
1 

Investor Presentation 

November 2011 



 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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X5 - #1 Russia’s Retailer 

Russia’s Leading Food Retailers 

(1) X5 estimates for non-public companies.  (2) Based on estimated gross sales, i.e. including VAT; total market size (food retail) – USD 263 bln as reported by Rosstat. 

(3) Including Kopeyka 2010 sales.  (4) Including Victoria 2010 sales. 

 Company FY 2010 Net 

Retail Sales 

(USD mln)(1) 

% 

 in Top-10 

% 

in Total 

Market(2) 

 X5 Retail Group(3) 13,079    30.2% 5.8%  

 Magnit 7,777 17.9% 3.4% 

 Auchan 5,944 13.7% 2.6% 

 Metro C&C 4,678 10.8% 2.1% 

 Dixy Group(4) 3,221 7.4% 1.4% 

 O‟Key 2,690 6.2% 1.2% 

 Lenta 2,325 5.4% 1.0% 

 Seventh Continent  1,466 3.4% 0.7% 

 Spar 1,278 2.9% 0.6% 

 Monetka 906 2.1% 0.4% 

 Total 43,364 100.0% 19.2% 

• X5‟s FY 2010 pro-forma net sales reached  

USD 13 billion 

• The Company reported consolidated net sales of  

USD 3.6 billion for Q3 2011 

• As of 30 September 2011 Company operated 2,785 

multi-format stores (1,642 th. sq. m. of net selling space)  

• Over 1.2 billion check-out transactions recorded in 

2010 

• Historical #1 position in Moscow and St. Petersburg 

• Leading positions in several other cities with population 

 ≥ 500,000 

• Market leadership further enhanced by Kopeyka 

acquisition 
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Net selling space: from 3,000 to 10,000 sq. m. 

Assortment:  20,000 – 50,000 SKUs 

Pricing policy: Lowest price in the market on   
 basic assortment, super offers  
 for card holders on the rest  

Value proposition: Wide choice at low price 

X5 Operates Stores for Every Lifestyle and Family Budget 

Net selling space: from 800 to 1,500 sq. m. 

Assortment:  6,000 – 16,000 SKUs 

Pricing policy: Best price in supermarkets 

Value proposition: Quality, service, choice 

Net selling space: from 300 to 800 sq. m. 

Average assortment:  3,000 SKUs 

Pricing policy: Lowest price in the market 

 on 100% of assortment  

Value proposition: Price and convenience 

X5 Multi-Format Approach 

Soft 
Discounters 
 

Supermarkets 

Hypermarkets 

(1) Including 604 Kopeyka stores already rebranded as Pyaterochka and three stores to be rebranded as Pyaterochka. 

(2) Including nine Kopeyka stores already rebranded as Perekrestok.  (3) Including two Pyaterochka-Maxi  stores. 
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• Appeal to diverse customer segments and regional demographics 

• Ensure a balance between growth and profitability 

• Scale efficiencies in purchasing power, IT and supply chain logistics 

• Respond effectively to economic climate and shifts in consumer preferences 

• Share knowledge and best practices in private label, loyalty programs, etc. 

• More efficiently integrate acquired stores with varying sizes and formats  

 

Benefits of X5 Multi-Format Strategy 

X5’s Multi-Format Approach Enables the Company to:  
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As at 30 September 2011, X5: 

• Multi-format presence in 52(1) cities of European 

Russia, the Urals and Ukraine 

• Operated 2,785 stores in total (1,642 thousand 

sq. m. in selling space), including: 

 2,327 Pyaterochka soft discounters, including 

604 Kopeyka stores rebranded as 

Pyaterochka and 3 to be rebranded 

 321 Perekrestok supermarkets, including nine 

Kopeyka stores rebranded as Perekrestok 

 72 Karusel and Pyaterochka-Maxi 

hypermarkets 

 65 convenience stores 

Regional Presence 

Cheboksary 

N.Novgorod 

Tyumen 

Ekaterinburg 

MOSCOW 

St. Petersburg 

Perm 

Izhevsk 

Kirov 

Ufa 

Chelyabinsk 

Orenburg 

Samara 

Toglyatty 

Kazan 

Yoshkar-Ola Arzamas 

Penza 

Saratov 

Tambov 

Ryazan 

Ulyanovsk 

Saransk 

Ivanovo 

Kostroma 

Vladimir 

Vologda 

Cherepovez 
Tver’ 

Veliky Novgorod 
Pskov 

Smolensk 

Kaluga Bryansk 

Orel Tula 
Kursk 

Belgorod 

Lipetsk 

Voronezh 

Rostov-na-Donu 

Volgograd 

Krasnodar 

Sochi 

Novorossiysk 

Stavropol Elista 

Astrakhan 

Yaroslavl 

North-West region 
Moscow & Central 

region 

Volgo-Vyatsky 

region 

South region 

Sredne-Volzhsky 

region 

Urals region 

Privolzhsky region 

Centralno-
Chernozemny region 

X5 discounters: 1,076 

X5 supermarkets: 186 

X5 hypermarkets: 14 

Convenience: 65 

 

X5 discounters: 150 

X5 supermarkets: 20 

X5 hypermarkets: 9 

 

  

X5 discounters: 216 

X5 supermarkets: 7 

X5 hypermarkets: 5  

X5 discounters: 108 

X5 supermarkets: 16 

X5 hypermarkets: 8 

 

X5 discounters: 123 

X5 supermarkets: 26 

X5 hypermarkets: 8 

  

X5 discounters: 111 

X5 supermarkets: 13 

X5 hypermarkets: 5 

X5 discounters: 135 

X5 supermarkets: 9 

X5 hypermarkets: 6  

 

X5 discounters: 408 

X5 supermarkets: 34 

X5 hypermarkets: 17 

7 

Ukraine 

X5 supermarkets:10 

 

(1) With population over 200,000 people. 

 

9M 2011 Net Retail Sales by Region  

55% 

21% 

24% 

0.1% 
Moscow & 
Central region 

St. Petersburg & 
North-West 

Other regions 

Online 
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Non-Food DC locations as at 

30 September 2011(1) 

29(1) 

13.1 1 Privolzhsky 

v v 15.6 1 South 

v v v 20.1 2 Sredne - Volzhsky 

v v v 33.7 2 Centralno- Chernozemny 

v v v 27.7 4 Urals 

v v v 29.8 2 Volgo - Vyatsky 

v v v v 81.7 5 North - West 

v v v v 291.9 12 Central 

Frozen Fresh 
Fruit &  

Veg Dry 000  sq . m. #  of D Cs Region 

Total(1) 

1 

v v 1 

v v v 

v v v 

v v v Urals 

v v v 

v v v v 

v v v v 

Frozen Fresh 
Fruit &  

Veg. Dry 000  sq . m. #  of D Cs Region 

v v v 

v 

v 

v 

Distribution Infrastructure 

• As at 30 September 2011 the Company operated 29 

DCs with overall warehouse capacity of 514 

thousand sq. m. – i.e. the Company had an 

operational DC in each region of operations 

• We integrated five DCs previously operated by 

Kopeyka into our logistics infrastructure, two in the 

Moscow region, one in N. Novgorod, one in 

Voronezh and one in Samara 

• The Company‟s supply centralization level reached 

75% for the first nine months of 2011  

(1) Including five Kopeyka DCs. 
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80
105

Q3 2010 Q3 2011

+ 32%

(4%)
(2%)

(4%) (4%)

7%
10%

6%
8%

Moscow & 
Central Region

St. Pet. & 
North-West

Other Regions TOTAL

Basket Traffic

Kopeyka 

Contribution, 

% 

In Q3 2011: 

• Consolidated net retail sales increased 32% year-on-year in RUR terms 

to RUR 104,979 mln or 39% in USD terms to USD 3,611 mln 

• Organic sales increased 18% in RUR terms year-on-year while 

Kopeyka‟s Q3 2011 sales contributed approx. 14% to X5‟s consolidated 

Q3 2011 RUR net retail sales growth(1) 

• X5‟s LFL sales grew 4% in RUR terms year-on-year  

• 102 stores added on net basis 

• 297 Kopeyka stores were rebranded 

 

 

Q3 2011 Net Retail Sales(1)  

Q3 2011 LFL Sales by Region 

Based on RUR-denominated 

gross retail sales 

   + 3% 

 + 8% 

 + 2% 
     + 4% 

Sales Growth 
Composition 

RUR 

  LFL,  

% 

  Organic  
Expansion, 

% 

  
Total  

Change, 

% 

Hypermarkets   2 7 9 

Supermarkets   6 9 15 

Soft Discounters   3 19     22 

  
4 

  
Total Gross Retail Sales 14 14 32   

FX Effect 
        

7 

39 Total Change %, incl. FX 

 

(1) Kopeyka results are consolidated from 1 December 2010. 

 

Q3 2011 Operational Results 

2,607

3,611

Q3 2010 Q3 2011

+ 39%

RUR billion USD million 
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Convenience Stores 8 17 25 



7% 8%
4%

6%
1%

(5%) (6%)
(4%)

Moscow & 
Central Region

St. Pet. & 
North-West

Other Regions TOTAL

Basket Traffic

(5%)
(2%)

(4%) (4%)

5%

10%
7% 7%

Moscow & 
Central Region

St. Pet. & 
North-West

Other Regions TOTAL

Basket Traffic

(3%)
1%

(4%) (3%)

9%

16%

8% 9%

Moscow & 
Central Region

St. Pet. & 
North-West

Other Regions TOTAL

Basket Traffic

Supermarkets’ Q3 2011 LFL Performance(1) 
Based on RUR-denominated 

gross retail sales 

Hypermarkets’ Q3 2011 LFL Performance 
Based on RUR-denominated 

gross retail sales 

Discounters’ Q3 2011 LFL Performance(1) 

Based on RUR-denominated 

gross retail sales 

+ 6% 

+ 17% 

+ 4% 
+ 6% 

0% 

+ 8% 

+ 3% + 3% 

+ 8% 

(2%) 
+ 2% 

• Soft discounters contributed LFL growth of 3% in Q3 2011 on 4% 

lower traffic and 7% higher basket. Traffic was negatively affected 

across all formats by a slowdown in customer shopping activity 

contributing to a widely-observed slowdown in the Russian food retail 

market 

• Supermarkets delivered 6% LFL growth on 3% lower traffic and a 9% 

increase in basket. They also faced a high base compared to last 

year, when the format launched an aggressive price campaign from 

June to September 2010 

• Hypermarkets‟ LFL growth was 2% in Q3 2011, on 6% higher basket 

and 4% lower traffic 

Q3 2011 LFL Results 

 

(1) Kopeyka stores’ sales are not included  in LFL calculation. 
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674 848 1,039
1,392

2,327

660

179
207
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301
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15
46
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71
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512  

1,012  

1,512  

2,012  

2,512  

3,012  

2007 2008 2009 2010 9M 2011

Soft Discounters Kopeyka Stores Supermarkets Hypermarkets Conv. Stores

358 419 493 586
940192

222
284

313
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60
232
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351295
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Q3 2011 Selling Space Expansion 

Net Selling Space, EoP 
„000 sq.m. 
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Selling Area by Format 
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• In Q3 2011 X5 added a net 102 stores, which includes 114 soft 

discounters, six supermarkets, two hypermarkets, 11 convenience 

stores and the closure of 31 Kopeyka stores, for a total expansion of 

net selling space of 37 th. sq. m.  

• For the first nine months 2011 X5 has added a net 316 stores, which 

includes 328 soft discounters, 11 supermarkets, one hypermarket, 20 

convenience stores and the closure of 44 Kopeyka stores, for a total 

expansion of net selling space of 87 th. sq. m.   

• The Company is on track to deliver on its objective of 540 new stores 

in 2011, with significant store openings planned for Q4 2011   

57% 

0.1% 

21% 

21% 
1% 

Soft Discounters 

Kopeyka Stores 

Supermarkets 

Hypermarkets 

Convenience Stores 



Q3 2011 Q3 2010 
% change   

y-o-y       

3,623.0 2,614.0 

         

39% 

incl. Retail  

      

3,610.7 2,606.6 

         

39% 

       

838.3 629.9 

         

33% 

Gross Margin, % 23.1% 24.1% 

219.8 194.4 13% 

EBITDA Margin, % 6.1% 7.4% 

               

          

            

    

116.1 120.8 

        

(4%) 

Operating Margin, % 3.2% 4.6% 

Net FX Result 

      

  (52.5) 23.1 

         

n/a 

    

(2.8) 111.3 

        

n/a 

Income Tax Benefit/(Expense) 

         

  0.7 (31.7)               n/a 

    

(2.1) 79.6 

        

n/a 

Net Margin, % (0.1%) 3.0% 

Net (Loss)/Profit 

EBITDA   

Operating Profit 

USD mln 

Net Sales 

Gross Profit 

(Loss)/Profit before Tax 

       

  

          

SG&A    

% of Net Sales 

  

(765.1) (545.9) 

21.1% 20.9% 

40% 

 

(1) Kopeyka results are consolidated from 1 December 2010. 

 

 

Q3 2011 P&L Highlights(1)  13 



 Gross profit totaled USD 838 mln, for a gross margin of 23.1%;   

 SG&A expenses as a percentage of revenue increased by 20 bp year-on-year to 21.1%. Kopeyka integration 

effects impacted almost all SG&A items as percent of sales; 

 Net finance costs increased 103% year-on-year in USD terms and 93% in RUR terms due to higher debt; 

 Non-cash USD 52.5 mln FX loss due to sharp RUR/USD movement; 

 Net sales increased 32% year-on-year in RUR terms to RUR 105,340 mln or 39% in USD terms to USD 3,623 mln; 

 

 

(1) Kopeyka results are consolidated from 1 December 2010. 

Q3 2011 Key P&L Developments(1) 

 EBITDA amounted to USD 220 mln, for an EBITDA margin of 6.1%;  

14 

 Net loss of USD 2.1 mln.  



Q3 2011 Cash Flow Highlights 15 

USD mln Q3 2011 Q3 2010 
% change   

y-o-y 

Net Cash Flows Generated from 

Operating Activities 
      308.6          72.8  324% 

Net Cash from Operating Activities  

before Changes in Working Capital 
      224.4        210.6 7% 

Change in Working Capital       181.0        (86.9) n/a 

Net Interest and Income Tax Paid     (96.9)       (50.9) 90% 

Net Cash Used in Investing Activities    (114.8) 97% 

            

Effect of Exchange Rate Changes on  

Cash & Cash Equivalents 
         (18.0)          0.5 n/a 

Net Decrease in Cash & Cash Equivalents        (25.1)           (12.7) 99% 

   (226.6) 

Net Cash (Used in)/Generated from  

Financing Activities 
   28.9 n/a    (89.1) 

Net Cash from Operations of USD 309 mln in Q3 2011 on Significant Improvement  

in Working Capital   



USD mln 30-Jun-11 % in total 

Total Debt 4,098.4 

Short-Term Debt 634.8 15% 

Long-Term Debt 3,463.7   85% 

Net Debt 3,946.9 

Denominated in USD 388.8 10% 

Denominated in RUR 3,558.1 90% 

FX, EoP 28.08 

Net Debt/EBITDA (RUR) (1) 3.59x(3) 

31-Dec-10 

3,684.8 

508.0 14% 

3,176.8   86% 

3,414.0 

385.8 11% 

3,028.2 89% 

30.48 

3.70x(4) 

% in total 

Liquidity Update 

• As of the end of September 2011, the Company‟s total debt amounted to USD 3,578 mln (at RUR exchange rate of 31.88), out 

of which 22% was short-term (USD 771 mln) and 78% long-term (USD 2,807 mln).  Ruble-denominated borrowings accounted 

for 89% of X5 net debt at 30 September, 2011.  X5‟s Net Debt/EBITDA ratio improved slightly to 3.57x compared to 3.70x at 

the end of 2010; 

• As of 30 September 2011, the Company had access to RUR-denominated credit facilities of approximately RUR 125.9 billion 

(approximately USD 3.9 billion). Of this amount, approximately RUR 59.3 billion (approximately USD 1.9 billion) represented 

available undrawn credit lines with major Russian and international banks.  

16 

(1) Debt covenants are set in RUR terms in accordance with loan facilities the Group maintains. 

(2) Based on pro-forma EBITDA of RUR 30,812 mln, i.e. including Kopeyka from 1 October 2010. 

(3) Based on pro-forma EBITDA of RUR 30,861 mln, i.e. including Kopeyka from 1 July 2010. 

(4) Based on pro-forma EBITDA of RUR 28,131 mln, i.e. including Kopeyka from 1 January 2010. 

 

 

 

30-Sep-11 % in total 

3,578.0 

770.9 22% 

2,807.1   78% 

3,451.6 

390.5 11% 

3,061.1 89% 

31.88 

3.57x(2) 
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 Focus on formats‟ value propositions 

 Further assortment improvements: local sourcing, private label, non-food 

 

 Step-up in new store openings 

 Special focus on discounters, selective openings of supermarkets and hypermarkets 

 Moscow remains an important growth area, while regional expansion is concentrated on regions with existing 

operations to grow market share, improve local purchasing power and maximise economies of scale 

 

 Kopeyka integration fast-tracked to one year  

 

 Further improvement of service levels and product availability to enhance competitive advantages and drive sales 

 Completion of SAP introduction with roll-out of SAP for Enterprise Management 

 

 Separation from supermarkets for more efficient management of the format 

 Focus on “small boxes”, further development of economy-class hypermarkets 

 

 Prudent cost management 

 Focus on cash generation, working capital management and disciplined CapEx plan execution  

 Gradual deleveraging of the balance sheet 

 

 

 

 

 

2011 Strategic Priorities  

Customer 

Focus 

Organic 

Expansion 

Kopeyka 

Integration 

Supply 

Chain & 

IT Systems 

Tight 

Financial 

Discipline 

Hypermarket 

Turnaround 
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2011 - Healthy Cash Flow 

(899) (997) 

(245) 
(458) 

(659) 

(189) 

(1,090) 

427 
629 734 

378 

2007 2008 2009 2010 2011F-2013F 

Investing Cash Flow - organic Investing Cash Flow - M&A 

Operating Cash Flow One-off Retail Law effect 

USD mln 

 
(1) 2011F-2013F cash flows – not according to scale. 

(2) Not including debt assumed in M&A transactions. 
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illustrative(1)(2) 



Long-Term Vision 

 Creating National Retail [Champion] Leader?  

20 

• Successful Implementation of Multi-Format Strategy 

• Low Cost, Best-in-Class Retail Operations 

• Moscow and St. Petersburg as Cash Generators Supporting  

Growth of Regional Operations 

 

 

 

 

National Champion in Retail  



47.86%

19.85%

0.02%

32.16%

0.11%

Alfa Group

Founders of Pyaterochka

X5 Management and/or 

Supervisory Board members

Free Float

Treasury Shares

Total number of shares – 67,893,218 

Equivalent of 271,572,872 GDRs 

X5 Share Capital Structure 21 



IR Department Contact Details 

Anastasiya Kvon 

IR Director 

 

X5 Retail Group N.V. 

28 bldg., 4, Sr. Kalitnikovskaya,  

Moscow, Russia 

 

Tel.:   +7 (495) 792 3511 

Mob.: +7 (926) 358 8545 

 

E-mail: Anastasiya.Kvon@X5.ru 

Web: www.X5.ru 

Andrey Napolnov 

Deputy IR Director 

 

X5 Retail Group N.V. 

28 bldg., 4, Sr. Kalitnikovskaya,  

Moscow, Russia 

 

Tel.:   +7 (495) 662 8888 ext. 22-455 

Mob.: +7 (926) 654 6262 

 

E-mail: Andrey.Napolnov@X5.ru 

Web: www.X5.ru 
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