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DisclaimerDisclaimer

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 an 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 its 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 or 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, “forward-looking statements”, 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 current events.  Forward-looking statements often use words such as” 
anticipate”, “target”, “expect”, “estimate”, “intend”, “expected”, “plan”, “goal” believe”, 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.V’s control.  
As a result, X5 Retail Group N.V’s actual future results may differ materially from the plans, goals and expectations set out in these 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 taken 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, or viewed by any U.S. person as defined in Regulation S under the US 
Securities Act 1933 (the "Securities Act”). 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 document 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 is 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 registered 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 Securities 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 change 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 document 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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RussiaRussia’’s Price Leaders Price Leader

Target Customer Base

Every Day Low Price
Close to Your Home

Price Leadership 
(lowest price in the market on 

100% of assortment) 
Close to Your Home

Value Proposition

Pyaterochka –

 

a national chain of conveniently located stores for lower-income & price-

 conscious customers looking for food products and household items at best price in the market

High

–
Average

RUR 14,000 – 22,000
Low to below average

RUR 5,600 to RUR 14,000
Lowest

up to RUR 5,600

Above 84,000
Above 

average
RUR 22,000- 

84,000

Income per month

• 110 million Russians
• Price-conscious or looking for 

value
• Walk to shops
• Shop several times a week 
• Want to eat well and enjoy 

life!
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Key Format StatisticsKey Format Statistics

Total Average

 

per

 

Store

Selling

 

Space, sq.m. 461,121 484

Number

 

of

 

stores

Assortment, # of

 

SKUs

All

 

Stores LFL Stores

Number

 

of

 

check-out

 

transactions

 

per

 

day Over 1.8

 

mln

Average

 

check, RUR 250

Sales

 

per

 

square

 

meter

 

(RUR/year) 362,550 384,045

952

from

 

2,200 to

 

3,900 

256

Over 2,000

•• PyaterochkaPyaterochka’’ss

 

net retail sales for 2008 surged 47% net retail sales for 2008 surged 47% yy--oo--yy

 

to RUR 110,953 to RUR 110,953 mlnmln

 

(USD 4,464 (USD 4,464 mlnmln))
•• Net retail sales for 9M 2009 were up 34% Net retail sales for 9M 2009 were up 34% yy--oo--yy

 

and totaled RUR 105,321 and totaled RUR 105,321 mlnmln

 

(USD 3,243 (USD 3,243 mlnmln))
•• PyaterochkaPyaterochka’’ss

 

share in total X5 Net Retail Sales for 9M 2009 was 54%share in total X5 Net Retail Sales for 9M 2009 was 54%

As at 30 September 2009
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14%

35%

51%

Growing Regional PresenceGrowing Regional Presence

As at 30 September 2009

North-West

Central

Volgo-Vyatsky

Centralno-

 
Chernozemny

South
Sredne-Volzhsky

Urals

Privolzhsky

9M’09 Net Retail Sales by Region 

• As at 30 September 2009, 
Pyaterochka was present in 26 cities 
of European Russia and the Urals

Moscow & 
the region

St. Pet & NW

Regions

# of stores: 288
Market share: 15%

# of stores: 398
Market share: 4%

# of stores: 23
Market share: 3%

# of stores: 30
Market share: 0.3%

# of stores: 19
Market share: 0.3%

# of stores: 14
Market share: 0.3%

# of stores: 144
Market share: 1%

# of stores: 36
Market share: 2%

Total Net Retail Sales of 
RUR 105,321 or USD 3,243 mln

St. Pet
# of stores: 224
Market share: 

20%

Moscow
# of stores: 195
Market share: 

4%



p. 6

Competitive LandscapeCompetitive Landscape

National Competitors

Competition by Region

Magnit

Kopeika

Dixy

Region Direct

 

Competitors Indirect

 

Competitors

Central Kopeika, Magnit, Dixy, Kvartal Aushan, Atack

North-West Dixy, Semya, Polushka, Norma, Netto,  
Magnit

O'key, Lenta, Aushan

Privolzhsky Magnit Real

Centralno-Chernozemny Lipka, Pokupaika Linia

Urals Magnit, Dixy, Monetka, Molnia-express, 
Disco (Perm), Dobrynya (Perm)

Aushan, Megamart, NASH

Volgo-Vyatsky Kopeika, Magnit Aushan, O'key

South Magnit Aushan, O'key

Sredne-Volzhsky Magnit, Kopeika, Lyubimyi Aushan, O'key, Real
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2007 2008 9M2009
LFL Sales Growth

RUR billion
Net Retail Sales

Strong Selling Space and Top Line GrowthStrong Selling Space and Top Line Growth

Sustained GrowthSustained Growth

Number Of Stores
Thousand square meters

+19% +8%

+13% +4%

+69% +30%
Regions

St.Petersburg
& North-West

Moscow &
the region

Selling Space

+11% +5%

+12% +3%

+58% +36%

%, based on RUR-denominated 
gross sales +47% +34%

6%

13% 18%

10%5%

7%

2007 2008 9M2009

Traffic Basket
+ 23%

+ 17%
+ 19%

848
674

952
420

357
461
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……
 

in Tough Economic Environmentin Tough Economic Environment

Outperforming CompetitorsOutperforming Competitors……

7%

13%
11%

12%11%
6%

4%7%

Q4'08 Q1'09 Q2'09 Q3'09

Traffic Basket

LFL Traffic Growth Acceleration Q-o-Q

+ 17% + 18%

Based on RUR- 
denominated gross sales

+ 16%

12%

11%

3% 10%15%

5%

7%

9%

Moscow St. Pet Regions TOTAL

Traffic Basket

9M 2009 LFL Performance by Region

+ 23%

+ 8%

+ 24%

Based on RUR- 
denominated gross sales

+ 17%

7%

17%

10%

19%

14%

20%

5%

1%

23%

17% 18%

FY'08 Q1'09 H1'09 9M'09

Magnit Dixy Pyaterochka

Outperforming Competition
LFL Performance

• Continuous outperformance among competition

• Strong traffic growth in good times, further 
acceleration in hard times

• Pressure on average ticket is in line with 
purchasing power deterioration

+ 20%
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Our Strategic VisionOur Strategic Vision

Key Medium-Term Objectives

Market Leader
• Accelerate Expansion

• Strengthen Leadership in Key Regions

• Top-Line Growth
• Regional Scale

Price Leader
• Traffic Growth
• LFL Sales
• Customer Loyalty

• Reinforce Price Leadership

• Optimize Assortment towards Lower Price Points 

• Grow Private Label

Efficiency Leader
• Operational Excellence
• Margin Support

• Supply centralization of 85% by 2013
• Standardize format / improve shelf utilization
• Improve in-store labor productivity 
• Improve Product Availability to 95%
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Dairy 17%

Drinks& 
Tobacco 11%

Spirits and 
Alcohol 

Beverages
 9%

Non-food 6%
Fish & Frozen 

8%

Meat (fresh & 
processed) 10%

Fruit & Veg
11%

Confectionery 
12%

Сonservation & 
Groсery 16%

Live Examples of Changes in Consumption on the back of the Crisis

Evolving Our AssortmentEvolving Our Assortment

Key Product Categories, 2009 YTD Assortment Principles

Assortment

Russian people reduced consumption of:
• instant coffee
• preserved foods, e.g. mushrooms, fruit& 

veg, berries
• cognac
• smoked & salted fish
• certain frozen foods
• olive oil 
• fruits perceived as expensive

Russian people increased consumption of:
• coffee drinks, tea
• chocolate
• cigarettes
• canned fish, frozen fish
• flour,  dried crusts, dry bread rings
• vegetables

• Assortment matrix based on target customer preferences

• Fast moving staples

• Major brands, sales-leaders

• Focus on low price segment

• Optimize assortment  to drive traffic and margin goals

• 70% national, 30% locally sourced assortment 

• Private label to reach 50% of SKUs in 2011

Share in sales
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Strong in PromotionsStrong in Promotions

Super -

 

Promo

Mega -

 

Promo

Promo Assortment
• Category Leaders
• Strong Brands with Best Sales Statistics

Advertising Support
• External

-TV&printed media
• In-store

- at the entrance and everywhere in-store
- guide-boards and guide-signs
- stoppers

Timing: each week (Tuesday to Monday)
# of SKUs: 4
Price Reduction:no less than 25%

Timing: three times a year for two weeks
# of SKUs : 20
Price Reduction:no less than 25%
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Close to PeopleClose to People

• In 220 stores that lead on customer 
service and operational results, store 
directors’

 

pictures welcome customers 
at the entrance

– Customers should know that 
we take great service personally

– Recognize and motivate 
excellence in our store directors

Leading on ServiceLeading on Service…… ……Supporting National FootballSupporting National Football

• Pyaterochka

 

is a proud partner of the 
Russian National Football Team

• And millions of Russians “root for 
Russian football”

 

with us!
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Russian National BrandRussian National Brand……

……
 

Catering to Tastes of Ordinary RussiansCatering to Tastes of Ordinary Russians

New pricing strategy introduced March 2009 – 
“the Lowest Price in the Market on 100% of 
Assortment”

Supported by new image advertising campaign

“Guslyar” – a popular character from Russian folklore – is 
featured in all of Pyaterochka’s TV spots….

…and ads evoke Pyaterochka’s roots through humorous 
references to Russian folktales and ancient times 
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THANK YOU!

ЭхЭх  ПятерочкаПятерочка, , 
айай  дада  МатушкаМатушка!!
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