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Grupo Bimbo’s Day
June 4, 2008
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Jim Brennan

BBU — Senior VP of Sales
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T DaYY - Our Vision

A Company with trustworthy,leading brands
for our Consumers

Our Customers’ preferred supplier.

A strong and sound company for our Stakehoiders.




Bimbo Bakeries USA at a Glance

Zalifornia
Fegion

California and
Intermountain
Regions

Key Brands:
Oroweat

Bimbo

Marinela

Intermaountain
Region

Texas
Fegion

Texas
Region

Key Brands:
Mrs Baird’s
Oroweat
Bimbo
Marinela

Micheest
Region

Mid Atlantic

Fedion

Mortheast
FHedgion

I Midwest, Northeastand [l Southeast

Mid Atlantic
Regions

Key Brands:
Bimbo
Marinela

Region

(BMB Foods)

Key Brands:
Bimbo
Marinela

/ Key Facts \

v' $1.46B in annual sales
v' Serving 45 States

v" Over 3,000 DSD routes
v 185 Bakery Outlets

\\/ 9 Master Distributors
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. Bimbo Bakeries USA at a Glance

RUPO
i
08
America’s #1 French
( Bread Brand
~\

!’:__
BIMBO

#1 Hispanic
Bread and
Sweet Good
Brands

Bimbo Bakeries USA
has a broad brand portfolio and is the leader in many
Commercial Bgread segments

Matinels,
— p,

BSOT <) NGY i el wevers

Other Top Selling Erané:ls in the BBU portfolio

MRS BAIRDS

LA L AT R 3 A

#1 Tradition Bread and
Bun Brand in Texas

""" #1 Breakfast |

Brand
inthe US

America's #3
Sweet Good
\ Brand

W,

Source: IRI (52 week ending March 29, 2008)




Bimbo Bakeries USA at a Glance
Hispanic Opportunity Index

.
ofe

S
%

High and Moderate Hispanic-Index Stores |INEEE_.

auvcax N e ‘.-1 o | '}
lu .“%’ i ’ 4 ey P .«n-c:-
. B R ﬂ.: E 1

s Spectra .. /e

imtelligent targeting™

2088re

8
1w

Havora,

*  MapPoint 2006

37 ) dky 2 I
Liagh




A cruro

¥ BIMBO

BiShc
2008

————— T — ———

Bimbo Bakeries USA at a Glance
Bimbo and Marinela Coverage

':‘Xm-‘!‘.‘.”g 3]

L

A SRNER T e
e >

e aee . e

e e




A cruro

¥ e
\ o : : A strong and sound company for our
il g@@@ Deliveri ng stakeholders.

Sound

Results

IPST

International
Preferred
Supplier

Team

Productivity
Initiatives

Our Customers’
preferred supplier.

Creating a
Sustainable
Competitive
Advantage

Winning
with
Brands

Leveraging
Technology

A forward looking
company.

Convenience
Channel
Opportunity

V4

A company with 3~
trustworthy, leading ‘9
brands for our

Consumers.

” "'((0@ |



AN cru
\ J 4

BIMBO _ Delivering Sound Results
DaYyy -
2008 Sales Performance

. Annual Net Sales Trends ($B
BBU has achieved nnual Net Sales Trends (3B)

5 consecutive years of 2007 “

substantial Sales Growth
+31.5% 2003 vs. 2007 2006 1.3

+7% CAGR et

01 2008 Results
$387.6M Net Sales

115
+7.6% Vs. YAG / =

Figures according to U.S. GAAP

2004 1.15

A Strong and Sound ‘ 5
Company for our Stakeholders. - (



W\ GRUPO

7 BIMBO _
DaYy -
- 208

Delivering Sound Results

Performance Indicators — Key Facts

ﬂ\/larket Share

BBU is the Bread
Dollar Share leader in
15 of 23 IRl markets

In the Western US

Key Accounts

BBU'’s
Top 17 accounts

are up
$25M or 12%

Major Branch

BBU'’s
Total
Major Brands
are up 8.4%

Bread Market Share The Top 17 Oroweat, BBU'’s
29.4% accounts make up largest selling
+1.4pp +50% of BBU's total brand, is

compared to previous year sales volume up +10% /G

purce: IRl 13 weeks ending Mar. 23, 2008 Source: BBU Data Warehouse Source: BBU Data Warehouse

A Strong and Sound

Company for our Stakeholders.

% ‘Jeéy
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7 BiMBO _ Delivering Sound Results
\,g—,)&;g IBC exit from Southern California

IRI Weekly Bread Share for Southern California — 52 Weeks

—BBU —PRIVATE LABEL ——SARA LEE —IBC

40,0

20.0 o~

10.0 A
N

IBC Begins
BBU Average Share Pre Sept 2 = 39.1 Slow Pullout BBU Average Share Post Oct 21=47.5
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S/ BIMBO Productivity Initiatives
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2008
2. Bakery Outlets
1. SICOM « Dramatic improvement

in sales with higher
revenue stream against
fixed cost

Increased sales and
reduced returns (shrink)
while improving customer
in-stock rate

3. Scan Based Trading

@ * Improves distribution costs

Synchronized pricing, & 1 B
reducing short pays due to
invoice discrepancies

PRESCIENT

A Strong and Sound | \G

Company for our Stakeholders.
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7 BiMBo Winning with Brands

N~ 5:9(3%5 Health and Innovation

BBU continues to develop innovative
products to meet the changing needs
and interest of today’s consumers

WHOLE
GRAIN
& FLAX

WI;;)&’Crmlx ]
9 GRAIN |f

A company with trustworthy,
leading brands for our Consumers.

«

,/(numNﬂqr\\
ﬁ
/ ——
Bread Perfected

#1 of BBU’s
total branded sales

J
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S/BIMBO. Winning with Brands _growes
- 2008 Proven Results ~ i
4 Key Facts R
/ Oroweat v'Ranks #4 in Dollar
_ Sales in the
Double Fiber Bread _ Oroweat brand y
“\_.,

DOUBLE | |
FIBE K

26.9% Increase

42 43 44 45 46 47 48 49505152 1 2 3 4 5 6 7 8 9 10 1112 13

Source: BBU Data Warehouse
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S5 BiMBO Winning with Brands ,ﬁé‘;’ma

WV, 5{%‘5 Consumer/Trade Marketing Events ™

——

Oroweat showcases brand leadership as an
Olympic Team Supplier

— Reinforces consumer values of

nutrition, health and a winning spirit. w’
— Excellent Retailer participation and Bejing 2002
merchandising opportunities. OQ@

— Collaborate with other Olympic
SPONSors.
» Coca Cola, Tyson, Kimberly Clark



Celebrating 100 Years

Making Fresh Traditions

MRSIBAIRD'S!
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))%%33 _Winning with Brands
~20R8  Making Fresh Traditions

Celebrating 100 Year Anniversary
with New Products

A company with trustworthy,
leading brands for our Consumers.

Baked with Pride since 1908

#3 of BBU’s

\ total branded sales /




S5 BiMBO _ Winning with Brands

VWAL = Making Fresh Traditions

maxnfc I'R.ESB mnmo'“

Mrs Baird’s Celebrates its 100 Year Anniversary by
“Giving back to the Community”

PASS THE
BREAD

PROGRAM

)~ 8
p X

‘ AL AT o T
Mrs Baird's, Donntmg 500,000 Loaves of Bread. @
— ==
X A\
4 v

-

A company with trustworthy,
leading brands for our Consumers. - (
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v%NéBLg Winning with Brands
22008 Consumer/Trade Marketing Events

Mrs Balrd )
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A~ 2EE8  Growing the Hispanic Tradition

Bimbo introduces
3 New Variety Breads

; PAN
4| 7 GRANOS
. rpbghies

A company with trustworthy,
leading brands for our Consumers.

&% cruro N e [ BIMBO
®¥/BIMBO . \\/inning with Brands ~ =

“Con el carifio de siempre”
“‘With the same care as always”

“Tan

100% el

),‘\
i IN

——

#2 of BBU’s
\ total branded sales

"N

J

N 100%
r .ECR/\L



& Eifiso Winning with Brands

DAY - Growing the Hispanic Tradition
2008

BIMBO

New product introductions are
1 enhancing Bimbo's
f[ Sweet Baked Goods portfolio

A company with trustworthy,
leading brands for our Consumers.



7 BiMBO Winning with Brands gmso

paYyY - Growing the Hispanic Tradition
2008

Bimbo
and
Giovani Dos Santos
Trading Card
tPromotion

A company with trustworthy, 7 ' 5.0 A 5
leading brands for our Consumers. ' -
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%#BIMBO Winning with Brands BIiMBO
SN 5’@85'8" Growing the Hispanic Tradition

Bimbo enters the bar segment with
90 Calorie Plus Vita Bars and
expands its Cookie assortment

A company with trustworthy,
leading brands for our Consumers.
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7 BiMBO Winning with Brands

A 5’@85'" Growing the Hispanic Tradition| wmesessometeiosh,

#5 of BBU’s
total branded sales /

New product
Introductions

A company with trustworthy,
leading brands for our Consumers.
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¥ BIMBO Winning with Brands
23(385'81 Growing the Hispanic Tradition

Marinela Zumbatomic Promotion achieved a 42% lift in Net
Dollars

A company with trustworthy,
leading brands for our Consumers.
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Total US Convenience Channel
v Over 146,000 stores
v $164B annual in-store Sales

v/ $2.5B in annual Packaged
Sweet Snacks

Key Facts

Current BBU Status

v' Currently providing service to
14,600 stores

v' Q1 2008 sales up +15% vs. LY

BBU Opportunity

v" Utilizing technology to identify
30k High/Moderate Hispanic
Stores in the US

A forward

looking Company.

Convenience Store Opportunity

~

BIMBO Wl
————

Identifies “best-fit” SCENArIOS
in terms of product and
targeted demographics.

] | ‘ Identify opportunities
OUTSIDE of current
service areas

Maps potential
! route structures -
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Convenience Store Opportunity
Distribution Methods

A forward
looking Company.

...................... PM Routes.....°

Wholesalers and
Master Distributors

Central Distribution.Center



S5 BiMB Leveraging Technology

0.
Day -
2008

Utilizing technology to identify and develop
Efficient and Effective Trade Marketing Opportunities

What other products =°=
dmnhUleyUSA are found in my _/ OROWEAT\

essential customer geni consumers baSketS?

7J’r\-at/ Ferfoc ch

FREE

YOGURT

UPTO ™™ ¥

With Purchase 1@ Ovmecat 24 ae. hrond,
R e s = 4

Repggm POINTS FOR
OROWEAT OLYMPIC GEAR

/

YTD week ending March 29, 2008

A forward - 5
looking Company. - (
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5008 Project Scope
a To improve upon each market area’s level of Category and Account management =
expertise through the sharing of knowledge, the identification of best practices,
and the utilization of available resources. To design a flexible management model
that mirrors and fulfills the needs of our cus DN the dynamics of their
\_ unique market areas. To be recogniz G plier”. )
to
~aufuture? ‘
. are: A Company with trustworthy, leading brands > ’_\\B
. for our Consumers., .
Our Customers’ preferred supplier. SEa . Qe
A strong and sound company for our Stakeholders. ’ K X %/

A forward looking Company. \

An extraordinary g o work. v o = k



International Preferred Supplier Team
Project Flow

Training

Establishment\ Procedures

Understand * Assess of the Model & Policies

Implement Certify

Structure

& Tools
. - P .. o e \2 ~ /
Reviewed organization Establishment of the Model for Implement & Certify

structure, available resources  Strategic Account Planning
and competitive environment

for each market.

Assessed the current

performance for Category and

Key Account Managers and

identify opportunity gaps. > B

Our Customers’
preferred supplier.
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Plan Foundation

\4

Strategic Account Planning
IPST Core Output

-

Situation Analysis

\ 4

Account Plan

Scorecard

Account Plan
Strategies

A 4

Initiatives

Planning

Our Customers’
preferred supplier.

\ 4

Category
Specific
Strategies

\ 4

Category
Specific
Tactics

“Astructured process of account business planning,
focused on managing our resources toward attaining
our goals in the specific environment of a retailer.”

~

v' Commission of the Partnering Group to build a
customized strategic account planning platform.

v" Customization of the model based on available
information and tools in each market area.

Plan Activation
& Monitoring
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GRUPO . . ;
BIMBO  International Strategic Account Planning
g@%é Discovering Winning Opportunities

Leverage the power of Bimbo brands through the alignment of
Grupo Bimbo and our Retailer’'s wants/needs

- _ Account/Category Business Plan Alignment
* Providing actionable

Insights
* Drive business
growth and market

Strategies

Strategies

share
' ' Account
* Build lasting _
i a)
competitive Business etailer

Plan

advantage

Objectives

Objectives

Our Customers’ s
preferred supplier. - [



Q)E"i’ﬁ'iao International Strategic Account Planning

DA - Results in Action
- 2008

Bimbo Bakeries USA was 1 of 5 strategic partners selected by a
National Key Retailer to develop a collaboration process for
Joint Strategic Planning

Perishable Manufacturer Position in Economic & Strategic Value / EX p ec t ed B en ef I tS

High * Collaborate to leverage

mutual insights and
capabilities.
» Maximize opportunities
* ¢ with shared consumers.

* Improve space and
position on the shelf.

» Gain LONG-TERM
competitive advantage.

&
w

+ Bimbo Bakeries

*

Economic Value

ol
Low *. . , . , High -_»" | @ @

!r
¥

Strategic Value

Our Customers’

’-

preferred supplier.
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This presentation contains certain statements that are neither reported financial
results nor other historical information. These estimates are forward-looking
statements within the meaning of the safe-harbor provisions of the Mexican securities
laws. These forward-looking estimates are subject to risks and uncertainties that could
cause actual results to differ materially from those expressed in the forward-looking
statements. Many of these risks and uncertainties relate to factors that are beyond the
Grupo Bimbo’s ability to control or estimate precisely, such as future market
conditions, the behavior of other market participants and the actions of governmental
regulators. Readers are cautioned not to place undue reliance on these forward-
looking statements, which speak only as of the date of this presentation. Grupo Bimbo
does not undertake any obligation to publicly release any revisions to these forward-

looking estimates to reflect events or circumstances after the date of this presentation. B
o

‘o
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