations,
please consult the “Risk Factors” section of the Company's most recent Annual Report.

Nothing in this presentation should be regarded as a representation by any person that these targets will be
achieved and the Company undertakes no duty to update its targets.
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Collaborative
Spirit

Winning Engaged Surprising
Attitude Leadership Service
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Brand Portfolio

Sustainability Best Talent

FOCUS

Synergy and ON GUESTS
Critical Mass

Technology and
Innovation

Best Operator
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FOCUS

ON GUESTS
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Brand Portfolio
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ECONOMIC SEGMENT

SERVED BY THE INFORMAL SECTOR

D/E



INCOME AND ORGANIC GROWTH INORGANIC GROWTH

RESTAURANTS

OPERATION SYNERGY AND
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CONTINUED MARGIN AND SALES EXPANSION

ORGANIC INORGANIC
Achieve SSS objectives Participate in new segments

Accelerate current brands’growth Export current brands to other
geographies

Increase MHC of Current .
Brand Portfolio Expand in new markets
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VISION Significantly contribute to Alsea’s growth, profitability and leadership

REACH Own Brands or Master Franchises, with franchising capability

WHY

INCREASE GAIN LOCAL EDGE SHARED INVESTMENT

BRAND PENETRATION VS COMPETITORS AND GROWTH SPEED
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MACROECONOMIC POPULATION EXPENDITURE MASS

ANALYSIS DENSITY PROJECTED,
CONSIDERING
INFLATIONARY

GROWTH EACH YEAR

MARKET SHARE
SOSITION OF EXPENDITURE PURCHASING
THE SEGMENT IN FOODS POWER

AWAY FROM HOME

& BRAND

MARKET HOLDING
CONSUMPTION
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FOCUS

Synergy and ON GUESTS
Critical Mass

Best Talent
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over the last 12 months emotional engagement
 New long term

compensation plan
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ON BOARDING COMPENSATION LEADERSHIP

improve emotional

e Continuos investment . |
connection with Alsea

to Improve
compensation e District management

competitiveness academy
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Best Operator







and help customers remove trays

* Average ticket size growing 20% in
participating stores vs non-participating

 Program is being adopted internationally
including non- Alsea countries
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 Central documentation of » 136,913 action plans
action plans and follow up performed to date

» State of the art mobile e 2,233 registered users

technology

* Applicable to all Alsea
brands and countries
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REWARDS

* Members that use multiple Alsea brands spend 3X than
those that use a single brand; yet, 65% are single brand users.

o Database is already in use as the primary CRM tool, consumer
research and customer understanding.
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INCREASE EMPLOYEE COMMITMENT TOWARDS THE PROGRAM

3 BUILD WOW REWARDS AS A BRAND

4 LEVERAGE STRATEGIC PARTNERS TO DRIVE NEW MEMBERS
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visA citi @) Tueineken C2Cl @ eepsico

mastercard.

LOYALTY BUSINESS
PROGRAMS INTELLIGENCE

There are $823 million Increase Transactions

BRAND
BUILDING

Leverage media and

premium / global

marketing assets
(NFL, World Cup, etc)

USD in points not being Frequency & Value
used or considered EBITDA focus
Customer connection
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Content

Creativity

OUR
BRANDS

DMP CRM

Client Service

Analysis
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Culture

Tools

Data Systems

Organization
& Processes

Business
Alignment
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= HYBRID OWN DEVELOPMENT HYBRID
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Technology and
Innovation
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GLOBALIT
STRATEGIC PROJECTS

ERP

BUSINESS INTEL
ENLACE

HUMAN CAPITAL
MANAGENMENT

ALSEA DELIVERY

CRM
(MSR & WOW
REWARDS)
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Synergy and

Critica% Mass




Ioj_a CAPABLITIES BENEFITS
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POLITICAL
ISSUES

TERRORISM

NATURAL
DISASTERS
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CRISIS

MANAGEMENT
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Sustainability

60



through new quality standards
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 Annual Planof 1to 3
months of salary deferred
in 3 years

o Store managers with more
than 3 years in the position
and in the best performance
Top 300
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FONDO PARA

La Paz

CCGM

Conservatorio de la Cultura Gastronémica Mexicana

Organismo Consultor de la UNESCO



+100 million pesos invested

10 dining centers for children

+3,000 children benefited daily

Operation of the first Rural Dining self sustaining
center with eco-technology in Oaxaca
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Brand Portfolio
Technology and _
Innovation

Best Talent

Sustainability

Synergy and Critical Mass
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1997|1999 2005|2011 |21z |2015  |2017
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17,265% 5 047%

2,1219
1,638% 1,246% 1,202% 0849
&
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190-210 50- 60
corporate sub - franchises

SSS Revenues
Mid to High Low to Mid

Single Digit Double Digit Growth
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SALES

EBITDA

EBITDA
margin expansion

DIVIDENDS

ADJUSTED
EPS*

ROIC

ROE
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