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Disclaimer

Byattendingthe meetingwhere this presentationis made,or by readingthe presentationslides,youagreeto be boundby the following limitations:.

Thematerialscontainedin this presentationd & t NB & S Kaliebekrdpgpatedsolelyfor the usein this Presentationand havenot beenindependently
verified. No representation,warranty or undertaking,expressor implied, is made asto, and no relianceshould be placedon, the fairness,accuracy,
completenesr correctnesof the information or the opinionscontainedherein Noneof O'KeyGroupSA. 6 & (f RS LI yick anyisBareholderof the
Company,nor any of its or their affiliates, advisorsor representativesshall have any liability whatsoever(in negligenceor otherwise) for any loss
howsoeverarisingfrom anyuseof this Presentatioror its contentsor otherwisearisingin connectionwith the Presentation

No part of this Presentationnor the fact of its distribution, shouldform the basisof, or be relied on in connectionwith, any contractor commitmentor
investmentdecisionwhatsoever

ThisPresentationis not directedto, or intended for distribution to or use by, any personor entity that is a citizenor residentor locatedin any locality,
state, country or other jurisdictionwhere suchdistribution, publication,availabilityor usewould be contraryto law or regulationor whichwould require
anyregistrationnor licensingwithin suchjurisdiction

Matters discussedn this Presentationmay constitute forward-looking statements Forwardlooking statementsinclude statementsconcerningplans,

objectives,goals, strategies,future events or performance,and underlying assumptionsand other statements,which are other than statements of

historicalfacts Thewordsé 0 S f MSES IO § B & GAMLYHGISS/SREEITAK F 8 REOULINMR APAd ¥ & & 5 K 2 amél déilarexpressions
identify forward looking statements Forwardlooking statementsinclude statementsregarding strategies,outlook and growth prospects future plans

and potential for future growth; liquidity, capital resourcesand capital expenditures growth in demandfor products economicoutlook and industry

trends developmentsof markets the impactof regulatoryinitiatives andthe strengthof competitors

Theforward-looking statementsin this Presentationare basedupon variousassumptionsmany of which are based,in turn, upon further assumptions,
includingwithout limitation, Y I v I 3 S \e&asiifiafdaiiof historicaloperatingtrends, datacontainedin the / 2 Y LJI ngadresand other data available
from third parties Theseassumptionsare inherently subjectto significantuncertaintiesand contingenciesvhich are difficult or impossibleto predictand
are beyondits control and it may not achieveor accomplishthese expectations peliefsor projections In addition, important factorsthat, in the view of
the Company,could causeactual resultsto differ materially from those discussedn the forward-looking statementsinclude the achievementof the
anticipatedlevelsof profitability, growth, cost, the timely developmentof new projects,the impactof competitivepricing,the ability to obtain necessary
regulatory approvals,and the impact of generalbusinessand global economicconditions Pastperformanceshould not be taken as an indication or
guaranteeof future results,and no representationor warranty,expressor implied, is maderegardingfuture performance

Neitherthe Companynor any of its agents,employeesor advisorsintend or haveany duty or obligationto supplement,amend,update or reviseany of
the forward-lookingstatementscontainedin this Presentationor to update or to keepcurrent any other information containedin this Presentation The
information and opinionscontainedin this documentare providedasat the date of this Presentationand are subjectto changewithout notice.

Byreviewingthis Presentationand/or acceptinga copyof this document,you acknowledgeandagreeto be boundby the foregoing
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AhQyo , DB aAnth largest food
retailer in Russia by revenue

168 stores

72 hypermarkets 37 supermarkets
59 discounters

A Ourprimary retail format is the modern,
Western Europeastyle hypermarketnder
0KS th@and®h QY9 , adzlISNXI
and our DA! discountezhain)

Su

z

| vanovo | [ Syktyvkar ]
w

Key facts:

A1s years history
A Experienced management team

A One of the market leaders in St Petersbu 0
with astrong presence in Moscow and oth&r
largecities inRussia

@

A Strong brand known for the quality of
products andbestin-class shopping

experience @ o

A . . [ Upetsk ] [_Nizhny Novgorod ] v
A Threedifferentiated formats of modern food (2 T (2]
retail: hypermarket supermarket and (2 %) @ O
discounter format Qo Eororoon L N | —e— 3
= Saratov
< Qo oo ] v
A High logisticgentralisatiorlevel: one federal @ @ (1) (2
and tworegional distributiorcentresfor [Sodi ] [Stavopa | €39 % o 1)
hypermarket andsupermarket segment, one [ stralhan ]
distribution centrefor discounter stores
4 .H}fpermarket ? Distribution center
A More than 23,000employees p——
.Discounter store ? Distribution center for
discounter stores
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I h Q Y®rqup history 5

AhQvo Das Folintled A Focus ofEXPANSIOMw dza & A I Q& 1.5 A ONEINE/SALES PLATFQRIMched
: markets
AFRSAQYO . | .t QpeaetwSto ¢ " A STRENGTHENINGManagementeam
Petersburg 6 NEW REGIONS A NEW DISCOUNTER FORMAJer the DA!
A TOR10retailer by revenue brand
A 37 total stores A 146 total stores
A DOUBLEBelling space to >190 k m2 A >590 K MXelling space
2001- 2003 2008 - 2009 2015
Revenue, RUBIN 175
162
152
139
o3 @ 117

68
07 3 7 2 18 3t S
_—_________——___

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
2004 - 2007 2010- 2014 2016

A Emergence as@NE OF THE LEADIN@onal

S -
A Strategy ofstablishinREGIONAL MARKET: | Russian retailers A 40%logisticscentralisatiorlevel

A Presence i”7 REGIONS
=S ARIARes A RAPID EXPANSI@\Vioscow and key regional | _ .
A 8 HYPERMARKETS AND 2 SUPERMARKETS markets A MOBILE AP#I iOS and Android launched in
openedin St Petersburg 2016

B A 1PO on the London Stock Exchange A 164 total st
' otal stores
A 115 TIMEShcreased selling space A >100 total stores

to 87 km2 A >600 K MXelling space
A >550 K M&elling space 2=
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I h Q Y®&rqup at a glance

6ll

selling space
(ths sqm)*

168

stores

25

cities

D 4

DC

OKEW  OKEW

supermarkets hypermarkets
37 stores /2 stores 59 stores
Retailer in Russi 50 55 3 5 O
S 14,5% 444 23 52
(2016) revenue CAGR clients employees**
20092016+
?; DistrLt:Lgionb o er (three DCs for hypermarket and supermarket segm and one DC for discounter segment) O,KEV

* of 31 mbez016 FROUP OF COMIPANIES
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1H 2017 Results: Revenue and gross profit

A Grouptotal revenue increased by 2.7% YoY from RUB 83167 % RUB 85,96nIn drivenby:
A HigherLFL average ticket in hypermarket and supermarket segment (upYo8%

A sund performance of our discounter segment demonstrating 42.5% YoY increase in LFL traffic and a 17.6% YoY
increase in LFL average ticket

>

Revenuan the segment of hypermarkets and supermarkets was almost flat YoY reaching Bilr29®e stable
performance was for the most part driven by effect of a high base in the beginning of the year and continuous work on
our assortment in Q2 reflecting in average ticketrease

A Revenuen the discounter segment grew HY9%YoY to RUB 4,718In. The segment continues to deliver solid results
largely driven by consistent growth in traffic and avertigket

A Groupgross profit rose by 4.1% YoY to RUB 19,438 with gross margin expanding by 30 bp%to 22.6
Trading spaceths. n? Total revenue, RUBIN Group gross profit, RUB1IN
B V ;
602 610 85 969
83 672

521 523 81 256

1H 2016 1H 2017 1H 2016 1H 2017 1H 2016 1H 2017

®m Hypermarketsm Supermarketss Discounter Discounters

m Hypermarkets and supermarkets

* As of August 2017, including two new discounters opened in July 2017 o"(Ev
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1H 2017 Results: EBITDA

> >

>

>

GroupEBITDA increased by 9.4% YoY to RUB B)BB0ith EBITDA margin growing by 20 bps td%4.2

EBITDAn the segment of hypermarkets and supermarkets increased by 0.7% YoY to RUBIA %08 the segment
margin growing by 10 bps to 34Mdue to ongoing cost optimization

In1H 2017 discounters demonstrated an improvement of EBITDA from (l@4tb (958bln) due to larger number of
stores, higher sales density and better gross profit margin oséwnent

Key drivers:

A

A
A

Gross margin increase by 30 bps to 22.6%

Personnetosts as a percentage of reventdecreaseby 50 bps t®.5%

Advertising and marketing expenses as percent of revemcreaseby 30 bps to 1.2%
Other SG&A items as percent of revenue changed immaterially

EBITDA and EBITDA margin dynamics by segment

4 577 4 608

- I l3 ]

1H 2016

1H 2017
(1,241) (958)

m Group m Hypermarkets and supermarkets ® Discounters EBITDA margin
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Debt Portfolio 10

TheDNR2 dzLJQ&d $SAIKGISR I GSNFXr3IS NI GS 2y GKS RSO0 LRNILF2fA2 |
the same period last year when the rate stood at 10.7%. The Group continues to optimize the debt portfolio

As ofAugust2017shortterm part of the credit portfolio is aroun@%. Morethan 65% shall be repaid #0192021

In May 2017, the Group placed 4 year RigBominated bond in the amount of RUB 5I@ with coupon rate of 9.55% on

InJanuary 2017 the Group repurchased part of RUBIB.Bond issue placed in October 2013 in the amount of RUB

INWI ydzt NBE HamMT CAGOK wlidAy3aa O2yFANNSR (GKS DNRdAzLIQa NI Ay

A 97% of debt portfolio is RU@enominated
A
demonstrating the average rate decrease to 9.9% in2ady
A
A The Group has one covenanhet debt/EBITDAelow 4x
A
the Moscow Exchange
A
577.8min
A
A

InMay 2017 the Group placed four year RUBIBrOexchangeraded bonds due April 2020 on the Moscow Exchange
with a coupon rate of 9.5%

As of 30 June As of 31 December As of 30 June
2017 2016 PAONKG)
Total debt 37,247 36,295 34,335
Shortterm debt 3,410 4,622 10,616
Longterm debt 33,837 31,673 23,719
Cashé&caslequivalents 2,498 11,463 4,245
Net Debt 34,749 24,832 30,090
Net debt/LTM EBITDA 3.6x 2.7x 3.4x
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Hypermarkets and Supermarkets: footprint 12

A 1 8LISNYMIENLSGE 9 & dzLIS NI lc NbdSrii WestersERSpbEn stye @ydretad! formaldwitfi & passion
for quality, best value proposition and the ambition to deliver a unique customer experience

A Headed by MiMiodragBorojevic a retail professional witin-depth expertisen food retail industry, including almo$6
years in senior management roles wKlaufland(part of SchwarZroup) and REWE ltaly
A alyr3sySyid GSryY SELISNASYOSR Ay wdzaaral Qa NBGFAE &LN OS
A The first store was opened B002.As of July 2017 there a® hypermarkets and 37 supermarksteres, located ir25
cities across Russia
A Three ownedlistributioncenters: federal DC in Moscow region (52,008 amd two regional DCs in St. Petersburg region
(28,000 )
A hQYy9o, Aa (GKS FANRG Y2y 3 wdzd aAl y-cimerée opefations ntSSAedersbiairg | dzy
and Moscow offering a full range of hypermarket products for halekvery
A In1H 2017 60% of revenue accounted$or Petersburgnd Moscow (41% and 19% respectively)
Net retail revenue Traffic Average ticket
8.8%
6.4% 6.2%
4.4% 4.3% 4.3%4.2%
) 2.6% . 2.4%
I o 2.0% :’)'9% II 13% L.7%1 00 1.0%
_ m 02y L™ m
(0.2% (0.2% (o 7%) I 2014 2015 2016 1H 2017
(2.6%
4.3% 9
2014 2015 2016 1H(2017) (4.2/0) (5.3%)
2014 2015 2016 1H 2017
mAIl mLFL mAll mLFL mAI mLFL
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I Hypermarket Profile

Hypermarkets

Share irsales intH 2017 85%
No. of stores, 1H 2017 72
Il SNJ 3S ad2NB asStftay3a 78LI OST v,
Total selling space @) 1H 2017 523,257 (86% of total)
Percentage of ownedpace 50.0%
AverageCAPEX per owned store RUB1.1bIn
AverageCAPEX per leased store RUB 350nin
Payback period per ownextore 7 years
Payback periotbr leased store 4-5 years
Product range SKUs: 3,000
Fresh+ UltraFresh 45.0%
Dry: 15%

Nonfood: 14%
Drinks: 13%
Cosmetics/Detergent®%
Own production: 4%

Average ticket (RUB) in 2917 992
Target audience Liveswithin 15 min by car
Locations Near public transportation
hubs, in areas withimited
competition

Interior of hypermarket in St. Petersburg




I Supermarket Profile

Share irsales inlH 2017 10% : OBOLHM
No. of stores1H2017 37 T : = < -

| SN 38 aG2NB 8StfAy3d HII OS oW B ——
Total selling space @) 1H 2017 47,640(8% of total) o
Percentage of ownedpace 37.8%

AverageCAPEX per owned store RUB 300nIn

AverageCAPEX per leased store RUB 100nin

Payback period per ownextore 7 years

Payback perioéor leased store 4-5 years

Product range SKUs: 1,000

Fresh+ UltraFresh 52.0%
Drinks: 18%

Dry: 17%
Cosmetics/Detergent$%
Non-food: 5%

Own production: 3%

Average ticket (RUB) in 1H 2017 524

Target audience Liveswithin 5 minutes by car/
15 min walking distance

Locations Within highly populated
residential districts in close
proximity to roads




I Hypermarkets and Supermarkets: new concept 15

a2RSNYy 221 9 FSSt G2 NBaLRyR (2 {fré¢eShofidiai2YSNBRQ SELISOG!
Orientation is facilitated by multicolored navigation

More efficientorganisationof the selling space to respond to the customer expectations for fun and kissslshopping
Seltcheckout counters with Self Scanning technology

A
A
A
A
A dFreshh NBclstyled as an open market, area where customers can find the variety of fresh products
A & CI NI $ NXgthe AreaNhSrash dairy products delivered every morning from farms

A selfservice green salad bar

A Sectionof men and women clothes and shoast at thecentral positions in thetore

A

Enhanced drinks and alcohol sections placed at theidgat corner of the shop

GCl NYSNR& / 2 Ny SNE




I Assortment & Marketing: private label evolution 16

Over the last fewyears we commenced PL brandelaunch project covering mainly foodategories

Ve

A Our supermarkets and hypermarkets offer two Key results achieved:
types of PL brand:

A G ¢ K Wihal¥oub S S RtHlcater to the
price-sensitive customerver B0 SKU)

Ve

A ¢h QY 9tp address the needs of customers
seeking valudor-money (over B6 SKU)

A 85% of products produced by local suppliers CONTRACTS SIGNED* SKU
A Our PL brands are average cheaper by 280% 2016 2016
than branded productsf the same quality 125 1.000+
A Implemented speciajuality control programme *with the producers in the regions under both brands

& ¢ NI} RS Y I q\Oustom&sy Guarantéepids
for testingboth production facilities as well as
samples in independent accreditéaboratories

A hQvyo, LINRPRdOGE FNB TSI GdNBR Ay
and in dedicated catalogues published twice a year

o A Y4
zt I NJ Ol 4} f 2

A Dedicated section at the-eommerce website, PL AS % OF REVENUE AWARD
direct mailingto customerbase and advertising
campaignsupportssalesof our PLproducts 2016 2016

- 0 1

A Incoming years we plaio double the share of 5.8% BSSt PL b.rand " To.qd segment
private label brands, including ndnod categories up by 120 bps YoY 3¢ International Exhibition by IPLS

7
* |s apart of our quality control system for products and goods under our private label O'(Ev

GROUP OF COMIPANIES



Omnichannel Simple. Fast. Convenient. 17

OPERATIONAL MODEL FOR ORDER MANAGEMENTCONSUMER CHOICES FOR ORDER COLLECTION

CLOSEST STORE PIC
HOME DELIVERY

(HYPERMARKET
ECOMMERCE
D PICK UP POINTS
WAREHOUS

(EXPECT
TO BE LAUNCHE

DRIVE THROUGH
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I Omnichannelrecent achievements (1)

18

Our online store andmobile app takefull advantage of a growing trend in online shopping in

A}

>

p

p

Our Online Shopping platform is based on the latest steditthe-
art IT solutions

Enhanced functionality of the platform enables to createopping A

listsand share it with the friends and family

Crossdevice mobile applications on iOS and Android viuth
online store functionalityare fully operational

Online orders are fulfilled by the closest hypermarket to the

customer, while customers can choose whether to receive their

2 NRSNJ @A D2 &t GSadéntoy dickighoint, use our
GRNA @S § KNRBlen@fyg servigeNJ K2 Y S
5 pickup points in hypermarkets in Moscow afidn St.
Petersburg, hassifree: pickup takes only five mirtes

Key operating indicators:

Russidby makingthe shoppingexperience more intuitive convenient and quicker

A Own logistics ensures delivery throughout Saint
Petersburg and/loscow

Structure of the basket online is similar to offline with
high share of fresh, meat, fruit and vegetables

-

A Most of the oftline promocampaigns are mirrored
online

Average tickebnline 2.5-3.0 times higher then average
for hypermarkets

A
A Potentialfor expansion in the regions
A

Strong growthg total sales in 2017 will increase 2x vs
2016

NUMBER OF SKU CUSTOMER BASE DELIVERED TONNES REVENUE
2016 2016 2016 2016
25,000 99,500 1,453 RUB 66Inin
+13.6% YoY Up 6.4x YoY up 11.5x YoY up 10x YoY
OKEY
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Omnichannelrecent achievements (2)

2T hQY9, 2 yHomglSivedysetvds
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