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YXSRETAILGROUP 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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IX5RETAILGROUP )m Improving Your Quality of Life

Income per month :
=[ls[a Above 84,000 - * ~30 million Russians

RUR 22,00- 4N ~ « Look for
84,000 average — quality assortment
RUR 14,000—- 22,000 « Highly value
N — convenience
— time

~ « Shop several times aweek

Value Proposition

Perekrestok is a national chain of supermarkets for people that are looking for
excellent product choice, quality service and shopping comfort.
People that highly value their time.

People that believe that overpaying for food is ridiculous.
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)X5RETA||_GRQUP )m Key Format Statistics

* Perekrestok’s net retaii saies for 2008 surged 35% to RUR 67,154 min (USD 2,702 min)

2
* Net retail sales for 9M 2009 were up 11% and totaled RUR 53,411 min (USD 1,644 min)
» Perekrestok’s share in total X5 Sales for 9M 2009 was 27%

As at 30 September 2009 Total Average per Store
Selling Space, sq.m. 226,766 1,080
Number of stores 210

Assortment, # of SKUs from 8,000 to 15,000
Number of check-out transactions per day Over 600,000 ~ 3,000
Average check, RUR 355 361

Sales per square meter (RUR/year) 372,229 397,563
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Strong Positions
)X5RETA|LGROUP ) m In Mogcow & St. Petersburg

Cantral NMncrnas
#0f stores: 120 SIS AEE 9M’09 Net Retail Sales by Region
St. Pet Market share: 3.3% ULCILEEEEE

3.8% 2% Ukraine
Regions
20%

# of stores: 20

Market share:
2.9%

North-West
# of stores: 21 Volgo-Vyatsky

Market share:1.9% # of stores: 18 V
£ g e ’ ~Market share: 2.7% 8%

<A, St. Pet & NW

Moscow &
the region
70%

Centralno-
Chernozemny

# of stores: 9
Market share:1.4%

Total Net Retail Sales of
RUR 53,411 or USD 1,644 mln

Urals

_ # of stores: 1
Privolzhsky Market share:0.07%
Sredne-Volzhsky # of stores: 8
South : '
# of stores: 14 Market share: 0.4%
# of stores: 13 0 Market share:1.4% ?  «As at 30 September 2009, Perekrestok
Market share: 0.7% was present in 25 cities of European

mm As at 30 September 2009 Russia, the Urals and Ukraine
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YXSRETAILGROLP Y B  Competitive Landscape

- = o & »s e UKTOPUS @
1 |=I’EI(I)= C i 0 IS 2y BUKTOPILI @
= =4 s

KOHTHHEHT

N=EPEKP=CTCK

Competition by Region

‘QO’KEPII Express

Share in Top-5 Sales

REGION CITY COMPETITORS
Central region _ _ _ _ _ Moscow _ _ _ ___ 7th Continent, Paterson, SPAR, Billa, Viktoria _ _ _ _ _ _ _ ___
Yaroslavl Yaroslavl Dom Edi
I T e e NN T - T~ 7% Spar
Nizhny Novgorod = SPAR, Andreivsky, Raiycenter, Assorti, Narodny, 7th Continent
Yoshkar-Ola NASH, Kuvshinka, Savaria, Raduga Billa 8%
Nizhny Novgorod Cheboksary Rosinka
Penza Paterson, SPAR
: 8%
Arzamas Altin-Bazar, SPAR
e e— o ___Madimir ______ SPAR SN S B M AR Paterson Perekrestok
Kazan _ _ _______Kazan _______ Paterson, Bahetle, Edelveys_ _ _ _ _ __ _ ___________
. 54%
Lipetsk Vester 230,
Centralno-Chernozemny v/oronezh Vester .
e __kurski - @ ¥ EUrope® ==S=rcEgg g <o M e = /Continent
Urals_ _ ________Jumen__ _____ Monetka Super _ _ _ _ _ _ _ _ oo __
North-West_ _ _ _ _ _ _ St Petersburg _ _ _PRaterson, O'key Express _ _ _ _ _ _ _ _ ____________
Krasnodar Tabris
South I
e —————————__Rostov-on-Don_ _ _Solnechy krug, Alexplus _ _ _ _ _ _ _ _ _ _ __________
Samara Ostal, Lubimiy, Paterson, Tander
Samara
Toljati Mindal
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UX5RETAILGROUP ), m Perekrestok’s Performance...

3 al= R A R,

...1S a Fair Reflection of Russia's Macroeconomic Situation

Strong Pre-Crisis Growth and Selective Visible Trading Down Trends since the
Expansion in 2009 Beginning of 2009
Number Of Stores, EoP LFL Sales Growth
%, based on RUR-denominated W Traffic [ Basket
207 210 g?oss sales
179 + 22% +23%

Regions
St.Pet
& North-West

Moscow &
the region

2007 2008 9M2009 2007 2008 9M2009

Net Retail Sales OM 2009 LFL Performance by Region

RUR billion %, based on RUR-denominated
gross sales ® Traffic = Basket

+35%
_—r

+ 7%

2007 2008 : 9M2008 9M2009
. SOTO Moscow  St.Pet  Regions | TOTAL :
I nspgm:scml( ﬁEI’EI(I’;:‘(:TOIS %’fm_m?poqm ;




)X5RETA||_GROUP ) @ Our Strategic Vision

Assortment &
Quality

Price &
Promotions

CRM & Loyalty 3

Merchandizing

Key Medium-Term Objectives

-« Bestin Fresh
—Improvement in fresh quality and choice
—Focus on own production and ready meals

e .« Category management
—Improvement in service l iability to 96%
« Gro ~Vé-tf§>» mprove availa Uty (0] 0

e Customer Loyalty
*Ticket Growth

*LFL Sales Growth

* Market Share Growth

Best in Promotions
— Focus on Fresh
— In/Out Programs

* Further Customer Loyalty Program De#eiébment
« CRM Development .

mplementation of modern merchandizing techniques
— Zoning
— Shelf display
— Visual merchandizing

'« Standardize format / improve shelf utilization
* Rebrand/reformat selected supermarkets
~ —as discounters

~—as premium stores «Green Perekrestok» (2011-2013)
« Improve in-store labour productivity

KPZCTONK %‘ﬁ_‘n spoua
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*Operational Excellence
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*Margin Support
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UX5RETAILGROUP ), m Evolving Our Assortment

ssortment Principles

ey Product Categories,

OO0 « Assortment matrix based on target customer
Fish & Frozen, preferences
8%
* 60-65% national and 35-40% locally sourced
Spirits and assortment
Alcohol . .
Meat (fresh & B\ erages, 9% * Private label to reach 30% of SKUs in 2011

processed),
18%

Target Categories

« Own production (ready meals, salads, bread)

Fruit & Veg;

11% * Fruits and vegetables

* Meat and fish (fresh & processed)

*Cheese
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)X5RETAILGROI D ) m Strong in Promotions....

NEPSKPECTOK  Cobepu dyTHonuhyID
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% Timing: every two weeks (26 promaos per year)
Bhee 2 # of SKUs: 50-80 _—

Assortment: Fresh - 50% of promo
Price Reduction: 10-30%
Card Holders: additional bonus points

“Save and Get”

3

Timing: twice a year
EPW : :
ﬁg%ﬁ.ﬁ;m} Mechanism: special presents/products as a
i 9 bonus for large purchases
Purpose: to increase average purchase size
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Special Programs for Club Members

mv;wn:cr.ou E' 15_ . . .

e ug"“u“’mu: Timing: throughout the year, on various

W‘/ll G2 | ype @9\ QY . .
A’ ‘ | o, occasions (football games,holidays, etc)
| m b Cafiepu tyrfionmmee MEChANISM: special offers for Club members

i W9 1600 _— 197 SBEPLKOMAHLY

et T PR & Advertising Support

* EXternaI ﬁEPEI(I’E(:Tcl(
=TV, printed media, SMS A

* In-store

- at the entrance and in-store (POS)

. —guide-boards and guide-signs

—stoppers

—catalogues

B

S e ool EE S

nlléunmu

- N )

=
f”wsw E}Lw"iEag"} 65 149"® 34" oums (89"

188" QP | G| 12+ .

B mpafin paeTe Wy = M 13 PHM nu.p.all 1

-0 =% i
- 497 @@ |

Mo

KPECTCK %’fr__ﬂmépoqm

CETh TMMEPMAFKET oB
&

NEPzKP=CTCK =P




N=PEKPECTCK™

IXSRETAILGROUP -

NN
1 "".:.ffjué. R

= = i v
I MEPZKPECTOK  MEPEKPECTCK @ fiamépouxa "X (CAPYCEAD
= - ‘)CN(C‘( < ~ CETe TUMEPMAFPKETOR



IX5RETAILGROUP

THANK YOU!
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