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Disclaimer

This presentation does not constitute or form part of and should not be construed as an advertisement of securities, an offer or invitation to sell or issue or the solicitation of an offer to buy or 

acquire or subscribe for securities of X5 Retail Group N.V. or any of its subsidiaries or any depositary receipts representing such securities in any jurisdiction or an invitation or inducement to 

engage in investment activity in relation thereto. In particular, this presentation does not constitute an advertisement or a n offer of securities in the Russian Federation.

No part of this presentation, nor the fact of its distribution, should form the basis of, or be relied on in connection with, any contract or commitment or investment decision whatsoever.

No representation, warranty or undertaking, express or implied, is given by or on behalf of X5 Retail Group N.V. or any of it s directors, officers, employees, shareholders, affiliates, advisers, 

representatives or any other person as to, and no reliance should be placed on, the fairness, accuracy, completeness or correctness of the information or the opinions contained herein or any 

other material discussed at the presentation. Neither X5 Retail Group N.V. nor any of its directors, officers, employees, shareholders, affiliates, advisors, representatives or any other person shall 

have any liability whatsoever (in negligence or otherwise) for any loss howsoever arising from any use of this presentation o r any other material discussed at the presentation or their contents or 

otherwise arising in connection with the presentation.

This presentation includes statements that are, or may be deemed to be, ñforward-looking statementsò, with respect to the financial condition, results, operations and businesses of X5 Retail 

Group N.V.   These forward-looking statements can be identified by the fact that they do not only relate to historical or curren t events.  Forward-looking statements often use words such asò 

anticipateò, ñtargetò, ñexpectò, ñestimateò, ñintendò, ñexpectedò, ñplanò, ñgoalò believeò, or other words of similar meaning.

By their nature, forward -looking statements involve risk and uncertainty because they relate to future events and circumstances, a number of which are beyond X5 Retail Group N.Vôs control.  As 

a result, X5 Retail Group N.Vôs actual future results may differ materially from the plans, goals and expectations set out inthese forward-looking statements. X5 Retail Group N.V. assumes no 

responsibility to update any of the forward looking statements contained in this presentation.

This presentation is not for distribution in, nor does it constitute an offer of securities for sale, or the solicitation of an offer to subscribe for securities in Australia, Canada, Japan or in any 

jurisdiction where such distribution, offer or solicitation is unlawful. Neither the presentation nor any copy of it may be t aken or transmitted into the United States of America, its territories or 

possessions, or distributed, directly or indirectly, in the United States of America, its territories or possessions or to, o r viewed by any U.S. person as defined in Regulation S under the US 

Securities Act 1933 (the "Securities Actò). Any failure to comply with these restrictions may constitute a violation of United States, Australian, Canadian or Japanese securities laws.  The 

distribution of this presentation in certain jurisdictions may be restricted by law and persons into whose possession this do cument or any other document or other information referred to herein 

comes should inform themselves about, and observe, any such restrictions.  Any failure to comply with these restrictions may constitute a violation of the securities law of any such jurisdiction.

For Russian law purposes, the securities mentioned in this presentation (the "Securities") represent foreign securities. It i s not permitted to place or publicly circulate the Securities on the 

territory of the Russian Federation at present. No prospectus for the issue of the Securities has been or is intended to be r egistered with the Federal Service for Financial Markets of the Russian 

Federation. The information provided in this presentation is not intended to advertise or facilitate the offer of the Securit ies in the territory of the Russian Federation. This presentation does not 

represent an offer to acquire the Securities or an invitation to make offers to acquire the Securities.

The information and opinions contained in this document are provided as at the date of this presentation and are subject to c hange without notice. Some of the information is still in draft form 

and neither X5 Retail Group N.V. nor any other party is under any duty to update or inform recipients of this presentation of any changes to such information or opinions.  In particular, it should 

be noted that some of the financial information relating to X5 Retail Group N.V. and its subsidiaries contained in this docum ent has not been audited and in some cases is based on management 

information and estimates.

Neither X5 Retail Group N.V. nor any of its agents, employees or advisors intend or have any duty or obligation to supplement , amend, update or revise any of the statements contained in this 

presentation.
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X5 - #1 Russiaôs Retailer

Å2009 net sales - USD 8,717 mln; growth on 2008 of 25% on 

pro-forma basis (1) in RUR terms, 33% on consolidation basis(2)

in RUR terms

ÅQ3 2010 net retail sales - USD 2,607 mln; growth on Q3 2009 

of 21% in RUR terms

ÅMarket position: # 1

Å #1 position in Moscow and St. Petersburg

Å Leading positions in 5 other cities with population of Ó

500,000 people

Å Presence in 45 cities of European Russia and

the Urals

Å1,630 company-managed stores in Russia and Ukraine(3)

ÅThree complementary formats:

V Discounter (1,232 stores)

V Supermarket (289 stores)

V Hypermarket (65 stores)

ÅConvenience (44 stores)

Å1,177 thousand sq. m. of net selling space(3)

ÅApproximately 1 billion check-out transactions per year

ÅOver 68 thousand employees(4)

(1) Including Karusel on pro-forma basis from 1 January 2008; (2) Including Karusel on consolidation basis, i.e. from 30 June 2008; (3) As at 30 September 2010; 

(4) As at 31 December 2009; (5) X5 estimates for non-public companies;  (6) Based on estimated gross sales; total market size (food retail) ïUSD 223 USD bln

X5 Retail Group today
Russiaôs Leading Food Retailers

FY 2009 Net 
Retail Sales

%                        
in Top-10 

(USD mln)
(5)

1 X5 8,675 26.3% 4.4%

2 Magnit 5,346 16.2% 2.7%

3 Auchan 4,999 15.3% 2.6%

4 Metro 4,203 12.8% 2.2%

5 O'Key 2,106 6.4% 1.1%

6 Kopeyka 1,759 5.4% 0.9%

7 Lenta 1,734 5.3% 0.9%

8 Dixy 1,687 5.1% 0.9%

9 Seventh Continent 1,346 4.1% 0.7%

10 Viktoria 1,022 3.1% 0.5%

Total 32,877 100.0% 16.9%

# Company %  in Total 

Market (6)
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Net selling space: from 3,000 to 10,000 sq.m.

Assortment: 20,000 ï50,000 SKUs

Pricing policy: Lowest price in the market on 
basic assortment, super offers 
for card holders on the rest

Format strengths: Wide choice at low price, ideal 
place for w/e & family shopping

X5 Multi-Format Approach

Soft
Discounters

Supermarkets

Hypermarkets

X5 Operates Stores for Every Lifestyle and Family Budget

Net selling space: from 800 to 1,500 sq.m.

Assortment: 6,000 ï16,000 SKUs

Pricing policy: Best price in supermarkets

Format strengths: Wide choice, focus on  fresh

Net selling space: from 300 to 800 sq.m.

Average assortment: 3,000 SKUs

Pricing policy: Lowest price in the market

on 100% of assortment

Format strengths: Price and convenience
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Paterson,

Q3 2010 Operational Performance

X5 Delivered Its Best Performance of 2010 in Q3 With RUR Net Retail Sales Growth 

of 21% y-o-y

ÅLFL growth was achieved against a backdrop of weak consumer 

spending and prices on X5ôs shelves also substantially lagging the 

official inflation rate

ÅPrices on X5ôs shelves rose on average by 5.8% in September 

2010 compared to September 2009.  By comparison, Russiaôs 

official food inflation rate in September 2010 was 8.7% due to the 

effects of the summer heat

ÅSales growth in the third quarter 2010 consisted of 6% LFL sales 

growth with the rest coming from organic expansion (+13%) as well 

as the contribution from acquired Paterson stores (+3%)

Q3 2010 Net Retail Sales

6%

-1%

6%
4%

2%

-2%

4%

2%

Moscow St. Pet. Regions TOTAL

Traffic Basket

Q3 2010 LFL Sales by Region
Based on RUR-

denominated gross sales

+ 8%

- 3%

+ 10%

+ 6%

66 80

Q3 2009 Q3 2010

+ 21%

RUR bln

Sales Growth
Composition

RUR

LFL, %
Organic 

Expansion, %
Scope 

Change 
%

Total 
Change

%

Hypermarkets (3) 13 - 10

Supermarkets 2 5 11 18

Soft Discounters 10 15 1 26

6Total Gross Retail Sales 13 3 22

FX Effect 2

24Total change %, incl. FX
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8%

1%

8% 6%

5%

3%

8%

4%

Moscow St. Pet. Regions TOTAL

Basket Traffic

-2%

3%

1%
2% 2%

1%

Moscow St. Pet. Regions TOTAL

Basket Traffic

Q3 2010 LFL Results

Supermarketsô Q3 2010 LFL Performance
Based on RUR-

denominated gross sales

Hypermarketsô Q3 2010 LFL Performance
Based on RUR-

denominated gross sales

Discountersô Q3 2010 LFL Performance
Based on RUR-

denominated gross sales

+ 2% 0%

+ 3%

+ 2%

+ 13%

+ 4%

+ 16%

+ 10%

Strong Sales and Record New Store Openings in Discounter Segment

6%

-14%

6%

-6%

3%

-3%

Moscow St. Pet. Regions TOTAL

Basket Traffic

+ 6%

- 20%

+ 9%

- 3%

ÅX5ôs LFL sales growth at 6% in RUR terms year-on-year 

ÅSoft discounters achieved 10% LFL growth against last 

yearôs high comparable base (16% LFL)

ÅSupermarkets improved to slightly positive LFL sales 

this quarter as customers responded to Perekrestokôs 

summer price campaign and new assortment changes

ÅHypermarkets LFL sales declined 3% affected by 

intensified competition in St. Petersburg

ÅLFL sales of the acquired Paterson stores surged more 

than 20% on a pro forma basis compared to pre-

acquisition levels of Q3 2009
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Selling Space Expansion in Q3 2010

ÅAt 30 September 2010 X5 operated 1,630 stores 

(1,177 sq. m. of net selling space):

ï1,232 soft discounters

ï289 supermarkets

ï65 hypermarkets

ï44 convenience stores

Selective and Efficient New Store Openings

In Q3 2010

ÅNet 116 stores or 54 th. sq.m. of selling space added:

ï97  soft discounters

ï14 supermarkets  

ïthree hypermarkets

ïtwo convenience stores
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ÅNet 258 stores or 114 th. sq.m. of selling space added:

ï193 soft discounters

ï14 supermarkets

ïseven hypermarkets

ï44 convenience stores
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Supermarkets

Discounters

Hypermarkets

Supermarkets

Discounters

Hypermarkets

Supermarkets

Discounters

Hypermarkets

23%

44%

33%

Supermarkets

Discounters

Hypermarkets

Supermarkets

Discounters

Hypermarkets

16%

52%

32%

Supermarkets

Discounters

Hypermarkets

87%

12%

Discounters

Hypermarkets

North-West region Moscow & the Region

Volgo-Vyatsky region

Centralno-Chernozemny 
region

South region
Sredne-Volzhsky region

Urals region

14%

25%

61%

Privolzhsky region

Supermarkets

Hypermarkets

Discounters

Net Retail Sales 2009: 

USD 451mln               

Breakdown:

Net Retail Sales 2009: 

USD 4,460mln            

Breakdown:

Net Retail Sales 2009: 

USD 387mln               

Breakdown:

Net Retail Sales 2009: 

USD 181mln                     

Breakdown:Net Retail Sales 2009: 

USD 255mln                  

Breakdown:

Net Retail Sales 2009: 

USD 210mln                

Breakdown:

Net Retail Sales 2009: 

USD 256mln                   

Breakdown:

Net Retail Sales 2009: 

USD 2,433mln              

Breakdown:

1% Supermarkets

X5ôs Regional Presence

Q3 2010 Net Retail Sales by Region 

ÅIncreasing share of regional sales from      

21.6% in Q1 2010 to 23.3% in Q3 2010

ÅAs at 30 September 2010, X5 Retail Group 

was present in 45 cities of European Russia, 

the Urals and Ukraine

ÅIn addition to Moscow and St. Petersburg, a 

leading position secured in 5 large regional 

cities: Nizhny Novgorod, Lipetsk, Samara, 

Chelyabinsk and Perm

X5 Existing Operations as at 30 September 2010

Further Strengthened Presence in the Regions

Moscow and

the Region

St. Petersburg

Russian Regions
Ukraine0.4%

23.3%

51.8%

24.5%
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Integration 

Update

ÁSince Paterson was acquired in December 2009, 53 stores have been re-launched as 

supermarkets; 22 stores were re-launched as discounters; two stores are temporarily closed and 

five stores have been closed down as planned as not meeting X5ôs business or financial criteria

ÁThe stores, now operating within X5ôs assortment and pricing policies and supported by X5 

logistics network are demonstrating positive sales growth

Á In Q3 2010LFL sales of the acquired Paterson stores surged more than 20% on a pro forma 

basis compared to pre-acquisition levels of Q3 2009

Strategic & 

Operational 

Fit

Financial

Upside

ÁReinforces X5 positions in supermarkets, securing high quality locations in key geographies

ÁMost stores fully compatible with X5ôs requirements both operationally and geographicallyé

Áéoffering opportunity of leverage X5ôs operational scale & supply chain infrastructure

ÁSubstantial upside potential in sales per square meter

ÁMargin upside by raising performance towards X5 levels

ÁAttractive valuation and cash generation potential ïapprox. USD 50 mln of expected 

annualized synergies from 2011

Paterson Integration Progress Report

Q3 2010 Sales up over 20% Compared to Q3 2009 Pre-Acquisition Levels 
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X5ôs Strategic Priorities

Profitable Growth & Long-Term Leadership

Operational 

Excellence

Disciplined

Growth

ÅBuild multi-format 

success

ÅStrengthen value 

propositions

ÅDrive LFL and top 

line growth

Customer 

Focus

ÅBuild supply chain 

advantages

ÅDrive efficiency and 

margins

ÅEnsure support for 

long-term growth

ÅCash generation

ÅFocus on returns

ÅLiquidity 

management
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Strategic Efficiency Programé

éImpacts Every Area of X5ôs Business, to Create New Competitive Advantages

Sales 

Growth

Cost 

Savings

Working

Capital

Improvement

Efficient Supply Chain Management

IT Systems Integration

Business Processes Improvement

Labour Productivity Improvement

Efficient Asset Employment

Support of 

Long-Term 

Scalable 

ExpansionProject
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ÅWarehouse 

Management System 

(WMS)

ïControl over 

movement & 

storage 

ïTransaction 

processing

ÅVoice picking

ÅFleet utilization

ÅTransportation 

Management System 

(TMS)

ïRoute 

optimization

ïDemurrage 

reduction

ïFuel cost 

savings

ÅRailway shipments 

over large distances

ÅIn-store process 

improvement

ïDelivery 

management

ïPersonnel 

education

ïStock 

optimization

ïOptimization of 

warehouse 

space

ÅAssortment 

rationalization

ÅPartnerships with 

suppliers

ïScale leverage

ïPromotions

ïPackaging

ïCategory 

management

ïPrivate label

ÅImproved planning & 

order taking

ÅOptimization of DC 

coverage & planning:

ï# of DCs

ïLocations

ïFunctionality

ïUtilization

ÅRight balance 

between operational 

efficiencies and 

logistics costs

ÅTarget supply 

centralization level of 

over 80%

Supply Chain Efficiency

é Now We are Bringing It to a New Levelé

é to Create a Fully Integrated & Efficient Supply Chain

Areas of

Purchasing/
Sourcing

Efficient 
Transportation

Efficient
In-Store

Logistics

Warehouse 
Productivity

Optimal
DC Network

Structure

Focus

http://www.dvdfind.ru/images/map_ru.gif
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Non-Food

Distribution Infrastructure

Supply Centralization Rate Rose From 51% to 61% by Year-End 2009, 

Well Ahead of Target

DC locations as at

30 September 2010

ÅAt 30 September 2010, X5 operated 22 DC with overall 

warehouse capacity of 356.1 thousand sq.m

ÅIn Q3 2010 X5 expanded storage capacity of three of its 

DCôs in the Moscow region, Voronezh and Rostov-on-Don 

by 25.4 thousand sq.m.

ÅIn Q3 2010 X5 closed one small DC in Lipetsk (773 

sq.m.)

ÅX5 operates DCs in all regions of operations

ÅFirst national non-food DC in the Moscow region 

launched in Q3 2009. National dry food capacity

added in Q1 2010 

ÅSupply centralization target for year-end 2010 is 67%

356.122

13.11Privolzhsky

vv15.61South

vvv13.41Sredne-Volzhsky

vvv23.51Centralno-Chernozemny

vvv21.84Urals

vvv17.51Volgo-Vyatsky

vvvv65.15North-West

vvvv128.57Central

FrozenFresh
Fruit & 

VegDry000 sq. m.# of DCsRegion

Total

1Privolzhsky

vv1South

vvv1Sredne-Volzhsky

vvvCentralno-Chernozemny

vvvUrals

vvv1Volgo-Vyatsky

vvvvNorth-West

vvvvCentral

FrozenFresh
Fruit & 

Veg.Dry000 sq. m.# of DCsRegion

vvv

v

57.61National DC v v
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IT Systems Transformation

Operational Excellence in Our Business Management Platforms

Suppliers

Own 
Logistics

Stores

HR Management

Payroll & 
Compensation

Analysis, Planning 

& Reporting

Non-Commercial

Purchasing

Real Estate

Management

SAP for 

Retail

SAP for 

HR

SAP for Enterprise 

Management

2012 IT

Infrastructure

SAP for Retail

VSuccessfully launched in a pilot region

in 2009 

VX5 earned SAPôs #1 ranking for ñHighest

Quality SAP for RetailImplementation in CISò

VRoll-out to other regions began in Q1 2010

and will be finalized by year-end

SAP Implementation in line with initial schedule

SAP for HR (SAP HCM)

VSuccessfully launched in a pilot region

in Q1 2010

VRoll-out to be finalized by year-end

SAP for Enterprise Management

VIn a blue-print development and testing phase

VPilot launch planned for 2010

VRoll-out to be finalized by end of 2011
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ÅPerformance 

management

ïKPIs 

adjustment in 

line with key 

targets and 

best practices

ÅEfficient & flexible 

motivation

ÅEducation of both 

store management 

and floor staff 

ÅDevelopment of 

new manuals and 

their testing

ÅMerchandising

ÅCategory 

management

ÅPricing/monitoring

ÅOrdering

ÅCustomer servicing

ÅDelivery handling

ÅIn-store warehouse 

management

ÅInventory 

management 

In-Store Labour Productivityé

Areas of

In-Store and
Core Processes

Store Personnel
Management

Personnel
Education

WorkplaceWorking 
Hours 

Management

Focus

Targeted Improvement of In-Store Labour Productivity is 10-12%

ÅEfficient planning of 

shifts based on:

ïcustomer 

traffic

ïdeliveries 

from suppliers 

and DCs

é Can be Substantially Enhanced throughImproving Efficiency ofé

ÅOptimization of 

workplace, 

including:

ïSelling and 

backoffice 

space

ï In-store 

warehouse

ïIndividual 

workplaces

ïCash desks


