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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 RetailThis 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 
b d h f h f l f l l G d b d d h d h b d d d b dbe 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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Our Purchasing VisionOur Purchasing Vision

Efficient

Strategic ObjectivesStrategic Objectives

Efficient
In-Store

LogisticsDeliver Winning
Assortment and 

Value for

Create Winning
Relationships withValue for

CUSTOMERS

p
SUPPLIERS

•Industry-Beating Assortment

•Growth of Private Label & Own ProductionGrowth of Private Label & Own Production

•Increased Purchasing Leverage

•Global, National and Local Sourcing

•Supply Chain Excellence

p. 3



Today’s PresentationToday’s Presentation

I. X5 Purchasing Organization

II. Winning Assortment and Value for CustomersII. Winning Assortment and Value for Customers

III. Winning Relationships with Suppliers

IV.Non-Commercial Purchasing
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X5 Purchasing OrganizationX5 Purchasing Organization

We Manage over USD 7 bln in Annualized Purchases*We Manage over USD 7 bln in Annualized Purchases*

Assortment:
38,000 SKUs

Suppliers:
4,700 Relationships

Non Food
Share in sales*

55% 65%

45% 35%
7%

10%15%

Meat (fresh & 

Non-Food
Dairy Small 

suppliers

Large

Fish &
Frozen Foods

55% 65%

Before the crisis After the crisis
9%14%

(
processed)

Spirits & Alcohol 
Beverages

g
suppliers

10%

10%

13%
65% 80%

35% 20%Local 
suppliers

National

Conservation
& Groceries Drinks &

Tobacco

12%
Confectionary Before the crisis After the crisis

suppliersFruit & Veg
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X5 Purchasing OrganizationX5 Purchasing Organization

From Purchasing Organization to Customer Success From Purchasing Organization to Customer Success --

Before
Marketing

•Stock monitoring

Formats

•Value 

Buyer

S k t Di t H k t

Pricing
Policy

•Customer 
feedback

Purchasing

Propositions

•Quotas

Supermarket Discounter Hypermarket

Now

Policy

•Assortment fulfilment
•Promotions management

Purchasing
Buyer

Assortment 
Fulfillment

Contract
Handling

Logistics
Coordinationg g

• Moscow purchasing office
Three category buyers in Fruit & Veg

• Regional buyers conferences are held on a weekly basis
N KPI i t t i t d d

-- Clear, Efficient Business Processes Clear, Efficient Business Processes 

• Three category buyers in Fruit & Veg • New KPI on inventory turnover introduced

p. 6



Winning Assortment and Value for CustomersWinning Assortment and Value for Customers

Our Approach:Our Approach:

Reduce # of Brands, Create More Choices
Ensure Best Assortment among Competition 
Support Price Leadership Strategy

Before Now
# of Brands # of Brands

Reducing Number of Brands while Improving Customer Choice is our Top Priority

# of Brands

Low Price 
Segment

Medium 
Price 

Segment
High Price 
Segment

# of Brands

Low Price 
Segment

Medium 
Price 

Segment
High Price 
Segment

Milk 2 3% fat 1 2 1

Supplier Supplier 
NeedsNeeds

Customer Customer 
NeedsNeeds

Milk, 2.3% fat 5 10 5

Milk, 1.5% fat 7 12 7

Milk, 2.3% fat 1 2 1

Milk, 1.5% fat 1 2 1

Milk, 0.8% fat 1 - -

Milk in plasticMilk in plastic 
bottle 1 - -

Flavored milk 1 1 1
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Winning Assortment and Value for CustomersWinning Assortment and Value for Customers

• Electronic auctions for commodity products 
f

Non-Branded or “Commodity” Products

Sourcing and Technology Innovation to Meet Customer Needs

across regions and formats   
• Placing orders for commodity products with 

excess capacity factories
• Cross – regional deliveries to enable price 

y

g p
arbitrage between the regions

• Bread deliveries through DC  
• Cross-format promotions 

E l i d t• Exclusive products 

We Know How to Please Our Customers. Case Studies

X5 i # 3 R i ’ f it& i t (i• X5 agreed upon fish purchases 
“directly from the docks”

• Arranged for railway deliveries

• X5 is # 3 Russia’s fruit&veg importer (imports account 
for 70% of the country’s fruit&veg sales) 

• We speak directly to producers
to buy

• We tender logistics providers
Substantial purchase 

price reduction

X5 offered fish 50% cheaper than 
our closest competitors

We tender logistics providers 
to deliver

• X5 offers best price in the market
• We are in a position to make 100% of volume in 

certain categories (e g grapes in St Petersburg)

p. 8
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Growth of Private Label & Own ProductionGrowth of Private Label & Own Production

Yesterday (2008) Tomorrow (2011)

5%
5%

Own Production

10%
Own Production

Private 
Label

25%

90%

65%
Brands

Private 
Label

90%
Brands
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Evolving X5’s Private Label ConceptEvolving X5’s Private Label Concept

Private Label Strategy Execution
Concept
• New PL concept with new designs developedp g p
• Pricing policy adopted
• Quotas for PL within each product category defined 
• Exclusive PL products launched (famous characters, 

unusual tastes legendary brands)unusual tastes, legendary brands)
Execution
• PL production team strengthened
• Responsibility assignment between departments 

defineddefined
• Regular analysis of PL KPIs and subsequent strategy 

adjustments
Suppliers
• Procedure to choose suppliers defined
• Mechanism of electronic auctions tested and 

employed
Quality
• Strict quality controls at both product launch and 

throughout production process
• Regular production plants audits
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Focus on Own ProductionFocus on Own Production

Enhanced Own Production Offers
Categories
• Meat • Salads & other ready meals
• Fish
Focus on Centralization
• Currently offered only in 

supermarkets and hypermarkets

y
• Bakery

supermarkets and hypermarkets

• Certain stores have production facilities 

• 2011 target: 100% centralization at distribution 
centre level in order to

• Improve and enhance customer offers

• Ensure quality and availability

• Expand to discounters

• Improve production and logistics efficiency• Improve production and logistics efficiency

• Improve store space efficiency
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Winning Relationships with SuppliersWinning Relationships with Suppliers

• As Russia’s leading retailer, X5 is a partner of choice to our suppliers

Creating LongCreating Long--Term Mutually Profitable RelationshipsTerm Mutually Profitable Relationships

g

• Financial crisis has increased importance of X5 for suppliers and opened a door to new 
opportunities for generating mutual profitable growth

Key Areas for Long Term Cooperation Preferred Supplier ProgrammeKey Areas for Long-Term Cooperation

• Merchandising

• Gross profit - higher than average in a category
• Service level - no less than 95%
• Payment discipline on bonuses and marketing fees

Preferred Supplier Programme

g

• Promotions

• Supply chain. Service level

• Payment discipline on bonuses and marketing fees
• High level of cooperation:

professional, educated account managers
quick reaction to operational issues

• Innovation

• Customer needs

Sales out data

merchandising support 
high logistics standards 

• Participation in all marketing activities
• All new SKUs to be listed for Russia – through Х5 exclusive!• Sales out data g

(testing new assortment in our stores during six/12 months)
• Exclusive assortment or Private Label production 
• Quarterly board meetings on top-management level

Di t d li i t X5 DC ( di t ib t )

p. 12
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Preferred Supplier Case StudyPreferred Supplier Case Study

Regular business review at GM level• Regular business review at GM level 
We have regular meeting on GM level between the companies with Business Review every 3 months
We’ve set an objective to grow ahead of the market with index 160% in 2009 vs. 2008

• Progress on Out-of-Stocks elimination
Regular joint review of Shelf Out-of-Stock data and agree actions to tackle it
As a result significant improvement is Out-of-Stock level:

Pyaterochka: from 17% in Jan’09 to 4.1% in May’09
Perekrestok: from 17% in Jan’09 to 10% in May’09Perekrestok: from 17% in Jan 09 to 10% in May 09

• Supply model optimization 
By Aug’09 100% of Pyaterochka, 100% of Perekrestok and 70% of Karusel volume is shipped directly
Service level improved from 83% to 97%, implying 1.3% of incremental volume growth during next year

• Karusel Loyalty Cards 
Thanks to cooperation between the companies X5 Retail Group has issued 1300 Karusel loyalty cards

• Joint projects on improving Shopping Experience: 
Align Beauty project to strengthen Karusel differentiation as the best Hypermarket to buy Beauty in RussiaAlign Beauty project to strengthen Karusel differentiation as the best Hypermarket to buy Beauty in Russia
Make Shopper-Based Planograms and modify Health & Beauty department layout to improve shopper satisfaction and 
closure rates in Beauty categories
Align Baby project “Karuselka” to increase loyalty of Families with children (the heaviest spenders on the market) to 
KaruselKarusel

X5 moved from #4 to #1 purchaser of XXX in Russia within 8 monthsX5 moved from #4 to #1 purchaser of XXX in Russia within 8 months
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New Retail LawNew Retail Law

Key Provisions Implications and Our Actions

Based on the Current Draft*:

Key Provisions

• Payment days limits:

ithi 10 d f 10 d i

Implications and Our Actions

Implications

P t d li it ff t l 10 d i– within 10 days for 10-day expiry

– within 30 days for 30-day expiry

– within 45 days for the rest, except for

• Payment days limits affect only 10-day expiry 
products, while for the rest X5 is well within 

• Separate agreement(s) needed for marketing, 
promotional and advertising services

– alcohol, tobacco & canned goods 
(within 75 days)

• Veto on bonuses/discounts other than 
l

p g

Our Actions

• Renew all contracts well in advance to new 
regulation coming into force in order to:volume

• Marketing, promotional and advertising 
services are not forbidden but require a 
separate agreement

g g

– ensure compensation of shorter payment 
days through better prices

– meet the requirement on separate p g q p
agreements for delivery of goods and 
marketing and other services

p. 14
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X5 NonX5 Non--Commercial PurchasingCommercial Purchasing

Appr. USD 120 mln in Annualized NonAppr. USD 120 mln in Annualized Non--Commercial PurchasesCommercial Purchases

K A li h t f 2009

90% of non-commercial purchasing volumes have
b t li d l diCentralization

Key Accomplishments of 2009

been centralized, excluding transport, spare parts,
fuels and lubricants

Centralization

•18% saving at SG&A level
•9% saving at CapEx level

OpEx ReductionOpEx Reduction achieved year-to-date

SS SAP for EM will cover non-commercial purchasingSAP Implementation SAP Implementation SAP for EM will cover non-commercial purchasing.
Initiation – Dec 2009, implementation – by 2011
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THANK YOU!
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