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Disclaimer

Byattendingthe meetingwherethispresentationismade,or by readingthe presentationslides,youagreeto be boundby the followinglimitations:

Thematerialscontainedin this presentationόάtǊŜǎŜƴǘŀǘƛƻƴέύhavebeenpreparedsolelyfor the usein this Presentationandhavenot beenindependently
verified. No representation,warranty or undertaking,expressor implied, is made as to, and no relianceshould be placedon, the fairness,accuracy,
completenessor correctnessof the information or the opinionscontainedherein. Noneof O'KeyGroupS.A.όάǘƘŜ/ƻƳǇŀƴȅέύΣnor anyshareholderof the
Company,nor any of its or their affiliates, advisorsor representativesshall have any liability whatsoever(in negligenceor otherwise) for any loss
howsoeverarisingfrom anyuseof this Presentationor its contentsor otherwisearisingin connectionwith the Presentation.

No part of this Presentation,nor the fact of its distribution, shouldform the basisof, or be relied on in connectionwith, anycontractor commitmentor
investmentdecisionwhatsoever.

ThisPresentationis not directedto, or intendedfor distribution to or useby, any personor entity that is a citizenor residentor locatedin any locality,
state,countryor other jurisdictionwheresuchdistribution,publication,availabilityor usewould be contraryto law or regulationor whichwould require
anyregistrationnor licensingwithin suchjurisdiction.

Matters discussedin this Presentationmay constitute forward-looking statements. Forward-looking statementsinclude statementsconcerningplans,
objectives,goals,strategies,future events or performance,and underlyingassumptionsand other statements,which are other than statementsof
historicalfacts. ThewordsάōŜƭƛŜǾŜΣέάŜȄǇŜŎǘΣέάŀƴǘƛŎƛǇŀǘŜΣέάƛƴǘŜƴŘǎΣέάŜǎǘƛƳŀǘŜΣέάŦƻǊŜŎŀǎǘΣέάǇǊƻƧŜŎǘΣέάǿƛƭƭΣέάƳŀȅΣέάǎƘƻǳƭŘέand similarexpressions
identify forward lookingstatements. Forward-lookingstatementsincludestatementsregarding: 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-lookingstatementsin this Presentationare basedupon variousassumptions,manyof which are based,in turn, upon further assumptions,
includingwithout limitation,ƳŀƴŀƎŜƳŜƴǘΩǎexaminationof historicaloperatingtrends,datacontainedin the/ƻƳǇŀƴȅΩǎrecordsandother dataavailable
from third parties. Theseassumptionsare inherentlysubjectto significantuncertaintiesandcontingencieswhicharedifficult or impossibleto predict and
are beyondits control and it maynot achieveor accomplishtheseexpectations,beliefsor projections. In addition, important factorsthat, in the view of
the Company,could causeactual results to differ materially from those discussedin 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,andno representationor warranty,expressor implied,ismaderegardingfuture performance.

Neither the Company,nor anyof its agents,employeesor advisorsintend or haveanyduty or obligationto supplement,amend,updateor reviseanyof
the forward-lookingstatementscontainedin this Presentationor to updateor to keepcurrent anyother information containedin this Presentation. The
informationandopinionscontainedin this documentareprovidedasat the dateof thisPresentationandaresubjectto changewithout notice.

Byreviewingthis Presentationand/or acceptinga copyof thisdocument,youacknowledgeandagreeto beboundby the foregoing.
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!ōƻǳǘ hΩY9¸ Dwh¦t

ÁhΩY9¸ DǊƻǳǇ is the seventh largest food 
retailer in Russia by revenue

ÁOur primary retail format is the modern, 
Western European style hypermarket under 
ǘƘŜ hΩY9¸ brandόhΩY9¸ ǎǳǇŜǊƳŀǊƪŜǘ ŎƘŀƛƴ 
and our DA! discounter chain)

Key facts:

Á15 years history

ÁExperienced management team

ÁOne of the market leaders in St Petersburg 
with a strong presence in Moscow and other 
large cities in Russia

ÁStrong brand known for the quality of 
products and best-in-class shopping 
experience

ÁThree differentiated formats of modern food 
retail: hypermarket, supermarket and 
discounter format

ÁHigh logistics centralisationlevel: one federal 
and two regional distribution centresfor 
hypermarket and supermarket segment, one 
distribution centrefor discounter stores

ÁMore than 23,000 employees

4

37 supermarkets72 hypermarkets

59 discounters

168 stores



hΩY9¸Group history 5

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 20162012 2013 2014 2015

31 51 68
83 93 117

139
152

162
175

ÅhΩY9¸ Dwh¦t was founded

Å FIRST hΩY9¸ I¸t9wa!wY9¢ opened in St 
Petersburg

2001 - 2003

2004 - 2007

Å Strategy of establishing REGIONAL MARKET 
LEADERSHIP

Å 8 HYPERMARKETS AND 2 SUPERMARKETS 
opened in St Petersburg

ÅĬ15 TIMES increased selling space 
to 87 k m2

2008 - 2009

Å Focus on EXPANSIONin wǳǎǎƛŀΩǎ ƪŜȅ ǊŜƎƛƻƴŀƭ 
markets

Å 6 NEW REGIONS

Å TOP-10 retailer by revenue

Å 37 total stores

Å DOUBLEDselling space to >190 k m2

2010 - 2014

Å Emergence as a ONE OF THE LEADING national 
Russian retailers

Å RAPID EXPANSIONin Moscow and key regional 
markets

Å IPO on the London Stock Exchange

Å >100 total stores

Å >550 K M2selling space

2015

2016

ÅONLINE SALES PLATFORM launched

Å STRENGTHENINGof management team

Å NEW DISCOUNTER FORMAT under the DA! 
brand

Å 146 total stores

Å >590 K M2 selling space

Å 40%logistics centralisationlevel

Å Presence in 27 REGIONS

ÅMOBILE APP for iOS and Android launched in 
2016

Å 164 total stores

Å >600 K M2 selling space

Revenue, RUB bln

0,7 3 7 12 18



hΩY9¸Group at a glance 6

vv v

Ѕ т

37 stores 72 stores 59 stores

25
cities*

168
stores*

611
selling space
(ths sqm)*

4
DC**

23 520
employees****

14,5%
revenue CAGR
2009-2016***

Retailer in Russia
by revenue
(2016)

Å As of 4 October2017
** Distribution center (three DCs for hypermarket and supermarket segment and one DC for discounter segment)
*** In ruble terms
**** As of 31 December 2016 

55 444
clients***

supermarkets hypermarkets
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521 523

48 48

33 39

1H 2016 1H 2017

Hypermarkets Supermarkets Discounters

602 610*

1H 2017 Results: Revenue and gross profit 8

Á Group total revenue increased by 2.7% YoY from RUB 83,672 mln to RUB 85,969 mln driven by:

Á Higher LFL average ticket in hypermarket and supermarket segment (up 1.0% YoY)

Á Sound performance of our discounter segment demonstrating 42.5% YoY increase in LFL traffic and a 17.6% YoY 
increase in LFL average ticket.

Á Revenue in the segment of hypermarkets and supermarkets was almost flat YoY reaching 81,256 mln. The 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 ticket increase

Á Revenue in the discounter segment grew by 109% YoY to RUB 4,713 mln. The segment continues to deliver solid results 
largely driven by consistent growth in traffic and average ticket

Á Group gross profit rose by 4.1% YoY to RUB 19,438 with gross margin expanding by 30 bps to 22.6%

Trading space, ths. m2 Total revenue, RUB mln Group gross profit, RUB mln

+1.3%

81 416 81 256

2 256
4 713

1H 2016 1H 2017

Discounters

Hypermarkets and supermarkets

85 969

83 672

+2.7%

18 667 19 438

1H 2016 1H 2017

+4.1%

* As of August 2017, including two new discounters opened in July 2017



1H 2017 Results: EBITDA 9

Á Group EBITDA increased by 9.4% YoY to RUB 3,650 mln with EBITDA margin growing by 20 bps to 4.2%

Á EBITDA in the segment of hypermarkets and supermarkets increased by 0.7% YoY to RUB 4,608 mln with the segment 
margin growing by 10 bps to 5.7%due to ongoing cost optimization

Á In 1H 2017 discounters demonstrated an improvement of EBITDA from (1,241 bln) to (958 bln) due to larger number of 
stores, higher sales density and better gross profit margin of the segment

Á Key drivers:

Á Gross margin increase by 30 bps to 22.6%

Á Personnel costs as a percentage of revenue decrease by 50 bps to 9.5%

Á Advertising and marketing expenses as percent of revenue increase by 30 bps to 1.2% 

Á Other SG&A items as percent of revenue changed immaterially

EBITDA and EBITDA margin dynamics by segment

3 336
3 650

4 577 4 608

(1,241) (958)

1H 2016 1H 2017

Group Hypermarkets and supermarkets Discounters

4.0% 5.6% (55.0%) 4.2% 5.7% (20.3%)

% EBITDA margin



Debt Portfolio 10

Á 97% of debt portfolio is RUB-denominated 

Á The DǊƻǳǇΩǎ ǿŜƛƎƘǘŜŘ ŀǾŜǊŀƎŜ ǊŀǘŜ ƻƴ ǘƘŜ ŘŜōǘ ǇƻǊǘŦƻƭƛƻ ŀǎ ƻŦ ǘƘŜ ŜƴŘ ƻŦ мI нлмт ŘŜŎǊŜŀǎŜŘ ǘƻ млΦо҈ ƛƴ ŎƻƳǇŀǊƛǎƻƴ ǿƛǘƘ 
the same period last year when the rate stood at 10.7%. The Group continues to optimize the debt portfolio 
demonstrating the average rate decrease to 9.9% in July 2017

Á As of August 2017 short term part of the credit portfolio is around 9%. More than 65% shall be repaid in 2019-2021

Á The Group has one covenant - net debt/EBITDA below 4x

Á In May 2017, the Group placed 4 year RUB-denominated bond in the amount of RUB 5.0 bln with coupon rate of 9.55% on 
the Moscow Exchange 

Á In January 2017 the Group repurchased part of RUB 5.0 bln bond issue placed in October 2013 in the amount of RUB 
577.8 mln

Á In WŀƴǳŀǊȅ нлмт CƛǘŎƘ wŀǘƛƴƎǎ ŎƻƴŦƛǊƳŜŘ ǘƘŜ DǊƻǳǇΩǎ ǊŀǘƛƴƎ ŀǘ .Ҍ ǿƛǘƘ ǎǘŀōƭŜ ŦƻǊŜŎŀǎǘΤ

Á In May 2017 the Group placed four year RUB 5.0 bln exchange-traded bonds due April 2020 on the Moscow Exchange 
with a coupon rate of 9.55%

RUB mln
As of 30 June

2017
As of 31 December

2016
As of 30 June

2016

Total debt 37,247 36,295 34,335

Short-term debt 3,410 4,622 10,616

Long-term debt 33,837 31,673 23,719

Cash&cashequivalents 2,498 11,463 4,245

Net Debt 34,749 24,832 30,090

Net debt/LTM EBITDA 3.6x 2.7x 3.4x



Contents 11

22

hΩY9¸ Dwh¦t 1H2017 FINANCIAL RESULTS02

03

04

9

12HYPERMARKETS & SUPERMARKETS SEGMENT OVERVIEW

DISCOUNTERS SEGMENT OVERVIEW

2805 APPENDIX

hΩY9¸ Dwh¦t OVERVIEW01 4



Hypermarkets and Supermarkets: footprint

Á IȅǇŜǊƳŀǊƪŜǘǎ ϧ ǎǳǇŜǊƳŀǊƪŜǘǎ ǳƴŘŜǊ άhΩY9¸έ ōǊŀƴŘ ςmodern Western-European style food retail format with a passion 
for quality, best value proposition and the ambition to deliver a unique customer experience

Á Headed by Mr. MiodragBorojevic, a retail professional with in-depth expertise in food retail industry, including almost 15 
years in senior management roles with Kaufland(part of Schwarz Group) and REWE Italy

Á aŀƴŀƎŜƳŜƴǘ ǘŜŀƳ ŜȄǇŜǊƛŜƴŎŜŘ ƛƴ wǳǎǎƛŀΩǎ ǊŜǘŀƛƭ ǎǇŀŎŜ 

Á The first store was opened in 2002. As of July 2017 there are 72 hypermarkets and 37 supermarkets stores, located in 25 
cities across Russia

Á Three owned distribution centers: federal DC in Moscow region (52,000 m2) and two regional DCs in St. Petersburg region 
(28,000 m2)

Á hΩY9¸ ƛǎ ǘƘŜ ŦƛǊǎǘ ŀƳƻƴƎ wǳǎǎƛŀƴ ŦƻƻŘ ǊŜǘŀƛƭŜǊǎ ǘƻ ƭŀǳƴŎƘ ŀƴŘ ŀŎǘƛǾŜƭȅ ŘŜǾŜƭƻǇ Ŝ-commerce operations in St. Petersburg 
and Moscow offering a full range of hypermarket products for home delivery

Á In 1H 2017 60% of revenue accounted for St. Petersburgand Moscow (41% and 19% respectively)

12

Net retail revenue Traffic Average ticket

8.8%

6.4%

4.4%

(0.2%)(0.2%)

0.6%
2.0%

(4.3%)

2014 2015 2016 1H 2017

All LFL

4.3%

6.2%

2.6%

(2.6%)

(4.2%)

(0.7%)

0.9%

(5.3%)
2014 2015 2016 1H 2017

All LFL

4.3%

0.2%

1.7%
2.4%

4.2%

1.3% 1.0% 1.0%

2014 2015 2016 1H 2017

All LFL



Hypermarket Profile 

Hypermarkets 

Share insales in 1H 2017 85%

No. of stores, 1H 2017 72

!ǾŜǊŀƎŜ ǎǘƻǊŜ ǎŜƭƭƛƴƎ ǎǇŀŎŜΣ ΨлллƳ2 7.3 

Total selling space (m2), 1H 2017 523,257 (86% of total) 

Percentage of ownedspace 50.0%

AverageCAPEX per owned store RUB 1.1 bln

AverageCAPEX per leased store RUB 350mln

Payback period per ownedstore 7 years 

Payback periodfor leased store 4-5 years 

Product range SKUs: 34,000

Fresh+ UltraFresh: 45.0% 

Dry: 15%

Non-food: 14%

Drinks: 13% 

Cosmetics/Detergents: 9%

Own production: 4%

Average ticket (RUB) in 1H2017 992

Target audience Liveswithin 15 min by car 

Locations Near public transportation 

hubs, in areas withlimited 

competition

13

Facade of hypermarket in St. Petersburg

Interior of hypermarket in St. Petersburg



Supermarket Profile

Supermarkets 

Share insales in 1H 2017 10%

No. of stores,1H2017 37 

!ǾŜǊŀƎŜ ǎǘƻǊŜ ǎŜƭƭƛƴƎ ǎǇŀŎŜ όΨлллƳ2) 1.3

Total selling space (m2), 1H 2017 47,640(8% of total) 

Percentage of ownedspace 37.8%

AverageCAPEX per owned store RUB 300mln

AverageCAPEX per leased store RUB 100 mln

Payback period per ownedstore 7 years

Payback periodfor leased store 4-5 years

Product range SKUs: 11,000

Fresh+ UltraFresh: 52.0% 

Drinks: 18% 

Dry: 17%

Cosmetics/Detergents: 5%

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 

14

Interior of supermarket in St. Petersburg



Hypermarkets and Supermarkets: new concept

Á aƻŘŜǊƴ ƭƻƻƪ ϧ ŦŜŜƭ ǘƻ ǊŜǎǇƻƴŘ ǘƻ ǘƘŜ ŎǳǎǘƻƳŜǊǎΩ ŜȄǇŜŎǘŀǘƛƻƴǎ ŦƻǊ Ŧǳƴ ŀƴŘ ƘŀǎǎƭŜ-free shopping

Á Orientation is facilitated by multicolored navigation

Á More efficient organisationof the selling space to respond to the customer expectations for fun and hassle-free shopping

Á Self-checkout counters with Self Scanning technology

Á άFreshh!ǊŜŀέ ςstyled as an open market, area where customers can find the variety of fresh products

Á άCŀǊƳŜǊΩǎ /ƻǊƴŜǊέ ςthe area with fresh dairy products delivered every morning from farms

Á Self-service green salad bar  

Á Sections of men and women clothes and shoes put at the central positions in the store

Á Enhanced drinks and alcohol sections placed at the far-right corner of the shop 

15

Self Scanning technology for self-checkoutάCŀǊƳŜǊΩǎ /ƻǊƴŜǊέ άFreshh!ǊŜŀέ



Assortment & Marketing: private label evolution 16

Key results achieved:

PL AS % OF REVENUE

2016

5.8%
up by 120 bps YoY

Over the last few years we commenced a PL brand relaunch project covering mainly food categories

Á Our supermarkets and hypermarkets offer two 
types of PL brand:

Á ά¢ƘŀǘΩǎ What You bŜŜŘΗέ - to cater to the 
price-sensitive customers (over 580SKU)

Á άhΩY9¸έ- to address the needs of customers 
seeking value-for-money (over 586SKU)

Á 85% of products produced by local suppliers 

Á Our PL brands are on average cheaper by 20-30% 
than branded products of the same quality 

Á Implemented special quality control programme 
ά¢ǊŀŘŜƳŀǊƪ hΩY9¸ ςCustomers` Guaranteeέϝ aids 
for testing both production facilities as well as 
samples in independent accredited laboratories

Á hΩY9¸ ǇǊƻŘǳŎǘǎ ŀǊŜ ŦŜŀǘǳǊŜŘ ƛƴ ǊŜƎǳƭŀǊ ŎŀǘŀƭƻƎǳŜǎ 

and in dedicated catalogues published twice a year 

Á Dedicated section at the e-commerce website, 

direct mailing to customer base and advertising 

campaigns supports sales of our PL products 

Á In coming years we plan to double the share of 

private label brands, including non-food categories

AWARD

2016

Best PL brand in food segment
3rd International Exhibition by IPLS

CONTRACTS SIGNED* SKU

2016

125
*with the producers in the regions

2016

1,000+
under both brands

* Is apart of our quality control system for products and goods under our private label 



Omnichannel: Simple. Fast. Convenient.

PICK UP POINTS

HOME DELIVERY

WAREHOUSE

(EXPECTED

TO BE LAUNCHED)

CLOSEST STORE PICKING

(HYPERMARKETS)

DRIVE THROUGH

17

OPERATIONAL MODEL FOR ORDER MANAGEMENTCONSUMER CHOICES FOR ORDER COLLECTION

E-COMMERCE



Omnichannel: recent achievements (1)

NUMBER OF SKU CUSTOMER BASE

2016

25,000
+13.6% YoY

2016

99,500
Up 6.4x YoY

18

Key operating indicators:

DELIVERED TONNES

2016

1,453
up 11.5x YoY

Our online store and mobile app take full advantage of a growing trend in online shopping in 
Russiaby making the shopping experience more intuitive, convenient and quicker

Á Our Online Shopping platform is based on the latest state-of-the-
art IT solutions

Á Enhanced functionality of the platform enables to create shopping 
lists and share it with the friends and family

Á Cross-device mobile applications on iOS and Android with full 
online store functionality are fully operational

Á Online orders are fulfilled by the closest hypermarket to the 
customer, while customers can choose whether to receive their 
ƻǊŘŜǊ Ǿƛŀ άŎƭƛŎƪ ŀƴŘ ŎƻƭƭŜŎǘέ at a nearby pick-up point, use our 
άŘǊƛǾŜ ǘƘǊƻǳƎƘέ ƻǊ ƘƻƳŜ delivery service

Á 5 pick-up points in hypermarkets in Moscow and 6 in St. 
Petersburg, hassle-free: pick-up takes  only five minutes

Á Own logistics ensures delivery throughout Saint 
Petersburg and Moscow

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

Á Most of the off-line promo-campaigns are mirrored 
online 

Á Average ticketonline 2.5-3.0 times higher then average 
for hypermarkets 

Á Potential for expansion in the regions 

Á Strong growth ςtotal sales in 2017 will increase 2x vs 
2016

REVENUE

2016

RUB 661 mln
up 10x YoY



Omnichannel: recent achievements (2) 19

Pick-up point -άŎƭƛŎƪ ŀƴŘ ŎƻƭƭŜŎǘέaŀƛƴ ǇŀƎŜ ƻŦ hΩY9¸ ƻƴƭƛƴŜ ǎǘƻǊŜHome delivery service

ά5ǊƛǾŜ ǘƘǊƻǳƎƘέ


