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YXSRETAILGROLP 124 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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)X5RETAILGROUP ) 45's Sitrzitac)ic Priorities

eBuild multi-format
success

« Strengthen value
propositions

*Drive LFL and top
line growth

Customer
Focus

Profitable Growth & Long-Term Leadership

KP=ZCTCK ii=P

KPECTOK %‘Tt_"ﬂm" uKa KAPYCEAD
M epo %:snmnsmnxm

p.3



)X5RETAILGROUP ) Consmer Conrficanes, ...

..Was Substantially Affected by the Economic Crisis

. Russian consumer confidence index (CCI) Consumer Confidence at Lowest Level Since ‘99

. ' i @
dropped to -35% in Q1 2009 e consumer Gonidence fndex

* Itis the lowest level of CCI since Q4 1999 -5% -

* In Q2 09 and Q3 09 the index marginally

.~ . -25% - :
recovered, indicating that a growing |
number of Russians believe the economy ~35% 1 |
will improve next year -45% - | B

Q03 QI04 Q05 Q06 Q07 Q108 Q09
On the Back of Declining Incomes® ... ...Forcing Trading Down Behavior®
How has your family income changed over the last 3 months? Are you more thrifty when buying FMCG products now than
1% 1% 3 months ago? 5% 3%
. 00000

0 0
= Noticeably increased = Surely not ks

m Slightly increased = Most likely not

® Has not changed

r

= Slightly decreased | = Most likely yes
=
® Noticeably decreased = Surely yes

_______________

- November 2008 May 2009 November 2008 May 2009
P WEPZUPECTOK  MEPEKPECTON “Hameépouxa

Source: (1) Rosstat; (2) Nielsen, Shopper Trends 2009, 25 August 2009, 500 respondents in Moscow, Samara, Yekaterinburg, Novosibirsk, Rostov-on-Don,
Nizhny Novgorod and Samara p. 4



)X5RETAILGROUP ) 45's Corfloeililve Posiiion

X5's LFL Performance is Stable vs Competition Thanks to Multi-Format Approach

X5 LFL Performance vs Competition

LFL Sales Growth

2504 —= — Magnit
——  Seventh Continent
20% - —a — Dixy(®
—A— X5
0/ —
15% 1204 L
10% 12% v —
: i S 0% 7%
- o
5%
Y o a2 1%
0% |
FY 2008 Q1 2009 H1 2009 9M 2009
———— ﬁEI’EI(PE(:TOI( ﬁEl’EI(I’E(:TGIg %Wépown 322 KAPYCEAD

(1) Dixy has not provided its Q3 results yet
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IX5RETAILGROUP

Fine-Tuning of Formats’ Value Proposition to Match Long-Term Leadership Goal

Lower-income &

Soft * Best price in the market on 100% of assortment _
price-focused customers

Discounters « Assortment optimization towards lower price points
« Private label development

Q@ Ramépoyka « Category management

» Format standardization: simpler layout and more
efficient shelf space utilization

« Availability improvement

* Price leadership
* Close to customers’ homes
(convenience)

* Right balance between
EDLC/EDLP and service

« Further loyalty program development
* Availability improvement

7))
: c
Supermarkets * Assortment correction: o Middle & upper income
— Improvement in fresh quality and choice =
— Improvement in ready meal offers 8 * Best in fresh
nEPEKPECT . ice i , _
n=l I(I =CTCK Service improvement o « Best in service
o * Private label development o
ﬁ:l’-l(l"(‘ « Category management o * Focus on Club members
]
=
©
>

Hypermarkets » Focus on communications

« Assortment correction: improvement in ready meal
and non-food offers

* Private label development

 Category management

« Step-up in promotions, focus on seasonal events

Weekend and family shopping

* Everything under one roof at low
price
* Focus on card holders

Clear Distinction between Formats’

« Strong brand awareness &

« Personalized loyalty program loyalty
* Availability improvement
M= E 1o = E =CTC B ————————————————
—— TEPSKPECTOK  MEPEKPECTON %"ﬁ__epowka 352 KAPYCEAD
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) 245's Sirzlise e Hrldrliles

*Build supply chain
advantages

IX5RETAILCGROUP

*Drive efficiency
and margins

*Ensure support for
long-term growth

Operational
Excellence

Profitable Growth & Long-Term Leadership
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)X5RETAILGROUP ) 5's Sitraitac)ic Efficlan ey Procjreif)

Supply Chain
Management
Efficiency

Asset IT Systems
Efficiency ] Integration
Operational

Excellence

In-Store | Business
Labour Processes
Productivity Improvement
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...will Impact Every Area of X5's Business

Support of
Long-Term Sales Cost

Working
Capital

Scalable Growth Savings Improvement

Project Expansion

Efficient Supply Chain Management

Efficient Asset Employment
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)X5RETAILGROUP ) Sitreiiec)lc Efficlariey Proejfeig

Roadmap

2008 2009 2010 2011

TR 03 QL Q2 Q3 Q4 Q1 Q2 ! Q3 Q4
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IT Systems

Integration

| 4 |
| i I I
| | Supp rt Fl‘,l.ngjg&gﬁwc(:k | I |

: > | o ¢ J ﬁ. -\r — |> : ROIi-OUt
|  Core Process : :

| | |

Analysié and
strategy
development

Labour
Productivity

| | | | | | | | :
| | | | | | | | '
| | Long-term strategy | | ) | |
> - “Qui ~ development | j'>> | R?" S >
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...ISs Multi-Year but We Are Already Delivering Results

SG&AD as % of Sales

19.1% 19.2%

18.0% 18.1% 18.0%

Q2'07 Q307 Q407 Q108 Q2'08 Q308 Q4'08 Q109 Q209

—— ﬁEPEI(PECTOK ﬁEI’EI(I’E(:TOK %ﬁﬂme‘powka
(1) Excluding Depreciation and Amortization




)X5RETAILGROUP ) 45's Sitrzitac)ic Priorities

Cash generation

Disciplined
growth

Liquidity
management

Financial
Discipline

Profitable Growth & Long-Term Leadership
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)X5RETAILGROUP ) Consmer Conrficanes, ...

..Was Substantially Affected by the Economic Crisis

. Russian consumer confidence index (CCI) Consumer Confidence at Lowest Level Since ‘99

. ' i @
dropped to -35% in Q1 2009 e consumer Gonidence fndex

* Itis the lowest level of CCI since Q4 1999 -5% -

* In Q2 09 and Q3 09 the index marginally

- . -25% - :
recovered, which indicates that a growing ;
number of Russians believe the economy ~35% 1 ;
will improve next year -45% - | B

Q103 Q04 QL5 Q06 Q107 QLO8 Q1 09
On the Back of Declining Incomes® ... ...Forcing Trading Down Behavior
How has your family income changed over the last 3 months? Are you more thrifty when buying FMCG products now than
1% 1% 3 months ago? 5% 3%
I

0 0
= Noticeably increased = Surely not ks

m Slightly increased = Most likely not

® Has not changed

r

= Slightly decreased | = Most likely yes
=
® Noticeably decreased = Surely yes

_______________

- November 2008 May 2009 November 2008 May 2009
P WEPZUPECTOK  MEPEKPECTON “Hameépouxa

Source: (1) Rosstat; (2) Nielsen, Shopper Trends 2009, 25 August 2009, 500 respondents in Moscow, Samara, Yekaterinburg, Novosibirsk, Rostov-on-Don,
Nizhny Novgorod and Samara p. 13
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THANK YQOU!
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