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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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Today’s PresentationToday’s Presentation

I. X5’s Marketing Activity

II. Positioning Our Formats

III. Customer Communication 

IV. Loyalty Programs 

V. Cross-Format Opportunitiespp

VI. New Projects
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X5’s Marketing FunctionX5’s Marketing Function

Our Goals
Enhance Awareness of Our Brands
Retain Existing and Attract New Customers to Drive Traffic
Drive Average Purchase Size

Our Goals

Drive Average Purchase Size
Enhance Customer Loyalty
Optimize Our Marketing Expenses

Our ApproachOur Approach
Analyze External Environment and Our Capabilities
Define New Ways of Motivating Our Target Customers (incl. Media) 
D fi O Off B M O C ’ N d d P fDefine Our Offers to Best Meet Our Customers’ Needs and Preferences
Define Media Strategies Balancing Cost / Benefit and Avoiding Cannibalization between Formats 
Define Optimal Execution Path 

Marketing Tools
PR Campaigns
Loyalty Programs

Advertising 
Promotions y y g

OtherSocial Programs
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Differentiation of Format PositioningDifferentiation of Format Positioning

Soft
Discounters

P i L d hi• Price Leadership
• Close to Your Home

Supermarkets

• Best in FreshBest in Fresh
• Best in Service

• Best in fresh 
promotions

Hypermarkets
• Everything under One Roof

At Low Price • Wide choice of own• At Low Price
• For the Whole Family

• Wide choice of own 
production offers

• Shopping with us is 
fun
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Pyaterochka…Pyaterochka…

Means of Communicating with Our CustomersMeans of Communicating with Our Customers…Means of Communicating with Our Customers…Means of Communicating with Our Customers

TV Advertisingg

Russia’s National Football Team Sponsorship

Print Media

In-Store Advertising

PR Campaigns

Loyalty ProgramsLoyalty Programs

p. 6



Perekrestok…Perekrestok…

Means of Communicating with Our CustomersMeans of Communicating with Our Customers…Means of Communicating with Our Customers…Means of Communicating with Our Customers
TV ads, Billboards, Print Media, Catalogues, 
Internet, In-Store Communications

Loyalty Program

Social Programs (Perekrestok Goes to Schools!)

PR C iPR Campaigns
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Karusel…Karusel…

Means of Communicating with Our CustomersMeans of Communicating with Our Customers…Means of Communicating with Our Customers…Means of Communicating with Our Customers

TV ads, Highway Billboards 3x6, Supersites, 
Catalogues, Internet, In-Storeg , ,

Loyalty Program

PR Campaigns
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Perekrestok Loyalty ProgramPerekrestok Loyalty Program

“Club Perekrestok” is a Personalized Bonus Accrual Loyalty Program“Club Perekrestok” is a Personalized Bonus Accrual Loyalty Program“Club Perekrestok” is a Personalized Bonus Accrual Loyalty Program “Club Perekrestok” is a Personalized Bonus Accrual Loyalty Program 

C t b i t th t b d t f f t h

Program Description

• Customers accrue bonus points that can be used to pay for future purchases

• Additional bonus points are accumulated during special actions

• Most active clients receive gifts and additional points

Over one million people are now members of Club Perekrestok.  Club members account for 
almost 25% of total Perekrestok sales, while their average purchase size is typically more than 

50% higher than for regular purchases50% higher than for regular purchases

Our Strategy

D l b d d d t hi

Technology Upgrades
• Introduce CRM system• Develop co-branded and partnership programs:

– co-branded cards with banks

– partnerships with airlines

Introduce CRM system 
• Develop new communication tools

– partnerships with non-competing retailers

• Develop and issue corporate Club Perekrestok cards
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Karusel Loyalty ProgramKarusel Loyalty Program

““KaruselKarusel Frequent Customer” is a Discount Loyalty ProgramFrequent Customer” is a Discount Loyalty Program““KaruselKarusel Frequent Customer” is a Discount Loyalty Program Frequent Customer” is a Discount Loyalty Program 

Th d i i f 29 b t 95 b

Program Description

• The card price varies from 29 rub to 95 rub 

• Card holders get special price offers on certain goods at Karusel

• Additional discounts during special sales events to enhance customer loyalty

Over 1.7 million people are now Karusel card holders. 27,000 cards are purchased every 
month.  Card holders’ purchases account for 80% of total Karusel check-out transactions.  

Our Strategy

Internally:

U d li d di b l l

Technology Upgrades

• Develop and introduce CRM 
– Upgrade to personalized discount-bonus loyalty 

program

Externally:

• Develop new communication means (hotlines, 
IVR, SMS, e-mail, etc)

– Develop co-branded and partnership programs:

• co-branded cards with banks

• partnerships with non-competing retailers
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Regular Loyalty CampaignsRegular Loyalty Campaigns

Perekrestok and Karusel Hold Regular Loyalty CampaignsPerekrestok and Karusel Hold Regular Loyalty CampaignsPerekrestok and Karusel Hold Regular Loyalty Campaigns Perekrestok and Karusel Hold Regular Loyalty Campaigns 

Purpose: Drive sales and support gross margin
Toy Dogs

Purpose: Drive sales and support gross margin 
Description: Large purchases rewarded with free stickers.  

After collecting enough stickers, 
customers receive cute toy dogs as a gift

Over 900,000 toy dogs given to customers during the 
campaign period of 4 months. Efficiency analysis indicates 

positive sales impact of 4.5% 

Purpose: Increase average check, drive sales 
D i ti L h d d ith f I A 3

Ice Age 3 Magnets

Description: Large purchases are rewarded with free Ice Age 3 
magnets.  After collecting 16 magnets, customers 
received gifts and presents

14 5 million magnets given to customers during the14.5 million magnets given to customers during the 
campaign period of 3 months. Efficiency analysis indicates 

positive sales impact of 3% 
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Pyaterochka’s Loyalty CampaignsPyaterochka’s Loyalty Campaigns

Key Loyalty Driver inKey Loyalty Driver in PyaterochkaPyaterochka is Price Leadership!is Price Leadership!

We support customer loyalty at Pyaterochka with regular

Key Loyalty Driver in Key Loyalty Driver in PyaterochkaPyaterochka is Price Leadership!is Price Leadership!

We support customer loyalty at Pyaterochka with regular 
special offers and “wholesale” deals

Going forward, our strategy for Pyaterochka will be g gy y
based on:

– Coupon campaigns: distribution of coupons that 
give discounts on a defined choice of products

– Lotteries, check size campaigns

– Co-branded payment cards 
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CrossCross--Format Communication ToolsFormat Communication Tools

Cross-Format Promotions

Joint Actions/Campaigns withJoint Actions/Campaigns with 
Suppliers/Partners

Actions/Campaigns Linked to Holidays, 
National Events 
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Aligning Private Label Concept to Enhance MultiAligning Private Label Concept to Enhance Multi Format LeverageFormat Leverage

CrossCross--Format Private Label StrategyFormat Private Label Strategy

Aligning Private Label Concept to Enhance MultiAligning Private Label Concept to Enhance Multi--Format LeverageFormat Leverage
Low Price Segment

Price Leaders
Medium Price Segment

Margin Builders
Premium Segment

Margin Builders

“Red Price”
Single Brand

Multiple
Brands

Single Brand 

Single Brand

• Food
H h ld it

• Alcohol
• Beverages
• Confectionary

• Fish
• Alcohol

B b

• Food
• Fresh

H h ld i• Household items
• Non-food

• Baby care
• Chemistry

• Household items
• Non-food

Current: 500 SKU
Target 2011: 1 500 SKU

Current: 1,000 SKU
Target 2011: 3 000 SKU

Current: 0 SKU
Target 2011: 700 SKU
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SmartMediaSmartMedia Unified BrandUnified Brand

SmartMediaSmartMedia Brand Unifies X5 Entertainment andBrand Unifies X5 Entertainment andSmartMediaSmartMedia Brand Unifies X5 Entertainment and Brand Unifies X5 Entertainment and 
Electronics Offerings Electronics Offerings 

• In May 2009 X5 launched SmartMedia as a unified brand for 
music, movies and electronics offerings in its Karusel
hypermarkets, Perekrestok supermarkets and Pyaterochka 
discounters

S tM di t d t t di l i t• SmartMedia stores, departments or displays give customers a 
selection of electronics and entertainment offerings, including CDs, 
DVDs, games, books and magazines, as well as cell phones, 
photo and video cameras, flash-cards, other electronics, related 

i d d taccessories and products

• Enhanced customer convenience and support for like-for-like sales 
growth with a wider range of impulse purchases
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New Projects: New Projects: Branded Mobile ServicesBranded Mobile Services

X5 Plans to Launch MVNO (Mobile Virtual Network Operator) Services under ItsX5 Plans to Launch MVNO (Mobile Virtual Network Operator) Services under ItsX5 Plans to Launch MVNO (Mobile Virtual Network Operator) Services under Its X5 Plans to Launch MVNO (Mobile Virtual Network Operator) Services under Its 
Own Brand  Own Brand  

BrandingRadio 
Access

Switching
Roaming

Equipment &
Software

Call Center, 
CRM

Sales, tariffs, 
billing

Payments
Branding, 
marketing, 
advertising

Sales

Mobile OperatorMobile Operator

Dealers

MVNO with infrastructure IN

MVNO under Х5’s Brand

Project Future:

Integration with Loyalty Programs

– Purchases -> Bonus Points -> Minutes

Special Actions in X5 Stores
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New Projects: New Projects: X5 MediaX5 Media

X5 Media Not Only Supports X5’s Advertising Needs but alsoX5 Media Not Only Supports X5’s Advertising Needs but alsoX5 Media Not Only Supports X5’s Advertising Needs but also X5 Media Not Only Supports X5’s Advertising Needs but also 
Offers Services to Third PartiesOffers Services to Third Parties

C titi St thCompetitive Strengths

• Leveraging X5’s store base and regional coverage

• Ability to quickly adjust to customer needs  

Goals

• Generate additional revenue

• Partnerships with producers/suppliers 

2009 Results

• USD 30 mln in revenue year-to-date. 55% LFL growth in stable prices
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THANK YOU!
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