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AT WALMART, CHANGE IS A CONSTANT.. WE ARE CONTINUOUSLY EVOLVING AND HAVE
GONE FROM BEING A BRICK-AND-MORTAR BUSINESS TO AN OMNICHANNEL OPERATION.
NOW WE HAVE A NEW CHALLENGE, FURTHER TRANSFORMATION TO REACH A HIGHER
LEVEL AND BECOME THE LEADING RETAIL OMNI-DRIVEN ECOSYSTEM IN
MEXICO AND IN CENTRAL AMERICA. IT MEANS BROADENING OUR CAPACITIES AND
CONNECTING THE NEEDS OF OUR CUSTOMERS TO SOLUTIONS THAT PROVIDE ACCESS
TO LOW COST, TOP QUALITY PRODUCTS AND SERVICES, TO CONTINUE
HELPING PEOPLE TO SAVE TIME AND MONEY, AND LIVE BETTER.

IN 2021..
GOING BEYOND
RETAIL
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ECOSYSTEM OF CHOICE
+ Ecosystem of Choice

+ Bait Connectivity

+ Financial Solutions

« Walmart Connect

+ The Experience of Our Walmart
Ecosystem
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OPPORTUNITY

Our Talent

Developing Our Talent

Work-Life Balance

Diversity, Equality and Inclusion
Responsible and Inclusive Value
Chain

Diverse and Inclusive Supply Chain
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ENABLERS

+ Customer Centricity
+ Technology and Data
+ Logistics

+ Best Talent
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OUR BUSINESS

+ Messages
Relevant Figures
Our History
Regenerative Company
Our Flywheel
Strategy
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FINANCIAL VALUE

+ Message from the CFO

« Performance

+ Key Performance Indicators
» Value Creation

« Investments

« Income Statement and Balance Sheet

COMMUNITIES

+ Building Strong Communities

+ Access to Safe and Healthy
Products and Services

ETHICS AND INTEGRITY

Ethics and Compliance
Information Security
Digital Citizenship

Risk Assessment
Human Rights
Corporate Governance

.
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LEAD IN OMNICHANNEL

« Core business:
QOur stores

+ Innovation:
Our eCommerce
+ Expanding our
On Demand Strategy

» Accelerating Extended Assortment

ANNEXES

Indexes, Awards and Rankings

Management’s Discussion and
Analysis

Report by the Audit Corporate
Practices Committees

Consolidated Financial
Statements

GRI-SASB Content Index

Independent Limited
Verification Report

Glossary
Investor Information
SDGs



https://generadorestudio.com/proyectos/Walmex2021/pdfs/capitulos/Nuestra_Contribucion_ODS.pdf

\'/
/l\

< B

I TS

2021 REPORT

STRATEGIC
PRIORITIES

o0 (B
S ik
YW o—I§0o o

OUR
BUSINESS:

- Messages

- Relevant Figures

- Our History

- Regenerative Company
- Our Flywheel

- Strategy
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million
customers shop in our
stores every day

Our ambition to
becoming a

Regenerative
Company
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THE WIN IN DISCOUNT PRIORITY HAS BEEN
WELL-ACCEPTED BY OUR CUSTOMERS.

We are leaders in low prices
and we have unique positioning
in this segment thanks to our
Bodega format

Pasillo de 1in

SOLO SENTIDO

-

FAVOR DE GUARDAR

METROS DF DISTAMCIA

2 SECURA

This strategy was based on the

combination of three pillars

The first one -Every Day Low Prices- we were able to
broaden the price gap by 80 basis-points in the Bodega
format, reaching the highest price gap ever.

The second pillar -Efficient Assortment- is where
our commercial team worked hand-in-hand with our
suppliers to optimize our catalog and its availability, and
also included a greater variety of items with competitive
prices and quality. This is where our Private Brands
become even more important for our customers,
positioned as an ally for their family budget. This past
year, total self-service sales penetration for our Private
Brands increased 90 basis points in Mexico, and 200 in
Central America.

In the third pillar we maintained a low-cost operation
thanks to having simplified the operation of our sales
floor business, logistics, and home deliveries, without
affecting the shopping experience of our customers.
These very achievements allow us to continue fulfilling
our purpose of saving people money so they can liver
better.




\'I
I‘\

OUR BUSINESS MESSAGE

RELEVANT FIGURES

OUR HISTORY

REGENERATIVE COMPANY

OUR FLYWHEEL

The brick-and-
mortar stores are the

foundation of the
business

2021 REPQORT
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WE HAVE THE COMMITMENT TO LEAD IN

OMNICHANNEL AND WE ARE MOVING ON
THE RIGHT DIRECTION.

Our intention is to provide a new experience in
omnichannel shopping for all families in Mexico and
Central America.

In the top five cities of Mexico, 88% of the population
currently live within 10 minutes of our stores, and we
aspire to be even closer to our customers. Therefore, in
light of a challenging economic panorama, we continue
investing and we built 131 new units in the region, thus
increasing our sales floor by 140,000 m?, our greatest
expansion since 2014. Moreover, so our customers
may have a faster and more convenient shopping
experience with reduced prices for basic items, this
year we progressed in migrating our Superama format
to Walmart Express and we merged the app with that
of Walmart Supercenter.

Our Sam’s Clubs continued innovating with Scan and
Go -a unique technology in the sector- which consists
of scanning items and paying via mobile phone so our
members may do their shopping quickly and contactless.
Penetration of this technology has doubled since its
initial launch.

We are convinced that customers want us to bring
our stores and eCommerce businesses together in
a seamless way that makes shopping easier; and we
believe we are uniquely positioned to deliver value
through our physical and digital assets we have built.

This year, our On Demand home delivery service
continued its expansion. This service is now offered
in 760 of our stores located throughout 120 cities
nationwide, covering almost 70% of our big-
box formats. To achieve positioning ourselves as
omnichannel leaders, one of our greatest strengths
has been to deliver fresh products in just a few hours,
maintaining their freshness and quality.

2021 REPORT
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Despensa a tu Casa, our home delivery service at
Bodega, allows us to of fer same-day deliveries from over
220 stores for our most price-sensitive customers. This
strategy was chosen by the Harvard Business School
as a case study. We have expanded the crowdsourcing
model in over 170 stores and clubs, providing flexibility
in serving variable demand quickly and efficiently, thus
significantly reducing our delivery time.

We also launched Walmart Pass -our unlimited home
delivery subscription program- with continued growth
in the number of subscribers, in the average ticket, and
In customer retention rates.

To position ourselves as the first shopping option,
we remained focused on accelerating the extended
assortment. We have doubled the number of sellers
and tripled the number of items, as compared to last
year. Some 90 virtual stores with exclusive items and
brands have been enabled, advancing our cross-border
operation with more than one million items added.

We are very pleased with our results and we are seeing
the benefits of our investments. During 2021, net
sales for eCommerce grew 36%, and GMV 40%, now
eCommerce represents almost 5% of sales in Mexico.

The entire team deserves our recognition in
implementing the long-term strategy.

Walmart 1
PASS J
|
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Stores &

eCommerce

OUR AMBITION IS TO EARN THE LOYALTY
OF OUR CUSTOMERS THROUGH THE
DEVELOPMENT OF THE WALMART
ECOSYSTEM

Evolving strategically, we have established the bases
for an interconnected ecosystem whose strength
keeps our customers at the center of everything and
reinforces that link through solutions aligned with
generating greater value and positioning us as the first
choice for our customers.

We have developed tools to give our customers access
to new opportunities in the digital economy. Through
Bait, our customers are offered connectivity solutions
that include mobile and home-based internet, and low-
cost prepaid telephony. This year, Bait has reached 2.3
million users and was the top-rated app in the sector.
We launched a distribution channel outside our stores
to extend our availability and we will continue focusing
On signing up Mmore users.

On the other hand, our Cashi app, which currently has
1.7 million users, provides digital financial solutions to
Mexican families. Through the digital wallet, our customers
can make different payments with no commissions. We
introduced the remmittances collection service on all
our cashiers, positioning us as the second largest player
by collection points. Also, we have piloted a program
with a third party to disperse credit through some 30
Walmart and Bodega units, representing an opportunity
to provide access to financial services for our most
price-sensitive customers.

Walmart Connect -our omnichannel platform for
communication and media- offers advertising
services by leveraging our wide omnichannel scope,
segmentation capabilities and customer intelligence.
Throughout the year, Walmart Connect achieved a
50%-increase in the number of advertisers, and 80%
in the number of campaigns.
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OUR CUSTOMER CENTRICITY, THE USE OF
TECHNOLOGY AND DATA, OUR LOGISTICS
INFRASTRUCTURE, AND OUR TALENT SERVE
AS ENABLERS TO EXECUTE AND INCREASE
THE POTENTIAL OF OUR STRATEGY

We are focused on delighting our customers and serving
them when and where they need. In 2021, we initiated
our training program on Customer-Centric Culture
and continued forward with the implementation of
the Customer Journey methodology. By adopting the
omnichannel NPS (Net Promoter Score) companywide,
we have been able to accomplish an increased
customer-centric vision, measuring their satisfaction
from a broader viewpoint.

We implemented a new model to be better connected
to our internal and external customers. This model
is based on a cell design and consists of six points
we developed together: create new technology
capabilitites, operational excellence, deliveries focused
on internal customers, technological enablers, one
single technology team and information security.
Furthermore, our network connectivity was increased
through a more modern technology to improve
connectivity by 8xand reduced costs by 15%, throughout
stores, distribution centers, and the offices.

We know that out strategy requires investment , so we
are stepping up productivity and expense management
efforts. The Smart Spending project was put into effect
this year, which serves to reinforce our culture of Every
Day Low Costs through the use of technology and data
analysis, producing greater efficiency in management
and operating costs and thereby generating savings.
For example, a change in our logistics fleet scheduling
resulted in annualized savings of 140 million de pesos.
From identified savings in Mexico, we executed 1.0
billion pesos in 2021. Working with agility and driven
by data, we are constantly transforming to guide the
decisions of our business.

In 2021, our logistics capacities were further consolidated

to offer our customers quick and efficient service,
thereby increasing productivity. Our Santo Nifio DC
was opened in Mexicali to reinforce operations in the
northern region of Mexico. This DC has the capacity
to process more than five million boxes each month
and serve 50 Walmart and Bodega units. In addition,
we began building the new omnichannel DC in Tlaxcala,
which will start operating in 2024, becoming part of our
logistics network of 31 DCs throughout Mexico and
Central America. Walmart Fulfillment Services (WFS)
was launched so our Marketplace sellers may use our
world-class supply chain to deliver orders with agility
and efficiency, making it one of the primary enablers
of our long-term strategy and a competitive advantage
for our Company.
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We are becoming the leading
omni-driven ecosystem, and
our financial strength serves as
a competitive advantage

Total revenue Total units

MXN Billion

646.8 ‘ 3,407
616.9 ‘ 3,249 ‘
573.4 ‘ 3,134 ‘

701.7 3,489 574

W

2021 was a challenging year, marked by resilience and
innovation. We made strategic decisions focused on
our customers, which allowed us to earn their trust and
grow above the market.

Performance has been solid and our consolidated
results have been positive. Revenues reached 736
billion pesos, a 4.9% growth over last year, and 6.3%
on a constant currency basis. We grew above the self-
service and clubs market for the eighth consecutive
year, as measured by ANTAD, the Mexican retail
association.

Operating income
MXN Billion

54.0 ‘

51.6 ‘

¢

*To improve visibility of our business performance, we are including a retroactive estimate of the effect that the implementation of IFRS 16 would have had on 2018
financial results. These pro-forma figures are not audited, but are based on audited results reported in 2018 and were adjusted with our best estimates to show the

effects related to the adoption of IFRS 16.

Gross margin grew 20 basis points, reaching 23.3%.
Our SG&A grew 4.9%, that is, 15% of total revenue,
primarily driven by strategic investments.

Operating income grew 9.5% and EBITDA reached
81.2 billion pesos, which implied a 7.7% growth and
an 11.0% margin.

EBITDA
MXN Billion

2021
75.4

2020

71.0

2019

67.1

2018

55.5

2017
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THIS YEAR, WORK HAS CONTINUED ON THE FOUR PILLARS THAT
ENCOMPASS THIS AMBITION: OPPORTUNITY, SUSTAINABILITY,
COMMUNITY, AND ETHICS AND INTEGRITY.

) We use our scale for good

and therefore we are on

the way to becoming a
regenerative company that
places nature and humanity at
the center of all our business
practices; a company that
works to restore, renovate
and conserve our planet.
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Ouir first pillar is to continue providing opportunities
to our associates and suppliers. In 2021 we created
6,234 new jobs and increased our talent pool with

a total of 6,792 associates with disabilities, a 51%
increase over 2020. Our program aimed at helping to
develop small farms in Mexico -Pequefio Productor-
has been a catalyst for production project for 10
years, where we have created 1,590 new jobs and
trained 23,637 small farmers throughout Mexico.

Sustainability, our second pillar, has progressed
considerably. In 2021, some 52.5% of our energy was
supplied by renewable sources. We continue driving a
circular economy by having reduced the use of 1,881
tons of virgin plastic and we avoided sending 68.6%
of our waste to landfills.

Our third pillar is community. Despite an
atmosphere full of uncertainty, we remain
committed to caring for the communities we serve.
This year 1,996 million pesos were allocated to social
impact programs, thus benefiting more than 2
million people.

-
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In keeping with our fourth pillar, we operate with
the highest standards in ethics and integrity. Our
new Code of Conduct was launched in 2021, in
addition to updating our Supplier Standards.
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We are constantly evolving so we can serve our

customers better. Our Company has great potential

for growth, and it is exciting to continue moving

forward with firm steps. This year has taught us that

challenges make us better, and we are proud of what we

have accomplished together to broaden our capacities

and connect the needs of our customers to solutions

that provide access to better quality products and

services, and to continue helping people save money

and live better.

Thank you for your

interest in our Company

Enrique Ostalé
President of the
Board of Directors of
Walmart de México y
Centroamérica

Guilherme Loureiro
President and Chief
Executive Officer for
Walmart de México y
Centroamérica
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RELEVANT FIGURES

WIN IN
DISCOUNT

expansion of price gap
vs.competitors
in Bodega

80 pb

increase in Private Brands

penetration in Bodega

90 pb

increase in Private Brands
penetration in total

self-service in Mexico

200 pb

increase in Private Brands
penetration in total

self-service in Central America

36%

40%

+760

1,244

of collection point for

remittances

eCommerce sales GMV growth On Demand stores Kiosks throughout
growth in Mexico Mexico in Mexico all our formats
LEAD IN
OMNICHANNEL
Bait users increase in the number Cashi users Growth in advertisers in

Walmart Connect

{ L "'77 1 7-,/

ENABLERS

S million
customers shop in our stores

every day

1 billion

pesos saved in Mexico
through Smart Spending
project

31

distribution centers
20 in Mexico
11in Central America

231,259
total associates
193,902 in Mexico
37,357 in Central America

DOWNLOAD 2021 FIGURES
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FINANCIAL

736 billion

pesos consolidated revenue
4.9% growth

11.0%

EBITDA margin
7.7% growth

72.8 billion

pesos cash generation
12.3% growth

20.5 billion

pesos invested in

strategic projects



https://generadorestudio.com/proyectos/Walmex2021/eng/pdfs/capitulos/Cifras_Relevantes_2021.pdf
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RELEVANT FIGURES

D

OPPORTUNITY

92%
of goods sold in Mexico

are purchased in the

country

83%
of goods sold in Central

America are purchased

in the region

86,260

suppliers in

the region'

6,234

jobs

generated'

I“

SUSTAINABILITY

68.67%

progress in our
zero waste goal’

1,881

tons of virgin plastic
eliminated, as compared
to 2020, in Mexico

1007
of canned tuna with MSC
certification in Mexico

52.5%

of total electricity
consumption comes

from renewable energy’

COMMUNITY

1,996 million

pesos channeled
to social impact

programs '

+2 million

beneficiaries

+36,000

tons donated '

134
foodbanks
supported '

DOWNLOAD 2021 FIGURES

ETHICS AND
INTEGRITY

10.3%

reduction in accidents

for associates in Mexico

(-)
5%
reduction in accidents for

associates in Central America

+52,000

hours of training
in our Code of
Conduct'

55%
of the members

of the Board are

independent’

1 Mexico y Central America



https://generadorestudio.com/proyectos/Walmex2021/eng/pdfs/capitulos/Cifras_Relevantes_2021.pdf
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Aurrera Superama Vips Bodega Aurrera & Cifra starts Joint venture Walmart Inc. acquires Introduction of F a mdart. ¢ Mexico MipBode a shares of CARHCO 2006 ;
starts starts Restaurants Suburbia start trading between Cifra and Supercenter majgrity position Every Day Low CIL S P CreEifed I g (Central American Retail The environmental
operations operations start operations operations on the Mexican Wal-Mart Stores, Inc.  starts in Cifra - Tender Prices ti Holding Company) strategy was |
Stock Exchange :/i\rst'Sam’s Clubin operations offer on the MSE operations < pany establiglred WAL-MART |
exico

2007
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OUR HISTORY s 2014 rﬁ

2011 @

1st Integrated
Annual Report
60 stores with HdS Walrnart =32

100% Walmart kiosks walmart.com.mx HdS

Over 60 years of experience in operating our business has taught

superama.com.mx Member of the . i e 2009
us how to achieve results, despite challenging situations. Apps Walmart MG~ Walmart de México y Sustainable IPC 2010 The first @ ~doption of GRI
and Stper Centroamérica sells 2013 of the MSE . . standards
P its restaurant division Walmart de México windfarm was
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2008

Bodega Aurrera
Express expansion

2016
Updating of
$ams.com.mx

2017
Apps Update

Kiosks in Bodega Marketplace launch

AT 340 kiosks
HdS in 38 cities and (Walmart y Bodega Aurrera)

26 states 200 MP sellers

Superama and

Launching of customer programs:
Walmart Pickup J R .

Post-consumption recycling

Walmart de México
y Centroamérica sells
Suburbia to Liverpool

ESG

HdS: Home Delivery Service
GM: General Merchandise
MP: Marketplace

2018

Winning with On Demand
Bodega Aurrera App

Cashi launch

Un,

2019
Modernized GM App

Guadalajara / Monterrey DCs

+600 stores with Pickup service

+1,000 MP sellers

Walmart Media Gruoup launch

V(,W*LCO
N\ %
@“, 3 Signing of .
N !21} UN Global Compact

Gigatén Project
launch in Mexico

2020

All our formats have On Demand
capabilities and same-day delivery
service

A fulfillment center was opened
for eCommerce and for our first
omnichannel DCs

Superama converted to
Walmart Express

Bait launch

New global commitments
adopted to become a
Regenerative Company

Walmart
2021

Walmart Pass launch

Gasoline service stations put into
operation in Mexico

Relaunch of Walmart Connect.
Formerly Walmart Media Group

Walmart Fulfillment Services launch

Cross-border operation
implemented in Marketplace

Gigaton project launch
in Central America
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ASPIRING TO BE A
REGENERATIVE
COMPANY

\ GRI 405-1,102-20, 102-22 \

The challenges faced in the world today -climate change, biodiversity
losses, economic inequality- among others, have led us to rethink
our role and the impact we have on the planet. In sustainability,
we have made considerable progress aimed at reducing our
environmental footprint and improving the life of people. However,
we are convinced we can do even more.

While the size of our company entails great responsibility, it also
means the opportunity of using our scale for good. Therefore, we

have extended our ambition to becoming a regenerative company
by 2040.

We are on the path to becoming
a regenerative company, where
nature and humanity are at

the center of all our business
practices
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® Being aregenera

compliance and C

ive company means going beyond

oing what is right to have a

Dositive socioeconomic and environmental impact
that contributes to recovering the health and well-
Deing of people, communities, and the planet,

creating shared value for our stakeholders and,
therefore, for our business
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Good jobs and career opportuninites [

for associates =

{/F) Mitigating climate change

Circular economy: Zero waste in

operations, plastics & packaging

Develop for suppliers
and local economies 8!

Diversity, equality and

inclusion at Walmart 89
and beyond

Giving access
to customers

Protect, manage and restore
@ natural capital

Highest ethical and [@3 REGENERATIVE
compliance standards COMPANY

-
Strong corporate  3QQ
governance

Digital citizenship

Respect for human rights %

(ﬁ’ Serving communities
q-’ '-P where we operate

Access to safer, healthier
products and services

O Supporting local communities
Promoting dignity throughout ;g
our value chain

2021 REPORT
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= == As aleading company in omnichannel, CREATING SHARED VALUE FOR

: THE WELL-BEING OF ALL
we have an enormous opportunity to

Our shared value approach is guided by our purpose of saving time and money

make a difference in the lives of people,

for our customers and helping them to live better. We work under the highest

commu nitieS and the planet standards of integrity and in strict adherence to our principles and values.

Our business model contributes towards improving
the quality of life of the families in the region,
offering reliable products, promoting the creation of
direct and formal employment, fostering economic
mobility, innovation, savings, and productivity within
an environment of sustainable growth.

By generating economic, social and environmental
value, we favor well-being for our stakeholders and
become a regenerative company that makes the
world a better place.
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MAT E R IA L I TY A N D Transcendental changes have occurred in recent

years, both around us and within our Company.

S TA K E H O L D E R S On the one hand is the COVID-19 pandemic that

has brought about major transformations in topics

\GR|102-14,102-21,102-31,102-44,102-47\ related to health and safety, economic stability, and

supply chains. On the other, we have acquired new
and more ambitious commitments to sustainability,
and the most important one is that of becoming a
regenerative company.

Given this situation, this year we decided to update
our materiality analysis; we have been performing
this exercise since 2009, proof of the constant
dialogue we have with our stakeholders to obtain first-
hand information on their expectations regarding
environmental, social and governance (ESG) issues.

2021 materiality analysis
reflects those topics which
have growing importance
for our stakeholders and for
the Company
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METHODOLOGY

The following steps are conducted to perform the materiality analysis:
1. DEFINITION OF TOPICS:
MWW
Mvewe
EIRA;

a. Benchmarks were established b. Internal and external studies c. We obtained a preliminary list

with eCommerce and retail
sectors to determine material
topics for said industries

were conducted to material
topics for our stakeholders,

such as customer and supplier

satisfaction studies, associate
engagement surveys, studies
of the most important ESG
evaluators worldwide

of topics that were classified
under six pillars: customers,
communities, the environment,
supply chains, associates, and
governance
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‘ GRI1102-40,102-42,102-43,102-48

2. DIALOGUE WITH STAKEHOLDERS:

a. Our stakeholders were defined according to the
importance of each one for our Company: customers,
shareholders, suppliers, associates, communities, the planet,
and commercial partners. Also, due to the importance of
each one, the Regenerative Committee decided to include
the government and unions in the analysis.

b. Dialogue: Consultation with our stakeholders took place in
two phases:

Qualitative: 9 group sessions online:
e 1group session with staff associates

1 group session with operations associates

1 group session with suppliers

1 group session with opinion leaders

1 group session with NGOs

4 group sessions with customers

This stage allowed us to become directly familiar with the
material topics of each of our stakeholders, with the purpose
of finding out about their level of involvement with ESG
topics, and then being able to design strategies and improve
communication with them.

24 2021 REPORT

CUSTOMERS

Convenient access
to affordable,
trustable and
sustainable
products and
services

COMMUNITIES

Resources to
build stronger,
more inclusive
communities

]

SHAREHOLDERS

Superior long-term
returns through

financial and ESG
leadership

Quantitative: 6,333 online surveys in Mexico and Central

America.

e This stage permitted us to become familiar with the

importance and priorities assigned by our stakeholders

to topics suggested in the materiality analysis, thus

being able to supplement the exercise and define the

material subjects of the Company

3. DIALOGUE WITH REGENERATIVE COMMITTEE:

A validation session was conducted with the Committee to

obtain the final list of material topics and the materiality matrix.

ASSOCIATES

Career
opportunities and
safe and inclusive
work environments

_—

PLANET

Leadership to
preserve, restore
and regenerate
the planet

SUPPLIERS

Access to markets
and ability to
accelerate supply
chain sustainability

BUSINESS
PARTNERS

Strategic alliances
for strengthening
ecosystem
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MATERIALITY MATRIX _‘

Material Topics
Based on the results obtained from our materiality

analysis, we identified the material ESG topics for the
Company and for our stakeholders as well as risks and
opportunities. That served as the basis for implementing
action plans to improve our performance.

Sustainable sourcing and packaging
Risk management in operations and in
supply chain

Emissions and Climate Change
Investment in local communities
Corporate Governance

Waste management

Food Safety

Talent attraction, development, and
retention

Product prices and availability

--> + STAKEHOLDER RELEVANCE

00 0000CO 00

Supply chain evaluation

Fighting hunger

Relevant Topics

Human Rights

Inclusive Supplier Development
Diversity and Inclusion
Work-Life Balance

Energy

14

o

o
:

Anticorruption

Equal Pay

Support in natural disasters
Occupational health and safety

Responsible marketing and labeling

M0G0

Customer/member satisfaction and

Material Relevant Important experience

O ° ) o
Important Topics

@ Healthy products
@ Ethical behavior

. Customers Communities . Environment @ Information security
@ Privacy
. Suppliers . Associates . Governance @) Water

Volunteerism

Pillars:

@ Freedom of association
@ Animal welfare

........................................................................................................................................................................................................................................................................................ > + WALMART RELEVANCE




REGENERATIVE COMPANY 2021 REPORT

GRI1102-19, 102-20, 102-22, 102-29, 102-30, 102-31, 405-1
SASB CG-EC-330A.3, CG-MR-330A.1 Members

ESG MANAGEMENT

The increasingly close relationship among environmental, social and governance « CEO
issues led us to an ESG management that is even more strategic and comprehensive,
with execution based on efficiency, results, and accountability.
m o Corporate Affairs, Central e Legal and Corp. Affairs,
Arner :
REGENERATIVE COMMITTEE eree Wiexico

o Audit e Operations
The Regenerative Committee is in charge of defining the Company’s long-term e Real Estate o People
ESG priorities, adjusting operational actions, making decisions, and developing « Merchandising « Digital Transformation
action plans for each essential matter. This is headed by our CEO and it includes o

_ o eCommerce « Sustainability and

top executives from each area of the Company. . :

o Compliance International Corp.

e Finance and Investor Affairs

Relations
Among the duties of the Regenerative Committee are the following:

e Legal, Central America

Ensuring the solid integration of  Evaluating the effectiveness of ESG

regeneration and sustainable development initiatives and implementation
within the strategy of the Company s]gele|g=NS

Leading the Company towards e Establishing the long-term vision and

domestic and international trends to strategic priorities that are based on

maintain our leadership position what is best for our customers, the
business, and society as a whole

The Committee meets four times a year



REGENERATIVE COMPANY

2021 REPORT

GRI102-29, 102-30, 102-31

ESG TEAM

To achieve the goal of being a regenerative company
and turning our ESG priorities into plans, objectives,
and indicators that have an impact, coordinated work
and efforts are required. With this in mind, we have
a team of experts wholly committed to finding the
strengths and opportunities of the Company in ESG
matters, as well as coordinating different initiatives
that will improve our performance, accompanied by
the Regenerative Committee.

This ESG-focused team
reports to the EVP and
Chief Executive for Legal
and Institutional Affairs
for Mexico and Central
America, who in turn
reports to the CEO
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REGENERATIVE COMPANY
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WE SUPPORT

OUR CONTRIBUTION TO THE SDGs AND TO

THE GLOBAL COMPACT

As signees of the United Nations Sustainability Goals
in 2019, and in keeping with the 2030 Agenda for
Sustainable Development, at Walmart de México y
Centroamérica we contribute in different ways and to
a different extent to all the SDGs.

Through our ESG priorities, we respond to global
challenges that affect our business and our stakeholders,
such as inequality and human rights, climate change,
and food waste.

In line with the 10 Principles of the Global Compact,
in 2019 we performed an analysis to identify the five
priority SDGs: good health andwellbeing, gender
equality, decent work and economic growth, responsible
production and consumption, and climate action.

As of 2020, we incorporated indicators with annual
measurement records for each of the SDGs, enabling
us to track our compliance; in this manner we can detect
where the greatest expectations, risks, and opportunities
for the company can be found, as well as those areas
where we are having a more significant contribution.
This annual record has data beginning in 201/.

2021 REPORT

Our Priority SDGs

CLIMATE
ACTION

&

GOOD HEALTH
AND WELL-BEING

GENDER

EQUALITY DOWNLOAD THE REPORT

ON OUR CONTRIBUTION TO
THE SDGS AND THE RESULTS
WE HAVE ACHIEVED IN THE
PERIOD 2017-2021

DECENT WORK AND 1

RESPONSIBLE 1
ECONOMIC GROWTH

CONSUMPTION
ANDPRODUCTION

M CO



https://generadorestudio.com/proyectos/Walmex2021/pdfs/capitulos/Nuestra_Contribucion_ODS.pdf

OUR FLYWHEEL 2021 REPORT

O U R Our flywheel places the customer at the center

Win the primary destination

Grocery and Consumables
Our business is changing and we continue evolving

to meet the needs of our customers. The base of
our business -the stores- is solid and is nourishing the
ecosystem while the new businesses we create earn
customer loyalty and reinforce the base so it may
continue growing, become stronger, and more resilient.

The more our customers increase their expectations,

Build an

the harder we work to resolve their pain points and Reinvest in the

CVPs and AVP By S B\ iR : omni-driven

offer them a renovated omnichannel experience. We
: : L ecosystem
are headed in the right direction: we have the talent,

culture, and assets needed to proactively create the Custorner & Associate R - . _ oy -
Centricity - ; } 2 Extended GM
Assortment

Price Seekers & Digital Experience and other

Tight Budget and Efficient & Busy Seekers

future of our company. solutions

@ The new strategy can
best be summarized
by this flywheel of

Be sustainably lower cost supported by
new sources of revenue

capacities and assets

EDLC & Productivity Monetization

that mutually reinforce

each other

GM: General Merchandise
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OUR BUSINESS MESSAGE RELEVANT FIGURES OUR HISTORY REGENERATIVE COMPANY OUR FLYWHEEL 2021 REPORT

S T R AT E G Y Strategic priorities and enablers that accelerate growth

L STRATEGIC PRIORITIES  ---o-corooeesecoonmo ey

| \NA7 =
% ¢ -
. . | /7 N\ ~
of saving people money to help them live better. 5
We have adapted to the environment and the ever

In 2021, we went beyond retail to honor our purpose

changing needs of our customers, but without -I —
neglecting our associates and the planet.
WIN IN DISCOUNT LEAD IN OMNICHANNEL
At Walmart de México y Centroamérica, we continue
designing and offering solutions that increasc |
customer loyalty. We serve them how they wish to be
served, and they have a better shopping experience.
: : ENABLERS
Furthermore, we provide them with access to the
lowest prices and the benefits of the digital economy.
\ -
Thanks to our enablers, progress has been made with @ i?l__o @
: i - !
thI.S sFrategy, and our results have been solid in each Q >.< o0 Vo) M
priority and enabler of the strategy, proof that our -b U4
customers appreciate what we are doing for them. ﬁ ﬁ ﬁ 6 e/
CUSTOMER LOGISTICS TECHNOLOGY BEST TALENT
CENTRICITY

REGENERATION AND TRUST EVERY DAY LOW PRICES
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“SAVINGS AR
WELL-BEING AND;ACCESS

2021 REPORT

STRATEGIC
PRIORITIES

WIN IN
DISCOUNT

» The importance of Bodega
+ Every Day Low Prices
» Efficient Assortment

+ Low Cost Operation

80bps

expansion in Bodega’s
price gap -record high-

80bps

increase in Private Brands
penetration in Bodega
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WIN IN DISCOUNT

Winin Discount is making the difference for our most price-

We work every day with the purpose of helping

sensitive customers. The number of customers who are price

peop|e sgve money aﬂd “V@ better aﬂd we are seekers is growing, and the macroeconomic environment
‘ has constrained their budgets. Therefore, remaining loyal

accomplishing this through one of our strategic to our philosophy as a company, we have kept low prices
S o . and increased access to low cost products and services
prlorltles -Win in Discount through omnichannel, our ecosystem development and by

expanding our presence in the region.

We continue demonstrating we are not only a company that
reduces its prices, but also one that always looks for ways
to broaden our product and services offerings, quality and

availability, to exceed the expectations of our customers.
Thanks to all this, we have earned their trust.

DISCOUNT NI D
*




THE IMPORTANCE OF BODEGA

2021 REPORT

THE IMPORTANCE
OF BODEGA

We are low price leaders, a
positioning in the discount

nd we have a unique
segment thanks to

the relevance of Bodega, one of the largest,

best known and efficient retailers in Mexico

Important progress has been achieved this year in Bodega.
Our customer-centric strategy continues to be executed
and is constantly evolving. We have reached a record high
in price gap and we continue striving to make that price gap
even greater. Likewise, its catalog is optimized to ensure
the best assortment, which includes an important share
of our Private Brands. In Fresh categories, our customer
experience is being redesigned to continue driving traffic
to our stores.

2021 REPORT

In Central America, the challenging environment has had a
direct influence on the purchasing power of the population in
general. For this reason, our assortment have been adjusted
and we continue investing in prices, especially for our Bodega
and Discount formats, improving productivity through the
use of technology, and simplifying the business.




THE IMPORTANCE OF BODEGA

2021 REPORT
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LEAD IN OMNICHANNEL

This year, we have made progress in strengthening
our On Demand infrastructure to make our Bodega
customers'’ life easier, especially for those those who
do not have a car. We have more than 220 Bodegas
with Despensa a tu Casa service, in this way; Bodega
customers have the opportunity to buy any product,
including large-volume items. This year the Home
category was number one in sales.

To facilitate the purchase of large-volume items, the
extended assortment kiosks provide our customers
with comprehensive solutions in a personalized manner
through the support of an advisor to make their
purchase. For many of our customers, this means first-
time access to eCommerce.

To learn more about our
progress in omnichannel,

visit the chapter
LEAD IN OMNICHANNEL

ECOSYSTEM OF CHOICE

Being customer-centric, we are building low cost
products and services that connect and reinforce each
other with our brick and mortar stores business.

Through Cashi and Bait, we are giving our customers
access to the digital economy and delighting them with
new experiences.

The adoption of Bait in Bodega is very high. Today,
Bodega represents /5% of Bait customers, thus
demonstrating the access we provide to our customers,
offering them the connectivity they need in support
of their economy.

On the other hand, in 2021, we launched a pilot together
with a third party, to disburse credit through Cashi in
almost 30 of our stores.

We are granting credits of up to 6,000 pesos so that
customers can buy their favorite items and pay for
them later. We are just getting started and the results
are encouraging.

To learn more about our
progress to be the ecosystem
of choice, visit the chapter

ECOSYSTEM OF CHOICE
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EFFICIENT ASSORTMENT

LOW COST OPERATION

2021 REPORT

THE 3 PILLARS OF
THE STRATEGY:

Our Win in Discount strategy
combined three pillars: Every Day
Low Prices, Efficient Assortment,
and Low Cost Operation

EFFICIENT
ASSORTMENT

EVERY DAY
LOW PRICES

LOW COST
OPERATION




EVERY DAY
LOW PRICES

As part of our value proposition, we continue working
with our promise of Every Day Low Prices.

@ This year our competitiveness in the

market was greatly improved by offering
the lowest prices in recent years,
accelerating growth, and profitability




EVERY DAY LOW PRICES

2021 REPORT

During times of high inflation, this value proposition
becomes even more important to our customers.
We are helping them buy basic items and taking
care of their budget. We are a bridge between
the formal and informal markets, so the families
in Mexico and in Central America can safely make
their purchases without complications and with
the confidence offered by Bodega.

In 2021, our price gap
grew by 80 basis points,
thus representing a
record high

) e
LATUNION MACE S
LA DESPENCA'CON

BES OTA PESONCONTIRTS

In support of Mexican households, Bodega renewed
its iconic Morralla campaign, which provides access to
customers so they may increase the number of items
purchased while also obtaining top-quality products
at affordable prices. As a result, sales increased 30%
during the campaign, and six of every ten customers
purchased at least one item during this campaign.

In Central America, we have reinforced our price
leadership through commercial campaigns such as
Red Prices, Champion Quetzals, and Super Bombazos,
focusing on basic items in the Bodega and Discount
formats. Our communication has also been improved
with campaigns such as Super Savings, and Fill Your
Cart at Pali Prices, to improve the price perception.

ENCONTRALO

PRI LI B AP ST




WIN IN DISCOUNT THE IMPORTANCE OF BODEGA EVERY DAY LOW PRICES EFFICIENT ASSORTMENT LOW COST OPERATION

EFFICIENT
ASSORTMENT

Our commercial team worked closely in collaboration
with our suppliers, to include a greater variety of items
competitive in both price and in quality.

With our customer insight, we work to enhance their
experience from end to end. Broad product assortment
is combined with better space design that focuses on
customer characteristics, preferences, and concerns.

One of the ways we are winning
in discount is by extending our
assortment and its availability
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WIN IN DISCOUNT THE IMPORTANCE OF BODEGA

EVERY DAY LOW PRICES

EFFICIENT ASSORTMENT

LOW COST OPERATION 2021 REPORT

The customer journeys are updated with changes in
product display and with fixtures, especially in the fresh
area. In addition, certain features were implemented
to enable customers to have a quicker and more
convenient shopping journey, such as self-checkout
and digital tools.

These initiatives have been well accepted by our
customers. The results have been quite satisfactory
thanks to our proposal in assortment and service.

® In Bodega, we increased private brands
penetration by 80 bps, which resulted
in quality products at very competitive
prices for all our customers

2021 REPORT

PRIVATE BRANDS

Our Private Brands play an important role in our strategy
because they help to increase customer loyalty, they
are percieved as an ally to their budget, and they are
also a way to increase sales.

In 2021, Private Brands penetration of total self-
services sales grew 90 basis points in Mexico and 200
in Central America; the more they gain share, the more
we can continue striking a balance in price investments.

For further information on

the performance of Private

Brands visit here

COMMUNITY CHAPTER




WIN IN DISCOUNT THE IMPORTANCE OF BODEGA

LOW COST
OPERATION

2021 REPORT

A fundamental component for obtaining the resources
to invest in prices is by maintaining a low cost operation.

Expenses were leveraged thanks to multifunctional
structures, a spearhead in Bodega operations. It optimizes
the work of our associates on the sales floor. Leveraging
was also possible thanks to an efficient assortment and
our Private Brands program.

EVERY DAY LOW PRICES

@ This year, progress was

accomplished by simplifying
business operations on the sales
floor, logistics and home delivery,
without affecting the shopping
experience of our customers




LOW COST OPERATION

2021 REPORT

With the use of mathematical models and GPS, we
can trace trailers in operation and their status, thus
optimizing route design and achieving a higher volume
of deliveries with less transportation fleets.

This year we were able to meet our goal of reducing
receiving and unloading times in our DCs. It was
possible once we identified lost time throughout the
process and we included a detailed plan to minimize
and even prevent this lost time. We also implemented
processes known as Assisted Receiving and Simple
Receipt, which consist of digitalizing all information
prior to receiving merchandise at the DC together
with the customers.

Another contributing factor to reduced operating
costs is the efficiency achieved through environmental
initiatives such as lower consumption of electricity
and water.

We launched a prototype of a lean store in Central
America in our Discount format, with the purpose
of achieving more results with less resources and
whereby we achieved a 15% reduction in sales floor,
and 12% in headcount per store. This simplification
translates to a considerable cost reduction, while also
maintaining customer experience and average sales
per store.

We are happy with our results, but we are even prouder
of the team for having achieved them, making the
difference for our price-sensitive customers. Thanks
to this strategy, our customers have access to low
prices, helping them to save money so they can live
better.

Moreover, technology allowed us to

increase the efficiency of logistics

and home delivery processes
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2021 REPORT

STRATEGIC
PRIORITIES

LEAD IN
OMNICHANNEL

- Core Business: Our stores
- Innovation: our eCommerce
- Expanding
On Demand Strategy
- Accelerate Extended

Assortment

+760

stores with
On Demand service

4.9%

eCommerce penetration in
total Mexico sales
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LEAD IN
OMNICHANNEL

2021 has been a year of major challenges for our

Company. We continue innovating and adapting to
the market to meet the needs of our customers,
without ignoring the safety of our associates. Our
commitment is to lead in omnichannel and our

strategy is delivering results. .
STORES - = § ECOMMERCE

Our brick-and-mortar stores are the foundation of
our business, they continue growing and keeping
us close to our customers in Mexico and In Central
America. we are there for them when they need it,
providing access to a new omnichannel shopping

experience.

We are convinced that customers want us to bring

our stores and our eCommerce business together to
provide a seamless shopping experience, and we are
in @ unique position to do so.
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THE FOUNDATION
—| OF THE BUSINESS:
OUR STORES

Along our journey to lead in omnichannel, our stores

are the foundation of the business.

Our brick-and-mortar business is solid and it has
progressed profitably and sustainably for many years,
always with Every Day Low Prices. Our Company has
great potential for growth and it is exciting to continue

moving forward with firm steps. Our future is bright and PRESENCE

Cities. We want all families in Mexico and 131
Central America to have access to our new

our stores are the starting point to continued evolution.

new stores were opened: 122 in Mexico
and 9 in Central America, as compared
to the 82 new stores last year

I - 88% =

omnichannel experience. In 2021, all our store
L D) | \ \ DR L L formats continued growing successfully

o
‘ ‘ of population lives within 10 minutes of one of 103 /°

our stores, in the top five cities in Mexico contribution from new stores
to consolidated sales growth
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STORES

OUR STORES

2021 REPORT

Walmart
[ Express |

Walmart

WALMART SUPERCENTER
AND WALMART EXPRESS

Customers today want a supermarket shopping
experience that is practical, adapted to their lifestyle
and to their changing needs, with omnichannel offerings
that give them access to quality, low-priced products.

To meet the needs of our customers, we continue
working with our value proposition of offering quality
merchandise, ample assortments, good service, and
Every Day Low Prices. The availability of a Walmart store
-either Walmart Supercenter or Walmart Express- closer
to them, with complete omnichannel capabilities to make
their lives easier.

Market evolution and digital adoption of our customers,
compels us to accelerate and enhance their shopping
experience to position ourselves as omnichannel
leaders, simplifying our commercial operation,
eCommerce operation and management. Integrating
our hypermarkets and supermarkets into a single
management system.

Integrating our
hypermarkets and
supermarkets into a single
management system

Walmart: 2

LEVAPRECIOS .
AUNMASBAJOS "imen

= & ; == :

WALMART SUPERCENTER

/4 41,000

new stores m? added to our

sales floor

WALMART EXPRESS

85% 4

progress of new
Superama to stores
Walmart Express

conversion

m? added to
our sales floor
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Walmart

[ Express ]
STORES

i

NEW INITIATIVES

We have progressed this year in the conversion of
Superama to Walmart Express, including the change
in image, infrastructure, distribution, adjustments, and By consistently listening to our customers and through

mobilization. This transformation has allowed for Simpler customer insight with the purpose of Obtammg their

and more efficient processes such as: perception on the transition of Superama to Walmart
Express, we have fostered improvements to serve them
better and to enhance their shopping experience.
Optimizing our advertising, leveraging the

position of the Walmart brand

Unifying the development of our talent in
both formats

Sharing best practices in marketing,

signage, and customer service

The image was improved Prices have been unified

and assortment with those of Walmart

Utilizing one single platform for our : :
d JePp enlarged, with special Supercenter

eCommerce site and our app
focus on Fresh

Simplifying merchandise management and
price decisions

This year we opened four Walmart Express stores,
one of them in Merida. Now we have the opportunity
to reach locations in the country where we were not
present before, giving the customers of this region
access to a great variety of products with Every Day
Low Prices.

A special function of
guide associate has

been assigned, with
special training, to assist
customers on how to
find products

Self-checkout has
been implemented
for an agile shopping
experience

Implementation of

Semana de la Frescura
(Week of Freshness) has
taken place, in which we
offer products with a
different penetration



]
ST LEAD IN OMNICHANNEL

OUR STORES

OUR ECOMMERCE

ON DEMAND STRATEGY EXTENDED ASSORTMENT 2021 REPORT

I‘\

@ BodegaAurrera 4§

STORES

47 2021 REPORT

BODEGAS AND
DISCOUNT STORES

This year, our Bodega format continued as a leader of growth in the
number of stores for the Company. The number of price seekers is
on the rise, and in response we are increasing access to products
and services via omnichannel, our ecosystem, and by expanding our
presence throughout the region.

We work to deepen the execution of our value proposition, which we are
accomplishing through proper leveraging of expenses, multifunctional
structures that were spearheads in operations, an efficient catalog, and
the program for Private Brands.

Consequently, continued investment in prices was possible, closing 2021
with a reinforced price gap, the highest we have had in recent years and
which has enabled us to accelerate our omnichannel presence without
generating additional expenses.

For further information on the
results of Win in Discount —one of

the priorities of our strategy this

year— go to

WIN IN DISCOUNT
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STORES GRI1102-10

stores

NEW INITIATIVES
PANADERIA

We have taken Mi Bodega format to
urban areas in Mexico City due to a
detected market need

+72,000
We listen to our clients to generate

5 e Ll I8, . :
m added to g — & g value in our Private Brands, creating
- ' j 4 | benefits and increasing social well-being

our sales floor
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sam’s club. >

SAM’S CLUB

We celebrated 30 years in Mexico and we feel very

proud of this because, throughout this time, we have

offered wholesale prices that offer great savings,

as well as new and differentiated merchandise, thus
gaining the trust and loyalty of our members.

Marking our anniversary, a strategy
was put into effect that contributes to
accomplishing our ambition of being
“the membership you love the most”

. | iy ;
et i S
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@ sam's club. <>

STORES

The three pillars for this strategy are: Our mission is to be the low-cost supplier for our

members —both individual and business members—
This year we decided to maintain our prices in support
of the economy of our members and as a way to
increase our value proposition, absorbing increases

1. MEMBERS: due to inflation.

We continue providing benefits for our
Members Plus. This year, in addition

IMPROVING
OUR PERFORMANCE

to the 2% annual rebate over total

purchases and access to promotions of
Membership Benefits, we began free During the last five years, we have posted double-digit
delivery in three cities: Mexico City, growth, due to the following factors:

Guadalajara, and Monterrey.

A disciplined business model: We are firmly

committed to selling at the lowest prices and

consistently delivering value.

2. MERCHANDISE:

We conduct different events offering Reconstructed supplier relations: \\e have earned

oroducts with very appealing prices the trust of our suppliers and created synergies in

such as Hot Days, Irresistible Weekend, working with them.

and Member Fest. In addition, new

gourmet products were launched and Changed approach: We have created incentives
they have been very well accepted by for more members to change to omnichannel

our members, as is the case of tequila, 3. EXPERIENCE: shopping by promoting online events and pre-sales
red wine, Day of the Dead bread, The talent of women is fostered within for groceries, consumables, and fresh products.
gourmet Rosca de Reyes pastry, and our stores; as a result of this, 40% of

praline chocolates, all made by our management positions are held by women.

brand, Member’s Mark.
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: . ihgiliza
@ sam'’s club <> ' Scan & GO depagel

Exclusivo
Nulndmo S0Etckos \

Scan & Go follows three easy steps:

STORES

NEW INITIATIVES

1. Download the Sam’s Club
app on iPhone or Android

Several initiatives were put into effect this year, allowing
us to enhance our members’ experience and move

further towards omnichannel shopping. phones.

Investments were made in technological tools that help

to make life for our associates and members easier,
reducing pain points.

SELF-CHECKOUT

There are now registers where our customers may scan 2. Once in the app, choose

their products and pay for them without the need for Scan & Go and simply

a cashier to perform the transaction. scan the bar code for

the product they wish to
purchase in the club of

their choice.

e L -'E r
e - -
A —=

Exclushlc:

SCAN & GO = ' 3. Pay for the products
: using the app.

We are the only retail company with this system in

Mexico, a new shopping experience where our members

may use their cell phones at any of 165 clubs to purchase

products easier, quicker, and with innovation.
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STORES

EXPANSION OF OUR

VALUE PROPOSITION This project enables

With the purpose of continuing to help families in

continued expansion of our

Mexico to save money and live better, we innovate to

value proposition for our

offer better solutions to our clients. We entered into an
agreement to operate gas stations in our parking lots

customers, always with the

nationwide with Gazpro, a third party that will invest
in and operate co-branded gas stations, under strict

highest service, safety, and

operating and pricing standards. In addition, some of

the service stations will have small adjoining stores to

make it more convenient for customers to get gasoline, walmart, 40'70 "’500

Bodega and m? sales floor SKUs
Sams's Club

quality standards.

do their shopping, or even to pick up merchandise
purchased via our digital platforms with the pickup
service, thus providing them with this new omnichannel
shopping experience.

==

So far, we have opened three of these gas station
stores; one of them was built with used containers and
fed 90% by solar energy. In this way we exemplify our

e

fmlin

commitment to become a regenerative company.
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We aspire to be present

across all the shopping
occasions of our customers

Our commitment to lead in omnichannel has led to

INNOVATION:
OUR
ECOMMERCE

continue forward with firm steps. Our Company is and to ma ke their “\/eS eaSier
constantly growing and we maintain our acceleration,
investing in our strategic plans. We want to make this
new shopping experience available to all households in We offer our customers access to an omnichannel
Mexico and Central America. experience, with the capacity to meet their needs in

any of our formats. This means that, although they

SASB CG-5-000.A,000.B, 000.C

This year was difficult to predict, especially in
eCommerce, because we were not sure how our
customers would behave after the considerable growth
posted last year. We want to recognize our team for
their considerable workin driving the long-term strategy
while executing amid a challenging environment. Their
great work has served to extend our customer base of
people who continue to see us as their first choice for
online shopping.

will continue to buy in our stores, more and more
often they will prefer to pick up their order through
our pickup service or receive it directly at home, and
we will be prepared to serve them with a seamless
service for all.

Leveraging the positioning Walmart has as a well-
known brand in the market and presence nationwide,
we increase the potential of our platforms with
better results.

E
— T
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SRS DIGITAL REINFORCEMENT

We continue investing in technology to enhance the
shopping experience for our customers. This year
we merged the On Demand platform and Bodega's
extended assortment into one single app; our
customers are enjoying the initiative. The score given
by app users has increased 40 basis points thanks to
this implementation.

Basis points increase in score
given by users of Bodega app

(5D Liegaron las roscasl * 2
In addition, we have been able to unify the Superama elasid i

app -now Walmart Express- with the one for Walmart s titenpn
Supercenter so our customers can shop in both formats B
with the same platform. To motivate use during this
transition, we conducted personalized service with our
customers and launched specials such as the Irresistible

Weekend where we offered 3x2 specials in liquor

purchased through this app.
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ECOMMERCE

OUR ECOMMERCE
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CUSTOMER SERVICE
VIA WHATSAPP

To improve our On Demand shopping experience, this
year we implemented a new shopping and post-sales
service that works through WhatsApp. In this manner,
communication with our customers is more transparent.

The advantages of this system include:

® ® ®

® ®

Reporting the status ~ Sending images of ~ Suggesting product
of their order the quality substitutions

Offering products  Adding any additional
on promotion product to your
order

Thanks to this service, we

have managed to improve and

contribute to the increase in NPS
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LEAD IN OMNICHANNEL OUR STORES

GROWING
OUR ECOMMERCE

This year, we achieved
double-digit growth, on a
triple-digit growth basis

2021 REPORT

OUR ECOMMERCE

ON DEMAND STRATEGY

positions created for omnichannel that did

not exist before, through talent reassessment

and attraction and through profile renewal

4.9%

eCommerce
penetration in total
Mexico sales

o
36%
growth in net sales
for eCommerce

1.4%

contribution to
growth in total
Mexico sales

407%

growth in
GMYV (Gross
Merchandise Value)

We progresses with our
omnichannel project and
eCommerce development
in Central america, by
leveraging expertise from
Mexico

As a result of Walmart experience and strengths as a
global company —Powered by Walmart— we tested the
technologies and processes that have been successful
in other countries. This way we have been able to
reduce implementation time and use of capital, through
the adoption of proven best practices and expertise.
Consequently, there has been accelerated growth
because customers who feel unsafe going to shop in
stores have been ordering products on our websites.
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Mexico walmart.com.mx bodegaaurrera.com.mx
sams.com.mx
Costa Rica walmart.co.cr masxmenos.cr
maxipali.co.cr
Guatemala walmart.com.gt paiz.com.gt
maxidespensa.com.gt
El Salvador  walmart.com.sv ladespensadedonjuan.com.sv
maxidespensa.com.sv
Honduras walmart.com.hn paiz.com.hn
maxidespensa.com.hn
Nicaragua walmart.com.ni launion.com.ni
maxipali.com.ni I
On Demand service



http://walmart.com.mx
http://bodegaaurrera.com.mx
http://sams.com.mx
http://walmart.co.cr
http://masxmenos.cr
http://maxipali.co.cr
http://walmart.com.gt
http://paiz.com.gt
http://maxidespensa.com.gt
http://walmart.com.sv
http://ladespensadedonjuan.com.sv
http://maxidespensa.com.sv
http://walmart.com.hn
http://paiz.com.hn
http://maxidespensa.com.hn
http://walmart.com.ni
http://launion.com.ni
http://maxipali.com.ni

LEAD IN OMNICHANNEL OUR STORES

EXPANDING
ON DEMAND
STRATEGY

Our operation continues evolving with innovation in
all parts of our business. This ongoing transformation
process has helped to maintain leadership in the market,
in addition to successfully responding to the challenges
posed by digital acceleration.

OUR ECOMMERCE

ON DEMAND STRATEGY

This year we strengthened our strategy,

working on four fronts:

= 1. DEVELOPING
| g ACTIONS TO ENHANCE

CUSTOMER EXPERIENCE:

We have conducted initiatives that have enabled us
to deliver merchandise more efficiently in the least
amount of time possible.

CROWDSOURCING

We are aware that customer seek quick delivery
service and they value this new service, especially
in high-density urban areas. This third-party delivery
service complements the existing model and allows for
product delivery in less than 90 minutes. It is operating
in more than 1/7 stores of all our formats, and for Sam’s
club as well, where we conducted a pilot program in 12
clubs. At Walmart Express we are piloting delivery in
even shorter delivery times to meet the needs of our
customers and so they may have a quicker and more
convenient shopping experience.

More than 10% of the On Demand orders of Walmart

and Walmart Express were fulfilled by this model.

FRESH PICKER PROGRAM

We also started up our Field Picker Program at 160
stores, to train our associates and provide them with
the tools needed to better select fresh products. We
have seen an increase of 50 basis points in shopping
frequency as a result of this program.
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2. ADDING THOUSANDS OF
PRODUCTS TO OUR CATALOGUE,
AT BETTER PRICES AND WITH
SAME-DAY DELIVERY

One of the greatest strengths of On Demand is to be
able to deliver fresh products in just a matter of hours,
maintaining freshness and quality.

An omnichannel network was created through synergies
with various processes that were put to work jointly. This
begins with the customer making an order, being able to
now meet their delivery expectations.

ADAPTING AND ENABLING
NEW INFRASTRUCTURE

Our infrastructure has undergone adaptations to
make the job of pickers easier -associates in charge of
gathering the products ordered by customers- and we
reassigned spaces originally set aside for storage in the
back areas of our stores. This model is currently found
in // stores and it makes filling orders a quicker process,
without interfering with the shopping experience of
customers found in the stores; the ordering and sale
capacity by squared feet, is extended with agility.

Support for the flow of orders and deliveries is
accomplished by two hubs we set up this year. They
consist of conditioning spaces with the infrastructure
needed to perform activities related to our eCommerce
services. The location of these two initial hubs was
chosen in terms of areas with the highest saturation
in Mexico City: The Taxquefia neighborhood in the
southern part of the city; and Girasoles, a neighborhood
to the east.

The capacity to fulfill 20 times more orders
than a store

Grouping orders 15% quicker, thus reducing
delivery times

These initiatives have been accompanied by program

and process designs that allow us to be more
efficient in last-mile delivery times, combining routes,
vehicles with greater load capacity, and vehicles for
specific loads.
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3. BROADENING CAPABILITIES
TO OFFER SERVICE TO MORE
MEXICAN HOUSEHOLDS

The benefits derived from our brick-and-mortar stores
and everything relative to them are used to increase
the potential of On Demand strategies, improving the
value proposition for our customers and members.
We therefore continue creating capacity and gaining
shopping frequency with this strategy.

Qur store infrastructure
is constantly evolving so
our stores may become
omnichannel

We adjust and innovate our stores and clubs prototypes,
incorporating our regenerative approach, which
means putting nature and humans at the heart of all
our business practices. We also made changes in the
distribution of spaces and blueprints to strengthen our
omnichannel capabilities and thus help building a true
ecosystem of choice for our clients.

o
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The latest concepts have been added to remodeled
stores so that these remodels have the same
operational capacity and value proposition as any new
omnichannel store.

On Demand service has been activate in over 760
stores throughout 120 cities, thus covering almost /0%
of our big-box formats.

By leveraging our assets, we offer this large scale
service for the greater convenience to our customers:
almost 95% of On Demand orders are delivered in less
than 24 hours.




\'I
I‘\

EXTENDED ASSORTMENT 2021 REPORT

LEAD IN OMNICHANNEL OUR STORES OUR ECOMMERCE ON DEMAND STRATEGY

5%

OMNICHANNEL

BODEGA CASE
In all our formats, we accelerated our

Bodega’'s On Demand strategy is an ambitious and

stores transformation

pioneering initiative, and its success has become
a case study for the Harvard Business School. This

publication is an acknowledgment to the effort,

strategy, and resources invested and, as a whole, has
enabled online commerce to reach the lower income
population segments.

° ° . :
.|.90/° +95/° ;o make ||Fehea5|er fc;rz(E)Bodega customers ;v:;o do not
ave a car, there are odega stores with Despensa
of Walmart of Walmart Express ’ ) °de9 P
a tu Casa service. In this way, Bodega customers
Supercenter have On Demand ,
, now have the opportunity to purchase any product,
have On Demand service : . :
. including large-volume items. As a result, the average
service

ticket with Despensa a tu Casa is considerably larger
than the average ticket in stores, and the NPS is higher
than the average for On Demand.

Some 150 Walmart and Walmart Express stores Omnichannel continues growing strong at Sam’s.

2021 REPORT

units have been enabled this year with

omnichannel capabilities

have On Demand home delivery service in the
most densely populated areas of the principal cities
throughout the country.

During our Member Fest event, online sales had great
penetration and contributed extensively to growth. A
full 100% of our Sam's clubs offer the On Demand

service.
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4. WALMART PASS

Based on our purpose of helping our customers save
money and time, this year we launched Walmart Pass, a
subscription model where On Demand customers can
get unlimited same-day home deliveries.

Unlimited Walmart Pass deliveries are for all online
store departments, ranging from pantry items, dairy,
fresh, bakery and tortillas, frozen, to household items,
apparel, footwear and pharmacy products.

The current amount charged per delivery is 39 pesos.
Through Walmart Pass, paying a monthly fee of 49
pesos, or an annual fee of 499 pesos, customers may
receive unlimited home deliveries.

For greater customer convenience, we reduced the
minimum purchase of 499 pesos to 299 pesos.
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Our customers recognize the convenience of having
this service, as is reflected in the good results
achieved this year. The average ticket for Walmart Pass
customers had double digit growth, as compared to
those who are not program members; the average
shopping frequency is also two times greater than
non-members.

The positive reaction that Walmart Pass has produced
is witnessed with the increase in subscriptions, and also
in customer satisfaction levels for those who joined the
program. We are on the right path, but we have a lot to
do. We will continue to imporve our service levels and
to make life easier for our customers.

— The positive reaction that

h-":'-_-"; Walmart Pass has produced
S S IS witnessed with the increase

in subscription, and also in
customer satisfaction levels for
those who joined the program
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Our extended assortment is fundamental to

achieving our ambition to lead in omnichannel.
Although last year the challenges produced by the
pandemic obligated us to focus on keeping our
stores in operation, this year’s focus was to develop
our extended assortment strategy.




EXTENDED ASSORTMENT 2021 REPORT

MARKETPLACE

This year we developed new categories for our
marketplace and continued to increase the number of
products, with a great value proposition.

Approximately 90 virtual stores were enabled within
the platform, including official trademark stores and
exclusive items. Having this space with the offering of
brands that our customers love and look for on our
platform represents an opportunity to access a more
extensive assortment, which translates to improving
their experience and favoring us with their preference
as their first shopping choice.

Likewise, we have moved ahead in the implementation
of the cross-border operation, which means having an
international Marketplace where we have added almost
one million items this year alone.

In comparison with last year, we tripled the number
of products through virtual stores and doubled the
number of sellers, which allowed us to reach new
customers with the merchandise and brands they
look for and which are not currently available in our

brick-and-mortar stores
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BodegaAurrera 4

KIOSKS

Kiosks offer our customers comprehensive and
personalized solutions through the support of an
adviser for any purchase option, representing the
valuable opportunity of providing access to an even
larger product catalog. For many of our Bodega
customers, this is a special entryway that leads them
to eCommerce, thereby providing them with greater
trust in their purchase.

We continue

Investing to increase
kiosk service and
infrastructure. This
year we closed with
more than 1,200 kiosks
throughout Mexico
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SHOPPING EXPERIENCE

We continue working to improve the shopping
experience customers regarding the extended
assortment, from search, follow-up and returns options.

A machine learning algorithm has been applied to
improve search results, presenting products according
to customer preferences or market trends.

As a result of
improvements made
to logistics planning,
Extended Assortment

Moreover, more detailed data management has led

orders are delivered to better decisions on how to achieve the delivery or
o greater volumes in less time.
within 24 to 48 hours

in the 5 maiﬂ CitieS We have moved further along on the right path. Our

technological and automation capabilities shall continue
to improve. In addition, we will continue improving our
logistics plans to be quicker and more efficient, thus
achieving our ambition to lead in omnichannel.
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Shelf Kiosks

Cashierin store'

Payment options
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Pickup module
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payment

WhatsApp

1. Payment in cash, with credit or debit card.
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OMNICHANNEL OFFERINGS

2,756 stoRres
@

2,198

S
294

® 0
99

©

766 ON DEMAND STORES

1,244 «iosks
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ECOSYSTEM OF
CHOICE

With our customers at the center of our decisions,
we identified the most valued services around the
shopping experience and their priority needs, and
we are building an interconnected ecosystem that
allows our customers to get products and services
seamlessly, also giving them access to new digital
economy opportunities, helping them to save money
and time.

In this manner, our customers can have
the best shopping experience and will
continue to choose us as their primary
preference
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BAIT CONNECTIVITY

On 2020, we launched Bait, our connectivity and pre-
paid mobile phone service that is affordable and inclusive
in support of all Mexican households.

In keeping with our purpose, we are helping people save
money and live better by offering the connectivity they
need at affordable prices, and rewards them for shopping
in our stores.

el
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Our value proposition is based on three elements:

1. LOW PRICES:

Our commercial offering is more attractive, with low
rates, unlimited connectivity, data, voice, and SMS with
domestic and international coverage.

2. MAXIMUM SPEED COVERAGE:

We offer the experience of speed provided by the 4.5
LTE network, and even reach small cities that had no
coverage in the past.

3. CONNECTING THROUGH YOUR PURCHASES:
For every purchase made in our stores, our customers
are rewarded through our Mi Bait app with added
megabytes, so they can remain constantly connected.




CONECTIVIDAD BAIT

This year, Bait is available in all our business formats
nationwide: Walmart, Walmart Express, Bodega
Aurrera, and Sam’s Club, and can be obtained at our
points of sale -both internal and external- or via digital
media at our website miBait.com or with our app.

By enabling the connectivity of our customers, we have
untapped up a new universe of possibilities by adding
them to the Walmart ecosystem and solving their pain
points. The acceptance of Bait has been particularly
high in Bodega Aurrera.

We have invested in talent, technology and in
customer acquisition to strengthen our long-term
strategy, as reflected in the good results posted for
2021 shown below:

54

o

Increased number of visits and users:

2.3 million 880,000
users at the downloads of our
end of 2021 Mi Bait app

il s T T
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O Thanks to our user
base, we are now one
of the largest Mobile
Virtual Network

Operators (MVNO) in
the country

The highest
scored app in the
sector
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|t is encouraging to take our value proposition of low prices beyond retail,
thus continuing with our promise of helping our customers save money
and live better, also giving them access to the digital economy

Broadening the benefits of our service through
other stakeholders:

o Our support of the Small Farmer program

Intensified advertising through different
channels:

e Massive radio, TV, digital, and billboard
campaigns twice a year
» We opened digital channels for our brand

e We sponsored two concerts during this
past year

Reinforcing our presence at the points of sale:

e Advertising material was placed in the stores

e SIM-card availability was guaranteed in our
self-service units

e More than 22,000 activations took place

through BTL (Below-the-Line) events in

stores

began this year. Through our Walmart
Mexico Foundation, we delivered
affordable Bait equipment and plans for
small farmers in communities where other
operators are not available, and now they
have the tools and connectivity needed to
conduct their sales with modern
technology.

We established agreements with suppliers
to leverage the program and contribute to
its development. This connection with our
suppliers plays a very important role in
achieving broader connectivity as well as a
greater impact with the program.
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FINANCIAL SOLUTIONS

We offer low-cost and flexible financial services, giving
our clients access to the digital economy and delighting
them with new experiences. Hand in hand with our
core business and with the strength of our assets, we
position ourselves in a unique way to create the leading
financial ecosystem in Mexico.

Our ambition is to create a digital

connection with our customers so we

can know them and serve them better

Our financial services have three pillars:

1. DIGITAL WALLET

our customersand members can perform
cash top ups on the app, and use their
balance to pay for different services in
our stores and clubs, such as telephone,
electricity, cable, entertainment and
transportation, among others; without
having to pay commissions.

2. CREDIT:

our goal is to provide access to financial
services so customers can buy their
favorite products and pay for them later

3. REMITTANCES:

we activated our remittances-collection
services at all our checkouts so our
customers can collect the money sent
to them from abroad.




SOLUCIONES FINANCIERAS

million

Cashi users

In 2018 we launched our Cashi app, whose purpose

is to provide digital financial solutions to Mexican
families. From its creation, to date, Cashi has evolved
and now has the following features:

e “Card on file”, which allows our customers to
top up their Cashi balance with a debit or credit
card, without having to go directly to the stores.
This saves them time and provides a contactless,
quick, and safe experience.

» Bait mobile top ups

 Business-to-business (B2B) dispersions where
companies, can offer benefits and rewards to
their employees via Cashi

» +/0 services have been activated for digital
payments

In 2021, we made great strides in

financial services.

We are the second chain with the greatest number
of paying points. Remittances can now be easily
collected at our front end

Last December, together with a third-party,

we launched a pilot to disburse credit via Cashi
in almost 30 Walmart and Bodega stores. We
are granting credits of up to 6,000 pesos so
customers can shop for their favorite items and
pay for them later

Customers receive a 2% cashback when they pay for

their purchases with Cashi

The following step moving forward is to offer
low-cost and more flexible financial solutions
to solve our customers pain points

In addition, we will launch the Walmart to Walmart
remittance service, in which our customers in the
United States will be able to send remittances from our
stores and be paid directly at Walmart stores in Mexico,
facilitating the process and access to this service for
all Mexican households.

2021 REPORT
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: . .
..3;(.. Connect @ Our goal is to become the leading

media platform in Mexico, helping

WALMART CONNECT

brands connect with five million

Walmart is a leading omnichannel retailer in Mexico and . . .
Central America because we put the customer first. customers we da||y serve in our br|C|<‘

By using our resources to create more meaningful

. - and-mortar stores in Mexico, with the
connections between our customers and advertising

partners, we are expanding and enriching our ecosystem
for everyone’s benefit.

most robust omnichannel offer, and
using information and data to increase
the effectiveness of their campaigns

Our offering is based on two pillars:

% 1. OUR SCOPE:
by adding our traffic in our stores and digital channel,

we become a nationwide mass communication media.

:

2. CUSTOMER INTELLIGENCE:
knowing what our customers buy provides us with a

it

competitive advantage.
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We have unique advertising capabilities that help brands E:T.,F:::;
connect with our customers, both more frequently
and with greater importance, thus leveraging the )
following strengths: Belﬂg able to |e\/erage
our assets in favor of
Massive omnichannel reach our customers makes
Walmart Connect one
Comprehensive solutions for brands
o of the best and most
Sophisticated segmentation v Bolsa ecolégica important monetization
SepRRliilss opportunities, which will
In-depth knowledge of our help maintain low costs in

eCommerce customers

sl PUEDE
ESTAR TU MARCA

These strengths allowed us to

achieve the following results in 2021:

50%
advertisers

growth vs
2020

+77%

campaign

growth vs
2020

the future

CASE OF SUCCESS
Fiestas Patrias

Check out our omnichannel
campaign video inspired by
reinventing the Mexican party
to accompany our clients in
each of their moments

WATCH VIDEO



https://www.walmartconnect.com.mx/portfolio/fiestas-patrias/

THE EXPERIENCE OF OUR WALMART ECOSYSTEM
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THE EXPERIENCE OF OUR
WALMART ECOSYSTEM

Each vertical plays a specific role within the
ecosystem, and the combination of these vertical
anchored to the omnichannel business make the
Walmart ecosystem unique.

Click to see more

> Path

G} See information
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STRATEGIC
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ENABLERS

« Customer Centricity
« Technology and Data
« Logistics

. Best Talent

1

Distribution centers (DCs)
20 Mexico
11 Central America

231,259

Associates
193,902 Mexico
37,357 Central America
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ENABLERS

We understand that our customers’ needs and shopping

habits constantly change and we focus on creating
solutions to adapt to this continuous evolution accordingly.
We continue to invest heavily in enablers that allow us to
execute our customer-centric strategy and propell us
forward. Customer centricity continues to be our main
focus, in order to improve experience and streamline the

way we serve customers by using tecnhology and data to
enhance our decision making, by leveraging our logistics
infrastructure and by empowering our talent to execute.
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CUSTOMER
CENTRICITY

We put our customers at the heart of everything we do. We
listen to them to understand their needs and offer them the
best service. We focus on delighting them by serving them
when and where they prefer to shop.

Our customers have increasingly gone digital by embracing
eCommerce. We have directed our efforts to develop
communication and marketing strategies in digital channels and
in traditional media to accelerate and support their adoption.

We meet our customers and associates needs by listening to
them. We conduct systematic research to obtain first-hand
information about their perception of our services. All this
information is crucial to developing strategies to better connect
with them to offer the shopping experience they are looking
for and meet their needs.

By listening continuously to our customers

E R and members, we are keeping them satisfied
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CUSTOMER-CENTRIC
CULTURE

This year we launched our Customer-Centric Culture
Training Program establishing the fundamentals of a
customer-centric culture. We shared information with
our staff and operations associates to help them better
understand our customers and the indicators that help
us measure their experience and satisfaction levels.

RAZAMOS

APRETADM
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We carried out the following activities:

Two webinars were broadcast to more than 8,000
associates, where Walmart specialists shared their
knowledge about the following topics:

« Knowing our customer: we learned about our
customer’s three dimensions: person, environment
and shopper. We discovered how the dimensions
interconnect to influence their purchase decisions.

o Omnichannel NPS: we discovered the relevance of
the Net Promoter Score (NPS) and how it relates
to our business indicators and the levers we must
activate to improve the omnichannel customer
experience.

Live with Shoppers: We held 27/ virtual group sessions
with customersin all our formats, when more than 2,500
staff associates participated, listened and interacted
with them. In these sessions, we learned more about
the customers, their needs, concerns, and priorities,
both personally and as related to their families. We
also understood how they adapted their organization
at home and work and their purchasing habits to the
new normal.

All this knowledge is available on our UlLearn training
platform, so our associates can go back to read the
information any time they need it.
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WE IMPROVED OUR CUSTOMER
AND ASSOCIATE EXPERIENCES

We work to drive a positive impact in how we interact
with our customers.

We made progress in implementing
the Customer Journey
methodology created to define
customer experience solutions in

| ——— BodegaAurrera 4
our omnichannel formats e

This methodology identifies the pain pointsin the service ‘ : l o/

increase in sales in rearranged
depth analysis of the pantry food staples and perishable departments in Bodega

journey. It provides answers enhancing interaction

during the shopping experience as we evolve with our

customers. ﬂ In the case of Bodega Aurrera, we conducted an in-
X

[ ]

produce routes to understand customer preferences Aurrera

4\

and improve their shopping experience in stores.

As aresult of our rearrangement of store products, we

. increased sales by 40% in the impacted departments
and enabled new automated collection systems to

4y

expedite customer payment processes.

©
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WE MEASURE CUSTOMER
SATISFACTION

We use various digital tools to monitor our customers’
shopping experiences.

We have two satisfaction surveys that help us identify
our strengths and weakness to develop action plans
and to improve their perceptions:

Customer Experience Index

Associate Experience Index

Tablets

Q0SS

Email / Social media:
Sam's

©

+26,300 surveys applied Our Bodega Aurrera,

to our customers and Walmart Supercenter and
associates in the region Sam’s Club stores have these
monitoring mechanisms in
place at 100%
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% Results for Mexico E Self-Service
o O

e 29% increase in overall e Increases in recommendation rates of

recommendation rate of our clients: 5.7% at MiBodega, 4.6% at

our customers Bodega Aurrera and 2.5% at Walmart

e Increase in overall satisfaction Supercenter
rate of our selfservice e Increased satisfaction rate of our
customers selfservice customers

o Mi Bodega was highest rated format in
general satisfaction in self service

Sam’s Club eCommerce
— g-ommerce

2.4% increase in members e 12.3% increase in our clients and
recommendation rate members recommendation rate

Increased our members e Increased our clients and members
satisfaction rate satisfaction rate

2.2% increase in membership renewal e Walmart Supercenter was best

intention in members that buy at evaluated format in general @ Sam’s re PO rted the
Clubs and online satisfaction .
Best evaluated format in h lg heSt N pS O-F d H

general satisfaction our ]CO rmats
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OMNICHANNEL
NPS EVOLUTION

The adoption of the NPS across the company, including
annual goals, helped us achieve our customer-centric
vision goals. We understood their major pain points and
worked to understand root causes in order to provide
end-to-end solutions to improve their journey. We used
our NPS to track other customer-related metrics that
helped us devise holistic solutions to improve their
experience.

In 2021, we evolved the NPS measurement system in
Mexico to enhance the omnichannel customer and
associate shopping experiences.

We hired CxTeam and Medallia to help us measure the
indicator in all of our customer contact channels. These
commercial partners will accompany us in this evolution
to increase data granularity, which will allow us to
identify the pain points and strengths our customers
experience both in stores and on our websites or apps.

We will also be able to consolidate the information we
receive from different sources in a single repository
to provide access to an end-to-end view of customer
interactions and leverage this knowledge. This new
tool, which we plan to launch in 2022, will allow us to
continue improving the customer shopping experience
and encourage their loyalty.

In line with NPS, we tracked other

customer related metrics that helped
us come up with holistic solutions to
improve their experience

Last year, in Central America, we began to transition to
the Customer Experience measurement methodology,
based on the one used by Walmart Internacional
consisting of an online questionnaire we use to evaluate
six variables that measure customer satisfaction:
cleanliness, speed, friendliness, quality, price and
assortment, as well as satisfaction and our NPS.

In 2021, we used this methodology to obtain more
than 1.3 million responses from our customers and
100% representativeness, with an average of 120
surveys per store.
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COMMUNICATION
CHANNELS

We have a Corporate Contact
Center to offer customers different
communication channels.

Customers can communicate with

us through the following channels:

Social media
Telephone
Email

WhatsApp

Corporate site chat

Campaigns

CAMPAIGNS

We run different campaigns through multiple channels
throughout the year. Such was the case of the Irresistible
Weekend, which began with an eCommerce presale
and continued with product offers in stores and online.

We also participated in the Hot Days campaign. At
Sam’s Club, we scheduled special events for members
such as Socio Fest and Open House to invite customers
to shop at our clubs without a membership to get a
first-hand glimpse of the product assortment we sell
at the best prices.
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TECHNOLOGY [ -
AND DATA

Technology and data have become one of our main tools for

growth. We are accelerating our digital transformation as we
invest in developing new technological capabilities that allow
us to turn data into information to make strategic business

decisions.

One of our great advantages as a global company is our
experience making great strides in technology and implementing
best practices in other markets, such as the United States, China,
India and Canada. This strength we call Powered by Walmart
allows us to implement the best technology in the shortest
possible time and at a much lower cost because we leverage
the investments made in other Walmart markets.

We will continue to generate technological

solutions and make data-driven decisions to
ensure an agile operation and transform to
continue building the Walmart of the future
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DATA-DRIVEN DECISIONS

We have integrated data as a fundamental tool in our
decision-making processes.

We built a predictive marketing model focused on
consumer needs. One of the model’s basic components
collects and analyzes the data we use to better
understand our customers and how the different
macroeconomic, market and trend variables influences
their purchase decisions.

The model allows us to determine the best way to invest
in each of our formats and offer a personalized and
enjoyable shopping experience that our customers
value. We also use this data to implement new initiatives
to connect digitally with our customers to offer them
an omnichannel experience to buy their products when
and where they prefer to shop.

Regarding our infrastructure, we developed a data-
driven model to help us make better investment
decisions, optimizing new project feasibility. We use
this tool to classify and analyze projects based on four
criteria: operating profit, operating expenses, the
investment time horizon, and competitiveness.

This project assessment method has represented a
major change in our implementation and management
processes by providing greater clarity and strengthening
our decision-making process.

We collect data generated by consumer habits and

preferences and translate it into information to

improve our operational efficiency
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We also use data to make decisions in our operations. We
know that the implementation of our strategy requires
investments, so we are intensifying our expense and
productivity management efforts.

This year we started the execution of the Smart
Spending project, which reinforces our Every Day Low
Price culture, using technology and data analysis to
enable cost-saving and streamlined operations while
generating savings.

Because of the scale of our company, new data-driven
implementations yield significant savings. For example,
a change in our logistics fleet scheduling resulted in
annualized savings of 140 million pesos.

In total, in Mexico we identified about 3,700 million
pesos in savings, of which we executed 1,000 million
pesos in 2021. Between 2022 and 2023, we will execute
the remaining savings.

The constant transformation of our data-driven
agile process guides our business decisions
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OPERATION OPTIMIZATION

SUSTAINABLE MAINTENANCE:
This year, we invested a significant amount
In automating our maintenance system
to increase our operational efficiency,
spend smartly and achieve significant
profitability and sustainability benefits in
both the medium and long term. We use
this system to centralize all operations
in the same channel and use the data
collected and algorithms to measure
our energy consumption and connect it
to other factors such as weather, rates
and inflation to be more assertive in our
investment decision-making processes.

FRESHER PRODUCTS:

At Sam’s Club, we use automation to keep
our products fresher with zero waste. We
began to use the Fresh Sales Tool technology
with data-driven algorithms that help us be
much more assertive in our procurement
and fresh produce production processes,
sell more with fewer resources and generate
less waste.
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OPTIMIZED SPACES:

To improve our members’ shopping
experience and help our associates save
time, in 2021, we launched a new tool at
Sam’s Club to enhance the mapping of
spaces by category and club and improve
space planning and optimization. This
product will help streamline our associates’
working processes.

CENTRAL AMERICA:

This year we launched the Customer Value
Program app to manage markdowns and
exit strategies more efficiently and improve
profitability.
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TECHNOLOGY AND SYSTEMS

Our Technology and Systems Division providing
omnichannel services to both internal and external
customers has implemented a new model to improve
internal connections and enhance external connectivity
with our customers. This model is based on a cell design

consisting of six jointly developed points:

1. Create new technological capabilities. This year we
implemented 115 new initiatives, the most emblematic
of which features the improvements applied to internet
access and self-checkout service at stores.

2. Operational excellence: Operate with fewer
resources, increase value and cut costs with the
continuous monitoring of all internal operating
platforms, aimed at anticipating and preventing failures.

3. Developments focused on the internal customer:
Maintain communications between corporate divisions
to develop and implement models that streamline daily
work processes.

4. Technology enablers: |dentify the best technology
at the best cost and develop suppliers to bring the best
talent to the company and spend smartly.

5. One technology team: Have a team staff member
in each tribe to stay informed of new opportunities,
allowing us to anticipate remote working and plan for
the future.

6. Information security: Protect the company’s
databases and information from the cyberattack
attempts that occurred this year. We prepared to serve
as the first line of defense to protect and monitor
the thousands of electronic devices connected and
anticipate failures.

We increased our network connectivity with more modern
technology to improve connectivity by 8x and reduced
costs by 15% in stores, distribution centers and offices




LOGISTICS

One of our greatest competitive advantages is our
logistics network. We were pioneers in investing in
infrastructure in Mexico, and the efficiency of our
network has been essential to our Every Day Low Price
guarantee.

In addition to fulfilling their function of having products
available to our customers shopping in person, our stores
are being enabled as omnichannel distribution points. We
aspire to turn each store into a distribution center and
further strengthen our operational efficiency.

Now, this competitive advantage is
evolving into the omnichannel space.
We are transforming our network by
adapting it to future business needs
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in Central America

@ The opening of our new distribution centers
has improved merchandise flows making them
faster and more efficient

%4 2021 REPORT



LOGISTICS

2021 REPORT

We invested 986 million pesos to open the Santo Nino
distribution center in Mexicali, creating more than
700 direct jobs and more than 1,000 indirect jobs.
The distribution center is equipped with the capacity
to process nearly five million boxes of goods received
and shipped per month to supply the Bodega Aurrera,
Mi Bodega Aurrera, and Walmart Supercenter stores in
Baja California and Sonora in the northwestern region
of Mexico. As part of our commitment to inclusion,

Together with the Government of the state of Tlaxcala,
we also celebrated the signing of a collaboration
agreement for the construction of a new omnichannel
distribution center in the city of Huamantla that will
create more than 1,200 direct jobs and more than
/00 indirect jobs. We expect to invest more than 3
billion pesos in this new DC, of which 608 million pesos
will be allocated to technology and innovation, which
will be directly connected to our omnichannel value

{—=, P S . —— g : == close to 2% of our associates in this DC have a disability.  proposition to supply 240 stores located in Mexico City
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o T i Therefore, we invested in a transportation system for ~ Veracruz.
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our associates, including access ramps for wheelchairs.

We believe a truly omnichannel logistics network, will
allow us to improve our service levels and to accelerate
growth by enabling us to flow all merchandise
indistinctively to stores, customers homes or pickup
locations.

Logistics offer us a huge opportunity

to create jobs and do so inclusively
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PERISHABLES NETWORK

Proximity to customers and our

ability to deliver a full basket,

including fresh items, in a couple

of hours, is one of the main

competitive advantages we want

to further strengthen

We built the capacities needed to centralize produce
distribution. This will allow us to increase availability,
freshness, shelf life, and overall customer experience
in hard-to-reach areas for our suppliers. In addition,
we are expanding the DC Villahermosa capabilities,
that will be a model Perishables DC for the southwest
region, and it will allow us to serve more than 250
stores in 7 states, bringing us closer to our customers.
And we will expand the capacity of the Culiacan DC by
40%, which will help us reduce lead times and increase
availability in the region.

ALIGNMENT WITH SUPPLIERS

We worked with top suppliers to simplify receiving
processes through new initiatives such as fixed
appointments and purchase order per item, which
allowed us to reduce supplier’s receiving time by more
than /0%. In addition, we progressed on our Truck Load
Optimization program, reducing more than 20,000
trips for our suppliers; having a positive impact on their
carbon footprint and transportation cost.

LAST MILE MODEL

An efficient and modern last mile operation is
instrumental in offering the service levels our customers
expect.

For On Demand, we are serving customers out of our
more than /60 enabled stores and we expanded the
crowdsourcing model to more than 170 stores.

For extended assortment, we launched new operating
models like Delivery Stations and Exchange Points that
have helped us to reduce customer delivery promise
time by almost 40%, with a cost that is over 10% lower.

FLEET

As for our fleet, we have incorporated electric vehicles
and are developing omnichannel transport models.
Thus, we leverage our fleet that already visits our
+2,/00 stores every week to enhance merchandise
flows for pick-up stores and even home delivery at a
lower cost and faster delivery times.
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FULFILLMENT SERVICES

As one of the largest logistics players in the country, we
have the means to be involved in our delivery process
and the storage of other companies’ goods. We promote
logistics as an added value to increase our competitive
advantage by offering and monetizing additional services.

We invested a significant amount of money in launching
Walmart Fulfillment Services (WFS), a service where
select sellers can leverage our world-class supply chain
capabilities to fulfill orders quickly and efficiently.

WES is designed to help sellers generate more profitable
sales of their inventory at scale. We have worked with them
to design a simple and expedited process with competitive
pricing. As for customers, they'll enjoy a larger assortment
and shorter shipping times.

Walmart Fulfillment Services is currently operating
from our Mexico City distribution center. About 20%
of Marketplace orders are currently delivered through
our network. Although it is still in its early stages, sellers
respond positively, and the results are quite promising.

@ Oursupply chainis one
of the main enablers of
our long-term strategy
offering a huge competitive
advantage. We will continue
to aggressively invest in it as
our omnichannel business
grows.

About 20% of Marketplace orders are
currently delivered through Walmart
Fulfillment Services



BEST TALENT

This has been a year full of challenges and changes
that has challenged our associates; however, they have
adapted and innovated to continue offering the best
service to our customers when they need it most.

Implementing our business strategy has required a team
with a growth mindset and new skills. Our associates have
also faced the challenge of adapting to our customers’
changing needs.

Our associates have known how to respond
with their unique talent, demonstrating high

levels of professional commitment proving
that challenges make us stronger
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We provide training and education to ensure
that our associates are prepared for these
new challenges. We continue to offer a value
proposition that provides benefits and a diverse
and inclusive workplace where they can be
themselves, which translates into happier and
more engaged associates boosting productivity
and our NPS.

Despite the challenging environment this year,
we improved our associate satisfaction and
engagement rates.

We can say with full
assurance that our team is
an example of dedication
and tenacity that plays

a fundamental role in
delivering great results

Please go to our chapter on
OPPORTUNITIES to learn

more about this year’s talent

development initiatives.
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WATCH VIDEO

MESSAGE OF THE CFO
WALMART DE MEXICO Y
CENTROAMERICA

2021 has been a challenging year,
marked by resilience and innovation.
We made strategic decisions focused
on our customers, which allowed us
to earn their trust and grow above
the market. We are becoming the
leading omni-driven ecosystem, and
our financial strength serves as a
competitive advantage.



https://vimeo.com/688168731/f650647289
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PERFORMANCE

\ GRI 201: 103-1, 103-2, 103-3 \

Our results evolve as we
implement our strategy.
We are a growth Company,
and we will continue to
accelerate our growth by
INnvesting In our strategic
plans

Our financial results were solid in light of an extremely
challenging year, characterized by high global inflation
levels and the complexities involved in an ever-
changing environment. Thanks to our customers’
preferences and trust, sales growth accelerated
from quarter to quarter throughout the year. Despite
uncertainty, we remain committed to investing in the
region to accelerate growth and create shared value
for all our stakeholders.

Results by country, format and division

Geographic area
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Central America

North
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Center

Metro

Sam's Club
Bodega Aurrera
Walmart

Walmart Express
Superama

Apparel

General Merchandise

Food and consumables

Honduras

Nicaragua

Costa Rica

Guatemala

El Salvador
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In 2021, same-store sales performance was solid. The
North, South and Center regions led the growth.
On the other hand, all merchandise divisions grew,
primarily Apparel, which reversed its trend compared
to the previous year, followed by General Merchandise
and Food and Consumables.

We expanded the same-store sales gap vs. ANTAD by
200 bps. We are moving fast and innovating to transform
the shopping experience, and customers are rewarding
us with their preference.

103 2021 REPORT

@ \Weare very proud of the
results. We grew above the
self-service and clubs market
for the eighth consecutive
year, as measured by ANTAD,

the Mexican retail association.

Growth gap in same-store sales

Walmex' vs ANTAD self-service and clubs

Basis points

200

o =t o
!! =

2014 2015 2016 2017 2018 2019 2020 2021

1 Mexico: Self-service and Sam’s Club
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Our format results have been consistent from one
period to another. This year, growth was led by Sam’s
Club, followed by Bodega and Supercenter. It is
important to note that in 2021, we made significant
progress converting our Superama format to Walmart
Express, striving to satisfy our customers’ need for
a quick and convenient shopping experience with
reduced prices for basic items. The transition period
was challenging, shopping experience is not ideal when
remodel works are undergoing, and this translated
into softer sales.

Total revenue in 2021 grew 6.0% compared to 2020,
for a total of 609.2 billion pesos, proving our consistent
results.

After the strong growth reported in our eCommerce
sales last year, it was not easy to settle a comparison
that would allow us to determine our customers’
behavior in 2021. However, we are proud to share the
results obtained thanks to the great work done by the
team that implemented and executed our long-term
strategy in a challenging environment.

eCommerce sales grew 367% during the year, and GMV
(Gross Merchandise Value) 40%. A two-year stacked
growth of more than 200%. eCommerce represented
49% of Mexico sales, and contributed 1.4% to our total
sales growth in 2021.

We are tailoring the omnichannel experience to meet
the needs of the different customers we serve and
is pleasing to see they are appreciating it. According
to Euromonitor data for 2021, we increased our
eCommerce market share by 190 basis points; this
result shows that customers appreciate our efforts.

609.2 billion
pesos, a 6.0% growth
of total revenue

GMYV Growth
N
22 R | e | ¥
n N - O
o™ < O -—
2017 2018 2019

*Two-year stacked growth

2020 2021*




PERFORMANCE

2021 REPORT

We continue to invest to position our Company for
the future and to create new revenue streams. Gross
margin grew 40 basis points, representing 23.2% of
total revenue this year. SG&A grew 6.8% compared to
the previous year, mainly due to strategic investments
in remodeling, new stores, reinforcing our omnichannel

strategy, talent, and technology.

Annual results were positive as operating income grew
10.9%, representing 9.1% of total revenue. EBITDA
grew 9.6%, keeping it in double digits, representing
11.4% of revenue.

11.4% EBITDA margin
in Mexico
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Total revenue reached 126.8 billion pesos, 8.1% growth

As a result of our operating

compared to the previous year. Sales performance in —
same-stores by country grew consistently; Honduras and ﬁnanCial diSCipline, —
and Nicaragua reported stronger growth, followed by

Costa Rica, Guatemala and El Salvador. These are solid EB |TDA represe ﬂted 9,1% O]c

results, considering the macroeconomic environment

in the region. tOta| revenue, a 5.4% grOWth

Gross margin fell 10 basis points, representing 24.1% compared to 2020 T F | s
of revenue this year. The reduction was mainly due to _ -
investments in prices related to the execution of the e
Biformato strategy in Groceries, Consumption, Fresh,

and Pharmacy for the Bodega and Discount formats.

This year, we leveraged 20 basis points in SG&A, compared
to 2020 because of the business simplification approach
that has generated savings and operational efficiencies.

Operating income represented 5.8% of total revenue,
/.5% growth compared to the previous year.

Note: growth sales percentages/in.Central America are on'a constant currency basis.

CENTRALAMERICA
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Consolidated revenue for this year totaled /36 billion
pesos, a 49% growth and 6.3% on a constant currency
basis, compared to 2020, reporting above-average
market growth in both regions. We invested in prices
in Mexico and Central America, and our 23.3% gross
margin increased 20 basis points compared to the
previous year.

SG&A increased 4.9% compared to 2020, mainly driven
by strategic investments.

Operating income represented 8.5% of total revenue,
with and expansion of 30 basis points and 9.5% growth
compared to the previous year. EBITDA reached 81.2
billion pesos, 11.0% of total revenue, representing an
expansion of 30 basis points compared to 2020.

Our financial strength provides us the flexibility to
balance short-term results with long-term plans. We
will continue improving our cash position through the
financial discipline that characterizes us, generating
solid returns.

Our cash-flow generation is
solid, consistently growing year
after year

736 billion

pesos of total revenue
+4 9% growth

CONSOLIDATED
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SALES SHARE BY
BUSINESS FORMAT

. Bodegas and discount stores . Clubs

. Hypermarkets . Supermarkets

HEEEEEEEEEN
HEEEEN NN =
HEEEEENEEN
e

@ Our multi-format strategy allows

us to meet different shopping occasions in

different socio-economic segments

Bodegas and discount stores

Stores focused on customers looking for the best
price and value in their purchases. Through our
Every Day Low Price value proposition we offer
perishables, groceries, consumables, general
merchandise and household items at the best
prices in the market. Now also online with a wide
assortment of general merchandise on our website
and On Demand with same day delivery.

Hypermarkets
Stores focused on offering a broad catalog of

perishables, groceries, consumables, general
merchandise and apparel through our Every Day
Low Price value proposition. We offer an extended
assortment from our website, where we also have a
marketplace so our customers can find everything
they are looking for in one place. We have enabled
stores with omnichannel capabilities to offer On
Demand with same-day delivery.

Clubs
Club de Precios con membresia, donde ofrecemos

los mejores productos nuevos y diferenciados en
volumen a precios irresistibles. En Sam’s Club
atendemos socios de negocio e individuales que
buscan la mejor experiencia de compra ya sea en
tienda o en linea, ofrecemos On Demand desde
todos nuestros clubes con entrega a domicilio o
pickup.

Supermarkets
We offer excellent quality products in departments

such as perishables, groceries, consumables and
selected general merchandise products, focused
on providing the best shopping experience to our
customers at low prices. With On Demand service
with same day delivery, offering greater convenience.
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Transactions

Total Revenue

DOWNLOAD INDICATORS 2021

Investment in fixed assets

MXN Billions

16.7

20.6

17.9

17.4

* In order to provide the investors community a better view of the underlying performance of our business, we are including a retroactive estimation of the effect the adoption of the IFRS 16 would have had on 2018 financial results. These pro-forma 2018 figures are not audited,

Millions

MXN Billions

1,973 701.7
2,287 646.8
2,229 616.9
2,146 573.4

Cash generation

Dividend paid

MXN Billions MXN Billions / MXN per share
Dividend
per share
$1.63
64.8 30.9

$1.79
63.7 36.0

$2.08
60.5 25.6

$1.48
544 42.8

$2.48

but are based on the 2018 audited reported results and adjusted with our best estimates to show the effects related to the adoption of the IFRS 16.

Operating income

MXN Billions

57.4

EBITDA
MXN Billions

75.4

54.0

71.0

51.6*

43.8

67.1*

55.5

Number of associates

231,271

238,972

Total units

3,489

234,431

3,407

237,055

3,249

3,134

2021

2020

2019

2018

2017

2021

2020

2019

2018

2017


https://generadorestudio.com/proyectos/Walmex2021/pdfs/capitulos/Cifras_Relevantes_2021.pdf
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$67.62
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VALUE
CREATION

January February oo >

For the last eight years we
have reached record highs on
our share value

$73.30

$69W

September

Thanks to the soundness and consistency of our financial
results, the strength of our operation, our associates’
talent, and our pursuit for innovation, every year for the
last eight years we have reached record highs on our share
value. In 2021, despite the challenging environment, we
reached a historical price per share of /8./8 pesos.

Walmart de México y Centroamérica continues evolving
to meet the needs of our customers and to continue
delivering solid returns. In retribution for the confidence
of our shareholders, this year we paid 28.2 billion
pesos in dividends. This amount includes the payment

.......... >

$763§ﬁwwwq\\f/[///\wgﬁk

$78.78
Historical price

per share
december 17 2021

October ~ ---------- > November ~  ---------- > December

decreed in 2021 of 1.63 pesos per share, comprised of
an ordinary cash dividend of 0.90 pesos per share and
an extraordinary cash dividend of 0.73 pesos per share.
The ordinary dividend was paid in two installments of 0.45
pesos per share, the first on November 24 and the second
on December 28, 2021. The extraordinary dividend was
also paid in two installments, the first of 0.36 pesos per
share on November 24 and the second of 0.37 pesos per
share on December 28, 2021.

.......... >
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INVESTMENTS

We continue to invest strategically to position our
Company for the future with growth initiatives based
on disciplined capital allocation, considering the
uncertainty and changing conditions that prevailed
this year.

During the year, we invested 20.5 billion pesos in
strategic projects with high returns to strengthen our
business, a 22% growth compared to 2020.

Remodels represented 44% of our investment. We
are enabling our stores with omnichannel capabilities
and keeping them in good condition to improve the
shopping experience and ensure the safety of our
associates and customers. This year, we continued
expanding our presence by opening 131 new stores,
representing 23% of the investment. We closed the
year with a total of 3,620 stores with a sales floor of
more than /.3 million square meters.

20.5 billion
pesos invested in
strategic projects

We have a robust logistics network that we continue
to reinforce. We opened a new distribution center
in Mexicali in 2021. The new Santo Nifio DC began
operations in December when we also began building a
new omnichannel distribution center in Tlaxcala, which
is expected to initiate operations in 2024. Investments
in logistics represented 1/% of our total investments
this year.

. Remodels . Logistics

New stores

. Technology & eCommerce
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Investments in technology and eCommerce represented
16% of the investment. The execution of key projects
was accelerated, such as the deployment of antennas
to improve the performance of our wireless network,
equipment and components were replaced to support
new functionalities, our back office underwent
transformation, and we added a new data platform to
reinforce our omnichannel operation.

We are very proud of the achievements
obtained in 2021, which are the result of the
efforts made by our associates, customer

preference, and our solid finances. We are
aware of our Company’s enormous potential
for growth and we are excited to continue
progressing with firm results.
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INCOME STATEMENT

AND BALANCE SHEET

At December 31, 2021 (MXN Billions)

Consolidated Results Walmex Balance Sheet
2021 2020 Var. Assets Liabilities and Equity e 6
> % > e e Cash Accounts
Total revenues 736.0 100.0 701.7 100 4.9 Payable

Gross profit 171.8 23.3 162.0 231 6.0 ........

SG&A 110.2 15.0 105.0 15.0 4.9 .......... 80.3

Other income, net 1.2 0.2 0.4 0.1 1.8x .......... Inventories
EEEEEN B

Operating income 62.9 8.5 574 8.2 9.5

EBITDA 81.2 11.0 75.4 10.7 77 271.3 297.8

Net income 441 6.0 33.4 4.8 32.0 Fixed Assets Equity
S and Others and Others

x = Times

Total
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FINANCIAL SUMMARY (MILLION PESOS) [Grii02-45,102-48

*NIIF *NIF
2021 2020 2019 2018 ™ 2018 2017 19 2017 2016® 2015  2015© 2014 @  2013“ 2013 ™ 2012 @ 2012 2011 2011
Mexico GDP (Growth,%) 5.0 (8.9) (0.1) 2.0 2.0 21 21 23 25 25 21 11 11 39 39 39 39
Mexico Annual Inflation (%) 7.4 3.2 2.8 4.8 4.8 6.8 6.8 34 21 A 41 4.0 4.0 3.6 3.6 3.8 3.8
Peso Depreciation 29 5.6 (4.0) (0.4) (0.4) (4.5) (4.9) 19.2 177 177 12.8 1.4 14 (79) (79) 129 129
Average Exchange Rate 20.3 215 19.3 19.3 19.3 189 189 18.7 159 159 13.3 12.8 12.8 131 131 12.5 12.5
Year-end Exchange Rate 20.5 199 189 19.7 19.7 19.7 19.7 20.7 17.4 174 14.7 13.0 13.0 129 129 14.0 14.0
Mexico Average Interest Rate (28 Day Cetes,%) 4.4 53 7.8 7.6 7.6 6.7 6.7 4.7 3.0 3.0 3.0 3.8 3.8 4.7 4.2 4.7 472
RESULTS
NET SALES 730,352 696,711 641,825 612,186 612,186 569,015 569,367 528,571 472,460 485,864 437659 420,577 420,577 407843 413,792 375,280 379,021
% of growth total units 4.8 8.6 4.8 76 76 NA 8 12 1 Ll 4 3 3 NA 10 12 13
%of growth comp units 3.6 7.0 3.3 5.7 57 6 6 10 9 9 1 ) M 4 4 4 4
OTHER INCOME 5,692 5,023 5,021 4724 4,724 4,356 3,898 3,813 3,457 3,503 3,329 3,246 4,584 4,217 4,259 3,570 1,885
% of growth 13.3 0.0 6.3 8.4 8.4 NA 2 ll NA 5 3 NA 9 NA 19 NA 40
TOTAL REVENUES 736,044 701,734 646,846 616,910 616,910 573,371 573,265 532,384 47591 489,367 440988 423,823 42561 412,060 418,051 378,850 380,906
% of growth 49 85 49 7.6 7.6 NA 8 12 NA 1 4 NA 3 NA 10 NA 13
GROSS PROFIT 171,840 162,040 148,051 141,647 141,586 131,072 127,695 17,484 102,603 107,380 97,619 92948 93,624 90,228 94,597 85,109 83,698
% of profit margin 23.3 231 229 23.0 230 229 22.3 221 216 219 221 219 220 219 22.6 225 22.0
GENERAL EXPENSES 10,181 105,042 94,427 90,276 92,597 86,921 83,684 77834 69,548 72,235 64,010 61,318 62,102 58,541 61926 55,574 53,619
% of total revenues 15.0 15.0 14.6 14.6 15.0 15.2 14.6 14.6 14.6 14.8 14.5 14.5 14.6 14.2 14.8 14.7 14.1
OPERATING INCOME 62,908 57,447 54,003 51,572 49190 43,838 43,838 39,455 32,828 34,969 34,716 31,636 31,532 31,422 32,399 29,591 30,079
% of total revenues 8.5 8.2 83 8.4 8.0 7.6 7.6 7.4 69 7. 79 75 74 7.6 7.7 7.8 79
% of growth 9.5 6.4 9.8 NA 12 1 1 20 NA 1 10 NA 0 NA 9 NA Ll
EBITDA 81,214 75,387 71,005 67,148 61,747 55,482 55,482 50,149 42,592 44993 42,854 40,305 40,222 39,860 41,166 37,188 37,415
% of total revenues 11.0 10.7 1.0 109 10.0 9.7 9.7 9.4 89 9.2 9.7 9.5 9.5 9.7 9.8 9.8 9.8
FINANCIAL INCOME (EXPENSES), NET 5,612 7983 (4,801) (4,242) (330) (548) (548) (323) 89 55 (154) (16) (15) 401 399 189 191
INCOME BEFORE INCOME TAX 57,296 49,464 49,202 47330 48,860 43,290 43,290 39,132 32917 35,024 34,562 31,620 31,517 31,823 32,798 29,780 30,198
INCOME TAX 13,158 16,029 11,304 1,724 12,107 10,900 10,900 10,623 9,473 10,087 9,521 9,632 9,517 9,237 9,529 7,695 7939
DISCONTINUED OPERATIONS - - - - - 7,475 7,475 4,842 2935 1,442 5,394 725 713 683 - - -
CONSOLIDATED NET INCOME ATTRIBUTABLE TO THE PARENT 44138 33,435 37,898 35,606 36,753 39,865 39,865 33,352 26,376 26,376 30,426 22,717 22,717 23,275 23,275 22,080 22,254
of growth 32.0 (11.8) 31 NA (7.8) 19.5 19.5 26.5 (13.3) (13.3) 339 (2.4) (2.4) 54 54 NA 13.8
FINANCIAL POSITION
CASH 42,817 35,670 30,857 38,830 38,830 35,596 35,596 27976 24,791 24,791 28,048 21,129 21129 28,163 28,163 25166 25166
INVENTORIES 80,317 68,360 67,553 63,344 63,344 59,463 59,463 53,665 49,749 49,749 47175 43,795 43,795 39,092 39,092 39,336 40,163
OTHER ASSETS 35,269 31,401 27179 25,891 25144 22,742 22,742 30,881 15,831 15,831 19,475 19,510 19,510 12,909 12,909 13,579 13,249
FIXED ASSETS 200,219 191,455 188,439 177891 144,222 140,082 140,082 136,349 130,222 130,222 125996 121,083 121,083 17,377 17,377 m,372 116,680
GOODWILL 35,767 34,997 35,145 34,989 34,989 37,373 37,373 39,421 33,057 33,057 28,020 24,745 24,745 24,745 24,745 29,768 29,768
TOTAL ASSETS 394,389 361,883 349173 340945 306,529 295256 295256 288,292 253,650 253,650 248,714 230,262 230,262 222,286 222,286 219,221 225,026
SUPPLIERS 96,638 92,356 87116 85,327 85,327 80,099 80,099 65,919 56,396 56,396 52,710 47,609 47,609 44770 44770 50,854 50,854
OTHER LIABILITIES 1M,869 100,408 93912 91,038 56,288 55,623 55,623 55,347 45,433 45,433 45,758 39,702 39,702 37,679 37,679 39,184 40,894
EQUITY 185,882 169,119 168,145 164,580 164914 159,534 159,534 167,026 151,795 151,795 150,223 142,931 142931 139,701 139,701 128,867 132,962
NON-CONTROLLING INTEREST - - - - - - - - 26 26 23 20 20 136 136 316 316
TOTAL LIABILITIES, EQUITY AND
NON-CONTROLLING INTEREST 394,389 361,883 349173 340945 306,529 295256 295256 288,292 253,650 253,650 248714 230,262 230,262 222,286 222286 219,221 225,026
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*NIIF **N | F
2020 2019 2018 ™ 2018 2017 (0 2017 2016 ® 20157 2015® 2014 @ 2013 @ 2013 ™ 2012 2012 201 201
NUMBER OF UNITS MEXICO
Bodega Aurrera 2,198 2,088 2,035 1910 1910 1,820 1,820 1,763 1,719 1,719 1,660 1,589 1,589 1,423 1,423 1,204 1,204
Walmart Supercenter 294 287 280 274 274 270 270 262 256 256 251 243 243 227 227 213 213
Sam's Club 165 164 163 163 163 162 162 160 160 160 159 156 156 142 142 124 124
Superama 14 89 93 o1 91 94 94 96 95 95 93 92 92 90 90 38 38
Walmart Express 85 6 - - - - - - - - - - - - - - -
Suburbia - - - - - - - - 17 7 116 109 109 100 100 94 94
MedimartPharmacies - - - - - 10 10 10 10 10 10 10 10 6 - - -
Vips Restaurants - - - - - - - - - - - - - 365 365 364 364
TOTAL 2,756 2,634 2,571 2,438 2,438 2,356 2,356 2,291 2,357 2,357 2,289 2,199 2,199 2,353 2,347 2,087 2,087
|
NUMBER OF UNITS CENTRAL AMERICA
Discount Stores 572 563 549 540 540 522 522 495 484 484 477 466 466 459 459 453 453
Supermarkets 98 100 99 97 97 94 94 92 99 99 96 100 100 97 97 96 96
Bodegas 158 157 155 143 143 133 133 7 102 102 94 75 75 67 67 54 54
Walmarts 36 35 33 31 31 29 29 27 24 24 22 20 20 17 17 17 17
Clubs - - - - - - - - - - 1 1 1 2 2 2 2
TOTAL 864 855 836 811 811 778 778 731 709 709 690 662 662 642 642 622 622
Banco Walmart
Bank branches - - - - - - 201 201 263 263 263 263
OTHER INFORMATION AT THE END OF THE YEAR
Number of Associates 231,259 231,271 238972 234431 234,431 237055 237,055 228,854 231996 231996 228,063 224901 226,289 248246 248246 238128 238,128
Share Price (2) (pesos) 76.09 55.98 5415 4997 4997 4819 4819 37.05 43.49 43.49 31.72 34.26 34.26 4233 42.33 38.23 38.23
Number of Outstanding Shares (2) (millions) 17,461 17,461 17,461 17,461 17,461 17,461 17,461 17,461 17,461 17,461 17,507 17,627 17,627 17,722 17,722 17,747 17,747
Market Value 1,328,607 977,467 945513 872,526 872,526 841446 841446 646930 759,379 759,379 555,322 603901 603901 750,172 750172 678,471 678,471
Earnings per Share (2) (pesos) 2.528 1915 2170 2105 2105 2.283 2.283 1910 1.508 1.508 1.732 1.284 1.284 1.312 1.312 1.240 1.250
Payment of Dividends 28,189 30,934 35957 25,582 25,582 42756 42756 28972 31,562 31,562 21,643 16,056 16,056 9,612 9,612 9,659 9,659
Number of Shares Repurchased (2) (millions) - - - - - - - - 47 47 123 96 96 27 27 103 103
Investment in Shares Repurchased - - - - - - - - 1,825 1,825 3,996 3,328 3,328 1,088 1,088 3,455 3,455

1 Vips is presented under Discontinued Operations.

2 Adjusted according to split conducted in April 2010

3 Vips’ associates not included

4 Banco Walmart’s & Vips' results are presented under Discontinued Operations.

5 Banco Walmart's associates not included.

6 Results from Banco Walmart and its sales presented under Discontinued Operations.

7 Suburbia’s and Banco Walmart’ sales and results are presented under Discontinued Operations.
8 Suburbia’s results are presented under Discontinued Operations. Financial position displays reclassifications in presentation, in order to be comparable to 2017
9 Suburbia’s associates not included.

10 Information with adjustments, derived from the Income Standard that applies as of 2018.

11 Information with adjustments, derived from the Leases that applies as of 2019.

*IFRS = Financial information under International Financial Reporting Standards.

* MFRS = Financial information under Mexican Financial Reporting Standards.

NA = Non Applicable.

ACQUISITIONS OF PROPERTY AND EQUIPMENT 20,466 16,728 20,575 17933 17933 17,426 17,426 14,335 12,526 12,526 12,691 13,987 13,987 14,660 14,660 18,352 18,352
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OUR
TALENT

| GRI1102-8, 203-2, 401: 103-1,103-2, 103-3

We work to provide our associates a healthy,
diverse, and inclusive workplace. Through
our Value Proposition for Associates #Purpose #Reto (Challenge) | #Opportunities #Disfrute (Enjoy) #Inclusion
-PRODI- we established our commitment
to supply five benefits of working in our

company. This is the place Where every day we Where we find great This is the place where This is the place where
where we have a have a Challenge and Opportunities, having we Enjoy what we do Inclusion and Diversity
Purpose, where we reinvent ourselves more than a job we every day are part of our culture,
care for the quality have a dream letting you be yourself

of life of all families in 100%

Mexico and Central

America
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Stemming from the global pandemic, in 2021 our

associates have received support action for their

well-being in three main areas: physical, emotional

and financial

PHYSICAL WELL-BEING

Appointment of a Medical
Director

Support for +11,000 vulnerable
associates

Remote work for staff associates

Medical assistance free of charge
for associates and their family

Adjustments made to insurance
coverage for COVID-19 cases

Post COVID-19 assistance through
mobile app (APAC)

Influenza vaccination campaign

Continuous medical checkups

23,500 PCR tests and 1,400
antigen tests applied

EMOTIONAL WELL-BEING

e Raising awareness of the Integral

Attention Program (PAIl) including
psychological, nutritional, legal,
and financial matters

Campaigns and webinars on
emotional and psychological
matters

We Are Well campaign that strives
to create a healthy culture on
remote work

FINANCIAL WELL-BEING

o A permanent 10% discount in our
stores for all associates

o Change in payroll to weekly
payments

e Appreciation bonuses throughout
the year

e Finance webinars

 Special permissions for
absenteeism due to COVID-19

e Advanced payments from the
savings fund

e Support to families for deceased
associates
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MEXICO AND CENTRAL AMERICA
Women
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OUR TALENT BY

GENDER
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Associates by level

G UHD @™¢

Mexico Central America

Total associates who are VPs

38 3

41

Total associates who are Directors

122 33

155

Total associates who are Asst. Directors

442 62

504

Total associates who are Managers

2,820

3,197

Total associates who are Asst. Managers

10,391

11,022

Total associates who are Department Managers

23951

26,205

Total associates who are Hourlies

156,138

190,135

Total associates

193,902

231,259

W
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B Wwomen Associates by age
en 72— 8%
oso% 50%
s 437

193,902 e 37%
e cear. 36%

.......... Operations and staff associates »

BEEEEEEREEN 56%
BEEEEEEEEEN - e

HEEEEEEEEN s
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45% 9,303 184,599

86,326 staff associates operations associates
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GRI1102-8, 401-1
SASB CG-EC-330A.3.

. Women

Men

New associates

ez Total

59% 82,625

26-30

51% 27,557

31-35

437 17,053

Associates by level

447 190,480 38°_/ 11,583

Executives

38% 22,194

Total

52% 161,012

60% 3,422

Associates by type of contract
Permanent Total

Terminations

sew 441 169,048
Parttime 61% 68,395
68% 32% 5,029
gl 55% 32,305
e 441 164,019
Temporary Total 4?:; 19,364

50% 24,854

Part time

437 796

Full time

51% 20,441

41% 12,753

41

39% 27,695

Total

53% 160,512

124 2021 REPORT
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GRI1102-8
SASB CG-EC-330A.3.

Women Associates by age

=<25

Men 39% 61%

447, 567%
46% 547%

37,357 497% 51%

total associates 50% VA

Operations and staff associates

staff

50% 50%

operations

45%
45% 55%

16,861
‘-*i'i!r-' “Tf"-

~— vt -"J‘J
o i = ol S =
55% 2,306 35,051 -1 _.!_ e LN

20,496 staff associates operations associates

/;..
"

TR

N\
\
\
NN\
\ o\
‘ ) NN\

LA

MERICA




!
>‘< OPPORTUNITY OUR TALENT DEVELOPING OUR TALENT WORK-LIFE BALANCE DIVERSITY VALUE CHAIN DIVERSE AND INCLUSIVE SUPPLY CHAIN

GRI102-8, 401-1
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Women
Men
New associates
41% 59% | 5,959
- 48% 52% | 2,889
Associates by level 50% 50% 1,690
457 55% = 36,882 35% 457 | 853
39% 61% | 475 50% 50% | 707
45% 55% | 12,098
Associates by type of contract
Permanent Total o
Terminations
457 55% 36,282 =25
SRS 37% 63% | 3,639
62% 38% | 4,273
Full time 40% 60% 3,548
43% 57% | 32,009
42% 58% | 2,380
Temporary Total S0
50% 50% 1,075 467 547 = 1,349
57% 437 548 467 547 @ 1,492

42% 58% 527 41% 59% = 12,408
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Investments have been made in the growth of our

associates, both personal as well as professional.

Different training programs are offered so our associate
may develop the skills needed to boost their talent.
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27,709
promotions

ASSOCIATE TRAINING

43 million pesos
invested in
training

GRI 4041

Training hours per level

7.2 million
hours of training

Mexico

Man hours Hours per associate

23 average

training hours

per associate

Central America

Man hours Hours per associate

VP 252 6.8 8 2.8
Directors 1,233 9.3 148 5.7
Asst. Directors (Squad Leads) 5,421 1.9 621 10.5
Managers 62,980 21.2 5,148 13.3
Asst. Managers 425,322 38.5 8,548 13.4
Dept. Managers 625,879 26.4 34,157 14.6
Frontline associates 5,761,981 24.3 350,457 9.4




s

DIGITAL PLATFORMS FOR TRAINING

ULEARN

A platform launched to improve the experience of our
associates, incorporating instructional and didactic
training material. Over 200 courses, 3 certifications, and
more than 150 programs were uploaded to the platform

LINKEDIN LEARNING:
The use of LinkedIn Learning has been

continuously reinforced, thereby
achieving training for 3,279 associates
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DEVELOPMENT PROGRAMS

Self-service Managerial Certification CER Program for Fresh at Sam'’s Club

The purpose is to develop soft and technical (Consistency, Excellence, Results)
competencies in Managers and improve indicators A program created to develop associate decision-
in their units through digital training that focuses making skills to produce a positive impact in all

on Centers of Excellence 2.0 business indicators, such as sales and shrink
DAR360 Operations Program (Discover and CER Omnichannel at Sam’s

Learn Retail) A program created to develop associate skills for
A training and integration program for new handling business strategy-related challenges with
associates that provides the tools they need to greater agility, thereby having a positive effect on
perform their duties, accompanied by a trainer or the four pillars of transformation

fellow associate to clarify any doubts

CER Fresh for Asst. Managers and Department Onboarding for Executives

Managers A program for new executives, aimed at providing
This program focuses on end-to-end process training and guidance to round out their technical
management, enhancing data-driven decisions and and people skills, and successfully perform their role
sales, margin, and shrink indicators as leaders

2021 REPORT
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Omnichannel Category

Training for Category Strategy associates, to
instill a new omnichannel mindset that focuses
on transformation and the primary processes to
be impacted

Behavioral Sciences

This enables the application of tools and processes
based on behavioral economics, to conduct
research, design and/or implementation of
interventions and behavioral change projects

Private Brands

Training designed for Category Tribes on the roles,
interactions, and principal processes that improve
the positioning of the new model for Private Brands

Platzi

A training program for Technology Department
associates aimed at developing technical skills in
specialized content technology, and in new digital
trends within eCommerce profiles

Python Data Scientist

The aim is to develop statistics techniques and
machine learning with R programming, to analyze
and interpret complex data, specializing the
DASC department in the creation of statistical
models and network analysis through Python

ITIL (Information Technology Infrastructure
Library)

Training designed for the IT department to improve
IT management and services aligned with the area
and for suppliers in business strategy

BIM Methodology (Building Information
Modeling) and Revit Modeling Workshop
Training in the use of tools and practical cases
in construction projects through the use of
the BIM methodology, and basic modeling of
buildings through the use of specialized Revit
Architecture tools

DAR Maintenance

Onboarding training that provides the necessary
tools for Conservation Leaders whose main activities
take place in stores, so they make successfully
perform their duties as per all safety standards

Preparation for PLD Certification

Specialized training for Compliance Officers, internal
and independent auditors, in preparation of the
mandatory certification process with the National
Banking and Securities Commission of Mexico

2021 REPORT
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Advanced Negotiations Workshop

This program helps participants recognize their
attitudes and behavior during negotiations and
enables them to assess their skills during conflict

situations and where there are multiple interests
at stake

Onboarding

Training designed for newly hired associates in
Administration and Finance, through an education
program with special and didactic materials that
employs friendly and colloquial language elements

Grand Openings Training

To contribute to the Company’s Expansion plans,
this programs trains associates and leaders in the
technical and strategic elements of their duties, and
in the importance of their roles

Learning Center (Trainees)

A seedbank and multiformat program whose
purpose is to provide associates with the
knowledge and skills needed to correctly perform
their duties, focusing on operational excellence

and leadership based on decision making and data
analysis skills

2021 REPORT
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Support Leader / Evolution Leader
A program designed to reinforce managerial
competencies for store managers

1l My Updating at the Register

Training for front-end associates to provide
updating in processes required in this area and
which have a direct impact on customer service

I

LESCO

Training for associates in Costa Rica’s units, to
certify them in the use of sign language for
improved communication with persons having
auditory disabilities

Remittances
Training for associates in remittance payment
services in business units

Modular Efficiency

Training that provides information to associates
on the correct implementation of modulars in
the stores

Butcher Model

A program designed to provide associates detailed
training in butcher products so they may offer
customers personalized and differentiated service

TRA
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A program aimed at developing a culture of internal service and
accompaniment as an HR consultant, for the entire company

The purpose of this program is to increase associate performance by
offering the right focus, clarity, and confidence

A program that teaches our associates the Autodesk software tools that
optimize workflow management in construction projects through BIM
process efficiency
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In addition to our development programs and tools,
we promote experiences that enrich the career of
our high-potential associates. Consequently, in 2021,
the following practical activities were conducted for
Managers and Directors in Mexico and Central America:

JUDGMENT
35 participants

Skill developed: analysis, decision
making

Duration: 3 weeks

COMMANDER

100 participants

Skill developed: influence and
communication

Duration: 2 days

CHAIN REACTION

40 participants

Skill developed: adaptability and
innovation

Duration: 3 weeks

EXPEDITION

100 participants

Skill developed: planning and
improvement, decision making

Duration: 2 days

LANDING
25 participants

Skill developed: influence and
communication

Duration: 4 weeks
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ASSOCIATE PERFORMANCE
EVALUATIONS

GRI 404-3 SASB CG-EC-330A.1

At Walmart de México y Centroamérica, a business
strategy enabler is to have the best talent in the market.
Therefore, in 2021the performance evaluation process

continued evolving, focusing on the following points:

1. SIMPLIFIED EVALUATION:

The evaluation criteria for our talent was
changed from five to three performance
classifications:

o Exemplary

e Successful

o With Opportunities

Our focus continued on the “what”, in
terms of objectives met, and the “how”
regarding competencies exhibited.
During the yearly evaluation process,
continued reinforcement was given
to our philosophy of meritocracy
through total compensation programs
aligned with individual and company
performance, thus allowing us to
discover the contributions made by our
associates.

2. HOLDING POWERFUL CONVERSATIONS:

This year we evolved from formally established conversations to moments of

powerful conversation throughout different periods of the year, that is, as often as

the leader and the associate required and decided it was necessary.

We are convinced these conversations are important drivers of closeness and trust

among the teams, of providing and receiving ongoing feedback, and of recognizing

efforts made, placing our associates at the heart of all our decisions.
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@ 3. EVOLVING OUR BEHAVIORS:

We have transitioned to a global model of four behaviors that reflect
the evolution of our Walmart DNA. These include:

LIVING BY OUR ADOPTING
VALUES CHANGE

MEETING OUR FOCUSING ON
CUSTOMERS’ NEEDS ASSOCIATES

@ Our new performance evaluation
model values these four behaviors to
measure how we live by and apply our
new day-to-day way of working

137 2021 REPORT

48,375
associates

evaluated
in 2021

In addition to the new performance evaluation, there

26,753

women

are different tools that allow us to measure the
performance and existence of skills and strengths of
our associates when we have to make decisions and
contribute to their growth:

* Individual Development Plan (IDP): This provides
clarity to the associates on what needs improving
and the way to accomplish it.

 Calibration: This process informs associates on
how they are perceived within the Company
and so they can know if they possess the
elements needed to be considered talent,
which implies demonstrating outstanding
performance and having the necessary
potential to fill positions where tasks are
increasingly difficult and complex.

21,622

men

evaluated evaluated
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SASB CG-EC-330A.1

DIALOG WITH ASSOCIATES

The Associate Value Proposition is a fundamental part
of our culture and what makes us unique and different.
To evaluate the experience, it is important to listen to
our associates who, in expressing their opinions, helps
us make Walmart de México y Centroamérica the best
place to work.

Feedback Month is held each year during two key
events: the Engagement Survey, and the Feedback
Survey for Your Leader. Both questionnaires are
very important because they provide the opinions
of over 200,000 associates throughout Mexico and
Central America.

The results lead to actions to continue promoting a
culture of leadership and open communication, which
enhances the work experience for all of us who are part
of this company.

The surveys are administered by a third party in charge
of concentrating the individual responses, which are
handled with confidentiality and whose results are
reported at a group level.

In 2021 we achieved:

89% participation in
Mexico

79% participation in

Central America

57% women

45% women

43% men

55% men
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The Engagement Index
increased to 81% vs 80%

in 2020

Engagement Index

. Mexico Central America

79%

77%

Consolidated

2021

2020

2019
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B
- FREEDOM OF ASSOCIATION

GRI1102-41, 407:103-1,103-2, 103-3, 407-1
SASB FB-FR-310A.2

The labor rights of our associates are permanently
guaranteed so they may freely belong to the labor union of
their choice

Our Policy on Freedom of Association also Under our collective bargaining system for

honors the following commitments: hiring, 67% f our associates are represented by
a union or covered under collective bargaining

agreements, that is, 100% of associates eligible
Ensure that our associates may exercise their for this, as per the law.

freedom of association or non-association

with others

Permanently recognize the freedom of
association and collective bargaining of our
associates

Respect the rights of our associates regarding:

legal and peaceful association, organization

and collective bargaining without sanctions,

threats, dismissals, or interference
DOWNLOAD POLICY



https://generadorestudio.com/proyectos/Walmex2021/recursos/Freedom_of_Association_Policy.pdf

DEVELOPING OUR TALENT

2021 REPORT

WORK SCHEDULE

‘ GRI 409:103-1,103-2, 103-3, 409-1, 412: 103-1, 103-2, 103-3, 412-1, 412-2, 412-3 ‘

Work schedules are established so
they may contribute to quality of
ife within the Company, as well as a
positive work environment

Therefore, in our Policy on Work Schedules we have

the following commitments, among others:

Respect for breaks and work schedules of our
associates

Ensure payment of overtime for our associates

Guarantee the right of our associates to
vacation and free time

DOWNLOAD POLICY
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Benefits for our associates:

BREASTFEEDING ROOMS

6 133

WORK-LIFE

BALANCE

GRI 201-3, 403: 103-1, 103-2, 103-3, 403-3, 403-6

DOCTOR’S OFFICES
gmen.  The new way of working implemented 5 23 300

M due to the pandemic has presented at the corporate throughout doctor’s offices at pharmacies in

many challenges. Innovation is pursued offices our DCs operation in our units
through new initiatives that help to build

at the corporate offices, for Staff throughout our units for operations
personnel associates

a healthy, collaborative and flexible work

environment. é APPLYING
1} 37,273 20,499 732
COVID-19 tests flu vaccinations Staff associates
for our operations vaccinated against
associates influenza
Platform for agreements and benefits A team of nutritionists who
with app and website access, available offer guidance in nutrition plans
to all associates nationwide, offering and care for associates at the
from 10% to /0% discounts in different corporate offices:

categories: automotive, beauty, wellness,
meals and beverages, e-entertainment
and technology, education and training, 3‘)453
household goods, fashion, travel, among appointments given
others; we currently have 360 brands
offering over 536 promotions 686

patients assisted
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BENEFITS FOR OUR
ASSOCIATES

\ GRI 201-3, 401-2, 401-3 \

® o (Granted in acordance with the law
® © The law does not require, but the
company grants it

OO Granted above the requirements
of the law

X N/A

* For management only
** From divisional managemer and up

Executive vacations
Non-Executive vacations
Days o (holidays)

Personal days

Special permission

Meal subsidy

Food coupons

Shopping discounts
Company car for executives**
Medical check-up for executives
Life insurance

Social security expense
Major medical expense insurance
Sick leave grant

Seniority recognition
Maternity leave

Paternity leave

Christmas bonus

Vacation premium

Sunday bonus (if applicable)
Seniority bonus

Prot sharing

Nursing period

Productivity bonus

Stock-option plan®

MEXICO
O X
O O
® ®
@ @
[ ] X
® ®
@ @
) > 4
® X
[ ] X
o X
o o
O O
O O
O O
O O
@ ®
o X

CENTRAL AMERICA

Permanent

O

OeO o000 0 00O

® e OO

Temporary

® O @ o

O e 00

L R ORO
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A total of five webinars were offered with 19,252
attendees; 19 training sessions for Nutri-cafeterias
with 108 posters, working closely with Private Brands
and Medimart; tips on nutritional health for Staff,
operations and Central America associates; and five
informative capsules aimed at fostering the adoption of
healthy habits that benefit the health and wellness of
our associates.

Moreover, our Nutrition team participated actively in
training for suppliers and in reviewing menus for meals
provided in our DCs.
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Integral Assistance Program (PAl, in Spanish):

A cost-free, optional and confidential hotline is made available to our

associates and their family members to address any personal
questions or concerns related to:

e In 2021, 7,497 calls were addressed on different subjects such as
emotional, financial, legal, daily life, and COVID-19

o At the close of 2021, through the medical assistance hotline, 26,894
advice was provided to associates and/or family members

e In addition, we offered training throughout the year, covering
emotional-related subjects through 48 webinars with 21,866
attendees; 8 training sessions for 529 units, including the following:

e Stress management

« The pressure of being a professional and having children
« The importance of play in your life

e Your well-being is our priority

« Developing a resilient mind

o Communication was developed on raising awareness and sensitivity
for emotional healthcare, through different digital media

145 2021 REPORT

¢ Conoces el PAI?

PAl (Programa de Asistencia Integral), pone a tu
disposicion y a la de tu familia una linea gratuita,
opcional y confidencial para atender dudas o
Inquietudes personales relaéinnadaacgn l;emas como:

11" ..\_:_::! ﬁ“
1 'J‘
m“ Asesoria psicoldgica | Asesoria financiera Asesoria HMIE '“9"%
Pm-hlmsptmrulﬁ = Créditos 'lﬂ“
- Reglamentos
’_‘\Jf *EI éﬁﬁ 7 *mﬂ?“ﬂh *H!Himrﬂhlga-:mﬁ

@ The associates may use the service from
any point throughout Mexico, 24/7/, via
telephone, email, and/or the online site
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WORK FLEXIBILITY

\ GRI 401-3 \

To provide greater value for our associates, we have programs that allow them
to balance their work life with their family life.

o Maternity and paternity  Postnatal leave for » Operations personnel  Flex week program for * Remote work

leave

Periods of medical leave
are offered to benefit
associates found in this
stage of their life:

e Maternity: 5 months

 Paternity: 2 weeks

mothers and fathers
Women are allowed to
gradually return to their
work life up through six

months after giving birth.

In the case men, they are
offered a flexible work
schedule of six hours for
a month

There is a fixed work
schedule during the
breastfeeding stage;
special schedules for
students; quality-of-life
transfers; fixed shifts for

single parents; quarterly

rest periods; and one
weekend a month off for
unit managers and asst.
managers

@ Due to the prolonged pandemic, in 2021 we

continued with permanent remote work for
100% of our Staff associates

Staff associates

This entails freeing up
afternoon hours on
Fridays, adding those hours
from Monday to Thursday
so these associates may
have a shorter workday on
Fridays

Associates may work from
home one day a week,
respecting and fulfilling
their habitual work hours.
Among the primary
benefits observed are:
increased productivity,
maximized results-oriented
mindset, and an enhanced
work-life balance
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We have implemented certain complementary
measures in addition to maternity and paternity
benefits, including the following:

~A- In emergency cases (death of
the mother during childbirth or
O—C0 hospitalization of the baby due to
severe illness) the parents may take
additional maternity leave instead of
paternity leave

In cases of premature birth, the
birthdate of the child is taken into
account to guarantee the weeks

granted by law
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DIVERSITY,
EQUALITY AND
INCLUSION ‘v &

GRI 405: 103-1, 103-2, 103-3, 405-1, 406: 103-1, 103-2, 103-3, 406-1
SASB CG-EC-330A.3, CG-MR-330A.1
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Our purpose is to create a culture of safe work and
workplace, where all our associates, customers,
suppliers and community may feel included and
treated with respect and equality; where thereis no
discrimination against anyone and people are free
to be themselves.

The happiest associates, with equal employment
opportunities, perform much better and provide
better service to our customers and members.

54%, of our labor force are
women

5,222 of our associates in
Mexico have some type of

disability and 1,570 associates
in Central America



DIVERSITY

2021 REPORT

DIVERSITY, EQUALITY, AND
INCLUSION POLICIES

There are several policies in our company that strictly
forbid any discrimination or harassment based on
an individual’s status, including ethnic or national
origin; skin color; sex; gender; age; disability; social,
economic, health or legal status; religion; physical
appearance; genetic features: migratory status;
pregnancy; language; opinions; sexual orientation;
gender identity; political leanings or membership;
civil status; family situation; family responsibilities;
criminal background; or for any other reason that
may prevent or nullify the recognition or exercising
of equal opportunity rights of individuals.

DIVERSITY, EQUALITY, AND
INCLUSION ADVISORY COUNCIL

We have created a Diversity, Equality, and Inclusion
Advisory Council for Mexico and Central America,
comprising teams of leaders from our businesses
and operations. The purpose of the Council is to
develop, implement, and oversee strategy initiatives
in diversity and inclusion.

Objectives of Members

Create a DE& strategy aligned with the
corporate strategy

Propose and implement programs aimed

at closing the gender gaps, talent with
disabilities, for the LGBT+ community and to
create inclusive spaces within and outside the

organization

Ensure a culture of living by our values
throughout the whole organization
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OUR STRATEGY FOR DIVERSITY, EQUALITY
AND INCLUSION

We work continuously to create spaces where our
associates may develop with their genuine personality
and tap into their maximum potential in an inclusive
atmosphere where all ideas come together.

Our diversity, equality,
and inclusion strategy

has four pillars:

2021 REPORT
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EQUALITY.
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1. GENDER EQUALITY

We work to offer men and women alike equal
opportunities, conditions and treatment, recognizing
their respective needs.

Our commitment focuses on continuously driving
the presence of women in the Company, especially
in leadership positions. We are convinced that diverse
work teams produce better ideas, which in the end
lead to better results.

As a result of our work to create diverse and inclusive
workspaces, for the fifth consecutive year Walmart de
México y Centroameérica was included in Bloomberg’s
Gender Equality Index (GEI) which analyzes global
corporate performance in equality and gender. Some
considerations for this index include flexible work
atmospheres and a culture of inclusion.

DIVERSITY
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@ Ourgoalfor 2022 s to fill 41% of executive

positions with women

Diverse programs in support of the professional development of our female associates have been established:

Women in Retail

This program, that is designed for our female
associates, lasts 18 months and seeks to develop and
retain the best talent through better prepared women
who are committed and have a sense of belonging.
There are four development pillars: experience,
exposure, education, and mentoring, with the purpose
of reinforcing skills and competencies that help them
increase their leadership and networking.

The fifth generation of this program is currently
underway

In 2021, 174 participants enrolled

Unstoppable Women

This program is for high-potential
female managers, aimed at reinforcing
their skills and competencies so
they may undergo accelerated
development within the organization.

In 2021, 108 participants
enrolled

21% were promoted to the next
level

Women executives and circles
of confidence

The program has the purpose of
developing personal leadership
and self-management, talent
management, strategic thinking,
transformation leadership, change
management, persuasion , power and
influence, among other subjects.

Women’s Month

In commemoration of this month,
education and communication
activities aimed at equality took place.

8,000 participants in Mexico
and Central America signed up
for five webinars, focused on
raising awareness and teaching
gender equality issues, in
addition to presenting success
stories within the Company
that serve as examples for the
rest of our female associates
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STEAM Movement

An alliance was entered with the STEAM movement,
a not-for-profit association that leads the regional
movement to foster education and talent -STEAM
(Science, Technology, Engineering, the Arts, and
Mathematics)- jobs of the future and innovation with
a social and inclusive vision. In addition, it fosters
the inclusion of women in academia and at work
in STEM areas (Science Technology, Engineering
and Mathematics). Through this alliance awe have
reinforced our commitment to equality and the
elimination of biases, discrimination, and in favor of
social justice, accomplished through the following:

o Awareness workshop for leaders, on subject
related to gender bias and gender equality in
STEM areas

e Participation in university forums for attendee
awareness, demonstrating our determination Orange Award
to lead change within STEM areas

In 2021, Walmart de México was the recipient of the Orange Award for Equality
in Companies, granted by the Secretary of Women for the State of Mexico, for

« Visibility on the actions of our leaders as
promotors of female talent in STEM areas

UALITY

I\

e

recognizing and promoting the implementation of best practices in employment SHARANJA
i . . . = POR LA
equality among men and women, whose purpose is to combat on-the-job violence, = |GUALDAD

R EN LAS

and favor the access, retention, empowerment, and personal development of women
at the workplace.
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2. SEXUAL AND GENDER DIVERSITY

We have focused on creating a safe workplace for
all associates of the LGBT+ community, thus our
implementation of initiative to raise awareness make it
visible that Walmart is a company that values diversity.

This is a place where you
can truly be yourself, 100%

Walmart de México y Centroamérica has become
an important place to raise awareness and reinforce
our position through human rights; respecting all
differences, including sexual identity and expression;
promoting an atmosphere that assures our associates
that this is the place where you can be your true self.

*
IVERSITY |
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June marked the —O @ '—Q g:
celebration of m

LGBT+ pride, with  —  —

the participation of

thousands of associates +6 mil +1 ,200 +1 00

from Mexico and associates connected participants from the seven associates shared their
C:“tral_: Amel:'c: to our sessions to countries of Walmart de México experiences on how they found
,t thei : o :
A ,tr°"gtt :'.r . delve deeper into the y Centroamérica, and Chile, a place to be themselves, grow,
commitment to diversi . . . 5 C 5 o
S i importance of this subject joined our virtual march, with and belong at Walmart
and inclusion, made it 5 ' :
possible to achieve the 997% satisfaction
following results: o Walmart
Tod dias WATCH VIDEO
cel os la
Diversidad e
Inclusiop

These actions are examples of how we are an inclusive company, free of
harassment and discrimination for everyone.

Moreover, this year we did the following:

e Conducted webinars and panel discussions on: “Walmart, a safe

place for the LGBT+ community”, “Trans experiences”, “LGBT+
phobia”, “LGBT+ executives”, all in synergy with Coca Cola, AT&T
and Nestlé

2021 REPORT
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LUGARES PARA TRABAJAR

Por Equidad LGBT
100% HRC EQUIDAD MX..

LGBTQ+ Best Place to Work Recognition

“ For the fifth consecutive year, we
have been awarded “Best Place to
Work™ recognition from the Human
Rights Campaign, for our culture of
promoting #LGBTQ+ Inclusion and
for building workspaces that are
safe, and free of harassment and
discrimination
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3. INCLUSION OF PEOPLE WITH DISABILITIES

Our work continues on initiatives that allow us to offer work
opportunities and professional development for people with disabilities.

6,792 51%
associates with disabilities are + vs 2020
part of our labor force

_5’222 associates 43% women 57% men

in Mexico

1,570 associates

in,CentraI America 38% women 62% men
. dOac ' d O dVE .o
O dl alsap > d D d O
® otal headco A s e 7o
QOur goal for 20 76

DIVERSITY
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Initiatives that were implemented in 2021 include the following:

e Listening sessions with our talent with

disabilities to better understand how to
improve their work experience in the
company

Implementation of new inclusive stores,

prototypes, and distribution centers

Awareness raising and training sessions
with the purpose of showing our
associates that Walmart is a company
that does not discriminate under any
conditions whatsoever, through six
webinars and panel discussions with
4,000 participants

Design of inclusive transportation for
DCs, including adaptations for talent
with disabilities

The First Job Fair to Attract Inclusive
Talent and the Talent Attraction
Campaign aimed at external audiences

In Mexico we provided over 1,000
special vests with “Hil | can’t hear you
but | can help you™ printed on them for
hearing-impaired talent, in support of
associate and customers experiences

Review of job positions to focus efforts
on attracting talent with disabilities

In Central America, “Say it with Sign
Language” was launched, seeking to
promote a culture of diverse and
inclusive communication with GlFs in
the sign language of each country

Sign language courses were offered in both Mexico and Central America, together with

videos demonstrating the basics of communication with our hearing-impaired talent

2021 REPORT
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DISTINTIVO ENTRALE
2021

@ Ve wererecipients of the Entrale Award for
our commitment to the inclusion of people
with disabilities, granted by the Entrale
Alliance and the Mexican Business Council.
This award recognizes the commitment
of Walmart de México y Centroamérica
to building a place where each and every
associate has the possibility of developing
their skills, growing, and being successful,
with the assurance that there are no
differences due to individual conditions
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| GRI 406: 103-1,103-2, 103-3, 406-1 |

4. NON-DISCRIMINATION

Every day we work to build spaces that are safe and
free of harassment and discrimination. An education
process on racism, its consequences, and how to avoid
it was initiated. We do not tolerate sexual harassment
Or any repercussions against whomever reports it.

Our Code of Conduct " prohibits any form of
harassment or discrimination within the Company. Due

to the importance of the subject, since 2019 we have
ethics training exclusively designed to prevent sexual
harassment by any Officer worldwide. The purpose
is to train the top level leaders on the importance of
the subject so they may detect, mitigate and prevent
issues of this nature within their work teams.

The Global Policy on the Prevention of Harassment
and Discrimination was published where any
form of discrimination or harassment against any
protected category and/or any forbidden principle
is strictly forbidden, either by associates, candidates,
customers, members, suppliers, or anyone working
on behalf of Walmart.

WORK-LIFE BALANCE DIVERSITY VALUE CHAIN DIVERSE AND INCLUSIVE SUPPLY CHAIN 2021 REPORT

Non-discrimination campaign Training Path

A campaign was launched together with physical and We began the implementation of training modules in

digital materials, including actions to raise awareness Ulearn, on diversity and inclusion, including:

and training courses, all with the purpose of showing + The ABCs of diversity: Anlintrodustion to the

our associates that Walmart is a company that does e e ey ets eeeens e Wl

discriminate for any reason whatsoever regpreling i subject

Inclusive leadership: in line with our new

Plan for unconscious bias . :
competencies model for leaders, this module

Inclusion compels us to see, respect, and value the contains information on how to be an inclusive

differences of everyone around us. Therefore, we leader in our company

are working on a series of capsules that help our

) . Unconscious bias: General information on
collaborators to learn more of unconscious biases,

. : . : :
with the purpose of being able to recognize and work What are Unconscious Biases? How to identify

: . . them? and, What we can do to eliminate them
with them, thus continuously promoting a culture of ’ i

inclusion.

Today we have six capsules: S =
e .s a -‘T
e Introduction to unconscious bias o — ;_'
# = ¥
Affinity bias = . —=- l‘lp’ﬂ

Confirmation bias

Attribution bias

...n

Conformity bias

Halo-horns effect bias
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WAGE EQUALITY
GRI 202-1, 405-2,102-35,102-36
SASB FB-FR-310A.1, CG-MR-310A.1
We are committed to equality for all our associates
without distinction or preference and based on
achievements and performance
Our Compensation Equality Policy Our wage band allows us to maintain control;
establishes different commitments, any existing differences stem from individual

including the following: performance for each associate, who is

evaluated annually according to seniority in the
Company and in keeping with success factors
described under the Policy on A Workplace Free

A guarantee that there are no wage
differences based on age, gender, religion,
sexual preferences, or political ideology

of Violence, Harassment, and Discrimination.

Assurance that any pay differences are due to
individual performance, and/or achievements
for each associate

Comply with and exceed minimum wage
established by the authorities

DOWNLOAD POLICY
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RESPONSIBLE AND
INCLUSIVE VALUE
CHAIN
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GRI1102-9, 204: 103-1, 103-2, 103-3, 204-1
SASB FB-FR-000.C, FB-FR-000.D

Walmart de México y Centroamérica recognizes the
importance of our value chain as a core part of our
business. Therefore, we are committed to improving
working conditions and protecting human rights and
the environment, working side-by-side with our more
than 86,000 suppliers.

We have adopted the approach of creating shared
value and make efforts to help our suppliers prosper,
identifying opportunities for them to grow with us by
building a responsible and inclusive supply chain that is
both a reflection of our values as well as the needs of
our customers.

VALUE

DIVERSITY VALUE CHAIN DIVERSE AND INCLUSIVE SUPPLY CHAIN

@ Itis our responsibility to promote respect for

human rights; thus, we strive to use our scale
in such way that allows us to achieve a positive
change and become an agent for change
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51,327

suppliers of merchandise of our self-service suppliers in of merchandise
in Mexico sold in Mexico are suppliers in Mexico Central America sold in Central
sourced in the are SMEs America are
country sourced in the
region

Work is being done with our suppliers in programs

aimed at preventing forced labor, improving and
protecting working conditions, and promoting the
dignity of women.

Suppliers
in the region
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DIVERSE AND INCLUSIVE SUPPLY CHAIN

Our purchasing power has become a two-pronged

DIVERSE AND
INCLUSIVE SUPPLY
CHAIN

| GRI102-9, 204-1 |

development tool:

DJ@ To develop different suppliers

@ To support small farmers in vulnerable
situations

One way of fulfilling our purpose of saving people’s
money so they can live better is by accepting diversity
in all aspects of our organization -from our talented

As mentioned in our Statement on Supplier
Inclusion %, signed by Doug McMillon, the CEO for

Walmart, Inc., we believe that a diverse supply chain

ASSOCiates [0 the sUppliens wino Work with Usto orfer allows us to offer better quality and variety of products

he pr n rvi h r mer n "
the products and services that our customers want fo the communities we serve.

and need.

In line with our purpose of creating a culture of safe

work and atmosphere, where everyone feels included

- A
\ @ Y

W e ey

-l

and treated with respect and equality, we have a supplier /
inclusion program. It offers efficient working conditions ]
to those companies owned and operated by minorities,
women, people with disabilities, and members of the
LGBTQ+ community, as well as also making their own

business grow alongside us.

D) | )| = | @ By working with Walmart, our suppliers gain access to

+ +
| ) D) | |

RESPONS

> million customers who shop in our stores, clubs, and

)T\
A B L E | eCommerce sites every day
|
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DIRECT PURCHASING FROM
LOCAL SUPPLIERS

We use our scale in benefit of our suppliers, and one
way to do this is by buying directly from local suppliers,
without the use of intermediaries, which translates to
greater income for them.

Direct purchasing from local suppliers of Private Brands

. Mexico Central America

Self-service suppliers which are national

Sales which stem from national suppliers

mn ")
R #
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DIRECT PURCHASING FROM LOCAL SUPPLIERS OF FRESH

@ SEAFOOD

. Mexico Central America

Purchasing of national/regional products

Buying direct from farmers

21%

Buying from suppliers

IIIIIIII=I 31%

National

Direct
Imports

Regional

Direct
Imports
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FRUITS AND VEGETABLES

DIRECT SOURCING FROM FRESH LOCAL SUPPLIERS

. Mexico Central America

Purchasing of national/regional products

Buying direct from farmers

50%

Buying from suppliers
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DIRECT SOURCING FROM FRESH LOCAL SUPPLIERS

@ MEAT

. Mexico Central America

S

Purchasing of national/regional products

Buying direct from farmers

49%

Buying from suppliers

99.9%

National Regional

0.1% Direct

Direct imports
Imports
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DIRECT SOURCING FROM FRESH LOCAL SUPPLIERS

POULTRY
. Mexico Central America

Purchasing of national/regional products

Buying direct from farmers

Buying from suppliers

847

National Regional

16% Direct
Direct imports
imports
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DEVELOPING OUR
SUPPLY CHAIN

Walmart > =

ik y Cerissamdnica

Through our Adopt an SME program, we help small
and medium-sized companies increase their sales
and develop their operating, financial, and logistics
capabilities.

The purpose of the program is to endow our suppliers
with a broader vision of the business with tools that assist
in enhancing their performance, thereby strengthening
their commercial strategy.

Through this program we not only contribute to the
development of our suppliers, but also to that of our
country and families throughout Mexico.

Some of the benefits fot the suppliers

who are part of the program include:

Commercial advice

Training in logistics, commercial

strategies, and promotions

Positioning their products in the

media

Access to shared promotions

Each year, we select the suppliers with the greatest potential, so they obtain training and

mentoring, allowing them to improve performance and reinforce their commercial strategy.

26

suppliers
supported, who
offered their
products in
Bodega Aurrera,
Walmart and

Walmart Express,

nationwide

50%
increase goal
for sales in 2021
achieved 104%
accomplishment

+151

million pesos in
sales posted for
2021

o
23%

of suppliers who
are part of this

program are
women

Our associates

participate in
helping companies
focus their efforts
on learning about
retail
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Pillars of the program:

SUGGESTING NEW PRODUCTS

e Training in How to Be a

A HELPING HAND
TO GROW

A Helping Hand to Grow is the program through which
the Shared Value Initiative fosters the development of

SME manufacturers, with special attention paid to the :
: Walmart Supplier
economic empowerment of women.

Public call

Our mission is to incorporate SMEs to the value chain Online app

and help these small and medium-sized enterprises 90-day test period in pilot stores

grow through training and business opportunities.

Test period evaluation

The program fosters the growth and development
of our suppliers in Central America, ensuring the

"
N

TRAINING SUPPLIERS

e Walmart processes

availability of top-quality products for our customers

and the continuous growth of these SMEs.

e Developing managerial skills

33% 10.5% >

are headed INncrease families

ACCOMPANIMENT DURING THE
by women in sales by benefited FIRST 3 YEARS

e Internal link
S/\/\ES e SME rates

e Business review

170 2021 REPORT
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A HELPING HAND TO GROW RESULTS

2018 2019

9% 10.5% 10.5%

$948 millions $1,035 millions $1,193 millions $1,227 millions

7.3% 9% 9% 8.29%

PURCHASES $724 millions $832 millions $909 millions $966 millions

2021 REPORT
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The top three pillars for this program include:

FERTILE SOIL

N FiATET Do i s st

Fertile Soil is a support program for SME farmers who

seek access to a safe market, direct purchases, technical BUYING DIRECTLY FROM FARMERS:
This enables the farmer to be an active part of the These NGOs

value chain, with competitive prices and a reduction in . -
intermediaries. Thereby, ensuring timely payment and contin UOUSly VISIt

greater income for the suppliers. the _[:armers and

advice, and specific investments in equipment and the
purchasing of raw materials.

Fertile Soil has become a global benchmark for the
organization, working with small and medium-sized

farmers to ensure farming practices that are prO\/ide advice on
sustainable for the environment; a long-term business ENSURING ACCESS TO TECHNOLOGY AND

relationship; and growth in innovation, sales, and the KNOW-HOW C|ea N prOd UCthﬂ

market for SMEs. This is managed through NGOs, direct donation of .
goods, or through the implementation of projects Wlth |OW |e\/e|5 O]C

aimed at providing tools, equipment, new agricultural

agrochemicals,

technologies, and direct investment resources.

disease and pest

TRAINING AND TECHNICAL ASSISTANCE: control, nutrition,
Through the help of subject-matter experts at Walmart

careful planting, soil

and outside consultants, we provide training and
techmcal’assstance to F)ur suppliers |.n different areas ma nagement, = ﬂd
of expertise -seed quality, crop rotation, post-harvest

handling, responsible use of water resources, Good rational use
Manufacturing Practices (GMP), basic management

skills in agrobusiness, and financial assistance. In O'F resources
addition, we offer ongoing and frequent training for

farmers in Good Agricultural Practices (GAP).
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During 2021, 1,553 people received training, of @ Our goal by 2025 is to increase access to the
which 30% were women, in reduced environmental . . .. .
impact techniques, enhanced productivity, sustainable market and improve living conditions

guaranteed food safety of products we purchase

for small farmers

and how to increase sales.

Through this program we have contributed by

purchasing directly from 632 small and medium-sized
farmers, thus benefiting 13,238 families in Central
America; 71 of these farmers are women and represent
11% of fruit, herb, and vegetable suppliers.

We purchased a total of more than 1.7 billion pesos
from these farmers, representing 68% of the produce
and cereals sold by our stores in Central America.

During 2021, we helped to train 563 farmers by
offering 126 technical training sessions and helped to
create business skills for 26 farmers, in alliance with the
Tecnologico de Costa Rica.

FERTILE SOIL RESULTS

$1,116 millions 6°/o 5°/o

$1,563 millions $1,684 millions $1,793 millions

2018

MERCHANDISING

2021 REPORT
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SMALL FARMERS

In recent decades, Mexican farmers have faced
several challenges due to different factors that have
notably impacted the economy and social structure
of the most vulnerable communities.

In 2011, the Walmart Mexico Foundation created the
Small Farmer program with the purpose of increasing
income for Mexican farmers, through training
sessions that help them to drive their agricultural,
logistics and entrepreneurial production processes.
This has afforded them the opportunity to market
their products in our units under preferential
conditions or in any other self-service, and to even
export them.

Thanks to this program we have contributed to greater
productivity, increased earnings and economic spillover,
and created jobs and new businesses with a special
focus on the inclusion of young people and women.

/Conectando al campo
' Mexicano contigo

This program involves
monetary resources, sales
floor, purchasing power,
and the time and talent
of associates from all
commercial areas and
from logistics
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In 10 years we have achieved the following:

36 23,637 1,149

agrobusinesses currently small farmers with training million pesos generated tin sales crops benefited
selling in 18 states
jobs created tons sold communities benefited

In 2021 we achieved:

S I

569 4,963

million pesos in farmers

k=

purchases from small benefited
farmers

19% 86%

women farmers increase in
benefitted income
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SMALL FARMER: CONNECTIVITY

In 2021, we created an alliance with BAIT, our virtual mobile operator, to provide access

and connectivity to small farmers and their communities by offering cellular phone

equipment and affordable voice plans.

During 2021 we delivered 565 BAIT
devices to small farmers

To achieve this connectivity goal, we are focusing on three components:

1.- CONNECTIVITY ACCESS:

Increase the inclusion of information
technologies in alliance with BAIT.

2.- COMBINE TRAINING:

Increase the number of in-person
training sessions for farmers regarding
digital media (audio and video) to
enhance learning and the adoption of
practices such as increased participation
of young farmers.

3.- ACCESS TO MARKETS WITH
TRACEABILITY APP:

A traceability system for small farmers.

Our goal is to digitally
enable 25,000 farmers

by 2030
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A SUCCESS STORY

The Vegetable Farmer Union of Matamoros, Coahuila
(Uprohma) was created in 2015 with 15 watermelon
and melon farmers as members. That year they joined
the Small Farmer program to receive agronomical
and business training that would enable their access
to formal markets. During the first year of operation,
they invoiced 1.9 million pesos and placed their
products in the distribution center of Monterrey,
Nuevo Ledn.

The Uprohma farmers -willing to adapt and innovate-
worked to transform the quality of their crops and
their income, applied their new knowledge and skills
acquired within the program, and were able to sell
their fruit in formal markets at a price of up to 75%
higher than in the past.

WATCH VIDEO

The Union obtained certification from Global Market
NSF International and awarded Best Walmart Supplier
in March 2018. As a result of improved processes,
quality, and shelf-life of their products, in addition
to placement in the Monterrey distribution center,
today they deliver their products in five distribution
centers throughout Mexico.

With the earnings from the agrobusiness, they
invested in purchasing their own forklift equipment,
two picker machines, and two cold rooms. Moreover,
throughout the years the agrobusiness has opened
its doors to new members, now comprising 57 small
farmers, thereby increasing the impact in their
community.

In 2021, seven years into the

program, Uphroma invoiced 17
million pesos: a 700% increase in
sales since 2015



https://youtu.be/dSgCEHlMw2U
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REGENERATIVE
COMPANY

SUSTAINABILITY

. 2040 Priorities and
Results

- Climate Change
- Circular Economy

- Natural Capital

92.5%

of total energy consumption
comes from sustainable
sourcess

-1,881

tons of virgin plastic in our
operations and Private Brands
products
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SUSTAINABILITY AV RIS]

Our three priorities are:

GRI 305: 103-1, 103-2, 103-3
SASB CG-EC-130A.3

We aspire to become a regenerative company where ;

nature and humanity at the center of our business

gicicisee il E e SIS CIaN s diale) ik 1. Mitigate climate change by reducing 2, Contribute to the creation of a

restoring nature as we comprehend its relevance for - : : . -
emissions in our operations and in our circular economy by avoiding waste

the stability of ecosystems, biodiversity conservation supply chain. sEmeraen. reaucig the use of na

and our collective well-being. : L
resources and reusing materials in new

value cycles.

189.8 million | 126.3 million =

pesos invested in pesos saved by .
: - : : : 3. Help conserve natural capital
sustainable initiatives implementing sustainable _ _
- through sustainable sourcing.
Initiatives
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Con nuestr : Ha":_E Mos :
cOmunidag actividades e .

contigo

OS Comprometidos

uestros Socios e ' = Our actions in this decade
comunidad. : _
are decisive to reverse the

damage caused to the planet £Qué o o camblo cimstico?

. . . e ez el desarralla e o
and to achieve a sustainable mwonteble?
almartmexico.com ' . 1 future Eik gty sanre Ll‘::::‘m:n
responsable?

artdeleiooylentroamancs

artMXyCAM Sabemos que te preocupa el planeta y tienes muchas dudas, en la

Therefore, involving our associates and their families is SEMANA DE LA
essential, which is why this year we launched our first SUSTENTABILIDAD
Sustainability Week, that allowed us to: aprenderemos juntos

Contaremos con invitados especiales
Mo te la pierdas!

Dl 23 al X7 de agostea f 11200 AM & T2:00 PM

Communicate our strategy and sustainable m
corporate actions to all staff and operations

associates

+3,900

associates and family members engaged

Invite associates to engage in the company’s
initiatives

Raise awareness and explain, in a fun

and simple way, basic actions they can
perform from home, as well as broaden the
understanding of concepts such as emissions,
climate change and sustainable sourcing
through young influencers
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In 2021, we advanced to achieve our goals and obtained the following results:

181

0 CLIMATE CHANGE

Zero Emissions by 2040

Reduce Greenhouse Gas (GHG) Emissions in
18% by 2025, compared to 2015

-3.8%
scope 1and 2 emissions
reduction vs 2020

MX: -5.4%
CAM: 11.7%

-1o3°/°
energy reduction
vs 2020

MX: -1.4%
CAM: -0.6%

2021 REPORT

Source 100% of our energy from
renewable sources by 2035

92.5%

of total energy consumption
comes from sustainable
sources

MX: 60.6%
CAM: 0.6%

GRI 305: 103-1,103-2, 103-3

Work with our suppliers to reduce or avoid

GHG emissions equivalent to 1 gigaton

in our global supply chains, by 2030

776

suppliers
participated in
Project Gigaton

MX: 601
CAM: 175

. Goals

Progress

. Consolidated
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Q CIRCULAR ECONOMY

Zero waste to landfill by 2025

Reduce food waste generation by
50%, by 2025

68.6%

achievement towards
Zero Waste goal

MX: 71.8%
CAM: 50.4%

3,586,967
m?> of landfill

released

MX: 3,401,396
CAM: 185,571

2021 REPORT

By 2025, all of Private Brands packaging:

Will be 100% recyclable, reusable

or compostable

Will avoid the use of unnecessary

or difficult to recycle plastic

Will include at least 20% of
post-consumer recycled material

45.5%

of our packaging is
recyclable, reusable or
compostable

16%
post-consumer material

is incorporated in Private
Brands’ packaging

Reduce 3,000 tons of virgin plastic from
our operations and Private Brands products by
2025, compared to 2020

1,881

tons of virgin plastic
reduction vs 2020,
in Mexico

. Goals

Progress

‘ Central America
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() NATURAL CAPITAL

By 2025, Private Brands products will use palm oil, paper,

pulp and timber from certified sustainable sources.

97.6%

of palm oil and palm oil by products used in Private Brands
are RSPO or Rainforest Alliance certified in Mexico

95.6%

in Central America

99.47%

of the total volume of paper pulp and timber we use in
Mexico comes from certified sources such as FSC PEFC
and SFl or includes recycled content

100%

in Central America

183 2021 REPORT

By 2025, fresh and frozen seafood and canned

tuna will be sourced from certified sustainable
sources or Fishery Improvement Projects.

82%

of our fish and seafood are
certified as sustainable or come
from a Fishery Improvement
Project, in Mexico

76.1%

in Central America

100%

of our canned tuna is MSC
certified- in Mexico

. Goals

Progress

‘ Central America
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CLIMATE
CHANGE

GRI 305: 103-1, 103-2, 103-3, 305-5
SASB CG-EC-410A.2

The first priority of our commitment to sustainability, is
to mitigate climate change by reducing emissions in our
operations and our supply chains.

Our strategy towards
becoming a Zero Emissions
company by 2040

In order to avoid the most devastating effects of climate
change, the world must act inmediately to drastically
reduce and eliminate greenhouse gas emissions.
Building on our long-standing commitment to climate
action, we raised our target level to Zero Emissions by
2040 along our network of operations. Without relying
on the use of carbon offsets, our goals are:

=1

Source 100% of our Electrify the vehicles we
energy from renewable use, including long-haul
sources by 2035 trucks, by 2040

oa—
G

Transition to low-impact

refrigerants in cooling
and heating equipment
in our stores, clubs,
distribution centers and
data centers, by 2040
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These goals are ambitious,
and to achieve them, we
will need innovation and
infrastructure

To achieve Zero Emissions by 2040, we must manage
and improve these systems and phase out high-
impact refrigerants.

We have committed to decarbonizing our operations
and transportation network. Unlike carbon-neutral,
Walmart's Zero Emissions goal does not contemplate
the purchase of carbon offsets to cover the remainder.
In order to achieve Zero Emissions by 2040, we will
accelerate the current strategies we have in place and
leverage new and emerging technologies.

(YY)
This year, we reduced

-3.8% of our Scope 1and 2
emissions compared to 2020

2021 REPORT

EMISSIONS REDUCTION

We continue to make progress in our automation and
control (loT) strategy, where we achieve significant
energy savings in refrigeration equipment, air
conditioning and lighting, thanks to strategies that
allow us to reduce electricity consumption without
compromising comfort in our stores.

We seek to mitigate our direct scope 1 emissions,
which come mainly from refrigerants and fuel
consumption, by integrating new technologies that
allow greater efficiency and refrigerants with lower
calorific potential.

Mexico and Central America’s emissions by scope

kt COe

2017 2018

In the case of our energy consumption, we have
achieved a significant reduction through renewable
sources, which allow us to mitigate our scope 2
carbon footprint.

We also have a energy intensity reduction goal, with
which we promote operational efficiency. Finally,
we know that due to the nature of our business, it
is essential to engage our supply chain in emissions
reduction as this is where most of the emissions are
concentrated. We understand our role in using our
scale as a positive driver for change.

. Scope 1 . Scope 2 . Scope 3 . Total
1,875 1.821 1,871
1,745 : —
. 1,490 — -

2019 2020

2021
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EMISSIONS INTENSITY

GRI 305-1, 305-2, 305-3,305-4, 305-6
SASB FB-FR-110B.1
SASB FB-FR-110B.3

In 2021, we maintained the GHG emissions reduction
trend. This way, we have the assurance that our emissions
are not linked to our business growth.

This can be seen more directly when noting the
behavior of our emissions intensity, as we have
witnessed a constant emissions reduction trend since
2019, generated primarily by operational efficiency and
renewable energy initiatives.

@ Our business growth
is independent of our
emissions intensity

Total box vs Total de Emisiones

Mexico and Central America

Thousands of m? of Thousands of Tons
construction COZe

(=]
2 | 2
™
N < A o~
m m — —
8| = | F
- -
-
2017 2018 2019 2020 2021

We reduced our
emissions intensity

by 0.9% in 2021,
compared to 2020

Emissions Intensity 2017 - 2021

kilograms CO,e/m?

) . Mexico and
. Mexico . Central America :
Central America

162.8 169.8 161.4
E— L .
\ 135.7 / \119
I
154.6 158.4 150.8
129.1
123.1
104.2 e
w907 92.6 91.5 /

2017 2018 2019 2020 2021
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SCOPE1,2 AND 3
EMISSIONS SOURCES

GRI 305-1, 305-2, 305-3
SASB FB-FR-110B.1,FB-FR 110B.3,FB-FR-110A.1,CG-EC-410A.1

Breakdown of total CO2e
emissions by scope

Mexico . Central America

Our scope 1 emissions correspond mainly to
refrigerant gas leaks and to a lesser proportion,
stationary and mobile combustion. This stems from

Thus, we incorporate the following relevant

sources for this scope:

the high Global Warming Potential (GWP) found in ey, /A 79.3%
i i E— (09 Refrigerants
most conventional refrigerants. SCOPE1 A
Purchased products Capital goods 974,333 11.5%
. : Fuels
On the other hand, our scope 2 emissions are calculated or services ton CO,e 799
° (]

based on the energy consumed directly from the power
grid in each country. This reflects the importance of our
energy supply strategy, based on renewable projects
allowing us to mitigate these type of emissions.

Finally, our scope 3 GHG emissions are determined
by the corporate value chain methodology of the
GHG Protocol, which identifies the categories that
we must report.

The processing of products sold and their end-of-life
disposal has not been included in this scope 3 calculation,
although we recognize their importance and are working
on a way to integrate them in the future.

8
Transportation and distribution

of products to distribution
centers and stores

=15

Transportation used for

home delivery

Travel by associates
in company-owned

cars

e

Business travel

SCOPE 2

435,603

ton COze

Refrigerants

Fuels

85.0%
15.0%

Electricity

85.6%

Transportation

1.8%

Business Travel

12.6%

Transportation

Business Travel
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Emissions by

refrigerants ktCO e

. Mexico

Central America

Mexico and Central America

REFRIGERANTS GRI 102-48, 305-1

Since refrigerants are the main component of our
scope 1 direct emissions, transforming their use with
a lower environmental impact is a key aspect of our
strategy to achieve Zero Emissions in our operations
by 2040.

In line with international agreements to reduce
greenhouse gas emissions caused by refrigerants,
we conducted tests in Mexico City and the state of
Tamaulipas with gases that have lower global warming
potential, in an effort to reduce our scope 1Temissions.

Derived from successful tests, the gas specification
to be used in the new refrigeration equipment has

766 | 773

changed, with the aim of reducing at least 60% of the

emissions of this gas. 2019 2020 2021
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ENERGY
GRI 302: 103-1,103-2, 103-3, 302-1, 302-2, 302-3, 302-4 Total energy consumption
SASB CG-MR-130A.1,CG-EC-130A.1,FB-FR-130A.1 i
o e G . Fuels . Non renewable . Renewable
Mexico and Central America
11.4 1.5 11.6 1.3 11.2
The transition to operations with 100% renewable
energy by 2035 is an ambitious goal, but one that we
consider essential to mitigating climate change. In
addition to having six wind farms and two hydroelectric
plants to supply power to our operations, we also have
on-site photovoltaic power generation for /4 units.
Energy efficiency has been key to these achievements,
which is why we have invested 119.2 million pesos in
Mexico and 26.1 million pesos in Central America to 2017 2018 2019 2020 2021
continue our transition to LED lighting and photovoltaic
cells.
We reduced electrical power intensity by 4.4% in Mexico 34 In 2021, we reduced our total energy consumption
In Central America, we rolled out our first 3.6 in 2021, meeting our goal to reduce energy intensity by by -1.3%, in addition to increasing our consumption of

megawatts (MWh) solar energy generation project,
within the facilities of our business units (distribution
centers and stores) with what we managed to produce
the first 1946 MWh (megawatts per hour), equivalent
to the average annual consumption of 580 Central
American households, thus avoiding the generation of
405 tons of greenhouse gases.

@ 1.2 millions of GJ
of energy consumed

189 2021 REPORT

26% compared to 2010. renewable electric energy by 0.7%. With this, 52.5%

of our energy comes from renewable sources.

Energy intensity . Mexico . Central America . Mexico and Central America

GJ/m?2
1.03 1.01

1.04 -

1.01 T—— — — l
1.00 0.98 — — = 0.93

0.94 0.91

0.79 m—— = L —— — 0 80

0.81 0.81 0.77 ‘
2017 2018 2019 2020 2021
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SCOPE 3 INDIRECT Scope 3 Emissions . Transportation . Business Travel Mexico and Central America
EMISSIONS Thousand tons CO2e
GRI 305-3

SASB FB-FR-110A.1, CG-EC-410A.1

In Mexico, we started a project to transition our on-
demand fleet to zero emission electric vehicles.

We have 47/ electric vehicles in our four business
formats (Walmart, Bodega, Sam’s Club and Walmart
Express), operating in 8 stores.

We have traveled more than 280,000 km with these
vehicles, reducing more than 28 tons of CO.,.

23 16

2017 2018 2021

In Central America, during 2021, we added 34 electric
vehicles to our fleet to avoid the consumption of more
than 62,300 liters of gasoline in one year, the equivalent
of avoiding more than 145 tons of greenhouse gases.
By 2022, 47.6% of our light trucks will be sustainable.

LOGISTICS EFFICIENCY

In addition, we installed ten semi-fast charging stations - .
. . Backhaul and reverse logistics initiatives contribute to
that our customers can use to charge their electric . - . '
. : o the reduction of emissions by transporting goods on trips
vehicles while shopping in our stores. ' _ ‘
that would otherwise be made on empty trailers. With

this, we increase the efficiency of freight transportation.

28,281,010 @, 34,187
km not traveled tons of CO_e emissions

avoided by logistics
Initiatives

12,067,084

liters of fuel saved
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PROJECT GIGATON

Project Gigaton continues to be one of our main
strategies to leverage our scale in a positive way in
our value chain. Through this project we aim to avoid
the generation of one billion tons of CO,e in our value
chains by 2030; so that our suppliers can join the project
and set goals based on their activities and projects.

Pr& jectGigaton

=

® ®

3. Waste 4. Packaging

Our goal is that all participating suppliers can achieve @ @®
Gigaguru status, by annually reporting their progress 1. Energy 2. Nature -
and making their commitments public. New pillar in 2021!
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5. Transport -

New pillar in 2021!

We invite suppliers to establish emission
reduction SMART goals in one or more of
the project’s seven pillars
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This program has been very well

accepted by our suppliers, as follows:
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Sparking
Change

352

active suppliers Gigagurus

(450% vs 2020)
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747
of suppliers have processes to identify
risks and climate opportunities

Derived from the response to CDP, ¥ R o e R P L g 5 TR L
the results are as follows: g Mo o : . 366,415 million
g Rkl . B : pesos is the cost associated with
supply chain climate change risk
management

CDP rating
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: > N WA " o e pesos is the cost to materialize
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Supply Chain Climate Change g ‘-‘x"‘:::;?
a&“_‘%
56%

of our suppliers launched initiatives to

reduce emissions

Our suppliers are linked to us through the CDP
Supply Chain initiatives, where they report their

o environmental performance regarding climate
( : .
of suppliers set an absolute, intensity _ > . Chaﬂge and water security

reduction goal, or both




\'I
/‘\

2040 PRIORITIES AND RESULTS

CLIMATE CHANGE CIRCULAR ECONOMY

NATURAL CAPITAL

2021 REPORT

CLIMATE RISKS AND
OPPORTUNITIES

GRI1102-11,102-15, 201-2

Climate change has increased disruptions and the risks
that are materializing more frequently. According to
the World Economic Forum, extreme weather events
and human-caused damage to the environment-
bothe related to climate change- are two of the top
ten current risks. They are also directly linked to three
existential risks in the next ten years: biodiversity loss,
natural resource crisis and the possibility of failure in
climate action strategies.

Theserisks imply that the possibility of having disruptions
in the value chain are greater, in addition to the high-
impact consequences that could be generated in the
lives of our customers, the communities where we
operate, our associates and the planet. Climate change
risks are especially acute in sectors such as agriculture,
as well as some others with intensive use of resources,
such as manufacturing and the food sector. Therefore,
identifying the specific risks and opportunities arising
from climate change is fundamental for our company’s
future strategic vision.
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In 2021, 229 suppliers completed the
climate change questionnaire. 62%
performed a risk analysis and 60% an
analysis of opportunities related to
climate change.

To assess these risks, we first consider a wide range
of material issues and potential consequences
related to climate change from specialized sources,
investors, consultants and international climate change
organizations. We update our risk analysis every two
years, the last beingin 2019. Thus, we have the possibility
to link our future and strategic vision to the specific
impacts for the company.

In the case of existing risks in our supply chain, as
previously mentioned, we focus on the key participants
and suppliers that may have higher risk. In order to have
an update on risks and opportunities and their possible
financial impacts, we rely on the CDP to have visibility
at the supply chain level and understand how these key
suppliers identify their risks, in what timeframe and with
what impacts.

Supplier participation in CDP

by industry type

17%

Materials

20%

Other sectors

23%

Manufacturing

40%
Agriculture, food
and beverages
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CLIMATE CHANGE RISK MAP

SASB FB-FR-430A.3

+ PROBABILITY

oo Hurricanes & tropical storms,
(ﬂf excessive rainfall and droughts

c@, International agreements
M M

Decreased crop
o] productivity and harvests

Carbon taxes / Carbon market i
- 'HI ,
N - 6G) Changing socio-economic conditions LA, |
i O due to natural disasters :
- TP :"r ||
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C\)O Increased demand for water reduced
sources of water, worsened water quality

- Changes in customer preferences,
.:E p

choosing products having lower
impact on the environment

+ BUSINESS IMPACT
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CLIMATE CHANGE-RELATED RISKS TO OUR SUPPLY CHAIN

=

g

2

S Carbon taxes

& o

+ / Carbon Increase in

B market 9 frequency and
: Z2-0O:- . .

N intensity of
meteorological
phenomena

Increase
of average @ Regulation of existing
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Increase alle) Changes inrain patterns and
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environmental costs customers behavior
impact N
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Concerns or negative
comments from
stakeholders
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CLIMATE CHANGE-RELATED OPPORTUNITIES FOR OUR SUPPLY CHAIN

+ PROBABILITY

Use of more efficient
production and distribution
processes

Development and expansion

Use of energy sources e of low-emission goods and
with lower emissions services

Development of new
g?) products or services

through R&D and innovation

‘8’ Change in customer
preferences

Use of
recycling
VoY
2 | J
More efficient
forms of O Reducing water use
transportation and consumption

,, @ Access to
5—s new markets

Use of new
technologies

+ BUSINESS IMPACT
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CIRCULAR
ECONOMY

GRI 301: 103-1, 103-2, 103-3, 306: 103-1, 103-2, 103-3, 308: 103-1, 103-2, 103-3

The second priority of our commitment to
sustainability is to contribute to the creation of a
circular economy, where we avoid waste generation,
reduce the use of natural resources and reuse
materials in new value cycles.

CIRCULARCIRC
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Circular Economy

WASTE OURE
STORES

. Inorganic: Plastic Deposit at DCs
for recycling

Inorganic: Cardboard 4 Pinol bottle
Our customers are . . . made from
. . Responsible Bags with 50% .
responsible for their waste 1007% recycled
2 . . customers recycled content .
Organic and take it to a recycling - materials

center in our stores

The DCs sends
the products to
the store

e

Our customer uses and/or
consumes the products ;

P Reusable Plastic Haryest e Meat "
roducts b bottl fruits and . Biodiesel
i vl E in store a/gs s vegetables processing
= . LRemanufacturing Sourcing
Purchase of Plastic
products at products
low prices P

Collection by
suppliers

L Sale
Goods not suitable

¢« forsale but suitable Fruits and vegetables
for consumption

5 Donation

Donated to
associates

e

Composting Animial

Donated to

food banks Organic products

not donated

We understand the role we have in promoting circular economy, since we have a supply

Reuse,
chain of more than 86,000 suppliers and, on the other hand, we are the point of contact f;:\ca“nr:;‘a’:t“:::: ,
with more than 5 million customers. In this chart illustrates some examples of how we have

advanced toward circular economy. ool
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ZERO WASTE

GRI306-2, 306-4

Our core commitment is to transform our operations
to Zero Waste to landfill by 2025, as defined by the Zero
Waste International Alliance. .

At Walmart, we have a Zero Waste Strategy centered on
waste reduction, outfitting our stores and distribution
centers with the infrastructure required to ensure
the correct separation of ullage or waste, donating
products that are not suitable for sale but are suitable
for consumption to associates or institutions, or
channeling waste for recycling and incorporation into
new value creation cycles.
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