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0 ;/ DISCLAIMER

X5

his presentatio n does not constitut e or form
part of and shoul d not be construe d as an
advertisemen t of securities, an offer or
invitatio n to sell or issue or the solicit ation of
an offer to buy or acquir e or subscrib e for
securitie s of X5 Retail Group N.V. or any of its
subsidi aries or any depositar y receipt s
representin g such securitie s in any

jurisdictio n or an invitation or inducemen t to
engag e in investment activi ty in relatio n
theret o. In particula r, thi s presentatio n does
not constitut e an advertisemen t or an offer
of securitie s in the Russian Federation.

No part of this presentation , nor the fact of its
distribution , shoul d form the basis of, or be
relie d on in connectio n with , any cont ract or
commitmen t or investmen t decision

whatsoe ver.

No representation , warranty or undertaking,
expres s or implied , is given by or on behal f of
X5 Retai |l Group N.V. or any of its directors
officers, empl oyees, shareholders, affiliates ,
advisers , representati ves orany othe r perso n
as to, and no reliance shoul d be placed on, the
fairness , accuracy, completenes s or

correctnes s of the informa tion or the opinion s
containe d herein or any othe r materia |
discusse d at the presentation Neithe r X5
Retai | Group N.V. nor any of its directors ,
officers, empl oyees, shareholders , affiliates ,
advisors, represent atives or any othe r person
shall have any liabili ty whatsoe ver (in
negligence o r otherwise ) for any loss

howsoe ver arising fro m any use of this
presentatio n or any othe r materia | discusse d at
the presentation or their content s or otherwis e
arisin g in connectio n wit h the presentation.

This presentation includes statements that are,

or may be deemed {lookifge,
statementso, with respe
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 aso anticipateo, A
Afesti mateo, #Aintendo, A
believed, or other word
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
control. As a result,
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.

For Russian law purposes , the securities
mentione d in this presenta tion (the
"Securities" ) represen t foreig n securities .

The informatio n and opinion s containe d inthi s
fidocurnew @ &arél provide d as at the date ofthi s

C t pretentatid h end farie Bubjeca toacthange
withou t notice . Som e of the information
is stil | in draft form and neithe r X5 Retall

Group N.V. nor any other party is under any

duty to updat e or infor m recipient s ofthi s

presentatio n of any change s to such

informa tion or opinions . In particula r, it

shoul d be note d that some of the financia |
t aimfogne ttion reldfire Ktp X5cRetai | Group

e XN \e anid & Sisbsidiafiey $ cartaibe d iA tie al o

S dodumes t b hoa ee nnaaditendi andyin
som e cases is based on management
informa tion and estimates.

R eNeithe 1 X5 Betah! Gppu pNN- W/ ok any of its

X 5399R13 ¢ SP! pyeas rpagvsor fyintgne or
have any duty or obligatio n to supplement,
amend , updat e or revis e any of the
statement s containe d in thi s presentation.

No prospectu s for the issue of the Securitie s has

been or is intende d to be registere d with the
Central Bank of the Russian Federation . The

informa tion provide d in this presentatio n is not

intende d to advertis e or facilit ate the offer of
the Securitie s in the territor y of the Russian
Federation . This presentatio n does not
represen t an offert o acquir e the Securitie s or
an invitatio n to make offers to acquir e the
Securities.






0 STRATEGIC HIGHLIGHTS

A X5isatrue multi -format retailer with focus on the three largest segments of
Russian food retail market and primarily on proximity stores and supermarkets

A According to the new strategy X5 uses smart and balanced approach to
expansion

A X5 reinforced its market leadership  in Russian food retail, with market
share reaching 10.7% in 2018

A Constant adaptation of  value proposition to Russian consumer s
needs and current macro environment, including expansion of fresh
assortment, widening local assortment, development of loyalty programmes

A Significant improvements in logistics and transport . adding new links in
the value chainand acquisitionof 910 trucks in 2018

A In the last three years X5 opened 17 DCs, including 4 DCs in 2018

A Focus on innovations: X5 already kicked off joint projects with a number of
finance and high -tech companies

A Development and implementation of the Big Data  strategy

A Approval of the  dividend policy by the Supervisory Board in September 2017

X5 made its second dividend payment in the amount of RUB 25.0 bin /RUB
92.06 per GDR ,whichrepresents 87.3% of X5 Retail Groupos




05/ KEY ACHIEVEMENTS IN Q2 2019

A The Company added 481 net
A Revenue growth remained new storesin Q2 2019 adding
strongat 14.3% in Q2 2019 net 187 th. sg.m ofselling
space, 85% of which was
organic growth

All of Pyaterochka stores and
89% of Perekrestok stores
operating under new  concept as
of 30 June 2019

A Adjusted EBITDA margin at
solid 8.4% in Q22019

Net debt/ EBITDA at  1.59x

39.6 min loyalty card users
as of 30 June 2019

as of 30 June 2019

A LFL sales growth of 5.0% in
Q2 2019

A LFL traffic of Perekrestok was
positive for 14 quarters
in arow

Pyaterochka added 172 th.
sqg. m of netselling spacein
Q2 2019

G300

Source: X5 data



0 9/ OPERATIONAL HIGHLIGHTS

Net retail sales dynamics, RUB bn LFL sales, %y -0-ygrowth
CAGR 2014 -2018: 24.6%
CAGR 2016 -2018:21.9% 18.5%
|—> 13.7%
1,525
1,287 9.8%
1,026 7.7%
804
632 5.4%
1.5%
2014 2015 2016 2017 2018 2014 2015 2016 2017 2018
Selling space, th. sg.m Number of stores, end of period
CAGR 2014 -2018: 25.9% CAGR 2014 -2018: 27.4%
CAGR 2016 -2018:22.6% 8.0 CAGR 2016 -2018: 25.3%
. 0

| 19.1%
6,464 I—)
5,480 14,431

4,302 12,121

3,333 9,187

2,572 7,020
5,483

2014 2015 2016 2017 2018 2014 2015 2016 2017 2018

Source: X5 data

X5



O 7/ EINANCIAL HIGHLIGHTS

Revenue dynamics, RUB bn Gross profit & gross margin
CAGR 2014 -2018: 24.7% CAGR 2014 -2018: 24.3%
CAGR 2016 -2018:21.8% 1930, CAGR 2016 -2018: 21.6%
I_"’, 24.5% 24.5% 24.2% 23.9% 24.1%
C \—
1,533 o —O=
1,295 00
1,034 370
809 250 309
634 155 198
2014 2015 2016 2017 2018 2014 2015 2016 2017 2018
I Gross profit, RUB bn =O==Gross margin, %
Adj. EBITDA & adj. EBITDA margin (1] Net profit and net profit margin
CAGR 2014 -2018: 24.0% CAGR 2014 -2018: 22.6%
CAGR 2016 -2018:17.5% CAGR 2016 -2018:13.4%
7.3% 7.3% 7.7% 7.7% 7.2% 2.6%
Co () () (0 0 ZIOZO\LE(;/O/Z.Z;/O/OO\LQ;/O
- 10.8% .0
J 110
99
50 80 34 29
22
2014 2015 2016 2017 2018 2014 2015 2016 2017 2018
mmw Adj. EBITDA, RUB bn  =O=Adj. EBITDA margin, % I Net profit, RUB bn =O==Net profit margin, %

Source: X5 data
[1] 7 Adjusted f o+basedphymenss and othesohea r eoff remuneration  payments

X5



. MARKET OVERVIEW



OQ/MACRO ENVIRONMENT  (1/ 2)

Real food retall trade continued its Real wages showed amarked acceleration
moderate  recovery in H1 2019 despite CPI in H1 2019 with the new record lows of the
food acceleration unemployment rate . However, real
disposable income continued to fall
7 | Y-0-y growth rates, % 11 Y-o0-y growth rates, %
9
6
7
5 5
3
4
1
3 (1)
3)
2
(5)
1 o,c/\ 7)
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0
Y (11)
@ C O s = >Nc 35 pafg 2 QS a9 s = > c (13) ST 88 35 3230 3 35888 7S
S222E3~2802385¢e2283 S22<23°283288S¢E2<E3
2018 2019 2018 2019
=0O==Real food retail trade =O==CP] food Unemployment level y-o-y change (p.p., right scale)

Source: Rosstat

=0O==Real disposable income
=O==Real wages

In H1 2019

steadily positive

the consumer

despite weak real disposable income

demand growth rates for food products

inflationary pressure

remained

dynamics and increased
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0.7)
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MACRO ENVIRONMENT

Consumer  confidence slightly

in H1 2019 relative

(2/ 2)

improved
to the end of 2018 .

Positive growth in industrial production
still largely based on mining sector

Trading down continued declining acceleration 1 without significant
improvement in the manufacturing sector
0 70 59
6
5) 57
65
(10) 4 55
60
(15) > 53
(20) M 51
55 0 A
(25) W 49
50 (2
(30) 47
(35) 45 4 _L _ 5 _ L 45
E558/255885588588¢8 8828853258388 828¢83
2015 2016 2017 2018 2018 2019

=0O==Consumer confidence index (Rosstat, %)

=CO==Trading down share (FOM, %, right scale)

=CO==|ndustrial production (y-o-y, %)
=0O==|HS Markit Manufacturing PMI (SA, right scale)

Source: Rosstat, FOM

The key macroeconomic risks for the sustainability of the economic upturn are

weak consumer demand and uncertainty of recovery on the supply side




1;/RECENT FOOD RETAI L

KEY TRENDS

Changing consumer
behavior

Increasing popularity of
fruit and vegetables,
ready -to -eatand fresh
categories

Online offer

Emergence ofnon -
traditional players

Increasing
competition

Aging population

DESCRIPTION

A Consumers are raising the bar on

product quality and costumer
experience

A Consumer preferences shift towards

a unique and local assortment, with

healthy, ready -to-eatandready -to-

cook options becoming more
popular

A Online shopping starting to replace

regular shopping outings, especially
in hypermarkets

A New players entering the market

are able to challenge and disrupt
the status quo, and are starting to
transform the market

A Retail space saturation
Afival uedo for mat

specialists, hard discounters, dollar
stores)

A Growth of over working age

population by 2% p.a. vs. reduction
of working age group by 1% p.a.

MARKET TRENDSE

CONCLUSIONS

A Opportunity to improve
competitiveness through service
and personalisation

A Traditional retailers need to adapt
to changing preferences and
growing popularity of  specialised
retailers

A Opportunity to improve
competitiveness through online
service development

A Traditional retailers need to adapt
to changing competitive
environment

A Increasing pressure on LFL

develo ent e . . .
B\ rr'ncreased ressu% on margins

(need for opex reduction)

A Growth of price -sensitive consumer
segment

A Growth of proximity format
popularity



1

KEY TRENDS

Changing consumer
behavior

Increasing popularity of
fruit and vegetables,
ready -to -eatand fresh
categories

Online offer

Emergence ofnon -
traditional players

Increasing
competition

Aging population

A Launch of own brand of products with ultra

e AND X506S RESPONSE

X5 RESPONSE

A Constant adaptaton of CVPs to customersod needs

knowledge from our loyalty programs across all formats

A\ Personalised offers based on the loyalty programmes

A Improving the quality of the fresh category, especially fruits and vegetables, and

adding new positions in the product range, including ready -to-eat category

-short shelf life, Green Line, in

l ever ag

Perekrestok . In Moscow, the project is run jointly with the suppliers of VkusVill

A Perekrestok Online expansion covering Moscow, Moscow region (partially) and

St. Petersburg

A Pilot of Click & Collect and express delivery in supermarkets and hypermarkets

A\ Constant adaptation of the assortment and service in accordance with market

trends and consumer needs

A Development of detailed roadmaps for innovative projects across X5 Retail

Group, and expansion of the fAbig datao
of the business in all areas

A Clusterisation of Pyaterochka stores into different segments to specifically target

consumer needs

A Smart regional expansion with effective CVP for small cities and towns
A Effective GIS system to help find optimal locations

A\ Continued expansion of p roximity segment  (c. 80% of X5 revenue)
A\ 5-10% discounts  for pensioners from 9:00 until 13:00
A Focus on mothers with children

di vi si



13/ X5 VS. RUSSIAN FOOD RETAIL IN TOP -LINE GROWTH

2011 2012 2013 2014 2015 2016 2017 2018 H1 2019

e=Om==X5 y-0-y revenue growth e=O==Top-10 e=O==\arket

Source: Infoline, X5 analysis
* X5 estimates

Starting from 2015, X5 has constantly outperformed the market and

competition



1£V RUSSIAN RETAIL MARKET SNAPSHOT

Top 10 Russian food retailers

% market share % market share
Company name 201 7 2018

IX5RETAL GROUP 9.5% 10.7%

Q Magnit 7.5% 7.7%
(s ] Lenta 2.5% 2.8%
° KP“““’" SPS Holding (Red and White) 1.8% 2.4%
© Oavxken iy 2.1% 2.1%
() #Ruchan Auchan ¥ 22% 1.9%
e Metro ‘ 1.4% 1.3%
© wOokey O6Key ¥ 1.2% 1.1%
@) ©MOHETKA Monetka 0.6% 0.6%
@ @ Globus 0.6% 0.6%
Total Top 10 29.4% 31.2%

Source : InfoLine

X5606s mar ket shar e i nchtoen2@leétd 10f7% m A01D

14



. OPERATIONAL RESULTS
Q2 2019



16/ Q22019 RESULTS: OPERATIONAL HIGHLIGHTS

Net retail sales Traffic, min customers Net selling space ( eop )
1,336
: 23.3%
19.6%  18.0%

194% 47 60s 17.1% 1.168 1,184 1,212 1,162 15.1%  14.1%

) 153%  14.49% =35

5946 6155 6464 6599
421 404 436 ’
381 373
Q22018 Q32018 Q42018 Q12019 Q22019 Q22018 Q32018 Q42018 Q12019 Q22019 Q22018 Q32018 Q42018 Q12019 Q22019
e Net retail sales, RUB bn  =O==Growth y-0-y, % s Selling space, th. sq. m =O=Growth y-o-y, %

LFL sales,y -0-y LFL traffic, y-o0-y LFL basket, y-o-y

5.8% 5.9%

3.3%
5.0% 5.0%

(0.7)% (0.4)%
Q22018 Q32018 Q42018 Q12019 Q22019 Q22018 Q32018 Q42018 Q12019 Q22019 Q22018 Q32018 Q42018 Q12019 Q22019

m LFL basket, y-o-y ==(O==F00d CPI, %

Source: X5 data

X5



17/ Q22019 RESULTS: X5 NET RETAIL SALES SUMMARY

Net retai | sale s breakdown by retail format, RUB min

FMNEPMAPKET

‘ FUNEPMAPKET
w KAPYCEJb
IH‘yplgrﬁ:I:rkyegEnb Hypermarkets

O Mlens
cPNep=kpecTok ALEIRTZE

CYNEPMAPKET
Supermarkets

) =
[$%e] | Iep=|-¢pec TOK
o CYNEPMAPKET
Supermarkets

X5

435,588

X5

380,852

+1 4.4%

302,265

Proximity stores Proximity stores

Q2 2018 Q2 2019

KEY DRIVERS A Pyaterochka , which continues to meet customerso ne
environment, was the key driver for X56s grow

| Value proposition that is one of the best -adapted to Russian cons.

[ Smart expansion  programme

Source: X5 data
Net retail sales growth of 14.4% was driven by a 5.0% increase in like -for -like

salesand a 9.4% sales growth contribution from a 14.1% rise in selling space




18/ Q2 2019 RESULTS:

A Total store base increased to
15,260 stores as of
30 June 2019

A Pyaterochka was the main driver
for the store base increase with a
172 th. sq. m selling space
addition in Q2 2019

Total stores base
15,260

13,178

Q22019

Q22018

Source: X5 data

X5

EXPANSION SUMMARY

Net selling space, th.sg.m Net selling space added in
14.1% R Q22019, th.sg.m
6,786 TUNEPMAPKET
5,946 S KAPYCEND

O, =
G Nep=pecTok
Supermarkets

Q22018 Q2 2019

Stores added (net) in Q2 2019 by formats and by regions

- R, QO -
@ TTamépouka CoPNep=KpecTok
Proximity stores Supermarkets
Other 1 295 Other 1 2
’ ,,’
e
7
Central i 10
4
4
e

/
/7
/
Central 17 130
468
North West 1 43 h

North -West 7 2

6 llnmepouxa

Proximity stores

FTMNEPMAPKET

= KAPYCEJIb

Hypermarkets
Central i (1)
4

4
4

1)



19/ X5 REGIONAL PRESENSE

X5 today

A Multi -format presence in  seven {'
Federal Districts
A Total stores i 15,260, including :
" 14,385 Pyaterochka stores
" 785 Perekrestok supermarkets .
" 90 Karusel hypermarkets \

Format Unit NI Southern Central Volga N Ural Siberian Total
Caucasus Western

(6M 2019), % '

1 1
=, o vinrecen ! 1
@ TTamépoiika ' 254 1,292 5,515 3,919 1,618 1,204 583 ! 14,385
| |
O Nans ! !
CeeNep=kpectok  Number of 4 g 44 468 117 104 44 ~ 1 785
stores, # | 1
1 1
FTMNEPMAPKET : :
' KAPYCEJ1b ! 1 5 37 25 17 5 - 190
: :
. 1 1
IXSRETALGROUP  \etretail salesyy g 5.7% 51.7% 18.8% 14.4% 6.4% 19% | 100%
1

Source : X5 data

X5






