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Company SnapshotCompany Snapshot
Armando GinerArmando Giner



Millions of US$ for the full year  2002 

HighlightsHighlights
One of the world’s largest baking companies. An One of the world’s largest baking companies. An industry leaderindustry leader in the Americas in the Americas 
with revenues of over US$4.1 billion with revenues of over US$4.1 billion (LTM as of Sept. 2003)(LTM as of Sept. 2003)

6,098

4,012

3,532 3,365
3,072 2,976

1,813 1,667 1,652



(a) LTM figures as of September 2003

HighlightsHighlights

Strong and stable cash flow generationStrong and stable cash flow generation capability, with annual EBITDA of capability, with annual EBITDA of 
aproximately US$390 million aproximately US$390 million (a)(a)..

With a presence in 14 countries, Grupo Bimbo has a With a presence in 14 countries, Grupo Bimbo has a diversified revenue basediversified revenue base (a)(a)..

Mexico
67%

USA
27%

Latin America
6%



Unique distribution networkUnique distribution network in in 
the Americas with over 25,500 the Americas with over 25,500 
routes and 2 million clients.routes and 2 million clients.

“State“State--ofof--thethe--Art”Art” production production 
facilitiesfacilities

Important employerImportant employer with over with over 
70,000 employees and 70,000 employees and 
experienced management experienced management 
team.team.

Bimbo has played a Bimbo has played a major role major role 
in the industry consolidationin the industry consolidation
process in both Latin America process in both Latin America 
and U.S.and U.S.

Geographic ScopeGeographic Scope

Central & South AmericaCentral & South America
15 plants15 plants

MexicoMexico
41 plants41 plants

PlantsPlants
Trading agenciesTrading agencies

EuropeEurope
1 plant1 plantU.S.U.S.

17 17 plantsplants



Operational StructureOperational Structure

15 plants15 plants

Presence in Presence in 
11 countries 11 countries 

and and 
leadership leadership 

position in 10position in 10

Developed via Developed via 
acquisitions acquisitions 

and new and new 
investmentsinvestments

34 plants34 plants

Leading producerLeading producer of of 
sliced bread and sliced bread and 

sweet baked goods sweet baked goods 

Second playerSecond player in the in the 
cookies and crackers cookies and crackers 

marketmarket

Largest and most Largest and most 
profitable divisionprofitable division

17 plants17 plants

Important Important 
presence in the presence in the 
western region western region 

of U.S.of U.S.

Leader in Texas Leader in Texas 
and Californiaand California

Synergies in Synergies in 
border regionborder region

8 plants8 plants

Second playerSecond player in in 
Mexico’s salted  snack Mexico’s salted  snack 

and confectionery  and confectionery  
marketmarket

Breads and Baked GoodsBreads and Baked Goods
Sliced bread, baked goods,Sliced bread, baked goods,

tortillas, tostadas, and cookiestortillas, tostadas, and cookies

Sweets and SnacksSweets and Snacks
Salted snacks, chocolates and Salted snacks, chocolates and 

candiescandies



Financial PerformanceFinancial Performance
Guillermo QuirozGuillermo Quiroz



Strong growth due to successful  new product launching, channel Strong growth due to successful  new product launching, channel segmentation and segmentation and 
extended shelf life product versionsextended shelf life product versions

Mexico:Mexico: Outstanding growth of 8.7% in real terms YoY. 

United States:United States: Depressed  market environment and routes conversion.
Higher penetration of Mexican brands into the Hispanic population

Latin America:Latin America: Improved performance throughout the region, limited decrease (1.2% 
YoY)
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Financial PerformanceFinancial Performance
RevenuesRevenues

9,911
10,996 11,006 11,435 11,096 10,966 11,648

1Q02 2Q02 3Q02 4Q02 1Q03 2Q03 3Q03



77% 73% 76% 70%74%86%87%89% 66%

Financial PerformanceFinancial Performance
Sustained Sales GrowthSustained Sales Growth

67% 67%

• LTM figures as of September 2003

(Nominal US$ millions)

1995 1996 1997 1998 1999 2000 2001 2002 LTM*

Mexico USA Latin America

24%
16%

18%
19%

14%

6%

77% 73% 76% 70%

15 % CAGR

2,5442,544

3,0233,023
3,2793,279

3,7033,703
4,0124,012

9%

8%

74%

8%

8%

86%87%

8%
9%

2,2962,296

1,9201,920 6%

7%

1,3221,322

89% 66%

28%

6%

4,1324,132



COGS was mainly affected by commodities price increase and F/X effect

High volatility commodities market with an upside trend

Higher labor costs specially in the U.S.

Financial PerformanceFinancial Performance
Cost of Goods SoldCost of Goods Sold
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4,571 5,049 5,057 5,573 5,225 5,125 5,369

46.1%46.1% 45.9% 45.9%
48.7% 47.1% 46.7%

1Q02 2Q02 3Q02 4Q02 1Q03 2Q03 3Q03



During 3Q03, expenses related to the transformation projects continued leveling-off

Distribution and sales expenses increased while administrative expenses declined

Greater expenditures related to channel segmentation and delay in achieving the 
savings of routes conversion of routes in the U.S.

Administrative expenses decreased as a result of personnel reductions and 
management efforts to reduce expenses

Financial PerformanceFinancial Performance
Operating ExpensesOperating Expenses

4,636
5,264 5,021 5,221 5,308 5,245 5,330

45.8%46.8% 47.9%
45.6% 45.7%

47.8% 47.8%

1Q02 2Q02 3Q02 4Q02 1Q03 2Q03 3Q03
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Financial PerformanceFinancial Performance
Operating IncomeOperating Income

After the most intensive stage of the transformation projects execution, the operating 
income started to show a recovery

Improvement of the operating income for two consecutive quarters

Aside from the Company’s global transformation projects, U.S. operations have been 
affected by the adverse market conditions, the actions to streamline the distribution 
area and the labor cost increases

We expect to continue improving the margins, while gradually achieving the benefits of 
the transformation projects throughout this and the following years 

704 683
928

641 564 596

949

8.2%7.1% 6.2%
8.4%

5.6% 5.1% 5.4%

1Q02 2Q02 3Q02 4Q02 1Q03 2Q03 3Q03
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Recently, resources allocated to finishing the bulk of our projects affected results

Nevertheless, the Company maintained a strong and steady cash flow generation

Given the lesser financial resources allocation to the corporate various projects, 
EBITDA is expected to normalize and continue its upward trend

Financial PerformanceFinancial Performance
EBITDAEBITDA

1,065 996

1,335

1,004 920 970

1,324

11.4%10.7%

9.1% 12.1% 8.8% 8.3% 8.8%

1Q02 2Q02 3Q02 4Q02 1Q03 2Q03 3Q03
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8.2%
9.3% 9.7% 10.3% 9.7%

7.2%
6.1%

12.3%
13.5% 13.8% 13.7% 14.1% 13.6%

10.7%
9.3%

9.9%

7.0%

9.5%

19
95

19
96

19
97

19
98

19
99

20
00

20
01

20
02

LT
M

*

Operating Margin EBITDA Margin* LTM figures as of September 2003

Launch of the Launch of the 
technological technological 
transformationtransformationMrs. Baird’s Mrs. Baird’s 

acquisitionacquisition

ReorganizationReorganization
of the Mexican of the Mexican 

entitiesentities

Oroweat Oroweat 
acquisitionacquisition

PEARL PEARL 
projectproject

Financial PerformanceFinancial Performance
Operating and EBITDA MarginOperating and EBITDA Margin

Operational Operational 
and and 

commercial commercial 
transformationtransformation



1995 1996 1997 1998 1999 2000 2001 2002 LTM*

Mexico USA Latin America

15% CAGR

351351
414414

463463
505505

427427

309309

236236

126126

386386

Financial PerformanceFinancial Performance
EBITDAEBITDA

•LTM figures as of September 2003

(Nominal US$ millions)



15.4 15.6
17.6 17.6 18.2 17.4

15.1

9.5

1996 1997 1998 1999 2000 2001 2002 LTM*

9.3

13.6

10.7

14.1
12.3

13.5 13.8 13.7

1996 1997 1998 1999 2000 2001 2002 LTM*

-1.2

0.8
1.9

-3.8

-8.4
-5.7

3.4 -0.1

1996 1997 1998 1999 2000 2001 2002 LTM*

0.02.62.31.9

4.1

6.46.7

0.7

1996 1997 1998 1999 2000 2001 2002 LTM*

ConsolidatedConsolidated MexicoMexico

United StatesUnited StatesLatin AmericaLatin America

* LTM figures as of September 2003

Financial PerformanceFinancial Performance
EBITDA Margin by RegionEBITDA Margin by Region



279 206
409

218
456

905
716

-32

1.2
0.9

-0.1

0.50.7

1.2

2.1

1.9

-200

0

200

400

600

800

1,000

1,200

1,400

1996 1997 1998 1999 2000 2001 2002 3Q03
(0.1)

0.4

0.9

1.4

1.9

2.4

Net Debt (US$ million) Net Debt / EBITDA

Oroweat Oroweat 
acquisitionacquisition

•• Stock Buy BackStock Buy Back
•• Debt RefinancingDebt Refinancing

Financial PerformanceFinancial Performance
Net Debt / EBITDANet Debt / EBITDA



MX$
48%

US$
52%

Floating
32%

Fix
68%

CurrencyCurrency MixMix RatesRates MixMix

Weighted Average RatesWeighted Average Rates
MX$ 8.74%MX$ 8.74%
US$ 5.06%US$ 5.06%

Debt BreakdownDebt Breakdown
PesoPeso--denominated  US$ 444 milliondenominated  US$ 444 million
DollarDollar--denominated US$ 485 milliondenominated US$ 485 million

Financial PerformanceFinancial Performance
Debt ProfileDebt Profile

* Figures as of September 2003



IV. Market PerformanceIV. Market Performance
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IPC BIMBOA

Bimbo’s stock is part of the IPC since February 1999Bimbo’s stock is part of the IPC since February 1999 and is among the top twenty companies in and is among the top twenty companies in 
the country in terms of sales and market valuethe country in terms of sales and market value

BIMBOA vs. Mexican BolsaBIMBOA vs. Mexican Bolsa

*P$18.93*P$18.93

*8,365.51*8,365.51

Stock Stock 
Buy BackBuy Back OroweatOroweat

acquisitonacquisiton

* Figures as of November 11, 2003

Market CapitalizationMarket Capitalization

US$ 2.031 billionUS$ 2.031 billion
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Operational RestructureOperational Restructure
Daniel ServitjeDaniel Servitje



In 2001, GB started an operational transformation, dividing the Mexican 
structure into 6 regions
In January 2002, all the Mexican companies merged into two main entities: 
Bimbo and Barcel
The new organization took GB from:

Operational RestructureOperational Restructure

Multiple 
Regional and 

Brand Business 
Model

Multifunctional 
Structure

Market focusMarket focus

Direct and dedicated Direct and dedicated 
link with our customerslink with our customers

Better assessment of Better assessment of 
preferences and needspreferences and needs

Centralized Centralized 
administrative tasksadministrative tasks

An agile companyAn agile company

Cost savings Cost savings 

Sales increaseSales increase



Market FocusMarket Focus

Direct and dedicated Direct and dedicated 
link with our customerslink with our customers

Better assesment of Better assesment of 
preferences and needspreferences and needs

Centralized Centralized 
administrative tasksadministrative tasks

An agile companyAn agile company

Cost savings Cost savings 

Sales increaseSales increase

Channel SegmentationChannel Segmentation

Administrative RestructureAdministrative Restructure

Operational RestructureOperational Restructure



SS

CC OO

GeneralGeneral
ManagerManager

SS OOCC

CCommercialommercial
SServiceservices
OOperationsperations

2 Operating Companies in 6 Regions2 Operating Companies in 6 Regions

Operational RestructureOperational Restructure
Administrative RestructureAdministrative Restructure

31 Operating Companies31 Operating Companies



To properly focus on different market profiles, in 2001 GB redesigned the customer 
service concept by specializing the distribution routes
The customer base was divided into 3 main categories to better fulfill the particular 
needs of each client :

Detail ChannelDetail Channel

Supermarkets and large accountsSupermarkets and large accounts
Supermarkets 
Price Clubs
Convenience stores

Result:
Opened over 2,500 routes and added more than 270,000 new customers
Consolidated over 50 distribution centers, eliminating more than 25
Bimbo, S.A. de C.V. achieved the following improvement figures:

Increased average sales per client by 4 % 
Increased transportation usage by 22 %
Increased sales per person by 7 % 

Operational RestructureOperational Restructure
Channel SegmentationChannel Segmentation

SingleSingle--purpose channelspurpose channels
Wholesalers
Restaurants
Institutional and Government 
Vending machines
Schools
Thrift stores



BIMBO XXIBIMBO XXI
Reynaldo ReynaReynaldo Reyna



Bimbo XXIBimbo XXI
Designed to improve performance by:Designed to improve performance by:

Leveraging our size

Managing complexity

Unlocking our potential



Implement best practices

Treat data as a corporate asset

Share a common language

Standardize information systems and 
technology

Bimbo XXIBimbo XXI
The ObjectivesThe Objectives



TechnologyProcess

People

Managing

Change

Environment:

Multiple geographies
Multiple languages
Multiple currency

Bimbo XXIBimbo XXI
The ChallengeThe Challenge



DWH

ERP CRM HHC’s

Factory Depots Routes

CustomersVendors

GRUPO BIMBO

Bimbo XXIBimbo XXI
Foot PrintFoot Print



DWHDWH

CRMCRM

ERP / HHCERP / HHC

Transactional Systems

Executive
Information Systems

DSSStrategicStrategic

AdministrativeAdministrative

OperativeOperative

Information 
Type

Foot Print

Bimbo XXIBimbo XXI
Decision SupportDecision Support



ERP:   ERP:   67  Plants

HHC’s:   HHC’s:   20,000

CRM:   CRM:   In progress

Bimbo XXIBimbo XXI
SummarySummary



Integration, collaboration, transparency

Forces team work and attack “silo” mentality

Informed decision making

Bimbo XXIBimbo XXI
SummarySummary



Targeting New Trends: Targeting New Trends: 
New Product LaunchingsNew Product Launchings

Patricia VillalobosPatricia Villalobos



Our strategy

• Business strategy which balances creativity and 
market demands

• Key performance indicators

• Structured process (stages, “no-go” decisions)

• Externally focused idea generation

• Deep consumer understanding

• Market research

• Market-driven innovation process

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
Innovation ProcessInnovation Process



How we acquire market knowlegde

World research trends
Innovative new products development from different countries
Technological trends 
New technologies or products developed along the Group 
(Bimbo, Barcel-Ricolino, BBU and OLA)
Research Projects 

Institutions
Universities
Conacyt
Suppliers

Food Regulations (FDA, Codex, SSA)
Specialized technical support
Knowledge library

D
ev
el
op
m
en
t

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
Innovation ProcessInnovation Process



Idea generationIdea generation
Process supported with creative tools

Banda Bimbo: Interdisciplinary group which generates 
ideas for specific categories or new concepts.

Foco Bimbo: Contribution of ideas

World Products Show Rooms: Products from around 
the world of certain categories or trends. 

Global Trends: Relevant trend presentations of 
concepts, products, categories, etc.

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
Innovation ProcessInnovation Process



Idea generationIdea generation
Global New Product Launching Data Bases

Conferences & Expos: Issue of reports of all visits or trade 
expositions attended by our personnel, with images and 
samples of relevant products or ideas from organizations 
worldwide

Suppliers: Specialized technology that could be applied

Technical bulletin

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
Innovation ProcessInnovation Process



1.1. Functional foodsFunctional foods

Foods an as integral part of the self 
care movement

Reduce the risks of, or manage a 
specific health condition

2. Healthy foods2. Healthy foods

Better balanced diets 

Nutritious food

Not supplements

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
Trends: Key Elements for InnovationTrends: Key Elements for Innovation



3. Convenience3. Convenience
“On the go” products

Packaging solutions

Ergonomic packaging

4. Organic foods4. Organic foods
Preserve natural characteristics

No additives/preservatives

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
Trends: Key Elements for InnovationTrends: Key Elements for Innovation



5.5. Low Low carbcarb
Growing number of products that are 
flagged “low carb” or “reduced carb” 
in the U.S. in the last three years

Atkins products and Keto brand 
products represent close to 20% of all 
product introductions

6.6. IndulgenceIndulgence
Rich products: sugar, fat, salt, 
carbohydrates

High consumer demand despite other 
trends

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
TrendsTrends



1. Obesity

Disease that affects nearly one third of the world population.

Global strategy: development of products that are perceived or 
considered healthier.

Reduction: salt, fat (trans fatty), sugar

Nutritional education and physical activity

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
… and Emerging Trends… and Emerging Trends



1.1%

46.3%

30.8%

21.7%

Underweight Adecuate Overweight Obesity

Obesity Trends Among Mexican 
Women 12-49 years

7.2

4.3
5.4 5.3 5.4

25.9

17.7

25.1

13.2

18.8

North Central Mexico City South National

0-4 years 5-11 years

Obesity Trends Among 
Mexican Children

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
Obesity Trends Obesity Trends 

Source INSP-ENN, 1999



BRFSS, 1987 data

Source: Mokdad A H, et al. J Am Med Assoc 1999;282:16, 2001;286:10.  

< 10< 10 10% 10% -- 14%14%No DataNo Data

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
Obesity Trends Among U.S. AdultsObesity Trends Among U.S. Adults

BRFSS, 2001 data

< 20% < 20% -- 24%24%

15% 15% -- 19%19%10% 10% -- 14%14%

>25%>25%



2. Allergens2. Allergens

• Labeling starts January 2006, 
not excluded: colors, flavors or 
additives with allergenic 
components

• Adverse reactions from some 
substances

• Current work (FDA) defining 
“proteinaceus substances”

Potential ingredients to be labeled
crustaceans 
eggs
fish 
peanuts
milk
nuts
celery
mustard
sesame

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
… and Emerging Trends… and Emerging Trends



3. GMO3. GMO
• GMO´s use is growing around 

the World, specially in the 
USA, Argentina, Canada and 
lately, even China

• Legislation has become an 
important issue

• Agronomic benefits, 
nutritional and functional 
benefits

• Biotech foods are labeled 
when they are significantly 
different from their 
conventional counterparts

4. Trans fatty acids4. Trans fatty acids
• Originated during the 

hydrogenation process of oils

• Misleading information to 
consumers vs. saturated fat

• Suggests a de facto daily 
value (DV) of zero for trans 
fatty acids

• Labeling implementation: 
January 2006

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
… and Emerging Trends… and Emerging Trends



5. 5. BioterrorismBioterrorism

• Seeks to provide the FDA with 
data in advance for it to review 
and asses information before 
shipments arrive 

• Shift resources to target 
inspections, help intercept 
contaminated products and ensure 
movement of safe food to market

• FDA Law, will take effect starting 
December 12, 2003

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
… and Emerging Trends… and Emerging Trends



6. 6. AcrylamideAcrylamide

An animal carcinogen, found in high levels in certain foods (potato 
crisps and chips, cookies, cereals, even coffee)

WHO Scientific Consultation (June 2002) concluded:

Did not consider the data adequate to estimate the cancer risk

But still considers it a “major concern”

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
… and Emerging Trends… and Emerging Trends



Innovation process: Actual transition in Grupo Bimbo, Innovation process: Actual transition in Grupo Bimbo, 
implementation phaseimplementation phase

Focus in every organization
Prioritization
Better results in product launching
Increase profitability through innovation (breakthrough and 
incremental)

… but keeping
Flexibility
Speed to the market
Performance indicators
Consumer preference

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
ConclusionConclusion



Actual ResultsActual Results

Over 3,600 SKU’s in the 
market

Number of launchings in 2003: 
100 SKU’s

Project portfolios: around 600

(preliminary investigation)

Successful products in the 
market

Perceived as an innovative 
and dynamic organization by 
the consumer

6
0

0
3

5
0

1
2

0
8

0

Technical Development

Business justification

Preliminary 
Investigation

Testing

Commercial launching

Targeting New Trends: New Product LaunchingsTargeting New Trends: New Product Launchings
ConclusionConclusion



Recent Product LaunchingsRecent Product Launchings



Strategic PathStrategic Path
Daniel ServitjeDaniel Servitje



Strategic PathStrategic Path
Mission StatementMission Statement

Produce, market Produce, market 
and sell bread and sell bread 

and snack and snack 
productsproducts

Develop our Develop our 
brand brand 
equityequity

Satisfy our Satisfy our 
customers and customers and 

create create 
shareholder shareholder 

valuevalue

To be To be the leader inthe leader in the international baked goods industrythe international baked goods industry



Increase presence via acquisitions and organic growth

Streamline administrative and managerial structure; focus on “bottom line”

Exploit the full potential of the distribution network

Significant sales increase; new product launchings and shelf life extension 
programs

Use technology to convert “market intelligence” into company asset

Upgrade IT platform to “state-of-the-art” level

Divestment of non-core business assets 

Development of the packaged bread market in Latin America

Strengthen internal corporate governance framework

Conservative leverage; investment-grade debt

Strategic PathStrategic Path
Recent Strategic FocusRecent Strategic Focus



Recent Strategic FocusRecent Strategic Focus
2000 2000 –– 2003 Developments2003 Developments

MarchMarch Begin ERP Platform
Begin implementation of hand-helds

NovemberNovember Acquisition of Pan Pyc (Peru)

20002000

JanuaryJanuary Operational and commercial transformation
Begin channel segmentation

MarchMarch Acquisition of Plus Vita (Brazil, US$ 63 mm)
JuneJune Sale of Proarce (Mexico)
AugustAugust Share Repurchase Offering 
OctoberOctober Syndicated Loan (US$ 400 mm)

Sale of Pastas Cora and Cora La Laguna (Mexico)
NovemberNovember Acquisition of Breddy (Mexico, Costa Rica, US$ 60 mm)

20012001

JanuaryJanuary Reorganization of Mexican operations
MarchMarch Acquisition of George Weston West (USA US$ 610 mm)

Bridge Loan (US$ 680 mm)
AprilApril Sale of Panglo (Mexico US$ 0.3 mm)
JuneJune Conversion of routes to IO´s in Texas
AugustAugust Prepayment of bridge loan (US$ 680 mm)

Issue of Certificados Bursatiles (P$ 6.5 b)
NovemberNovember Closing of Dallas and Vienna plants

20022002

JanuaryJanuary Distribution agreement w/ Wrigley
MarchMarch Debt prepayment of US$ 63 mm
AprilApril Acquisition of Fuchs Alimentos (Chile, US$ 3 mm)
JulyJuly JV w/Chico Pardo (Argentina US$ 5 mm)
AugustAugust Sale of Novacel (Mexico, US$ 38 mm)
SeptemberSeptember Debt prepayment of US$ 62 mm 

20032003



Grupo Bimbo Grupo Bimbo revamped its corporate governancerevamped its corporate governance policies in order to policies in order to 
improve the management structure and align it with shareholder improve the management structure and align it with shareholder 
interestsinterests

This included other elements in addition to the legal requiremenThis included other elements in addition to the legal requirementsts

The most important changes include:The most important changes include:

25% of the members of the Board of Directors are independent25% of the members of the Board of Directors are independent

The bylaws include the following Committees of the Board of DireThe bylaws include the following Committees of the Board of Directorsctors

Auditing CommitteeAuditing Committee
Finance and Planning CommitteeFinance and Planning Committee
Evaluation and Compensation CommitteeEvaluation and Compensation Committee

Creation of regional Advisory Boards of Directors with independeCreation of regional Advisory Boards of Directors with independent nt 
members (BBU, OLA)members (BBU, OLA)

Related party transactions must be approved by the Board of Related party transactions must be approved by the Board of 
DirectorsDirectors

Strategic PathStrategic Path
Corporate GovernanceCorporate Governance



OptimizeOptimize the organizational structurethe organizational structure
CCentralize administrative tasksentralize administrative tasks
More agile company structureMore agile company structure
Cost savings Cost savings 
Sales IncreaseSales Increase

Expand Mexican marketExpand Mexican market through extensive new product through extensive new product 
launchings, adding new features to our wide array of brandslaunchings, adding new features to our wide array of brands

Launch various initiatives to further Launch various initiatives to further optimize our distribution optimize our distribution 
strength strength 

Particular benefit from channel segmentationParticular benefit from channel segmentation

Regional  HighlightsRegional  Highlights
MexicoMexico



Still Still room for improvement room for improvement 
Packaged bread is only 21% of the total industryPackaged bread is only 21% of the total industry

How to How to increase per capita consumptionincrease per capita consumption
Channel SegmentationChannel Segmentation
New product launchings New product launchings 

Higher nutritional and health valuesHigher nutritional and health values
Innovative packagingInnovative packaging
““Pan Pan AbiertoAbierto””

Regional  HighlightsRegional  Highlights
Mexico Growth PotentialMexico Growth Potential



Simultaneously Simultaneously carried out various carried out various important initiativesimportant initiatives
Consolidation of many isolated operationsConsolidation of many isolated operations
Integration of George Weston assetsIntegration of George Weston assets
Conversion of routes to independent operatorsConversion of routes to independent operators
Implementation of ERP platformImplementation of ERP platform

BBUBBU’’ss premium brands regarded as premium brands regarded as ““category partnercategory partner”” in in 
major supermarket chainsmajor supermarket chains

Successfully Successfully placed Hispanicplaced Hispanic--oriented brandsoriented brands

Increased labor costsIncreased labor costs

Recessive environmentRecessive environment

Regional  HighlightsRegional  Highlights
U.S. Operations (BBU)U.S. Operations (BBU)



Hispanic market Hispanic market growth potentialgrowth potential
13.5% of U.S.13.5% of U.S. population (39 mm)population (39 mm)
Brands with Brands with high consumer followinghigh consumer following

Regional  HighlightsRegional  Highlights
BBUBBU’’s s Growth PotentialGrowth Potential
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Long-term business strategy (not yet profitable)

Distribution structure modeled after Mexican market

Young and growing population

Regional turnaround

Leader in Brazil, Chile, Venezuela, Peru, Colombia and Central 
America

Development of the packaged bread market

Important market presence allows us to overcome some economic 
and political environments

Regional  HighlightsRegional  Highlights
Latin American Operations (OLA)Latin American Operations (OLA)



Development of the packaged bread industry

Market with high potential (low per capita consumption of 
packaged bread)

Regional  HighlightsRegional  Highlights
OLAOLA’’s s Growth PotentialGrowth Potential
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Strategic PathStrategic Path
Corporate GoalsCorporate Goals

Evaluation of employee performance
Reduce working accident rates

Seek growing and sustainable profitability
Exploit scales and synergies in Mexico
International turnarounds
Redesign the business  model in 
the U.S.  operations
Increase asset turnover
Reduce leverage

Streamline the 
distribution network

Obtain the full potential of 
channel segmentation

Increase the visibility and 
uniqueness of our brands 

Asses new market trends

Enhanced management model

New information systems



Q & A Q & A 



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.


