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Safe Harbor Statement

During this presentation management may discuss certain forward-
looking statements concerning FEMSA'’s future performance that should
be considered as good faith estimates made by the Company. These
forward-looking statements reflect management expectations and are
based upon currently available data. Actual results are subject to
future events and uncertainties, which could materially impact FEMSA'’s

actual performance.



The Right Business Model...

FEMS\

Publicly
Held Ce@bols
14.7%  31.6% | 53.7% | 100% | 100%
FEMSA FEMSA

CERVEZA COMERCIO

OXXO

et

LTM 08 Total Revenue: US$ 14.3 bn LTM 08 EBITDA: US$ 2.7 bn

FEMSA

— CERVEZA

Note: Figures in Mexican pesos converted to US dollars using the period-end exchange rate from each period.
Last Twelve Months information as of June 30, 2008.



... and an expanding continental footprint

Large Scale
e 2.2 bn unit cases of soft drinks

e 40 mm hectoliters of beer

Powerful Brands

e #1 in soft drinks in all regions

e #2 in beer in Mexico

e Significant player in US imports and Brazil

Efficient Production
e 31 bottling plants
e 14 breweries

Broad Distribution
e 9,000+ routes

Growing Consumer Base
e 1.9 mm+ retailers
e 214 mm+ consumers

Dynamic C-Store Platform
e QOver 5,800 OXXO stores

~ United States
r

Mexico

Guatemala
Nicaragua
Costa Rica
Panama

. Beer and OXXO

0 Beer, Soft Drinks and OXXO

. Soft Drinks
O Beer

. Beer and Soft Drinks

Colombia

Venezuela
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Integration that works

Synergies Strategic Distribution Channel

— FEMSA

CERVEZA
/ _
\ |
Business Model e Beverage-based retailer
e Leveraging on e Strengthening our e “Lab” for new products/Consumer
procurement market position insights
e Shared Service e Sharing best e Reinforcing our price architecture
Centers practices

\_ /




Delivering consistent growth

Total Revenue
(US$ million)

14,256

6,751

3,387

1998 2003

LTM 2008

| CAGR 98-LTM 08: 15%

| CAGR 03-LTM 08: 16%0

EBIT
(US$ million)

1,937

1,078

477

1998 2003

LTM 200

8
|

CAGR 98-LTM 08: 15%0

Note: Figures in Mexican pesos converted to US dollars using the period-end exchange rate from each period.

Last Twelve Months information as of June 30, 2008.

| CAGRO03-LTM 08: 12%
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L . FEMSA
Significant player in three top beer markets CE%ZSA

USA

» Mexico 302 mm people
— Brand health indicators at all- 823'; fﬁ; fj}ﬁ')ta
time high

= United States Imports
— Double-digit volume growth

Mexico _
106 mm people
53 It per capita

— Strategic complementary fit with ™"
Heineken
- Brazil
— Business turnaround on track — 200 mm M

— Long-term profitable growth

) ) Operating Profit Pool
objective P J

~ US$ 6.0 billion

“  Braazil

188 mm people

50 It per capita
105 mm HI

(0] Includes only volume of U.S. import category.
Source: Alcoholic Drinks: Euromonitor from trade sources/national statistic.



Delivering consistent growth

Total Revenue
(US$ million)

3,810

1,950

1,339

1998 2003 LTM 2008

CAGR 98-LTM 08: 11%0

CAGR 03-LTM 08: 14%\

FEMSA

CERVEZA

EBIT
(US$ million)

319

197

1998 2003 LTM 2008

N
CAGR 98-LTM 08: 10%0

| CAGR 03-LTM 08: 10%

Note: Figures in Mexican pesos converted to US dollars using the period-end exchange rate from each period.

Last Twelve Months information as of June 30, 2008.



Mexico: A dynamic business model FEMSA

CERVEZA

Developing consumer-driven Strengthening brands and
multi-segmentation fostering innovation
= Liquids = Traditional = Selling
- Packages - Modern - Delivery
= Price-points  « On-premise 5* :
 Off-premise Y

—~—g——

Customer Value Proposition

P

Cutting-edge IT and logistics Refining go-to-market
to serve very fragmented markets and execution models

10



Targeted Brand-Building Strategy FEMSA

CERVEZA

NUEWA .
IMAGCEN. Brand Value Building Process
 MISMO
SALBOR. Emerging Brands
Awareness Purchgse Trial Acceptance
Intention Consumer
\BaISE/
Frequency | I
Favorite Brand Consumer Base / ~———
(A Pp vs 2004) (A% vs 2004) _g
c Preference | 3
§ S| o7 -~ -
2 | .
Favorite a
o
> [Balanced | 72 +6.2 end | 0
<

11



Segmenting portfolio through pricing, Vol. Growth of FEMSA Exports

product and channel vs. U.S. Beer Industry (%)
Reinforcing distribution and product offering

within our consumers base
Strengthening presence in the on-premise

14.6
channel and the East Coast 13.2
Double digit growth in both the on-premise
and the off-trade
., 81 7.8
y! I 1.7 1.4 1.4 1
5 o -0.4

15.3

-3.1
2005 2006 2007 Jun'08
I_:-;Z 15 EQUTS
U.S. Industry . U.S. Import Category FEMSA

Source: U.S. Beer Industry data from The Beer Institute and Company data filings. 12



4
&
FC

Kaiser Volume
(mm HI)

-
e
o
&
(b
| -
@)
=
ko) c S S
ru. © c =
o
o < IS} ©
o g & 9 2 B £
= 52 2 4 g3 S
S = - T o
< < c o 2 ® 5
= A= > s 28 3 © ¢
o - ) S B = 5 T O
S S8 £22328257%
Q L O o 2 8 29835 = b
=) £ O c ¥ Z2 o X = C
0] — Omxgmcaenla
mmsmpenumwmo
> %) £ c o = _
(- CcC = O o O ©
= o S © 35852 5= 09
4 = - O T 3 = c ®© O
(g0 M.nlla.._lnumOIP.v C = o
- 0 o5 nSd
— n o £ 0O o 9 s &8 S5 O
N = > me/.I.Vh
Y = o 06 ¥ 0 0o =95 T o
[ | _ SRChSA +~
— O 9 X 5 3 = S c
N s S8 £ T | g E
© x m £ = < = =
B o o0 [ ]







Accelerated profitable growth

Revenue
(US$ million)

4,180

1,477

421

1998 2003 LTM 2008
|

| CAGR 98-LTM 08: 26%

g
| CAGR 03-LTM 08: 23%
)

EBIT
(US$ million)

5.9%
247

3.4%

1998 2003 LTM 2008
|

CAGR 98-LTM 08: 33%0

)
b

| CAGR 03-LTM 08: 32%
J

Note: Figures in Mexican pesos converted to US dollars using the period-end exchange rate from each period.

Last Twelve Months information as of June 30, 2008.

15



Building strong infrastructure to enable a better
value proposition

Distribution Technology Segmentation

= 9 Distribution Centers « Oracle/ReTek — all < Indulgence
opened past 4 years stores on line - Replenishment

» Combination

- Better Customer Value
Proposition

= In-store Execution

= Auto-Replenishment

16



Mexico’s leading convenience store chain

5,851

1,857

Circle K, AmPm, SuperCity
7-Eleven

Extra®

OXXO Others

= > 700 new stores openings per year
e Over US$ 3.8 bn in revenues in 2007

» Reciprocal leverage with FEMSA beverage operations
— Approximately 40% of OXXO sales are beverage-related

Source: Company information as of June 2008. 17



Driving growth through expansion, execution and
Innovation

OXXO

> 5,800 stores and counting
> 700 new stores per year

Same-store sales real growth
above industry

Creating new profit streams
Expanding margins
— Leverage with suppliers

— Category management

— Efficiencies throughout value
chain

# OXXO Stores

5,851

5,563
4,847
4,141
3,466
2,798 I

2003 2004 2005 2006 2007 Jun'08

Low store penetration across most of Mexico should
accommodate 12,000 OXXO’s by 2015

18



COCA-COLA

FEMSA




: : . COCA-COLA
Largest bottler in Latin America

FEMSA

e The largest bottler in Mexico and Latin
America
— 2.2 bn unit cases SNl
— 5.8 mn unit cases sold daily mesico
— US $6.6 bn in total revenues G Colombia el
— US$ 1.4 bn of EBITDA CostaRica " ¥ -
— 21.2% EDITDA margin .
J ¢~ Brasil
» Solid geographical footprint s )
— Over 215 million consumers ] T Matoroso e /
— Over 1.7 million points of sale ™~ f
— Over 70 different brands ] !a‘ l
e The second largest Coca-Cola bottler in i f'\"‘“i:»ff
the world, representing: J{ % |
— 10% of the World A
— >35% of Latin America __f.'-'"‘a
— >40% of Mexico ’

— 30% of Brazil

Note: Last Twelve Months information as of June 30, 2008. 20



. COCA-COLA
Value creation

FEMSA

EBITDA
(US$ million)

$1,403 « KOF's EBITDA generated outside
Mexico in LTM 2008 is greater than
the one KOF generated in 2002.

$898
e KOF has almost tripled in size in terms
$517 of EBITDA generation since 2002.
2002 2004 LTM2008 <OF 2002
, B KOF Mexico
| CAGR 02-LTM 08: 18% B KOF Ex-Mexico

)
]

CAGR 04-LTM 08: 12%0

Note: Figures in Mexican pesos converted to US dollars using the period-end exchange rate from each period. 21



KOF Strategic Framework

Execute to achieve
superior results

COCA-COLA

FEMSA

T

Maintain focus on

Productivity

Route to Market Initiatives

Point Of Sales Execution

Multi-Segmentation and Revenue
Management Strategies

|
|
|
|

Integrated Multi-Category Portfolio

wiojle|d walsAs
1SNQoJ e uo abeiana]

22



COCA-COLA

POS Execution: Segmented POS / Value Proposition FEMSA

» These strategies result in “Segmented Pictures of Success”

Traditional Food Stand — Low SEL

External
Communication

RICA cemmn SOBLANAY

= ILANESA POLLOD . » FSILLO PATH -
%u_ﬁnnm of  AGU ‘__
2 Q II -t 5
i
- Y §

Connection
Points

Refrigerated S8
| Returnable Portfolio

-:l".a

Water SS Portfolio

23






FEMSA Investment Highlights

e Largest beverage company in Latin America

e Proven track record of profitable growth

e Leading market position with strong brands

e Unigue and dynamic business model and capabilities

e Significant growth potential across markets

25



EBITDA Reconciliation By Division

In US$ million

1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 LTM 2008

Consolidated FEMSA

Income from Operations 477 638 737 896 910 1,078 1,232 1,467 1,610 1,793 1,937
Depreciation 137 178 201 212 194 232 298 338 375 399 430
Amortization 102 137 179 192 198 232 280 314 346 355 357
EBITDA 717 952 1,117 1,300 1,303 1,542 1,810 2,119 2,332 2,547 2,724
FEMSA Cerveza
Income from Operations 197 277 297 344 340 319 425 504 548 495 525
Depreciation 64 81 90 102 107 104 132 139 153 148 152
Amortization 54 72 108 121 134 151 182 202 219 221 233
EBITDA 315 430 494 567 581 574 739 844 920 864 910
Coca-Cola FEMSA
Income from Operations 161 217 302 415 426 597 690 817 876 1,049 1,126
Depreciation 37 60 73 71 50 86 111 123 139 151 159
Amortization 46 54 59 53 44 59 97 115 117 123 118
EBITDA 244 331 434 539 519 742 898 1,055 1,131 1,322 1,403
FEMSA Comercio
Income from Operations 14 24 29 31 47 62 82 118 149 212 247
Depreciation 4 5 7 8 9 12 19 30 38 50 56
Amortization 3 4 6 9 9 12 21 26 34 39 40
EBITDA 22 33 42 48 64 85 122 175 221 301 343
Note: Figures in Mexican pesos converted to US dollars using the period-end exchange rate from each period. 26

Last Twelve Months information as of June 30, 2008.
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