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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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Repositioning HypermarketsRepositioning Hypermarkets

Repositioning Hypermarkets for Long-Term Leadership & Growth

Significant Progress since June 2008 Acquisition of Significant Progress since June 2008 Acquisition of KaruselKarusel

Smooth & Rapid 
Integration

Perekrestok 
Hypermarkets 
Rebranding

Format 
Repositioning & 
Brand-Building 
with Customers

Q3 & Q4 2008 Q1 2009 Q1 2009 - Present

•

 

Stores
•

 

Processes
•

 

Supply chain
•

 

IT Systems
•

 

People

•

 

16 stores 
rebranded within 
virtually one month

•

 

Adjusting 
pricing

•

 

Adjusting 
assortment

•

 

Improving 
operational 
efficiencies

•

 

Publicity 
campaigns

•

 

Promotions
•

 

New 
openings
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Hypermarkets TodayHypermarkets Today
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Key Format StatisticsKey Format Statistics

Total Average per Store

Selling Space, sq.m. 274,847 4,997
(from 4,000 to 10,000)

Number of stores

Assortment, # of SKUs

All Stores LFL Stores

Number of check-out transactions per day Over 280,000

Average check*, RUR 599

Sales per square meter*(RUR/year) 228,407 243,427

55

from 30,000 to 50,000 

620

Over 5,200

••

 

KaruselKarusel’’ss net retail sales for 2008 surged 34% net retail sales for 2008 surged 34% yy--oo--yy on proon pro--forma basis to RUR 41,707 forma basis to RUR 41,707 mlnmln (USD 1,678 (USD 1,678 mlnmln))
••

 

Net retail sales for 9M 2009 were up 28% Net retail sales for 9M 2009 were up 28% yy--oo--yy on proon pro--forma basis; totaled RUR 37,883 forma basis; totaled RUR 37,883 mlnmln (USD 1,166 (USD 1,166 mlnmln))
••

 

KaruselKarusel’’ss shareshare in total X5 Net Retail Sales for 9M 2009 was in total X5 Net Retail Sales for 9M 2009 was 19%19%

As at 30 September 2009

* Including VAT



p. 6

Our Value PropositionOur Value Proposition

Target Customer Base

Spend Smart, Enjoy Life!

Everything Under 
One Roof

Value Proposition

Karusel – a national chain of compact and full-size hypermarkets for every Russian customer 
and family.  Our Customers are looking for  everything under one roof at low price, with 

additional services.  Karusel makes the shopping experience easy and fun! 

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
•

 

120 million Russians
•

 

Looking for wide assortment and 
value in food

•

 

Looking for attractive non-food 
selection and prices

•

 

Drive to shops
•

 

Shop once a week, primarily 
over weekend

•

 

Want to have fun while shopping!

At Low Price Fun Weekend & 
Family Shopping
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17%

21%

21%
11%

12%

18%

RUR 20,000-

 
30,000

Male
44%Female

56%

66-70
7%

 10-15
5%

16-20
6% 21-25

12%

26-35
18%

36-45
21%

46-55
16%

56-65
15%

INCOME

We Know Our CustomersWe Know Our Customers

GENDER

Karusel Customer Profile (Moscow)

3.1%

Top

executive

7.9%

Head of

Division/

Departm
ent

18.1%

11.3%

7.5%
6.5%

0.8%

Ancillary

worker

4.6%

Executive

11.2%

Other

AGE

RUR 7,000

 
-9,000

Per Month

RUR 9,000

 
-15,000

>

 

RUR 25,000

RUR 15,000-

 
20,000

Up to 7,000

Yes
71%

No
29%

EMPLOYMENT

Expert,

analyst Office

Employee

w/o higher

education Technician
Support,

Attendants
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31%

40%

29%

Growing Regional PresenceGrowing Regional Presence

As at 30 September 2009

9M’09 Net Retail Sales by Region 

•

 

As at 30 September 2009, Karusel

 was present in 18 cities of 
European Russia and the Urals

Moscow & 
the region

St. Pet

 

& NW

Regions

Total Net Retail Sales of 
RUR 37,883 or USD 1,166 mln

St. Pet & NW –
16 stores

Moscow & 
the region–
10 stores

Voronezh, 
Lipetsk –
3 stores

Volgograd –
4 stores

Stary Oskol–
1 store

Yaroslavl –
2 stores

N. Novgorod,  
& Dzerzhinsk

5 stores

Cheboksary –
1 store

Izhevsk –
1 store

Tyumen
1 store

Samara –
4 stores

Saratov –
1 store

Ekaterinburg
1 store

Ufa –
1 store

Kazan & 
Nab. Chelny

3 stores

Tver –
1 store
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Competitive LandscapeCompetitive Landscape

Key Competitors
Metro, Real

Lenta
Auchan

Okey

35%

33%

13%

11%

8%

2008 Share in Top-5 Sales

Metro+Real

Auchan

Lenta

Karusel OKey

•

 

In terms of sales, Karusel

 

occupies firm #4 position among Russian hypermarket players with a realistic potential of 
becoming #3 in short to medium-term perspective

•

 

In H1 2009 X5 has virtually eliminated its gap with Lenta

 

in terms of sales: the gap narrowed from RUR 9 bln

 

(or 16%) 
in 2008 to RUR 10 mln

 

(0%) in H1 2009 

1.

2.

3.

4.

5.

Metro (incl. Real) 143,811 60 (12) 489,602 (97,500) 8,160 (8,125)

Auchan (excl. Atack) 139,619 33 365,000 11,060

Lenta 56,701 34 224,000 6,588

Karusel 47,809 46 237,462 5,162

Okey (excl. Okey-Express) 34,072 23 172,200 7,487

EoP Store 
Count

Total Selling 
Area (sqm)

Average Store   
Selling Area 

(sqm)

FY 2008          
Gross Sales, RUR 

mln

http://www.real.ru/index.html
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+150%

+24%

10 1311

21
26

4

15 16

0

10

20

30

40

50

60

2007 2008 9M2009

……in 2008 thanks to Acquisition of in 2008 thanks to Acquisition of KaruselKarusel and Strong Organic Growth Ever Sinceand Strong Organic Growth Ever Since

Breakthrough Breakthrough 
in Hypermarketsin Hypermarkets……

Number Of Stores, EoP

+30%

+91%
+7%

Regions
St. Pet
& NW

Moscow &
the region

46*

15

55

10.0

28.3

16.2

37.9

2007 2008 9M'08 9M'09

RUR billion
Net Retail Sales

Acquisition of Karusel Substantially 
Strengthened X5’s Hypermarkets Business

After Smooth Integration and Rebranding, X5 
Targets Dramatic Improvements in LFL Performance

+182%

+134% 31.2

41.7

29.6

37.9

2007 2008 9M'08 9M'09

+34% +28%

Consolidation** Pro-Forma***

* In June 2008 X5 acquired 23 operating Karusel hypermarket stores and one store that was opened by X5 in Q3 2008
** Including the results of the acquired Karusel business only from 30 June 2009
*** Including the results of the acquired Karusel business for FY 2007, 2008 and 2009

Total 
+207%

Total +13%

-4% -3%

10% 10%

1%

5% 7%

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

Traffic Basket

LFL Traffic&Basket Evolution

+ 11%

+ 2%

Based on RUR-

 
denominated gross sales

+ 7%
+ 6%

2%

7% 7%

2%

-6% -1%

6% 8%

Moscow St. Pet Regions TOTAL

Traffic Basket

9M 2009 LFL Performance by Region

+ 9% + 9%
0%

Based on RUR-

 
denominated gross sales

+ 7%
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Breakthrough Breakthrough 
in Hypermarketsin Hypermarkets……

New Openings Celebrated Together with Our CustomersNew Openings Celebrated Together with Our Customers
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Our Strategic VisionOur Strategic Vision

Key Medium-Term Objectives

Selective Growth
•

 

Top-Line Growth
•

 

Regional Scale
•

 

Market Share Growth

Focus on 
Assortment & 
Merchandising

•

 

Operational Excellence

•

 

Margin Support•

 

Apply best international practices
•

 

Standardize format
•

 

Improve total area utilization
•

 

Improve in-store labour productivity 

•

 

Enhancing competitive positions in existing markets
•

 

Maximizing scale leverage
•

 

Capitalizing on current favourable real estate market 
conditions to secure best locations (on rental basis) 

•Assortment correction
–Improvement in own production, ready meal offers
–Improvement in non-food
–Private label development
–Seasonal offers improvement

CRM & Loyalty
•

 

Development of a personified loyalty program

•

 

CRM development

Efficiency

•

 

Improve shelf utilization

•

 

Build strong management team for the format (store directors)
•

 

Trainings to improve staff’s vision and standards to match 
best practice

•

 

Active rotations, promotions 
Team Building

•

 

Customer Loyalty

•

 

Ticket Growth

•

 

LFL Sales Growth

•

 

Process automatization
•

 

Improve availability
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Evolving Our AssortmentEvolving Our Assortment

Key Product Categories, 2009 YTD
•

 

Wide, deep, complementary and complex 
assortment

•

 

Strengthening of strategic categories:
•

 

Fresh
•

 

Fruit&Veg
•

 

Fish
•

 

Own production
•

 

Ready meals, incl. salads
•

 

Bakery
•

 

Non-food
•

 

Seasonal offers
•

 

New Projects
–

 

“Karuselka”

 

–

 

baby care products
–

 

“Healthy life”
–

 

“Cosmetic boutique”

Assortment Strategy

Spirits and 
Alcohol 

Beverages 8%

Drinks& 
Tobacco 8%

Confectionery 
7%

Fish & Frozen 
6%

Сonservation & 
Groсery 12%

Fruit & Veg
 8%

Non-food 21%

Dairy 11%

Meat (fresh & 
processed) 19%
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Timing: each week
Mechanism:

 

staples offered with 30-60% price cuts

Modern Retail TechniquesModern Retail Techniques……

Regular Promitions

“Lethal” Offers

Seasonal Offers
•

 

Variety of events throughout the year, e.g. school, NY, 
camping

•

 

# of SKUs:

 

600

Advertising Support

Timing: every two weeks (26 times a year)
# of SKUs:

 

180
Price Reduction: 20 to 50%

……to Drive Check and Trafficto Drive Check and Traffic

•

 

“Happy Hours”
•

 

“Get a Football Ticket”
•

 

“Carousel of Luck”

Short-Term Marketing & Loyalty Actions
•

 

Toy Dogs
•

 

“Get Free Gas at 
Karusel”

•

 

External
–TV, printed media, radio, billboards

•

 

In-store
–at the entrance, at points of sale
–guide-boards and guide-signs
–stoppers
–catalogues 
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•

 

Purchasing & logistics enhancements
•

 

OpEx

 

efficiencies to offset gross margin
•

 

CapEx

 

discipline on expansion

•

 

Strong top-line growth through
–

 

Selective expansion
–

 

Improvement in sales per sq. m

Our LongOur Long--Term VisionTerm Vision

Sales

Gross Margin

Returns

•

 

Invest in long-term customer loyalty

•

 

Grow customer traffic

KPIsKPIs for  Longfor  Long--Term GrowthTerm Growth
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THANK YOU!
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