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Fomento Econdmico
Mexicano, S.A.B.de C.V.,
or FEMSA, is a leading
company that creates
economic and social value
through companies and
institutions and seeks
to be the best employer
and neighbor to the
communities where it
has a presence.
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FEMSA participates in the following businesses:
* In the retail trade, through FEMSA Comercio, comprising:
a Proximity Division, which operates the OXXO small-format store chain;
- aHealth Division, which includes pharmacies and related activities; and
- aFuel Division, which operates the service stations chain, OXXO GAS.

* Inthe beverage industry, through Coca-Cola FEMSA, the largest franchise
bottler of Coca-Cola products and trademark beverages in the world by sales
volume; and in the beer sector, as a shareholder of HEINEKEN, one of the
world’s leading brewers with operations in more than 70 countries.

* In certain adjacent businesses, through FEMSA Strategic Businesses
(FEMSA Negocios Estratégicos), including logistics services; specialized
janitorial, cleaning and sanitation products distribution; point-of-sale
refrigeration solutions; and plastics products for FEMSA companies and
external clients.

FEMSA's 2020 integrated Annual Report reflects our commitment to strong corporate governance and transparency,

as exemplified by our @) organizational culture. Our financial and sustainability results are for the twelve months ended
December 31, 2020 compared to the twelve months ended December 31, 2019. For complementary information, please
see our @) 2020 Sustainability Content.


https://www.femsa.com/en/about-femsa/organizational-culture/
https://annualreport.femsa.com/pdf/AR-GRIContentIndex2020.pdf

FEMSA AT-A-GLANCE

FEMSA's mission:

To create economic and social value
through companies and institutions.

Corporate Structure
Equity Stakes and Business Units

COCA-COLA
COMPANY
27.8%
47.2% 100%
PUBLIC
25.0%
COCA-COLA FEMSA FEMSA
FEMSA COMERCIO STRATEGIC
BUSINESSES
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United States . o
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We serve more than 290 million
consumers in 13 countries.

* Represents 56% of voting rights.

- As of December 31, 2017, as a non-consolidated operation, Venezuela is reported as an investment in shares.
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Headcount
17,929 197
4,637
Mexico' Central Colombia Brazil
245,157 America * 15,448 30,281
8,033
181,217 7,836 6,024 21,277
19 4
Argentina Peru Chile Uruguay
2,167 530 12,069 898
526 12,059
Ecuador lé?itted We employ more than
ates .
4,258 1777 320:000 people In the FEMSA Comercio
' companies that comprise our Coca-Cola Femsa
three business units. FEMSA Strategic BUSINGSSEEl

4,242

- Total includes headquarters staff.
2 Central America includes Costa Rica, Panama, Nicaragua and Guatemala.



VALUE CREATION HIGHLIGHTS

Economic value

Millions of pesos 2019 %Change 20182 %Change
Total revenues 24,782 492,966 506,711 (2.7%) 469,744 7.9%
Income from operations 3 2,086 41,503 47,152 (12.0%) 41,576 13.4%
Operating margin 8.4% 9.3% 8.9%

Consolidated net income 188 3,756 28,048 (86.6%) 33,079 (15.2%)
Controlling interest net income 4 (98) (1,930) 20,699 (109.3%) 23,990 (13.7%)
Controlling interest earnings per BD unit® (0.0) (0.5) 5.8 (108.6%) 6.7 (13.4%)
Controlling interest earnings per ADS © (0.3) (5.4) 57.8 (109.3%) 67.0 (13.7%)
EBITDA 3,618 71,973 75,440 (4.6%) 60,458 24.8%
EBITDA margin 14.6% 14.9% 12.9%

Total assets 34,428 684,848 637,541 7.4% 576,381 10.6%
Total liabilities 18,986 377,661 311,790 21.1% 240,839 29.5%
Total equity 15,442 307,187 325,751 (5.7%) 335,542 (2.9%)
Capital expenditures 1,050 20,893 25,579 (18.3%) 24,266 5.4%
Total cash and cash equivalents ” 5,410 107,624 65,562 64.2% 62,047 5.7%
Short-term debt 443 8,801 16,204 (45.7%) 13,674 18.5%
Long-term debt 9,042 179,864 101,747 76.8% 114,990 (11.5%)
Headcount & 320,618 314,656 1.9% 297,073 5.9%

- U.S. dollar figures are converted from Mexican pesos using the noon-buying rate published by U.S. Federal Reserve Board, which was Ps. 19.8920
per US$1.00 as of December 31, 2020.

2 Starting on January 1st 2019, the Company adopted IFRS16 “Leases” accounting rule using the modified retrospective method under which the
comparative information was not restated.

3 Company's key performance indicator.
4 Represents the net income that is assigned to the controlling shareholders of the entity.
> “BD" units, each of which represents one series “B” share, two series “D-B” shares and two series “D-L" shares. Data based on outstanding
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7%

13%
Total Revenues by 36%
Business Unit
millions of Mexican pesos e
Ps. 492,966
37%
6% 2%
2%
Income from Operations’
by Business Unit -
millions of Mexican pesos 3
Ps. 41,503 61%
9% 5%
2%
EBITDA?
by Business Unit
millions of Mexican pesos 52%
Ps.71,973
TotaI.Assets b'y 3804 35%
Business Unit
millions of Mexican pesos
Ps. 684,848
8% oy 16%

B coca-Cola FEMSA
FEMSA Comercio:

2,161,177,770 BD units and 1,417,048,500 B units.
¢ American Depositary Shares, a U.S. dollar-denominated equity share of a foreign-based company available for purchase on an American

stock exchange.

7 Cash consists of non-interest bearing bank deposits and cash equivalents consist principally of short-term bank deposits and fixed rate investments.

8 Includes headcount from Coca-Cola FEMSA, FEMSA Comercio and Other Businesses of FEMSA.

Proximity Division
I Health Division
Fuel Division
M others*

Includes FEMSA Strategic Businesses.

- Company's key performance indicator.
- EBITDA defined as Income from

operations plus depreciation,
amortization and other non-cash items.
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OUR FOCUS ON SUSTAINABILITY

The global pandemic in 2020 disrupted the health, mobility, safety, economic and environmental
circumstances of our employees, customers, value chain and surrounding communities.

Yet FEMSA remained firm in our conviction to continue generating economic and social value.
Now, more than ever, is the time to continue pushing for better conditions that will
create prosperity, protect our people and preserve our planet. In the following pages, we
share a few key examples of our efforts to move forward on these objectives in 2020.

Learn more about our performance throughout the rest of this report.

Circular
Economy

Water
Stewardship

COVID-19
Resilience
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+1 5,500 sites in Mexico

powered with renewable energy

+77.6°/0 of electricity needs in
Mexico covered by clean sources,
avoiding 721,995 tons of COe
emissions per year

80(%) of Coca-Cola FEMSA's
manufacturing operations
powered by clean energy

Coca-Cola FEMSA received approval
from the Science Based Targets
Initiative for its 2030 carbon

footprint reduction targets

13 oo
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Circular
Economy

[

1 000/0 of our beverage

manufacturing plants in Mexico
have achieved Zero Waste to
Landfill certification

500/0 recycled PET fiber in OXXO
store employee uniforms

+60, 000 refrigerators

per year - and 90% of their
components - repaired, reused or
recycled by AlPunto at the end of
their useful life

Learn more about our circular
economy strategy ®

O

Human
Rights

R

Signatories of the United
Nations Global Compact
and members of the Tent
Partnership for Refugees

+28,000 hours of

Ethics training to employees

+436,000 hours of Human

Rights training to employees

Coca-Cola FEMSA
included in Bloomberg
Gender-Equality Index

GENDER
EQUALITY

DECENT WORK AND
ECONOMIC GROWTH

o
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Water
Stewardship

Coca-Cola FEMSA improved its
water-use ratio to reach

1 .49 Iite IS of water per liter

of beverage produced

1 00% of the water used

to produce Coca-Cola FEMSA's
beverages returned to the
environment in main markets

Awouo33 dejndain
s3ysiy uewnH

26 Water Funds launched in

1 0 Latin American countries

28,871 people in 195

communities accessing safe water
through Lazos de Agua program

CLEAN WATER

AND SANITATION

o

Clean Water
and Sanitation

COVID-19
Resilience
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3Cs of our health and safety focus:

Collaborators: Prioritized the
wellbeing of our 320,000 people

Customers: Enhanced in-store
hygienic protocols and helped small
businesses re-open

Community: Contributed to
public-private initiatives and
donated essential supplies to

our neighbors

Learn more on page 9

GOOD HEALTH
AND WELL-BEING

Good Health &
Wellbeing

2020 ANNUAL REPORT FEMSA




OUR CONTRIBUTION TO THE COMMUNITY

We recognize our active role in society as a good and responsible
neighbor, investing and connecting with the communities where
we have a presence. Here we share some highlights of the most
important contributions to social value made by our extended FEMSA
family in the fight against COVID-19 during 2020.

Learn more about our impacts this year throughout the rest of this report.

FXEwn

L REPORT FEMSA

JUNTOS PROTEGEMOS A Los 1T |
TRABAJADORES DE LA SALUD
DE MEXICO.



+24,000 vulnerable
employees
transitioned to
work-from-home
arrangements @

+3.15 million face masks
donated to police and
security forces ®

+25,100 kilometers
traveled by Solistica to
deliver COVID-19
medical supplies ®

+34,000 food packages
delivered to vulnerable
communities, equivalent
to 340 tons of food and
products to cover
basic needs ®

PREVENIR LA PROPAGACION DFL
VIRUS ESTA EN TUS M. 5

® O

+1,100 advertising
spaces used to
communicate
preventive health
measures @

+8.1 tons of food
from eur Dona Tota
fast-food restaurants
donated through the
@ Food Banks of Mexico ®

+32,000 liters of
fuel donated to
ambulances of the

Mexican Red Cross @
+6,700 cans of food

and 12,000 face shields
donated by Farmacias YZA
to health personnel ®

=

7 3

+26,000 shopkeepers
protected with plexiglass

e aons countertop shields @

supported through the
OXXO's “Rounding Up”
your change program @

+400,000 plastic face

shields designed and

manufactured by PTM
for donation and sale @

+3,000 supplies from
our Bara discount
format stores
donated to hospitals
in Guanajuato, .o
Aguascalientes, Jalisco
and Querétaro ®

+650 temporary-beds
and intensive care units
built in the Citibanamex
Center in collaboration
with our partners
in Mexico @

+US$ 32,629 invested in . N
+15,200 biosafety elements N
donated to hospitals,
institutions and vulnerable .
communities @

15t Mexican-made
mechanical respirator
designed with
engineering expertise
from Torrey @

+Ps. 90.0 million
(US$ 4.5 million)
raised to distribute
protective equipment
to healthcare workers
in Mexico ®

personal care items ®

AL REPORT FEMSA

FEMSA @

FEMSA Comercio ©
Coca-Cola FEMSA @

FEMSA Strategic Business @
FEMSA Foundation @

50° GUATEMALA
PANAMA

Donation of food

+US$ 37,300 to the community ®

in donations of

medicines and .
26,000 PCR COVID-19

tests donated in
collaboration with
other stakeholders @

+US$ 331,000
in donations of

han medicines, diapers
q}}\/y and personal
\/D\Tt care items ®
g N e +500,000 liters of

sanitizing alcohol
distributed using our

+3.8 million liters of beverages e
logistics network @

donated in 10 countries
for frontline healthcare
professionals and vulnerable
communities @
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Dear
Shareholders:

The past year was one characterized by

many humanitarian and economic challenges
across the world. FEMSA faced these risks and
opportunities head on, as we are aware of the
important role we play - both as an economic
engine and as a force for social good - in the
regions and communities where we operate.

We are proud of the swift and unified actions
of all our teams to develop a comprehensive
management response framework designed to
protect short-term results while maintaining
long-term goals. Thanks to these efforts, we
emerged as a stronger company within the
robust business ecosystem in which we operate.
Some highlights of our COVID-19 response:

* Our top priority in 2020 was the
health, safety and wellbeing of our
people, customers and consumers. We
implemented work-from-home programs
for our employees, including more than
24,000 of them who had underlying health
conditions or other identified risk factors.

We are proud of the swift and unified actions
of all our teams to develop a comprehensive
management response framework designed
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to protect short-term results while maintaining

long-term goals.

In other cases, we redefined protocols and
expanded infrastructure to support work-
from-home arrangements. For the essential
employees who kept our stores, stations
and facilities open to meet the needs of
our communities, we distributed personal
protective equipment and intensified all
on-site hygienic, disinfection and deep
cleaning standards. To extend protective
measures to our other areas of influence,
we implemented social distancing
measures in accordance with regulatory
guidelines and proactively made important
operational adjustments. For example,
across FEMSA Comercio, we added
plexiglass shields at checkout counters and
used nanotechnology to sanitize service
stations and public restrooms.

In collaboration with stakeholder
partners, we came together in 2020
to give back to our neighbors and
communities in need. We were proud
to take a leadership role in Juntos por

José Antonio Fernandez Carbajal
Executive Chairman of the Board

M. Eduardo Padilla Silva
Chief Executive Officer

Our top priority in 2020 was the
health, safety and wellbeing of our
people, customers and consumers.
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In collaboration with
stakeholder partners,
we came together in
2020 to give back

la Salud, a public-private initiative to
protect community health in Mexico. With
contributions from governmental bodies
and nearly 600 companies, organizations
and academic institutions, the objective
of the program was to combat COVID-19
by increasing the availability of medical
equipment and supplies for hospital
personnel, security forces and the
employees, suppliers, customers and
consumers of participating companies.

FEMSA’s combined contributions to the
Juntos por la Salud initiative - as well as
many other initiatives during the year

- came from many parts of our diverse
organization. We are so proud of the
leadership of all our colleagues who came
together to contribute their ideas, talents,
time, resources and passion to help save
lives. The team at Torrey contributed in the
design and engineering expertise for the
development of the first ) 100% Mexican-
made mechanical respirator (completed
in only 10 weeks) and then Solistica helped
to transport and deliver mechanical
respirators and other medical supplies.
FEMSA Foundation was instrumental

in promoting the #pontecubrebocas
communications campaign to encourage
the correct way and societal normalization

2020 ANNUAL REPORT FEMSA

Juntos por la Salud had mobilized more
than Ps. 1.4 billion (US$ 71.5 million)

in contributions from more than 33,000
individuals, benefiting 530 hospitals.

Through a disciplined approach to financial
management, we ensured business
continuity by carefully evaluating capital
expenditures and responsibly preserving
working capital. We set up cash flow “control
towers” and dynamic scenario analyses for
each business unit, allowing us to maintain
precise visibility of cash levels in real time
while better visualizing and anticipating
potential areas of financial stress. Our
consolidated net debt position at year-end
was Ps. 81.0 billion (US$ 4.1 billion), and our
capex decreased 18.3% as we identified and
rationalized noncritical investments. FEMSA
business units followed similarly conservative
approaches. For example, Coca-Cola FEMSA's
relentless focus on driving efficiencies
resulted in cost and expense savings of

Ps. 7.4 billion (US$ 0.4 billion) for the year.
Such efforts across our business units,
coupled with our conservative balance sheet
management and successful debt financings,
resulted in a solid year-end cash position at
FEMSA of more than Ps. 107.6 billion

(US$ 5.4 billion).

of wearing masks to increase public safety Each of these responsive actions - and
- messaging that was shared on television, many more - align with FEMSA'’s mission to
radio, print and social media. At year-end, generate economic and social value through

to our neighbors and
communities in need.



https://www.femsa.com/en/press-room/press-release/mexican-companies-develop-ventilator-to-treat-covid-19/
https://www.femsa.com/en/press-room/press-release/mexican-companies-develop-ventilator-to-treat-covid-19/

our companies and institutions. They also
underscore our commitment to sustainability,
in every sense of the definition - that is,
maintaining long-term growth and business
continuity despite disruptions, as well as going
further to reduce our environmental footprint
and promote community development. FEMSA
contributes to the United Nations Sustainable
Development Goals and, as a signatory of the
U.N. Global Compact (UNGC), we support its 10
Principles in the areas of human rights, labor,
environment and anti-corruption. By focusing on
environmental sustainability and labor inclusion
priorities today, we are ensuring longer-term
business continuity and success tomorrow.

Despite the challenges of the year's macroeco-
nomic environment, we continued to execute
on our strategic vision for responsible capital
deployment in high growth, high return assets.

* Seeking to apply our capabilities in high-
frequency, process-enabled distribution,
and expand our footprint into markets
with favorable growth potential and
visibility, we acquired a majority controlling
interest in a new combined company that
brought together two market leaders in
the specialized distribution industry, with a
focus on janitorial and sanitary (“jan-san”)
supply solutions: WAXIE Sanitary Supply
and North American Corporation. During
the year, we completed significant steps in
their integration process, including bringing

in a new CEO to lead the combined
company and move forward on our growth
strategy for industry consolidation. In

late 2020, we took a couple of additional,
relevant steps to advance that strategy by
acquiring SW Plus and Southeastern Paper
Group, Inc., further expanding our U.S.
reach while continuing to build a national
distribution platform.

We also continued to build our reach and
capabilities in Latin America. For example,
Solistica completed a full year as the

first fully integrated third-party logistics
solution provider in the Brazilian market
following the successful acquisition of AGV
last year. Similarly, following last year's
announcement of FEMSA Comercio's entry
into Brazil through Grupo N&s, our joint
venture with Raizen, the first OXXO store in
Brazil opened its doors to the public in the
city of Campinas in December 2020.

Reflecting the challenging and complex
operating environment across our
company in 2020, total revenues decreased
2.7% from the previous year to

Ps. 493.0 billion (US$ 24.8 billion); income
from operations decreased 12.0% to

Ps. 41.5 billion (US$ 2.1 billion); and net
consolidated income decreased 86.6% to
Ps. 3.8 billion (US$ 0.2 billion). Net majority
loss per BD Unit was Ps. 0.54 in 2020

(US$ 0.27 per ADS).
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Despite the
challenges of the
year's macroeconomic
environment, we
continued to execute
on our strategic vision
for responsible capital
deployment in

high growth, high
return assets.

ADORCS DE LA SALUD
DE MEXICO,

#ContaglaSolidaridad

AR Y

®  JUNTOS PR
gt
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While the second and third
quarters of 2020 were
challenging across FEMSA’s
operations, we began to
see consistent gradual
improvement across our
business units by the
fourth quarter.

B FEMSA Comercio felt the effects of pandemic-
driven reduced customer mobility, which
significantly impacted certain consumption
occasions and store segments. We faced broad
health-related operating restrictions on small
box retail formats, contributing to a slow pace of
recovery in OXXO stores. Many of the consumer
needs we serve - such as thirst or craving for a
snack or meal on-the-go - involve immediate,
spur-of-the-moment purchasing decisions, and
those categories were particularly exposed to
the lack of consumer mobility. Nevertheless,
same-store sales during the second half of the
year showed a gradual, but sustained trend of
recovery that stabilized in the final weeks of
December, though still below the levels of the
comparable period of 2019. Reduced mobility
also impacted the results of our Fuel Division,
while the Health Division had a strong year as
our operations in Mexico continued their strong
momentum and we catered to our customers’
health needs across markets.

Il Coca-Cola FEMSA, having embarked on a
deep transformation to create a leaner, more
agile organization prior to the pandemic, was
well positioned to adapt to the challenges of the
year resiliently. We saw sequential operational
improvements during the year driven by the
gradually recovering consumer demand,
portfolio innovation and affordability initiatives,
and accelerated rollouts of new digital strategies.
Coca-Cola FEMSA also benefited from a
favorable environment for certain raw materials

2020 ANNUAL REPORT FEMSA

and achieved strong efficiencies and expense
containment across operations, protecting

their profitability. Importantly, in support of our
sustainable development objectives, we are very
proud that Coca-Cola FEMSA issued its first green
bond in the international capital markets for

US$ 705 million priced at US Treasury +120 basis
points and a coupon of 1.85% and due 2032, the
largest for a Latin American Corporation and a
first for the Coca-Cola System.

We know that our resilience this year would
not have been possible without the remarkable
adaptability, agility and commitment from all of
FEMSA’'s more than 320,000 people. We thank
our colleagues, as well as all stakeholders, for
their unwavering partnership and cooperation
with us throughout the year. To learn more
about the positive impacts we made together
as a team, we invite you to explore the rest

of this 2020 Annual Report, as well as our
accompanying 2020 @ Sustainability Content.

As we begin a new year, we are optimistic about
the prospects of a healthier, better tomorrow,
and we thank you for joining us as we continue
to work to move FEMSA forward. We wish you a
healthy and successful 2021.

José Antonio Fernandez Carbajal
Executive Chairman of the Board

M. Eduardo Padilla Silva
Chief Executive Officer

14
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FEMSA COMERCIO

The three divisions of FEMSA Comercio (FEMCO)—Proximity, Health

and Fuel— deliver economic and social value for all our stakeholders.

Our brands include OXXO proximity stores; drugstores (under the
brands Cruz Verde, Farmacias YZA, Moderna, Farmacon, Fybeca,

Sana Sana and Maicao beauty stores); and OXXO GAS service stations.
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Through our divisions we contribute to

the direct employment of more than
204,000 people across Latin America, deliver
close to 33.1 million products and services
and serve approximately 12.2 million
consumers every day.

An important part of our business model is
our commitment to sustainability. FEMCO
divisions conducted a comprehensive
update to their materiality assessment

in 2020 to identify the environmental,

social and governance (ESG) topics that

are most material to our business and our
stakeholders. These assessments confirmed
and validated our sustainability commitments
through setting new targets around climate
change, circular economy, gender equality
and community development. Also, our
divisions made significant progress during
the year in contributing to FEMSA’s corporate
goals and sustainability strategy by working
on initiatives and programs aligned with our
material topics.

2020 ANNUAL REPORT FEMSA

Creating Social Value Across FEMSA Comercio

COVID-19
Resilience
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The top priority for FEMSA Comercio
(FEMCO) in 2020 was protecting our
employees, customers and business
operations. Business continuity was
essential to be able to continue providing
products and services to our consumers
during the health emergency. In response
to COVID-19, FEMCO maintained its
leadership position in creating social
value by addressing the needs of
communities. We procured donations of
food, medicines and healthcare supplies
while supporting local initiatives to
support economic recovery.

GOOD HEALTH
AND WELL-BEING

Good Health &
Wellbeing

Human
Rights

‘i -

Wi
Next, a second wave of social value creation
was oriented towards global economic
recovery and human rights. These efforts
are in line with our broader Inclusion and
Diversity (I&D) strategy, which is focused
on providing job opportunities for young
people, elderly and vulnerable populations,
as well as adopting an open culture that

celebrates the authentic contributions of
everyone’s unique talents.

We promote full and productive
employment and decent work for all
people. In 2020, FEMSA joined the

(#) Tent Partnership for Refugees, a global
non-profit coalition of more than 140
multinational companies working toward
the economic integration of refugees

by supporting dignified and formal
employment opportunities. In partnership
with Tent and the United Nations High
Commissioner for Refugees (or ACNUR by
its Spanish acronym) in Mexico, we hired
more than 200 refugees in OXXO stores.

GENDER DECENT WORK AND

EQUALITY ECONOMIC GROWTH
Gender Decent Work and
Equality Economic Growth

Since 2005, more than 1,600 OXXO

stores and OXXO GAS facilities have been
recognized with the Gilberto Rincon
Gallardo Inclusive Company Distinction,
awarded by the Ministry of Labor and Social
Security in Mexico, for their good labor
practices related to equal opportunities,
inclusion, development and non-
discrimination of vulnerable populations.
These achievements reflect our ambition
to become a top employer and neighbor in
our communities.

For more information on the sustainability
progress of the FEMSA Comercio Proximity,
Health and Fuel Divisions, please visit our
(#) 2020 Sustainability Content.
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Proximity
Division

FEMSA Comercio’s Proximity Division
operates the largest chain of small-format
stores in Latin America and is the second
largest retailer, in terms of revenues, in
Mexico. Under the brand name, OXXO, our
aim is to deliver convenience and simplify the
lives of our customers.

Historically, one-stop shopping at OXXO has
meant responding to our customers’ busy
lives and on-the-go needs in a fast, simple
way. But in 2020, the pace of mobility slowed
down around the world. Many people paused
their normal commutes to work or school,
significant operating restrictions were put into
place by local governments and consumer
preferences shifted toward in-home food
consumption. Yet, with agility and resiliency,
we were able to keep the large majority of
stores in Mexico open during the pandemic to
meet our customers' changing needs.

To ensure continued financial liquidity, we
focused on expense efficiencies and cost
containment, including moderating store
expansions, closing stores with marginal or
subpar productivity and adjusting opening
hours. We completed the year with 236 net
store additions.

Circular
Economy

2020 ANNUAL REPORT FEMSA

Sustainability Progress

The Proximity Division continued to move toward FEMSA's energy efficiency vision and corporate clean energy goal to mitigate climate
change. During 2020, we took the following climate actions:

Climate
Change

& -
“ w v
)

14,847 stores and

13 OXXO distribution
centers powered with
renewable wind energy

We also further expanded our circular economy objectives by:

(s

Equipping 11,736
stores with waste
separation capabilities
and recycling bins

16,377 stores, 18 OXXO
distribution centers and
26 offices equipped with
smart energy systems

SO

Recycling 16,657 used
OXXO stores uniforms
into other products

BN

6,298 stores utilizing
solar control films
to regulate heating,
ventilation and air
conditioning systems

s

" 'yo cuino
EL MEDIO
| AMBIENTE

Reducing plastic bag
utilization by 70% below
2015 levels through the
“iSin Bolsa, Gracias!" (“No
bag, thank you!”) campaign

L‘A/k
+35% reduction in store
energy consumption
through our Energy

Efficiency Program
compared to 2009 baseline

Recycling 1,599 tons
of office equipment and
furniture that reached its
end of life

To support COVID-19 relief, among many other collaborative initiatives across our Proximity Division, OXXO carried out more than

700 community development actions (focused on health, food and economic recovery). We allocated more than Ps. 100 million in products
through the Mexican Food Bank Network and we invested more than Ps. 53.0 million (US$ 2.7 million) to mitigate pandemic effects.

This included providing a total of 3.15 million facemasks to healthcare workers and public security personnel, 9.3 million personal health
supplies to frontline workers and 34,000 pantry packages to those in need.
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Colombia Chile
110 104

Peru
57

Mexico
19,295 . .

Proximity Division
Points of Sale 2020
Total: 19,566

As foot traffic in stores dipped and same-
store sales contracted in 2020, we adapted
our value proposition to best meet customer
needs. For example:

‘-" We revised our strategy for

™\, fresh, fast food products and

_ A other perishable categories
to ensure safety while preserving
profitability. This included reducing the
operating hours of our popular freshly
prepared food brand jO’Sabor! but expanding
its offerings to offer attractive new options for
in-home consumption, such as hearty stews.
For coffee, we restricted the service hours and
varieties and replaced traditional self-serve
supplies with pre-packaged kits at check-out.

We also expanded the andatti product line
and launched a new @ e-commerce platform
to offer customers premium coffee options
for at-home consumption.

We expanded our selection of

alcoholic beverages, increasing
O:= sales in adjacent categories at

OXXO such as the Wines & Spirits
category. Following temporary government-
mandated interruptions of beer production
across Mexico, we saw an opportunity to
serve consumers in a new way. By working
closely with suppliers on packaging and
flavors exclusive to OXXO, we made wider
selections available for affordable new
consumption occasions. As supply chain
disruptions for beer eased throughout the
year, we continued to offer brands produced
and distributed by Heineken Mexico and
increasingly, by Grupo Modelo - currently
both available in more than half of our stores
in Mexico.

L We adjusted SKUs in our portfolio

& to focus on health, hygiene,

groceries and self-care. In response
to the new needs of our consumers

and our communities, we increased the
availability of essential pantry items (such
as cooking oil and toilet paper) as well as

personal protection (such as sanitizing gels,
disinfectant wipes and face masks). We also

created new displays for these items in
high-visibility exhibition zones throughout
the store.

We also expanded the
andatti product line
and launched a new

e-commerce platform

to offer customers
premium coffee
options for at-home
consumption.
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https://oxxoandatti.com/

At OXXO, we are committed to helping our
customers conveniently execute their day-
to-day financial transactions in one place. As
consumer habits and needs changed during
the pandemic, and given a largely cash-
dependent Mexican economy, we achieved
strong performance in real-time service
payments. Currently, customers can access
more than 7,000 services in an OXXO store,
including making payments for utility bills
and basic household needs, such as internet,
electricity and streaming entertainment.

We expanded our OXXO PAY service, through
which customers can make cash payments in
real time for digital goods. For example, users
can now initiate or renew their subscriptions
online to services like Spotify Premium and
pay in cash at any OXXO store.

Additionally, through a new alliance with
Amazon México, users that do not have a
credit or debit card can now access millions
of products on amazon.com.mx and pay
within 48 hours at their local OXXO store.

While in the store, customers can also make

deposits into accounts at correspondent bank

partners, send remittances and prepay their
mobile phones. For example:

As part of our commitment to
communities and generating economic
and social value, we increased the
number of our partnerships with
correspondent financial institutions.
We are now connected to 18 banks and
12 SOFIPOS (or Sociedad Financiera
Popular financial entities) and we offer
the ability to make cash withdrawals
from eight partner banks.

We announced a strategic partnership
with @) Ria Money Transfer, through
which OXXO customers can receive

up to $ 100 USD per transaction at
advantageous, transparent exchange
rates through Ria’s network of
approximately 402,000 locations in more
than 150 countries. Customers can also
withdraw up to $ 2,500 Mexican pesos in
cash at any OXXO store.

Opportunities in the telecommunications
industry in Mexico this year led us to
continue integrating partnerships with
mobile operators and launch a new basic
smartphone at an accessible price, Kaios
Phone - helping our customers stay
connected and supporting the digital

inclusion of more people in our community.

Customers can

access more than
7,000 services in an
OXXO store, including
making payments for
utility bills and basic
household needs.

2020 ANNUAL REPORT FEMSA
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https://www.riamoneytransfer.com/us/en

Beyond supporting the digital economy in
Mexico, we are also accelerating our own
digital transformation. We expanded the reach
of our “Mi OXXO" home delivery concept -
which had previously begun as a pilot program
within an enclosed region in the city of
Monterrey - to cover the entire metropolitan
area of greater Monterrey. Elsewhere in
Mexico, we activated a new web service in
association with regional distribution partners
to facilitate a home delivery offering in the
same way and we will continue to build this
program out moving forward.

As a cornerstone of our ongoing consumer
relations strategy, in 2020 we launched a new
loyalty program in select regions in Mexico,
following insights from earlier pilot programs.
Consisting of both a physical card and an

app for smart phones, the program allows

us to optimize consumer communication
campaigns while leveraging data and analytics
to inform and personalize promotions

and rewards that resonate with consumer
behavior and purchasing decisions.

We continue to strengthen our position
outside of Mexico and leverage our scalable
business platform in new markets. This
includes utilizing our expertise in retail

store formats, technology and operational
practices, which will allow us to continue to
achieve sustainable growth.

In 2020, we opened our first OXXO store

in Brazil, planting the seeds for the future
growth of the OXXO brand in this large,
key market. Our value proposition for

the Brazilian consumer maintains the
flagship elements of the chain that have
been so successful in Mexico, while

also “regionalizing” the stores to deliver
the most relevant, differentiated and
highly competitive solutions that cater

to Brazilians' tastes. This move follows

our 2019 acquisition of 50% of Raizen
Conveniéncias, comprised of franchised or
licensed Shell Select convenience stores
within the network of Raizen gas stations.
In total, we opened 96 new stores in Brazil
in 2020, including 86 franchised Shell Select
stores and 10 company-operated stores
(comprised of both OXXO and Shell Select
stores). We also opened our first district
office and distribution center in the city

of Campinas, near Sao Paulo. Looking
ahead, we will continue to strengthen our
international presence by continuing to
build the OXXO brand in Brazil and across
our South American markets, as well as by
increasing the number of Shell Select brand
convenience stores at Raizen gas stations.

We activated a
new web service

in association with
regional distribution
partners to facilitate
home delivery.

2020 ANNUAL REPORT FEMSA
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Health
Division

FEMSA Comercio’s Health Division responds
to the healthcare needs of the communities
where we have a presence. Through a growing
network of drugstores and related operations,
we distribute and sell patented and generic
pharmaceutical drugs, beauty products,
medical supplies and wellness and personal
care products, among other categories. FEMSA
Comercio started to build the Health Division
in 2012 and as of 2020, our brands now
represent the second largest pharmacy chain
in Latin America in terms of units.

This year healthcare was top of mind for the
world. Our pharmacies played an essential
role in ensuring that people across Latin

Ecuador
693

México
1,331
Colombia

444

Chile*
9200

Health Division Points of Sale 2020
Total: 3,368

*Including 172 Maicao beauty stores

America were able to access important
medicines, sanitizers and other self-care and
immunity-boosting supplies. For this reason,
despite restrictions on mobility, ensuring
business continuity at our pharmacies was an
extremely important priority.

To maintain a healthy financial position
amidst the economic uncertainties of the
year, we slowed down our store expansion
rate, particularly in Colombia and Ecuador.
We expanded our drugstore count by 207 net
new stores to reach a total of 3,368 open units
across our territories as of year-end. Despite
the challenging year, our overall market share
increased in different countries, such as Mexico
and Colombia, reflecting the adaptability and
agility of the organization in response to new
business risks and opportunities.

Sustainability Progress

Climate
Change

)

In 2020, the Health Division continued
to support FEMSA's Sustainability
Strategy by accelerating climate
actions, including in-store energy
efficiency and renewable energy
goals. 640 pharmacies are now
powered by renewable energy, and

in Mexico, we reduced our energy
consumption by 3.6% below the prior

Circular year by implementing strategies
Economy such as expanding LED illumination
‘ systems, among other examples.
‘ In alignment with FEMSA's zero
waste to landfill goal by 2030, we
responsibly managed our different
types of waste, including recycling
750 tons of waste from our
COVID-19 distribution centers.
Resilience

Affordable and
Clean Energy

Responsible Consumption
and Production
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In addition to supporting our
neighbors and communities through
the portfolio of health products and
services we offer, we implemented
other social value initiatives
throughout the year, including the
donation of medicines, food and
personal protection supplies. Through
the “Redondeo” or “Dona tu Vuelto"
(Donate your Change) programs,
customer donations are directed to
support institutions that work for

the benefit of society. In 2020, these
programs at Farmacias YZA in Mexico
channeled Ps. 4.45 million to

local institutions.

Finally, in collaboration with FEMSA
Foundation, Nestlé and other
partners, Farmacias YZA took a
leadership role in addressing the
issue of food insecurity in vulnerable
communities in Mexico in 2020. Again,
thanks to the generosity of customer
donations, volunteers helped to safely
distribute food and other pantry
staples for children and families, as
well as share tips and key messages
about COVID-19 safety and preventive
health measures.

1 CLIMATE
ACTION

4

Climate
Action
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Strengthening and Scaling Up
the Organization

As of January 2020, we now own 100%

of our health platforms in Mexico and

South America, which represents another
successful milestone in our long-term effort
to continue gaining relevant scale and brand
recognition by building a leading regional
drugstore platform. This move has also been
an important foundation for strengthening
the synergies of our organization and
continuing to consolidate a fragmented
industry. As we gradually implement a more
standardized business model and fine-tune
it as needed across markets, we are building
a solid platform for future regional growth.
Full ownership status has also allowed us

to strategically deploy talent in different
parts of the platform and to establish a free
flow of best practices across brands and
countries. For example, we are establishing
a consistent leadership approach that is
increasing efficiencies and margins, even

in a year characterized by a challenging
macroeconomic environment.

Enhancing our Customer Value Proposition

In 2020, we continued to enhance our

customer value proposition in several
important ways:

Q Building community trust: We
ff pride ourselves on being trusted

by the communities we serve.

In Latin America, where healthcare costs are
often out-of-pocket and doctor visits may be
unaffordable, visiting the local pharmacy for
over-the-counter medicines and healthcare
advice can be invaluable, and we take this
responsibility very seriously. 100% of our
store team leaders and pharmacists across
all markets and brands are fully trained on
an ongoing basis to assist our customers.
We also ensure a consistent standard of care
across markets and brands, which allows

us to efficiently staff pharmacists wherever
talent is needed in the community.

Loyalty program: Our loyalty
programs not only reward
% = customers with significant

product discounts that support
health and wellness needs, but also inform
our product sourcing and geographic
distribution decisions. In Chile, as of 2020,
6.3 million customers are enrolled in our
loyalty program, representing 50% of the
country's total population older than 18
years of age, and driving approximately 50%
of our pharmacy sales. We digitally deliver
approximately 300 personalized campaigns
per month to program members, thereby
increasing product demand and making
it easier and more affordable for them to
stay engaged with our stores and adhere
to healthcare treatments as needed. On
average, a program customer visits our stores
more frequently and spends more than

In Chile, as of
2020, 6.3 million
customers are
enrolled in our
loyalty program.
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An important part of
our transformation
of the customer
pharmacy experience
is through the
development of a
digital ecosystem.

non-members by a factor of approximately
four. Loyalty program insights help us offer

a broader assortment of product options

for our consumers. Keeping connected and
engaged in 2020 helped us to effectively
communicate important preventive COVID-19
guidance, as well as offer specialized
products, services and information to support
health and immunity, strengthening our
leadership in the market.

Digital strategy: An important

part of our transformation of the

customer pharmacy experience

is through the development of

a digital ecosystem in which
we can provide personalized omnichannel
interactions on a technological platform that
is scalable and unique in the region. Prior
to the pandemic, we had begun to offer
several new digital capabilities, including a
“click-and-collect” service (in which customers
click on the products they need via our
website or app, and collect their products at
a convenient location); a last mile delivery
service; and full visibility into our prescription
inventories. These advantages not only save

2020 ANNUAL REPORT FEMSA

our customers time, but in the context of
COVID-19, have helped to increase safety

and reduce levels of physical exposure in
stores. We accelerated developments in these
programs in 2020, including strengthening
our e-commerce, digital marketing and online
order management system capabilities, which
increased sales growth throughout the year.
Looking ahead, the development of our digital
ecosystem - including the development of an
app and a health marketplace for expanded
offerings - will remain our top strategic priority
in Chile, Mexico, Colombia and Ecuador.
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_
Division

FEMSA Comercio's Fuel Division operates the
OXXO GAS brand of retail service stations
across 17 states in Mexico, selling quality
fuels (gasoline and diesel) and lubricants.
The OXXO GAS value proposition is based

on always providing the customer with a
superior and distinctive service, supported by
the values of honesty and trust.

Mobility restrictions related to COVID-19
caused a severe contraction in vehicle usage
and consequently an impact on the sales of
OXXO GAS. However, being designated as an
essential activity, OXXO GAS remained open
during the contingency while implementing
sanitization protocols in all our service
stations in order to safeguard both our
employees and customers.

Like we did in the Proximity and Health
Divisions given economic conditions, we
slowed the unit expansion rate of the Fuel
Division, adding twelve net new gas stations
during the year. Despite this deceleration in
our sustainable growth plans, as of the end
of 2020, OXXO GAS remained the largest
player in the service station market in Mexico,
operating a total of 558 service stations out
of a total of more than 12,770 stations across
the country.

PZEG/S Competitive Differentiation
= In Mexico, the fuel consumer is

& used to receiving a full-service
P “ ﬂ‘ experience. For this reason,

. at OXXO GAS, we focus on
differentiation by delivering the industry's
most courteous, efficient and reliable customer
service, making it a fundamental aspect of
our value proposition. We are able to deliver
this experience thanks to our employees, who
are empowered, well trained and committed
to upholding our organizational culture in
which the customer comes first. Moreover,
we are committed to offering our consumers

convenient locations, with safe and clean
facilities and excellent sales promotions.

Climate
Change

.’"'w
m

Water
Stewardship

Circular
Economy

(s

COVID-19
Resilience

,

ool \
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The OXXO GAS value
proposition is based

on always providing
the customer with a
superior and distinctive
service, supported by
the values of honesty
and trust.

and Sanitation
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Sustainability Progress

As part of our commitments to climate action and
water stewardship, 32 service stations are powered by
clean and renewable energy.

100% of all stations have energy efficient LED
illumination systems; and 100% of our stations have
waterless urinals in restrooms.

Our circular economy efforts are focused on
organizing efficient waste sorting and promoting
recycling, and 100% of our stations have specific
areas where waste is collected and sorted for
proper disposal.

To support FEMSA's wider COVID-19 response
strategy, OXXO GAS launched the Un Litro Con

Causa (A Liter with a Cause) initiative, through which
we donated more than 32,000 liters of fuel to the
Mexican Red Cross to support the transfer of people
with COVID-19 symptoms located in large cities
across six states in Mexico, benefiting more than
600 ambulances.

1 CLIMATE
ACTION

4

Clean Water  affordable and

Clean Energy

Climate
Action

Responsible
Consumption
and Production
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Given the macroeconomic challenges

during the year, including reduced mobility
overall due to the pandemic, we also took
the opportunity to develop new projects
focused on offering superior services and
differentiating ourselves further from our
competition. Among the new initiatives, we
implemented a new contactless point of sale
process that streamlines the operation to
help improve the efficiency of the customer
interaction at our service stations. New
functionalities include a faster and more
agile billing process carried out in real-time at
the pump. We also launched a new app that
allows users to locate our service stations,
check prices, confirm amenities offered and
access billing options, offering yet another
flexible option to meet the needs of

our customers.

Supporting our Employees
T j Our employees are trained and
= equipped with the tools they need
%T to succeed, and we implement a
= variety of programs that support
their personal and professional growth.
Through targeted training and coaching
programs—along with above-industry wages

and compensation structures—we support
employee development and reduce turnover.

In the context of the pandemic, we reinforced
our communication protocols with all
employees to strengthen preventive health
measures both inside and outside of our
OXXO GAS service stations. Employees were
trained to make the stations a safe place for
everyone. For example, nanotechnology was
utilized to regularly sanitize service stations
and each gas pump was equipped with
sanitizing products to keep all high contact
areas clean.

Looking ahead, our strategy is to continue
growing and innovating to maintain our
status as a leading brand in the fuel industry
in Mexico while continuing to create value for
all our stakeholders. Our philosophy and our
values-based culture commit us to satisfying
our consumers through excellent promotions,
accessibility, proximity, safety, reliability and
of course, full liters. We aim to grow our
footprint and to bring our value proposition
of quality service to more Mexicans at all
OXXO GAS stations.

Despite the challenges
faced during the year,
we continued to develop
new projects focused

on strengthening our
customer experience and
differentiating from

our competition.
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COCA-COLA FEMSA

Coca-Cola FEMSA has overcome crises before, demonstrating
the ability to successfully adapt to and capitalize on dynamic
environments to emerge a stronger company.
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The 5Cs of Caring

Among many other efforts and collaborations, Coca-Cola FEMSA focused our mitigation actions

This year, we acted swiftly to develop a comprehensive
management framework to guide our COVID-19 COVID-19

mitigation actions and comeback plans. This allowed us to Res"_'_e"ce in five key areas to ensure business continuity.

protect our short-term results while fostering our P

long-term goals. Our top priority was - and remains - e Collaborators Communities Clients
. 1

the health and wellbeing of our employees, customers
and consumers. As the countries in which we operate
began implementing restrictive measures at different
paces and levels, we worked closely with FEMSA,

The Coca-Cola Company and the rest of the global Coca-Cola
System to share and adopt the best practices that allowed
us to successfully navigate the challenging environment.

By embarking on a deep transformation to create a
leaner, more agile organization before the pandemic
with the rollout of our Fuel for Growth program,
Coca-Cola FEMSA was better positioned to adapt to
the fluid market environment of 2020 in a nimbler
and more disciplined way. Keeping

in mind the importance of our
purpose to “Refresh the world,”
we utilized four strategic
priorities to facilitate
our transformation and
growth as an integrated
commercial beverage
platform:

* Build a portfolio for
every occasion

* Drive an overall digital
transformation

* Ensure business sustainability

The One KOF strategic framework:
* Foster a collaborative culture One Vision, One Platform, One Future

Protect the health and wellbeing of our
entire workforce. We reinforced health,
sanitation and hygiene protocols for
all employees and provided Personal
Protective EqQuipment (PPE) to our
manufacturing, commercial and
distribution teams. We implemented
daily monitoring and communication
protocols across our organization, and
extended health recommendations to
our employees’ home environment.

Consumers

Continue to offer their beverage of choice

anytime, anywhere. To reach consumers

in new ways, we prioritized and simplified

our portfolio, leveraged affordability,

expanded options for platforms and
packages and
reinforced our

8
digital presence by
leveraging direct-to-
. " consumer channels.

Closely support our communities through
clear social initiatives. For example, we
donated more than 3.8 million liters

of beverages across our territories

and worked with industry partners to
bolster healthcare efforts in vulnerable
communities. Additionally, to support
Mexico City's Ministry of Health,

we teamed up with The Coca-Cola
Company and other organizations in
the #SumamosPorMexico initiative to
transform the Citibanamex Convention
Center into a temporary healthcare
center. We also collaborated with health
authorities to leverage our marketing
spaces and trucks to communicate
preventive measures. In Brazil, we
collaborated with local stakeholders to
distribute more than 500,000 liters of
sanitizing alcohol and to donate
26,000 COVID-19 tests focused on
frontline healthcare professionals.

(® See the video here

Remain close and continue to serve them in
the best possible way. Through programs
such as “Mi Tienda Segura” across Latin
America and “Movimento Nos” in Brazil,
we contributed to industry efforts to help
more than 50,000 “mom & pop” shops re-
open their businesses safely, offering them
supplies and protocol guidance. In Mexico,
we delivered more than 25,000 protective
plexiglass shields for store counters and
100,000 masks to traditional trade clients.

Cash flow

Proactively strengthen our balance

sheet and protect our cash flow. With

a disciplined approach to capital
allocation, we prioritized the security of
our cash position by developing control
towers to optimize our cash sources
and uses. We refinanced long-term
debt, aggressively targeted savings
opportunities and selectively prioritized
capital expenditures, enabling us to
solidify our financial position in the face
of a challenging environment.


https://www.facebook.com/CentroCitibanamex/videos/532642740742177/

We navigated the year with resiliency and
creativity to ensure solid short- and long-
term results and opportunities. While it

was difficult to completely avoid the effects
of COVID-19 health-related measures on
business results, we were able to anticipate
changing consumer behaviors throughout the
year to successfully offset these impacts.

Our volume decreased 2.5% to 3.3 billion unit
cases, and total revenues decreased 5.6% to
Ps. 183.6 billion (US$ 9.2 billion). However,
operating margin increased 60 basis points to
an operating income of Ps. 25.2 billion (US$ 1.2
billion), driven mainly by declining PET costs,
favorable currency hedging initiatives and

our operators’ outstanding ability to generate
savings and efficiencies.

I Building a Portfolio

for Every Occasion

Guided by our obsessive consumer focus,

we are consolidating a winning total beverage
portfolio to satisfy evolving tastes and
lifestyles. We are improving our competitive
position in the still beverages category and
expanding our water portfolio to establish
consistent leadership across this growing
category. We are also driving sparkling
beverage growth by leveraging portfolio
innovation and affordability, while driving our
low- and no-sugar beverage portfolio ahead
of consumer trends.

Portfolio Innovation

In 2020, we saw mix shifts as lockdowns

and social distancing measures generated
declines in on-the-go consumption and
reshaped purchase occasions. As consumers
increased at-home consumption, we
responded by developing new packaging
innovations and expanding home delivery
routes. In Mexico, our home delivery
program, “Coca-Cola en tu hogar,” grew double
digits from the prior year. We also further
diversified our portfolio to capture market
share in the growing hydration, nutrition
and energy categories, while entering the
alcoholic ready-to-drink category.
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en tu hogar

We are consolidating
a winning total
beverage portfolio to
satisfy evolving tastes
and lifestyles.
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Examples of Portfolio Innovation

Topo Chico:
a premium sparkling mineral water
that is now part of our portfolio
in Mexico, which grew at an
impressive pace, setting the stage for
continuous growth in the sparkling
water category.
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Topo Chico Hard Seltzer:
a premium offering in Latin
America that represents the first
step by the Coca-Cola System into
the alcoholic ready-to-drink space
in the region.

Affordability

With the pandemic came economic
uncertainty around the world. Knowing

our consumers were facing challenging
environments, we prioritized and simplified
our portfolio to offer more affordable options
across categories, and responded swiftly to
increased demand for affordable single-serve
bottles, multipacks and multi-serve returnable
presentations. In 2020, returnables grew
double-digits relative to the prior year across
our key markets. In Argentina, Colombia,
Mexico and Uruguay, we also introduced

the universal bottle presentation, a multi-
serve PET bottle with the flexibility to offer
affordability to our consumers through a
returnable bottle that can be exchanged for
returnable presentations of Coca-Cola, Sprite,
Fanta or Valle Frut (a non-carbonated fruit-
based beverage), successfully expanding our
affordability with returnables to our flavored
sparkling and still categories.

uuuuuuu

We prioritized
and simplified our
portfolio to offer
more affordable
options across
categories.

To incentivize and accelerate “easy”
transactions, we also continued to execute
on our Magic Price Points strategy, which
conveniently prices single-serve beverages at
the value of a sin<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>