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2 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. 



Modern Trade in Russia 

Hypermarkets’ Growth Potential 

 Rapid footprint expansion  

(from 240 HMs in 2007 to 710 stores 

today) 

 

 Moderate HM penetration in 

Russia vs. European average  

(~7 HMs today vs. 18 HMs  

per 1M urban population) 

 

 HM penetration in Russia expected 

to reach St. Petersburg level of 

~12HMs per 1M people mid term 

Modern retail sales including VAT; Soft discounters include Pyaterochka, Dixy, Magnit, Victoria, Kvartal and Kopeyka; Magnit hypermarkets are in hypermarkets 

Source: Planet Retail; InfoLine report 2013 

Hypermarkets are a ~$30B business 
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 ~320 cities: 170 cities* with 100K+ 

inhabitants and ~150 with 50-100K 

inhabitants today 

 Out of them 90-120 cities with 

potential for expansion 

 In this cities 150-200 store 

opportunities** midterm by 

applying crude rule-of-thumb on HM 

saturation (i.e. St-Petersburg level) 

Total number 

of cities 

Cities Stores 

Above 1 mln 15 9-10 60-80 

0.5-1 mln 22 5-10 5-10 

100-500 th. 127 20-30 30-40 

50-100 th. ~150 50-70 50-70 

~320 90-120 150-200 

Possibilities 

‘White Spots’ across Russia:   

‘White Spots’ across 

Russia: 100K+ cities with 

less than 12 HM per 1M 

inhabitants and 50-100K 

cities without HMs 

* City including agglomeration with a catchment area within 15km radius  

**On the basis of Hypermarket saturation today, incl. announced HM openings, based on ‘to be’ ratio of ~12 HMs per 1M inhabitants and space for 1 HM in 50-100K cities; Far-East, North Caucasus 

(except Stavropol kray) not considered 

Source: InfoLine report 2013; companies presentations; Lit. search; Morgan Stanley 

Expansion Opportunities: Prudent Case 

Short- to Mid- Term expansion opportunities: 150-200 new hypermarkets in Russia 
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Note: Among customers who shopped in the last 3 months at the respective store 

Source: Customer survey results N=1105 (Karusel); N=1418 (Auchan); N=1187 (Magnit); N=881 (Lenta); N=869 (O’Key); N=349 (METRO)  (July 2013)  

Focus on Shopping Experience 

Worst 

Best 

Shopping experience 

Karusel should become more competitive on quality and price 

 and focus on shopping experience 

Quality of 

products 

Price Assortment Shopping 

convenience 

Quality of 

service 

Store 

environment 
Additional 

services 
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Successful Start 

Raise brand equity and awareness 

Invest in expansion 

Improve customer experience 

Develop successful operational model 

on every level 

Develop people 

Our Goals Progress 

 increased media investment 

 impactful (customer insight based ) 

advertising 

 open new stores while expanding land bank 

 

 store standard improvement 

 effective availability control 

 better promo value and unique marketing 

campaigns 

 review of assortment 

 review of price policy 

 

 revision of key process and procedures 

 communication improvement 

 new motivation scheme 

 demand for proactive attitude on every level 



Process Standardization & Training 

 Sales  

(mainly over-the-counter) 

 Check-out  

(quality and fast service) 

 Assistance (e.g. ‘ask me’ 

personnel in the store) 

 Information desk 

(at the entrance) 

 Loyalty card program 

Customer-facing 

processes 
Management processes 

Store operations 

support processes 

 Ordering processes 

 Inventory management 

 Shelf replenishment 

(availability on shelves) 

 Merchandizing standards 

(presentation on shelves) 

 Promo execution 

 Maintenance 

 Store cleanness 

 Equipment and Layout 

 Human Resources  

 Roles and responsibilities 

 Personnel recruiting 

 Retention and talent pool 

 Payroll, performance 

evaluations, incentives and 

bonuses 

 Communication  

 Store and Head Office 

 Cross-functional 

 Monitoring and control 

 Store KPI tracking system 

 Mystery shopping  

 Customer feedback 

Constant personnel training crucial to ensure  

high standards of customer service and store operations!  
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‘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 

Overall Customer Value Proposition 

Target Concept 
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Source: Planet Retail; Analysts reports 

Target Concept Positioning 
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Target Concept: Details 

Target Concept 

Store size 3 000 – 4 500 m2 
(exceptions possible for 2.5, 7K m2 stores) 

Concept  

and design 

Brand book, focus on Ultra-Fresh / Fresh  

with emphasis on Own Production + superior shopping experience 

Assortment 
15-25K PLUs depending on store size  

+ 8K additional seasonal PLUs per year 

Pricing policy 
Price follower to local key competitor 

Fewer, but bigger and bolder promotions; Loyalty program 

Location type Commercial centers (Rent) Stand-alone ‘boxes’ (Construction)  

Space allocation • 75% Food: focus on Ultra-Fresh 

• 25% Non-Food: less space in  

Seasonal, focus on consumables 

• 65% Food 

• 35% Non-Food: more space in 

space Seasonal, access to 

extended E5 assortment 

Investments • Higher investments (more staff, 

better store equipment, etc.) 

• Less investments 
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First Pilot Already Launched 

Voykovskaya reconstruction :  20% Like-for-Like sales target growth after 

reconstruction 

  

 Compliance with the new brand book 

 Revised assortment and merchandising guidelines 

 Support with communication campaign 

 Improved store environment 
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Key Reconstruction Parameters  

 

 Our plan is to reconstruct approximately 10 stores annually. 

 

Reconstruction works will be performed mainly without store closures, 

during the low season and within 60 days. 

 

Reconstruction works include: 

 Full replacement of engineering systems, 

 Full replacement of lighting systems, 

 80% replacement of the equipment, 

 Renewal of store interior, 

 Reconditioning of facades and adjacent territories, 

 Changing of sublease areas to unified standard.  

 

We expect improved top line growth in the coming years 
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Key Action Items Timeline 

Fix the basics 

across the existing network 
Continuous improvement 

 Pricing (price-follower to regional market price-leader) 

 Assortment (focus on Ultra-Fresh and Fresh, etc.) 

 Constant operations improvement  

(i.e. customer-facing, support and management processes) 

 Improve personnel training and management of the talent pool 

 ‘Brand book’ compliance and staffing 

Validate the future concept  

with pilots 

 Design and preparation 

 Launch 

 Review pilots results 

Roll-out the future concept 

 to the existing network 

Expand to ‘white spaces’ 

 Store experience (re-zoning, lighting, etc.) 

 Closing of non-performing stores 

 Homogeneous ‘concept’ across stores 

 Prioritize ‘white space’ cities 

 ‘Reserve/block real estate (in CC, land plots) in target regions 

2013 2014 2015 

FY Q1 Q2 Q3 Q4 Q1 Q2 Q3 
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Thank you for your attention! 


