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Te cambia la vida INCOME HOUSING SEGMENT IN MEXICO

Free float 84%

Established in 1973, GEO is the leading homebuilder in Mexico and Latin America focused on serving the low-income
demographic, which represent approximately 60% of the population. With the number one position in the affordable
housing segment in Mexico, D 9 h Buginess model integrates the entire value chain offering design, development,
construction, marketing, commercialization and delivery of complete housing communities.

GEO HIGHLIGHTS

Leader in the defensive low income segment of a S E A hbdsigimarket

GEO continues to increase its market share in the affordable segment, deriving an important, competitive, first mover
advantage as the first company to focus on the affordable segment of the demographic pyramid. In 2009, 70% of its units sold
were in the lower-income segment with 70% to 80% anticipated for 2010.

The housing industry leader in mortgage originations

INFONAVIT and FOVISSSTE are a S E A fritn&y@mortgage institutions that focus on the affordable income segment and
support the Mexican 3 2 @ S NJ/ 86i8nyitinédeito lower income housing. In 2009, these two institutions accounted for 70%
of the mortgages for homes issued in Mexico and 93% of mortgages issued to D 9 hcdeats. In the third quarter of 2010, GEO
grew 29% in titled mortgages with INFONAVIT compared to 3Q2009 and titled 33% more homes with this institution than our
closest peer. This system represents a solid funding framework built on mandatory payroll deductions by employers on behalf
of their employees.

Increasing internal efficiencies and economies of scale through the automation of processes and new technologies
Implementation of the ERP platform in all GEO subsidiaries standardizes information flow and provides real-time data as the
basis for decision making. The production of prefabricated homes using proven technology and the optimization and
standardization of materials at the ALPHA factory, that began operations on March 2010, with an additional capacity of
10,000 to 12,000 homes, lowers building and delivery time by 30%, reduces labor input, improves waste controls, offers
additional cost reduction and produces a highly efficient working capital cycle. In 2010, approximately 4,500 homes will be
produced under this new prefabricated technology.

Strong brand equity and innovative marketing strategies

In addition to extensive advertising on national television that has achieved a 32% Top of Mind for & / | B ® Bbéand among
the population, the Company has pioneered new marketing channels to reach prospective clients. As of September 2010,
26% of total sales were generated through new sales channels which include GEO stores, GEO partners, web sales and call
centers.

Strategic JV for land acquisitions

Since 2003, the Company entered in a JV with Prudential Real Estate Investors to optimize land investments for long term
growth. With this mechanism, GEO minimizes operational risks and continues to build an important land reserve. In 2009, a
new JV with PREI was settled for the investment in land to develop Megaprojects ¢ large-scale planned communities which
will include urbanized land developed by GEO for homes, services , commercial and industrial use.
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Note: figures are under the INIF-14 cash accounting principle.



Mexican Housing Market Demographics L
Providing housing for the low income segment of the population is a priority for a S E A k@@efl&overnment and it has

acted to provide the economic means to meet the challenge. The housing deficit of 8.9 million homes in 2009 is increasing at
an annual rate of around 750,000 homes. With an approximate of 50% of the population in the low income category defined
as those earning less than 5.5 times the minimum wage, and 65% under the age of 35, demand is expected to continue to
grow significantly over the next 10 years with 12.6 million new households anticipated by 2020. And despite the recession,
the affordable housing segment has continued to grow in Mexico. In addition to INFONAVIT and FOVISSSTE, the main
mortgage suppliers, the Government provides subsidies for up to 25% of the total value of a home for people between 2-4
TMW. Funding support is also provided by Sociedad Hipotecaria Federal (Federal Mortgage Commission) through financial
intermediaries called { h C hof marébank banks.

The GEO Advantage
GEO has built the Company on the premise that every house sold is part of a thriving community, with appreciating values, to

improve the quality of life for the low income segment of the population. With a presence in 19 states, GEO covers 80% of
the Mexican population. GEO has delivered growth with 56 consecutive quarters of positive net income and a consistent
EBITDA margin averaging 23% since 2001. Three years ago, the company established a new strategy to focus on the
affordable sector and since then the number of houses sold in the low income segment has increased from 53% in 2007 to
70% in 2009. To achieve its objectives, management developed a six point growth strategy:

1) Strong management committed to sophisticated corporate governance: With management and employee ownership of
16%, public investors account for the remaining 84% providing excellent share liquidity. Forty four percent of the Board of
Directors are independent directors.

2) Pioneers in construction of & & Sustdining communitiesé: Currently there are six urban centers planned for joint
development by the Government and homebuilders over the next ten to twelve years. Consistent with the D2 @S NI/ Y S
commitment to build quality homes for the low income demographic, in 2004 GEO launched Zumpango, its first Megaproject
that in addition to homes, provides schools, transportation, employment, roads, waste management, water systems,
commercial and retail centers to become a completely self sustaining community. Through joint ventures, GEO plans to
provide the necessary commercial and industrial establishments. With 120,000 homes planned, currently more than 37,000
homes have been sold and delivered in this community. The Government has committed funds to infrastructure spending to
support sustainable organized growth from megaprojects, provides access to licenses and permits and initiated an extensive

road construction project at Zumpango.
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partnerships which account for approximately 40% of the total and free working capital to support long term growth.
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4) Sophisticated marketing programs: Marketing strategies focus on branding, analysis of sales performance and customer
satisfaction to refine marketing programs and developing new channels to reach prospective clients. Each of D 9 h lsiness
units has a customized marketing and sales campaign to highlight each dzy” Autiiqué characteristics. In addition, GEO offers
benefits to prospective home buyers to ease the moving process. For example in addition to self storage services, GEO offers
the opportunity to purchase furniture, specially designed for GEO Homes with the cost bundled into the mortgage. They also
assist clients in obtaining loans for appliances, moving costs and triple play media services.

5) Maintaining and appreciating value in each community: Once completed and occupied, GEO supports the quality of its
communities with post-sales services which include professional property management, customization of homes, 10-year free
construction insurance and maintenance services to ensure values are maintained and houses appreciate after purchase. This
is a strong selling point.

6) A solid balance sheet with the most efficient working capital cycle in the industry. GEO has a low leverage ratio with a
LTM Net Debt / EBITDA of 1.8x as of September 30, 2010. The / 2 Y LJI dél& gréfile was restructured in September 2009
and June 2010 with the issuance of a 5 year and 10 year US dollar senior unsecured notes in the amount of US$500 million
under Regulation 144A. Both issuance were hedged. Actual debt profile is 31% short term and 69% long term debt. US dollar
denominated debt as of September 30, 2010, was US$517.8 million of which US$17.8 million are capital lease agreements
for the acquisition of machinery and equipment and US$500 million of senior unsecured notes that were swap to Mexican
Pesos.

D 9 h competitive Working Capital Indicators are evidence of a successful strategy focused in the low income segments, a
state-of-the-art Enterprise Resource Planning platform, innovative construction processes and cost control programs.
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Financial Highlights

Third Quarter

Nine - Month Period

Income Statement Data 2010 2009 YoY var. 2010 2009 YoYvar.

Sales (titled units) 13,020 12,824 1.53% 38,052 35,865 6.10%
Revenues $4,586.4  $4,303.0 6.58% $13,557.3 $12,166.4 11.43%
Gross Profit $1,187.2 $1,180.4 0.58% $3,515.7 $3,200.4 9.85%
Gross Margin 25.9% 27.4%  -155pp 25.9% 26.3% 0pp
Operating Profit $771.1 $765.7 0.70% $2,198.2 $1,964.9 11.87%
Operating Margin 16.8% 17.8%  -0.98 pp 16.2% 16.2%  0.06 pp
Profit before Taxes $628.7 $703.1 -10.59% $1,7248 $1,654.7 4.24%
Profit before Taxes Margin 13.7% 16.3%  -2.63 pp 12.7% 13.6% -0.88 pp
EBITDA $1,079.6 $995.7 8.42% $3,069.8 $2,741.8 11.96%
EBITDA Margin 23.5% 23.1% 0.4 pp 22.6% 225% 0.11pp
Net Profit $433.2 $431.1 0.49% $1,1185 $1,017.8 9.89%
Net Margin 9.4% 10.0%  -0.57 pp 8.2% 8.4% -0.12pp
Free Cash Flow $555.0  -$398.3 $953.3 -$887.2  -$200.0  -$687.2

Quarter - Quarter

Balance Sheet Data 3Q10 2Q10 QoQuvar.

Cash and Cash Equivalents $1,937.2 $4,7435 -59.16%
Working Capital Cycle 541 days 535 days 06 days
Total Debt $9,523.6 $12,023.2 -20.79%
Interest Coverage 3.0x 3.1x -0.1x
Net Debt to EBITDA (LTM) 1.8x 1.7x 0.1x

The new accounting standard INIF-14 recognizes revenues on a titled home basis rather than percentage of
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