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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 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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Creating a Multi-Format Retailer 

Capturing a 
greater share of 
the customer’s 
wallet 

X5 since 2005 

The right strategy, however not always the right focus 



4 

Favorable retail market 

fundamentals 

Quality asset base:  

stores & locations 

Diversified brand 

portfolio 

Developed logistics 

infrastructure 

High standards of 

corporate governance 

Right operational model 

for multi-format strategy 

Robust IT systems 
Committed owners & 

dedicated management 

Core Business Strengths 

We are confident we can turn the situation around… 
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Leverage our scale and multi-format value proposition to capture greater wallet share 

by providing the best customer experience in the dynamic Russian food retail market  

No Change in Strategy 

Strategic Priorities 

  Strategy and Priorities 

 Build the right management team 

 Define appropriate format value propositions  

 Focus on operational execution 

 Create effective multi-format business model 

 Continue to take advantage of market opportunities for “intelligent” growth 
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New Team & Values 

CEO 
S. DuCharme 

CFO 
S.Piven 

IT 
L. Koenot 

Strategy/Bus.Dev. 
A. Mironenkov 

HR 
T. Ryabova 

Karusel 
S. Volikova 

Pyaterochka 
O. Naumova 

Perekrestok 
J. Lella 

Administration 
S.Bakumov 

Legal 
V.Yavorskaya 

supported by strong divisional teams of experienced  

Russian & International retailers 

Operational  

Central Office Support 

 Professionalism 

 Result oriented 

 Client orientation (external/internal) 

 Ethics & values 

 Honesty & trust 

Executive Board Shared Business Values 
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Surprising customers everyday! 

 

We want to move closer to customers, 

and surprise with cleanness, freshness 

and new assortment. 

 Best prices/economical shopping  

 Clear, easy store navigation 

 Convenient locations 

 Complimentary non-food assortment 

 Quality fresh products 
 

New philosophy, new company.  

We are changing! 

Format Value Propositions 

Convenient shopping, fair prices! 

 

Why I shop at Karusel: 

 I can find everything I need for my 

weekly shopping and more… 

 I don’t overpay – good value for 

money, no need to drive further 

 I am shopping, not waiting in lines 

 I have a Karusel card which rewards 

my loyalty and gives me access to 

exclusive deals 

#1 Supermarket for fresh! 

 

Develop fresh categories with an accent 

on quick and easy purchases: 

 Number one supermarket for fish 

 Fruits & Vegetables, bread, meat and 

prepared food  – quality and 

freshness 

 Attractive promotions 

 Consistent service and quicker 

check-outs 

 Fair prices – best price on fresh 

among supermarkets 
 

Supported by the right assortment & 

price strategy 



Back to Basics Retail 

  Closer to the Stores 

 Assortment  

 Availability 

 In-store operations – routines & processes 

 Personnel – training & accountability 

 Focus on like-for-like results 

Pyaterochka:  Refurbishments, new operational model (incl. category management/logistics) 

and updated assortment (focus on fresh) 

Perekrestok:  Updated concept and assortment (focus on fresh), service, refurbishments and 

communication with customers 

Karusel: Communication (internal/external), in-store processes, price rollback, loyalty 

program, updated assortment and concept  

 Organic growth 
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Multi-format Business Model 

 Mid – 2011 begin transition 

towards a multi-format 

organizational structure, start 

cascading resources to 

formats 

 Strong, autonomous banners 

provide long-term success in 

terms of market 

share/presence 

 In 2013, we strengthened our 

formats operational 

capabilities by providing more 

focused category management 

and logistics functions 

Moving formats closer to the customer 
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Operations Operations Operations 

Marketing/Category 
Management 

Marketing Marketing 

Commercial Department 

Supply Chain Supply Chain 

Development/ Real 
Estate 

Development Development 

Real Estate Real Estate 

Finance, HR, IT, Legal, Administration (Security & Gov. Relations) 
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New Operational Model 

New structure reinforces format strategy and value propositions 

 Globally most multi-format retailers provide significant operational independence to 

individual formats 

 Dedicated operations, category management & supply chain teams focus on customer 

needs, drive sales and avoid convergence of  format value propositions  

 Purchasing power preserved through joint negotiations with common suppliers 

 Business processes of discounters are simpler than those of bigger formats 

 Provides all formats more focus on cost control   

 Logistics requirements differ amongst formats; centralization levels, assortment, and 

assortment size, frequency of delivery 

New model provides formats with more focused service and a better 

set of tools to deliver value to customers  
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Category Management  

 Creation of  two category management teams: 

 Pyaterochka: team in place and functioning   

 Big formats: Perekrestok and Karusel will use existing 

commercial department services until 1 February 2014 

with increased focus, jointly with the formats, on the 

“right’ assortment 

 From 1 February, Perekrestok and Karusel will introduce 

category management principles as well 

 In-house and external training of category management 

teams 

 Category management focus: customer needs, 

increase in sales and target profitability level 

Customer-focused:  “We buy what our customers want to buy”… 

… not “What we can buy cheaply" 
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Category Managers’ Responsibilities 

Core responsibilities of category 

managers 

 Right assortment 

 

 Right price and place on the shelf 

 

 Proper margins 

 

 Proper suppliers’ trade terms 

 

 Right and well-timed promos 

 

 Properly defined logistic and 

service level 

 

Category indicators 

 Sales, losses 

 

 Stock turnover 

 

 Gross profit (RUR) 

 

 Accounts receivable and accounts 

payable 

 

 Customer traffic 

 

 Logistics' expenditures 
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Supply Chain Concept 

 Different value propositions and assortments – Perekrestok & Karusel have larger 

proportion of fresh category (fish, meat, poultry, fruit & vegetables) & non-food 

 Different levels of centralization – higher for Pyaterochka 

 Store densities & delivery distances – higher densities and shorter delivery distances for 

Pyaterochka 

 Assortment range – much wider assortment range for Perekrestok & Karusel as well as 

higher proportion of slow moving items 

 5 DC’s in Moscow Region already dedicated to Pyaterochka 

 Construction of new DCs will be based on mono-format principles 

 Current multi-format DCs will be evaluated on a case-by-case basis for conversion to 

mono-format and utilization of cross docking/direct delivery solutions 

 Synchronizing/optimizing all steps of logistics operations, including; trucks inbound, 

order picking, delivery routes loading, inbound in the stores 

 

Focus on individual needs of formats 
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Supply Chain Transformation 

Nov Dec Sep Oct 2016 2014 2015 

Strategy and 

requirements 

DC separation 

Organizational 

separation 

New DCs 

Transport 

solution 

 

 

Plan agreed 

 

 

Plan agreed 

 

 

Plan agreed 
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15 IT – Platform for Growth 

IT is a competitive advantage for X5 

 Fully integrated SAP Retail platform – a base that no other Russian retailer has 

and one that we have not used to the fullest potential  

 Scalable IT platform to allow company growth: from both the physical store 

perspective as well as virtual world 

 Robust IT systems that provide opportunities for improved data capture and 

analysis 

 Replenishment tools being introduced in 2013 & 2014 have/will improve on-

shelf availability while decreasing stock levels 

 E5.RU has one of the most extensive on-line offers in the market 
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  Improving Supplier Relationships 

To move closer to the customer we also need to improve our supplier relationships 

 Better cooperation on assortment 

 Streamlined processes for new product introduction 

 Sharing information on sales, plans and forecasts 

 Category reviews and management with supplier cooperation 

 Better communication 

 Category management teams will focus on both sales and profitability, have decision 

making power and provide clear channel for communication 

 Better promo planning 

 Simpler contract terms 

 Investment in supplier feedback and regular communication to address concerns 

 Increase cooperation with category unions 

 Annual X5 Category Management Conference 
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Thank you for your attention! 


