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WALMEX DAY 2022 – WIN IN DISCOUNT 

Mexico City, March 15, 2022  
(FREE TRANSLATION, NOT TO THE LETTER) 

 

 

CRISTIAN BARRIENTOS  

Thank you Gui and good morning everyone, thanks for joining 
us today.  

You’ve heard from Gui our enterprise strategy, now Dolores and 
I will talk about the details of one of our strategic priorities: TO 
WIN IN DISCOUNT.  

We are convinced that by focusing on our customers and 
granting access, we will win in discount and accelerate growth.  

 

 

Let’s start with how have we granted access to our 
customers? 

In 2021, we granted access by offering the lowest prices.  We 
were able to increase our price gap despite a complicated 
environment due to high inflation. Inflation increased to 
maximum levels in the last 20 years and real salaries decreased 
on several months, forcing people to use a higher portion of their 
salaries for basic needs.  

• Last year, we expanded our price gap by 80 bps, 
closing 2021 with the highest price gap we’ve ever 
recorded  

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

By offering the lowest prices, we ease a key customer pain point 
and accelerated growth. 

 

 

Another way in which we granted access to our customers, was 
by taking our low-price value proposition closer to more 
Mexican families.   We opened more than 100 new stores, 
including new prototypes, such as Mi Bodega Urbana, allowing 
us to reach more customers.  

By accelerating Bodega’s new store expansion, we are giving 
new customers access to the lowest prices at a safe place to 
shop. 
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Another way in which we granted access to our customers, was 
by offering a seamless shopping experience. We are very 
excited to see how the omni business has accelerated in 
Bodega. If we go back in time, in 2019 we only had kiosks for 
extended assortment, now we have a truly omnichannel 
operation, with a great potential going forward. 

• Last year, we expanded extended assortment kiosks 

to 100% of Bodega and Mi Bodega stores, enabling a 

new digital gateway for our customers. 

• We expanded Despensa a tu casa to more than 220 

stores, providing convenience and enabling an 

omnichannel shopping experience.  

• To improve customer experience, we merged the on-

demand and extended assortment platforms 

simplifying their digital shopping experience. 

Omnichannel sales are still relatively small in Bodega, but they 
will be an important growth vehicle going forward. 

  

Our customers trust our brand, and this has translated into 
market share gains and a strong performance in 2021. 

 

We are proud of what we have achieved so far, and we are 
encouraged about the opportunities to continue providing 
access to our customers. 

 

Bodega has been our new store growth driver for years, and as 
you heard from Gui earlier, our ecosystem is enabling our stores 
to become access points for customers, allowing us to solve 
their pain-points beyond retail. 

 

CRISTIAN BARRIENTOS 

 

But why do we believe there is space to accelerate discount 
further? Let me go through the reasons.  

 

One of the reasons is the macroeconomic backdrop of our 
country.  

• According to COFECE, 3 out of 10 families on C/D/E 
socioeconomic levels cannot access modern channel retail 
stores. 

• And according to CONEVAL and INEGI, 40% of Mexican 

population cannot afford the basic food basket with current 

salaries.  

Mamá Lucha plays a fundamental role for our customers 
because they identify themselves with her, they are always 
looking for opportunities to make their families thrive. This is 
why, by offering the lowest prices, we are helping customers 
save money and live better. 

 

Another one of the reasons is transportation. Among Bodega 
customers, transportation ranks second among their top 
expenses, only behind food and beverage. Most of our 
Bodega’s customers do not own a car and, on some occasions, 
they cannot afford public transportation due to its high costs. By 
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expanding our omnichannel footprint, we will bring stores closer 
to them and we will provide access to products and services. 
There is more than 34 million Mexicans that we still do not serve.  

• Tight budget customers visit stores at least two times per 
week 

• And, only 3 out of 10 families own a car 

• According to the ENIGH survey, 11% of their income is 
spent on transportation. This is the reason why proximity is 
a big pain point. 

By having stores closer to our customers, we can help them 
save in transportation costs and we can grant them access to 
low price products. 
 
Another one of the reasons is the complexity and high costs 
our customers incur to access the digital economy: Most of our 
Bodega customers do not have access to an affordable and 
reliable internet service neither to financial solutions. This 
creates friction in their shopping experience, especially when 
shopping online.  

• According to INEGI 84 M Mexicans own a mobile phone, 
being the main access to internet. 70% of urban population 
are internet users but only 50% of rural population uses this 
service. 

• The remittances market in 2021 represented $50B USD 
and grew 27% vs last year. We estimate that more than 
10% of the remittances our customers receive are spent at 
our stores 

• Our stores that have financial services such as credit in 
eCommerce kiosks grew twice as much as the ones that do 
not provide this service. 

 
By providing internet and financial solutions in our stores, we 
can make it easier for customers to access the benefits of the 
digital economy. 
 
As we can see, we have a huge opportunity to provide access 
to products and services to more customers. By addressing the 
main customers’ pain points such as transportation, limited 
budget, access to product assortment, digital and financial 
services, including remittances, we will be able to earn their trust 
and loyalty. 
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So, what are the initiatives we have to solve these customer 

pain points and provide access to accelerate growth? 

 
The first initiative is to continue to lead in prices. Our 
customers want to get more value for their money, they are very 
price sensitive.  

• We will strengthen our price perception to make sure 
they feel confident that we are offering the lowest 
prices. 

• We will continue investing aggressively in prices so our 
customers can afford everything they need for their 
homes. 

• And we will strengthen our private brands, to double 
sales penetration by 2026.  

 
Another one of the initiatives, is to accelerate omnichannel 
growth. Our customers want a larger variety of products. Our 
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customers want the convenience of having products delivered 
to their homes. Our customers want a seamless omnichannel 
experience.  

• We will double Bodega’s omnichannel sales. We will 
expand Despensa a tu Casa service to twice the 
number of stores that currently offer the service, and we 
will launch the service in Mi Bodega, covering 50% of 
the trade areas 

• We will continue to increase our extended assortment, 
including merchandise from international sellers. Our 
core business is the foundation for omnichannel. We 
will continue to operate as a low-cost business model, 
we will leverage brick & mortar productivity to 
accelerate growth. 

By understanding future customers and by providing a truly 
omnichannel experience, our customers will be able to get the 
products they love, when and how they want them delivered.  
 
Another one of the initiatives is to provide access to affordable 
internet and mobile services.   

• In just two years 2.3 million users subscribed to BAIT. 

We will continue with an aggressive customer 

acquisition strategy. Today, Bodega represents 75% 

of BAIT customers and we will continue to drive this 

service to connect our customers to whom they most 

love. 

By providing BAIT service to our customers, we are opening a 

world of possibilities for them such as credits, online 

payments, entertainment, connection with relatives and others, 

allowing them to do more with their money. 

Another one of the initiatives is to provide financial solutions 

for our customers. Ignacio will talk about our plans going 

forward, but I’d like to highlight two elements of the strategy 

that are crucial in Bodega. 

The first element is remittances.  

We will strengthen the connection between the relatives of our 
Bodega customers living in the US and their families in Mexico 
by reinforcing our remittances program. We will facilitate the 
process in our stores and the commission will be the lowest of 
the market adding value to their budget.  

• Last year, we launched Bodega Aurrera Express as 
a distribution point, becoming the second largest 
network. This year we aim to increase by double 
digits the number of remittances collected in our 
stores. 

• We will continue optimizing our service through an 
automated registration process, cash disposal 
activities, cashout activation lines, and prioritization 
in top receiver states. 

• All of the above is aligned with the increase of 
payments we expect through the Walmart to 
Walmart program which you will hear about later on. 

 
And, the second element is Credit. Credit is difficult to obtain for 
Bodega customers due to high costs & banks requirements, as 
a result Bodega’s credit penetration is 4 times lower than the 
rest of the formats.  



   

 

5  

• We will continue building a multiple credit strategy that 
allows us to reduce cultural and economic barriers, 
duplicating the approval rate 

• We will increase by almost 4 times the number of credits 
approved through our portfolio 

 
By offering financial solutions to our customers they will have 
the opportunity to maximize their income with us.  

 

In the next video you will see how Bodega plays a fundamental 
role in the communities, you will see how we give them access 
to their everyday needs, you will see how through our extended 
assortment we offer products that are not available in their 
communities, and you will see how we connect them with their 
families that live in the United States.  
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To finalize, let me summarize the key messages: 

• We are strengthening the omnichannel shopping 
experience 

• We are enabling a wider range of products and services 
for all our customers 

• And, by putting our customers at the center and 
granting them access, we will win in discount and 
accelerate growth. 

 

Thank you! 

 


