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KARUSEL AT A GLANCE 72’% IYAPYCEAD!

YOUR DESTINATION STORE FOR ALL YOUR
FOOD AND HOUSEHOLD CONSUMABLE NEEDS

TOTAL NUMBER OF STORES, 30.09.2014 I:>

TOTAL SELLING SPACE, (TH. SQ. M.), 30.09.2014 E>
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TOTAL NET SALES FOR 9M 2014, RUB BLN

11%

SHARE IN X5 TOTAL SALES
ASSORTMENT SIZE, #SKU’S 17,000 - 25,000

# OF EMPLOYEES, 30.09.2014 10,515



KARUSEL OPERATING STATISTICS 7;:% T sepMopKer

Net Sales Growth, % y-0-y Net Selling Space Growth, % y-0-y
8.7% 8.6%
7 1% 7.4%
2.1%
-0 - (0.5%)
(2.3%) (3.79%)
Q4 '13 Q1 '14 Q2 '14 Q3 '14 Q4'13 Q1'14 Q2 '14 Q3 '14
Sales Densities, th.RUB/sq.m.@ Total LFL Sales Growth, % y-0-y
188
183
179
174
6.3% 5.0% 0
3.4% . . .5/"
Q4 '13 Q1 '14 Q2 '14 Q3 '14 Q4 '13 Q1 '14 Q2 '14 Q3 '14

4 Quarters of Improving Sales Densities

Note 1: Total net sales from trailing four quarters divided by average selling space of trailing four quarters
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2013 INITIATIVES SCORE CARD % runepmapker

Initiative Status Comments

Reduced # of employees/store by ~10%

Operations & Service over past 12 months

New IKRA loyalty program = ~30% of

Branding total sales

“Quality Service” & “Alfa Team”

Personnel Development
personnel programs

Currently 64 projects

Develop Land-bank/pipeline at various stages

Opening new stores using pilot

Finalize target concept concepts’ takeaways

NN N XX

Roll out plan of target concept Plan in place for 2015

/ = completed over the last twelve months
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ASSORTMENT & CATEGORY MANAGEMENT
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ASSORTMENT ROLL & ALLOCATION % runepmapker

Complementary Grocery Basics Basis for Differentiation

Limited number of

Categories that Staples/ basic goods Categories that .
- . : . categories that we

supplement the overall that are essential to be  Must stock items differentiate the Karusel

: choose to be famous
offer a full-line grocer offer for
Leverage footfall & overall Important to execute Frequently purchased — Linked to our core Sub-set of Power
space well basket fillers brand values/heritage categories
Often compete against Core source of profit...  High volume. .. Important to our target
non-grocers costumers

...but unlikely to be the --but less profitable (and Important to as a
hence less valuable to

basis for differentiation source of profit
Karusel)

Often promotionally
driven

New Assortment Targets: up to 10,000 new SKU’s and 15% - 20% rotation

"It's handy to be able "What | expect in any good "Why | shop at Karusel" & "How

to purchase it here" hypermarket" Karusel surprises me"
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CATEGORY MANAGEMENT IN PRACTICE % T

+» Category management increase turnover (RTO) for category

RTO +11,5%
RTO 175 M RUB o RTO 195 M RUB

Delisted » Llsted //

Before After

Example: Frozen food
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BRAND DEVELOPMENT
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LOYALTY PROGRAM % runepmapker

“Whatisit.. . What it will be

< Unique concept “» DATA improvements
% 1 400 000 sold cards * Personalized offers
% 30% of turnover *» Social responsibility

«» 70% of cards are active

10
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MARKETING CAMPAIGNS

25 KAPYCEAD 2 wapycerb

POAN POROBATE POAL POAORATE

Bpazunua Bnwxe
€ KOXAOR NOKYNKOR

MNobeguto
MOXeT
KAXXAbIN

Bomrpait 14 aeTo Skoda

+500 000

npu3os

C «Mkpon» Bawm
CKMAKW B3neTaioT

3anpasb 38epa
8 «Kapycenu»

Traffic +2% +3% +1% +3% +1%
Avg. ticket  +0,5% +1% +1% +2% +1%



EXPANSION & REFURBISHMENTS
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HYPERMARKET LIFECYCLE 52% runepmapker

A large portion of Karusel hypermarkets are in the stagnation phase

(&)
= | ———— e ————— o £ o
S || Opening | rDeveIopmg. I___Stabilization E | _Stagnation |
- -
il P - REFURBISHMENT
---’ -_----
/”
’/
’/
’/
5 years

1.5lyearsl 2.!:3 years:
Refurbishments represent tremendous sales growth opportunities

Voykovskaya HM(+14% LFL sales)

Kashirskiy HM(+23% LFL sales)

A
\. 1) 1"

AR/ W\ W/ ‘\f\ W -
Vv v 1) \ |

and are driving the Central region’s 23% net sales growth in 9M 2014
13




PILOT PROGRAM RESULTS % runepmapker

OM 2014
Sales Traffic
Vojkovskaja  +14% +8%
PILOT PROJECTS ARE : -
Novomoskovsk  +7404 +47%

DELIVERING RESULTS

Smolensk  +84% +51%

Key Pilot Program Takeaways

% Assortment: Increase # of SKU’s, own production and local content

% Merchandising: Update meat, fish and own production zones & store navigation,

lighting & design

/

“» Personnel: Improve customer service standards — motivation & training

14
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REFURBISHMENTS - BEFORE & AFTER
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HYPERMARKET PIPELINE
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% runepmMmapker

New Stores (ex real estate) 2013 2014E

# of new stores (gross) 7 2

Avg Cost, RUB min (incl. VAT) 173 174
Pay-back period, years ~2.3 ~3.0
Refurbishments 2013 2014E
# of refurbished stores 4 7
Avg opening time (construction), months 3 3
Avg Cost, ‘000 RUB/SQ. M. (incl. VAT) 25 30

10
8
3 l

Pre-investment
committee approval

Under Consideration

Projects in the development stage

Approval/Contract Documentation Construction launch
signing preparation

Projects approved by
X5 Investment Committee

v
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STRATEGIC FOCUS X O ICAPYCEAD

“ Improve sales densities and selling space expansion The Right
Hypermarket
< Value Proposition Niche — complete new Karusel Value

brand-book Proposition

% Finalize category management roll out and assortment review

“ Improve analysis and utilization of data from loyalty program

“* Improve service (line management) and shelf availability

“» Personnel development — new motivation program and organizational structure
to accommodate expansion targets

“*Increase openings (up to 10) & refurbishments (up to 15) in 2015

18
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APPENDIX: NEW VALUE PROPOSITION

19
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Basics

Differentiators

VALUE PROPOSITION

eER

Promo &
Marketing

Assortment &
Merchandising

Location & Store

Layout Price

runepmMmapker

ICARYCEAD

Service

+» Clean store

K/
0‘0

K/
0‘0

R/
0.0

R/
0.0

Parking Honest pricing Full shelves

Compact Hypermarket:

Convenient, Enjoyable Shopping

< Value for money * Allkey products < Regular promo

«» Short lines

Seasonal offers

+»» Convenient +»» Guaranteed +* Best-in-class

location for competitive price “ Bespoke . promo offers
assortment price
hypermarket (no need to
) . structure .~ .
shopping comparison shop) % Going digital
+ Convenient Leem T TS . .
layout that '/0:0 Focus on A gmr;g (I):kl;gltg:é < Unique loyalty
A U
simplifies v  Communication, program
. \ /" local assortment
shopping Mo -’
* CatMan ++ Creative federal
principles to

optimize layout campaigns

«* Well trained
staff/Best service

“* Preparing new
opening teams

20
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Thank you for your attention!

X3 IKAPYCEAD
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an JXSRETAILGROUP company
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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”, goal” believe”, or other words of similar meaning.

» o » o« » o« n o« » o« » o«

expected”, “plan”,
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 Retalil
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.

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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