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Strategic
DEFINITIONS

Purpose |gnite people’s spirits

Our business We focus on the operation of restaurant chains, both corporate owned and franchisees and related
business models that meet the food needs of customers inside and outside of their homes.
Value proposition e re 3 company of people and for the people, committed to excellence in operation, acting with

integrity and austerity. We execute with agility to deliver a surprising experience for our Clients and
ensure extraordinary results, providing happiness even in the smallest details.

Our Commitment Develop a world Consolidate Key EBITDA growing
class team Capabilities faster than
revenues

Engaged
Leadership
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Attracting and retaining the best talent
IS AS THE CORE OF ALSEA’'S VALUES

We continue to care for our
employees and provide
development opportunities

- Rewarding results
- Empowering our people through
ownership and leadership

capabilities

- Manager Owner Bonus of up to

Employees emotionally invested
in Alsea’s purpose of enhancing
customer experience

. Putting the store first

« Committed workers grew from
44% to 56%

N\

A strong value proposition to
become an employer of choice

- Being the employer of choice
 Continued reduction in employee

turnover in key markets over the
last 5 years

Mexico Argentina Chile Colombia Spain




Management

RETENTION
Development Positive working People-focussed
opportunity culture leadership

66% Culture of 100%

of managers certified
as Manager Owner

of management positions recognition
hired internally

In the last week, have I received a Do I like to work for my
recognition for a job well done? store manager?




Main KPlIs for

MANAGEMENT COMPENSATION AND RETENTION

Top Management Brand Management Store Management

1 SSS - driven by traffic 1 SSS - driven by traffic 1 SSS - driven by traffic
2 FCF 2 EBITDA 2 EBITDA

5 ROIC 5 Customer Voice - Brand Positioning 5 Quality and Service

4. ROE Z. Engagement - personnel

5 EPS 5 Turnover

56%

e —
e —

R —
e —

Restricted stock plan equally split over 4 years




Organizational
STRUCTURE

Executive President
Alberto Torrado

CFO
Rafael Contreras
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Strong
MANAGEMENT TEAM

Alberto Torrado Rafael Contreras Miguel Ibarrola Gerardo Rojas Armando Torrado Federico Tejado
EXECUTIVE PRESIDENT CFO ALSEA EUROPE ALSEA MEXICO ALSEA SOUTH AMERICA MEXICAN CONCEPTS &
NEW DEVELOPMENTS

30 years 12 years 13 years 17 years 30 years 24 years
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Geographical

FOOTPRINT TOTAL ALSEA

Units Alsea Full Highlights

¢ 4,495 Units - $54,477 MXN LTM Revenues

« 17 Brands - ~80% Corporate Units
e 11 Countries - $10,639 MXN LTM Adjusted EBITDA

~85,000 Full time employees

Difterent Dining Concepts (Total Revenues)

Italianni's
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MEXICO EN CADA INGREDIENTE
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Market opportunity
& DIVERSIFICATION

Potencial market: 395 million people*

14



Diversified Portfolio
OF LEADING BRANDS

Global Brands

7 &

o 9
Dominos:

Alsea total units® 1 ) 5 34 1 9 1 81

415 3,130

70% of Alsea’s
total units

Categories # 1 # 1 #2 Alsea is

Coffee Shops Pizza Burger yne C NE
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Diversified Portfolio
OF LEADING BRANDS

Corporate owned local brands

3¢ hoLYWooD vips GINOs Archies

*RISTORANTE-

o 297 430 131 935 31 922

21% of Alsea’s

B 2 - °
_ < . total units
1 1 1 2 1 41 plseabrana
. # # - # # # # hold top
Categorles American Family : Family Italian Restaurant Italian Restaurant Chained Pizza Full- o Siti ONS in
Restaurants Dining Brand : Dining Brand Brand in Spain2 Brand in Mexico Service Restaurant P

in Spain2 in Mexico : in Spain? Brand in Colombia




Geographical

FOOTPRINT MEXICO

Units Alsea Mexico Highlights

e 2,469 Units - $26,898 MXN LTM Revenues
9 Brands - ~86% Corporate Units
$6,200 MXN LTM Adjusted EBITDA

~44,000 Full-time employees

- PF.CUANGS 24

Different Dining Concepts (Total Revenues)

T Italianni's
 '¢ ‘y'/
®

° 9
Domino’s’ ot
EL PORTON
MEXICO EN CADA INGREDIENTE'
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Challenges

& STRATEGIES MEXICO

18



COA

MEXICO
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1T On Time YTD 98% vs. 2018 90%

2 Fill rate YTD 98.31% vs 2018 95.83%
5 66% reduction in employee turnover

4 QA certification SQF II & TIF

5 Accomplish 20 basis expansion in Alsea’s
Mexico EBITDA margin in 2020

19| Alsea

DAY2019




Geographical

FOOTPRINT SOUTH AMERICA

Units & ‘"= South America Highlights

632 Units - $9,381 MXN LTM Revenues
| 2\””\@\\ - 6 Brands - ~97% Corporate Units
& 102 Akiss 3 ' / . 4 Countries - $1,356 MXN LTM Adjusted EBITDA
e o . ~14,000 Full time employees
!@Q 33 fercimes 2 s R 7

Different Dining Concepts (Total Revenues)

- PF.CUANGS

Archies

- PF.CUANGS




Challenges

& STRATEGIES SOUTH AMERICA
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Geographical

FOOTPRINT EUROPE

Units | 6 | == Alsea Europe Highlights

¢« 1,394 Units . $18,199 MXN LTM Revenues
« 11 Brands - ~64% Corporate Units
« 6 Countries . $3,082 MXN LTM Adjusted EBITDA

~20,000 Full time employees

Difterent Dining Concepts (Total Revenues)

W 237

FOSTER'S
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------------

GINOs Wwagamama

------------

LAVACA Cafias yTapas

OLEMoLE

wagamama 6 LAVACA 4




Challenges

& STRATEGIES EUROPE

23



Europe

SYNERGIES
Acquisitions EV/EBITDA EBITDA margin
Improvements from
synergies, 2020
12.60x

L 100 026x  +17%

(2.6x) (0.7x)
G&A
w1 U Operating Costs
Before Synergies After Additional After total _ Supply Chain

Initially
Envisaged

Synergies Synergies
Initially

Envisaged

Synergies Synergies

€13m initially €18m current



Alsea Europe
FINANCIALS

Margins to recover pre-acquisition levels by 2021

0.7pp

0.2pp O4pp [T
1.0pp I

| Z.Sii EBITDA mariin improvement

EBITDA margin Acquisitions & Store Level Portfolio Pricing Profitability G&A EBITDA margin
Pre-acquisitions Minimum Synergies Rationalization Strategy improvement Synergies 2021

Wage Increase Dominos Starbucks

France / Benelux
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Before
AND AFTER

Development of owned local brands and global names & acquisitions

Business transformation Growth strategies

728 2,954 4,495
5 14 17

1 6

27



Strategic criteria regarding investing and divesting
TO SUPPORT ORGANIC AND INORGANIC GROWTH

In locations with high MHC 2 In locations with high MHC

0 ® O
Brands Ehat contribute with more than 5% Brands that contribute less than 5% to Alsea’s EBITDA
to Alsea’s EBITDA

Maintain growth Become segment
throughout our . leaders with one
large and solid or several brands
brands in in markets with
locations with a high growth
strong MHC ; potential

x
wagamama

Canasylapas

LAVACA

28 |



Market Holding Capacity

CORE BRANDS

Total MHC 2,652 1,900 763 716

............. 480/0 ......... ............. 45 o ............. 440/0 ......... ............. 35 0/0 ......... > 3 5 I O
1,269 864 333 312 ’

White space

Core brands expansion represent

~35%

of total MHC potential




Market Holding Capacity

& MARKET SHARE MEXICO

Total MHC 1,050  600** 1,300 35 450  +500 MHC total potential of
....... SE6 TRTH AR OISR TR PSR TR T se S0
274 185 554 163 445 >‘I I 5‘ ’
1% ,

Stores in Mexico

e 9 e ke (]
‘eramcs  Cltaliannis vips MEXICAN + 1 6 8 5
lacto:‘y.
™ Corporate FOOD 9

Subfranchises Additional
Market Share (%) 25 NA 2 NTrac

Ranking per segment 1 NA



Market Holding Capacity

& MARKET SHARE EUROPE

Total MHC 600 349 250 313 250 80 743 MHC total potential of
e s Cage’ s ame | ame 6'66'/6"'
297 113 170 121 57 444
......... _— .
_________________ Stores in Europe
¢ Fowo0s

° s
Domino’s’

+1,3500

| Corporate



Market Holding Capacity

& MARKET SHARE SOUTH AMERICA

Total MHC 225 200 100 180 5 15 250 100 5 MHC total potential of

80
"8 e iR 3% L A0% B 85 [ers | eow | 6t 5,...7.2.%..

Stores in
South America

Additional
stores

™ Corporate
Subfranchises

Market Share (%)

Ranking per segment



Sub-franchising
STRATEGY

Priority to grow through Subfranchisees with Domino’s Pizza,
Foster’s Hollywood & Starbucks France

& o

'S
LLYWOOD

° 9
Domino’s

33



Mexican
FOOD

Ranking by food type (Top Countries)

30% of consumers in the research panel would order Mexican food at least once every 90 days

Global Topl market Top2 market
American 56% USA (82%) Philippines (75%)
Chinese 52% China (84%) Japan (75%)
Italian 47% Spain (66%) France (62%)
Japanese 36% Japan (89%) Philippines (71%)

Sales growth and unit growth by food type in 2019 in the US

Mexican food sales is one of the fastest growing segment in Top 200 chains US in 2019 with a +6.1% sales increase whereas
total Top 200 chains sales grew +3.2%

6.1
i I i 28107 >*loa 23

Chicken Beverage/ C-Store LSR/
Snack Mexican

LSR / Bakery / Pizza LSR / In-Store Casual Family LSR /
Specialty Cafe Burger Dining Dining Sandwich
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Alsea Flywheel

CREATE A DIGITAL STORE FRONT

T KRONOS KRONOS
Cybersecurity Alsea
Setomnes Technology

Infrastructure

—

Delivery Loyalty programs
E Q . B, ' Alsea . ﬁ Wf* 23554 MY STARBUCKS "
ats ap S LE FOSTERIANOS 28 REWARDS

Mobile apps and websites
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Our goal

CREATING A DIGITAL STOREFRONT

We wrill create a digital storefront that allows us to put the
entire experience and capabilities into a digital ecosystem

TARGET

1 Information on menu, promotions and recommendations

2 Order your food I




De:l.i,ve r y +2,000 delivery +15 formats

service units with delivery

STRATEGY (global) service

Delivery Aggregators Own Delivery**

Alsea anywhere

Long-Term Strategy
and Growth

39



Technology

ECOSYSTEM

Payment - Ability to make payments from
apps and WOW wallet

Omnichannel Engagement - Client
communication through any channel: e-mail,
SMS, etc.

Feedback - Receive customer feedback through
digital media

Order delivery - Provide mobile ordering and
delivering for all our brands

Loyalty - Personalized loyalty program that
delivers experiences, products and points



Baked in Store (BIS) in Starbucks ,j\ga

It is elevating the customers’ and partners’ food experience and increasing sales

EXPERIENCE STARBUCKS FOOD PROGRAM BUSINESS KPIs
The program is elevating the customers’ BIS stores reach 39% coverage within BIS is a ticket driver
and partners’ food experience total Starbucks stores
Baked in Store reaches the 3 3Q 2019 4Q 2020 Food average ticket vs. 2018***
main food macro trends BIS . -
#stores 596 817 .
Mexico CWAL
Coverage of
' 'I'I' A total Starbucks stores 39% 50% Chile 2%
I Colombia 10.9%
TASTE FRESHNESS HEALTH '
Currently in: | ® - M-
Alsea * Includes Mexico, France, Spain, Portugal, Chile & Colombia
DENZCLO ** Approximate December 2020 figures including Mexico, France, Spain, Portugal, Chile, Colombia, Argentina, The Netherlands & Belgium

*** Inicial Countries Sample
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Corporate
GOVERNANCE

Chairman of the Board

Committees

e R corvorsce Practices )

| |
Board Members

Ivan Julio Ratl Ledn Adriana Armando  Alberto Cosme Federico Fabian Pablo
Moguel Gutiérrez Méndez Kraig Norena Torrado Torrado  Torrado Tejado  Gosselin Torrado




Sustainability

Quality
of life

Community Environment
support
CING CLIMATE ’

Responsible
consumption Sustentable



Main sustainability
INITIATIVES

&)

B Quality of life

A

Nutritional communication Diversity and inclusion
100% of our menus in Mexico include nutritional - We employ more than 300 senior workers in
information, with enough options to meet every Mexico and Colombia in all Alsea brands and
customer’s needs more than 100 workers with disabilities
All Alsea brands have a health and wellness plan, with - We grant 452 scholarships for contributors

consumer lifestyle choices
Flexible work scheme

Food health and safety - 529% of store managers enjoy a weekend off per

Our food suppliers are approved by GFSI (Global Food month
Safety Initiative) More than 1,000 contributors from our Support

TIF COA certification Center are eligible for home office
Level 2 SQF in operations, manufacturing and distribution

Sustainable supply and consumption
We have developed local suppliers’ programs such as
1.“We all grow coffee” delivering more than 3,140,000 rust
resistant coffee plants to mexican coffee growers. Our
coffee is 99% ethically sourced
2.We promote the responsible and natural cultivation of
100% mexican tilapia, providing 12 tons of product per
month for our stores




Main sustainability
INITIATIVES

Q O Community

MJMN Development

Energy Social investment of 50 million pesos in 2019 going towards
Over 980 stores use clean energy education, food, employability and civic participation
We consumed 78 million kWh in 2019 YTD Support to eradicate food poverty
- Access to a nutritious meal per day for more than 5,000
We avoided emitting 20,667 tons of CO2 children
- More than 2,000 families benefited per year
We reduced electricity costs by 110 million pesos . 150 tons of food donated to food banks in 2019

2.5 million meals served since 2012

We collected 528,000 liters of oil from our stores to

be converted into biofuels, avoiding the pollution of
528 million liters of residual waters

Education and employability
Integration: Education and employability training for
talented young people in vulnerable situations in Mexico
Chile, Argentina and Spain

2019 Results:
1. More than 5,940,000 pesos invested

2. Benefited more than 5,200 young people
3. 16 NGOs supported
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Annual Sales / Investment
& ROI

Annual Sales / Investment ROI per store (%)

48|



Guidance
ploply.

REVENUES
CAGR* ~15%

SSS g
>Mid Single Digit

13.5%

ROIC
0

EBITDA
CAGR* >16.5%




ROE |

2019-2022

Total Assets

Stockholders Equity

Assets Turnover

o)
3.8%
Net Margin

Net Profit

Revenues

Total Assets Revenues

Stockholders Equity Total Assets



Debt Profile

Debt Structure

40% Spain
Rate 1.25%

Debt Maturity | 3Q19 MNX $10,524

565 1617 1eas| 77| 2000

2019 2020 2021 2022 2023 2024 2025 2026 2027 2% Short Term

51



Deleverage Plan

FY 19e FY 20e FY2le FY 22e CAPEX Breakdown
4.0bn 5.0bn 5.0bn 5.0bn

3.5x 3.0x 2.5x 2.4x 20%

Strategic
3.3x 2.8x 2.2X% 2.2X% projects

20%

Maintenance

15%

Remodelings

459

Openings

B Put Alia
Total Debt 3.5x 3.0x 2.5x 2.4x

FY 19e FY 20e FY 21e FY 22e




20 years from
ALSEA’S IPO

Share price since IPO (local currency)

CAGR since IPO

2019

" Price appreciation

S\PO»

E & Alsea Cieee

.

$83.66 $285.74 $52.98
$0.27 $14.00 $3.04

1992 2004 1999

MW\—/—/v




Investment
HIGHLIGHTS

Resilient business by Continuous growth 77% Increase in
having a diversified based on a clear profitability by 2022

brand portfolio and strategy, through: . Brand portfolio

54



