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Disclaimer

By attending the meeting where this presentation is made, or by reading the presentation slides, you agree to be bound by the following limitations:

The materials contained in this presentation ( i Pr e s e rhava beenoprepajed solely for the use in this Presentation and have not been independently
verified. No representation, warranty or undertaking, express or implied, is made as to, and no reliance should be placed on, the fairness, accuracy,
completeness or correctness of the information or the opinions contained herein. None of O’Key Group S.A. ( i tChoemp a nnproajy, shareholder of the
Company, nor any of its or their affiliates, advisors or representatives shall have any liability whatsoever (in negligence or otherwise) for any loss howsoever
arising from any use of this Presentation or its contents or otherwise arising in connection with the Presentation.

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.

This Presentation is not directed to, or intended for distribution to or use by, any person or entity that is a citizen or resident or located in any locality, state,
country or other jurisdiction where such distribution, publication, availability or use would be contrary to law or regulation or which would require any
registration nor licensing within such jurisdiction.

Matters discussed in this Presentation may constitute forward-looking statements. Forward-looking statements include statements concerning plans,
objectives, goals, strategies, future events or performance, and underlying assumptions and other statements, which are other than statements of historical
facts. The words fi b e | i fieevxep, @datn,t & cii ipratt efinedsst, ioma be e@d@ p s o jiiéwvd fi fha yi,s d o and dimilar expressions identify forward
looking statements. Forward-looking statements include statements regarding: strategies, outlook and growth prospects; future plans and potential for future
growth; liquidity, capital resources and capital expenditures; growth in demand for products; economic outlook and industry trends; developments of markets;
the impact of regulatory initiatives; and the strength of competitors.

The forward-looking statements in this Presentation are based upon various assumptions, many of which are based, in turn, upon further assumptions,
including without limitation, ma n a g e mexantinati®n of historical operating trends, data contained in the C o mp a megdids and other data available from
third parties. These assumptions are inherently subject to significant uncertainties and contingencies which are difficult or impossible to predict and are
beyond its control and it may not achieve or accomplish these expectations, beliefs or projections. In addition, important factors that, in the view of the
Company, could cause actual results to differ materially from those discussed in the forward-looking statements include the achievement of the anticipated
levels of profitability, growth, cost, the timely development of new projects, the impact of competitive pricing, the ability to obtain necessary regulatory
approvals, and the impact of general business and global economic conditions. Past performance should not be taken as an indication or guarantee of future
results, and no representation or warranty, express or implied, is made regarding future performance.

Neither the Company, nor any of its agents, employees or advisors intend or have any duty or obligation to supplement, amend, update or revise any of the
forward-looking statements contained in this Presentation or to update or to keep current any other information contained in this Presentation. The
information and opinions contained in this document are provided as at the date of this Presentation and are subject to change without notice.

By reviewing this Presentation and/or accepting a copy of this document, you acknowledge and agree to be bound by the foregoing.
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I O KEY Group at a glance
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I O KEY geography

165

Total number of
stores@
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Hypermarkets
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Notes: () Number of stores as of September 2019. OI’(EY

GROUP OF COMPANIES



O KEY supply chain

@ st. Petersburg Regions of service of St. Petersburg DCs
distribution centers
(hypermarkets)

@ Moscow Regions of service of Moscow DC

distribution center
(hypermarkets) 6 O %
@ Moscow p .
distribution center Centralization rate

di tersy®
(discounters Hypermarkets

0 &

100%

A

Moscow

52,000 m?

Centralization rate
Discounters

55,000 m?

Notes: (M Service areas are limited to Moscow, Moscow region, Tula region,Tver region, Kaluga region and Ryazan region. OI’(EY
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O KEY business model

O'KEY Stakeholders @
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O KEY Group T An established history

A O'KEY GROUP was founded A Focus on EXPANSIONi n Rus si a®6:SA GNLIWE SALES PLATFORM launched
A FIRST O'KEY HYPERMARKET Opened in reglonal markets A STRENGTHENING of management team
St Petersburg A 6 NEW REGIONS A NEW DISCOUNTER FORMAT under the

A TOP-10 retailer by revenue DA! brand

A 37 total stores A 146 total stores

A DOUBLED selling space to >190 k m2 A >590 K M2 selling space

2001- 2003 2008 - 2009 2015
Revenue RUBbIN 162 175 178
152 159
139
83 93 117

G
07 3 7 12 18 St O
_—_________——__—_ [ ]

2001 2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018

2004 - 2007 2010-2014 20162018
A Emergence as a ONE OF THE LEADING
A Strategy of establishing REGIONAL national Russian retailers A SALE O_F _SUPERMARK_ETS BUSINESS
MARKET LEADERSHIP A RAPID EXPANSION in Moscow and key A 60% logistics centralisation level
A 8 HYPERMARKETS AND 2 regional markets A MOBILE APP for iOS and Android
SUPERMARKETS opened in St Petersburg launched in 2016

3 A 1PO on the London Stock Exchange
A T 15 TIMES increased selling space A >100 total stores A 145 total stores

to 87 k m2 . A 578 K M2 selling space
A >550 K M2 selling space
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O KEY has an experienced management team

Armin Burger
CEO of O'KEY

2013-2018: CEO of Da!
discounters

2012-2013: CEO and a
Member of the Supervisory
Board of Praktiker AG
2008-2011: Member of the
Super. Board Aldi S ¢, d
1999-2008: CEO Hofer KG,
Sattledt, Austria

Konstantin Arabidis
Chief Financial Officer
2012-2016: various positions
in O'KEY Group

Before 2012: various
positions in PWC

Anton Farlenkov
Corporate Development
Director

2006-2016: Various
leadership positions at
Goldman Sachs

2003-2006: various positions
in Royal Dutch Shell,
Infoshare

Ivan Dropuljic
Commercial and
marketing Director

2012-2017: Purchasing and
Marketing Director, Member of
the Board of Kaufland Croatia
2007-2012: Fresh Food
Director at Kaufland Croatia
Up to 2007: various positions
at Pik Vrbovec and Jamnica

%4

Sergey Shadrin
Supply Chain Director
2017-2018: Auchan Moscow,
Supply Chain Director
2004-2018: various positions
at Danone Russia, Ukraine,
Saudi Arabia

Pavel Lokshin
Operations Director
2016-2018: CEO of
Perekrestok Express
2013-2016: CEO of K-Rauta
2001-2013: various positions
in METRO Cash & Carry
Russia Co.

Elena Polozova
Human Resources
Director

2013-2015: Senior HR, OKEY
2003-2013: HR Business
partner in Magnit

Pavel Remezov
Real Estate Director

2017-2018: Real Estate and
Development Director at OBI
2013-2017: Format
development Director at Lenta

Ivart Papli
Director for Security and
Risk Management
2012-2015: Risk & Security
manager IKEA Russia
2002-2012: Various positions
at DHL
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I O KEY Group pillars
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Hypermarket Profile

Share in sales in 1H 2019 89.2%
Number of stores 78

Average store selding space/, 1 6000m

Total selling space (m?) 528,124
Percentage of owned trade space 54%
Average CAPEX per owned store RUB 1.1 bin
Average CAPEX per leased store RUB 350 min
Payback period per owned store 7 years
Payback period for 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 1H 2019 1,026
Target audience Lives within 15 min by car
Locations Near public transportation hubs, in

areas with limited competition
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City hypermarkets: our strategic commitment

Efficiency to value

Process excellence

Improvement of working environment
Being professional in everything we do

Assortment & Marketing
Standard diverse assortment
portfolio :
Private labels evolution Standardization
New marketing tools :

Enhancing of Supply chain
Easy stock replenishment
Maximum level of availability

Modernization

y
ey

°Optimization°:’

New IT Infrastructure Store enhancement

More automation Store renovation
Fast and user friendly IT tools
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0 Efficiency to value

5P

o I

STANDARD
BUSINESS PROCESSES

B
— S

Establishing process
baseline in order to
prepare to
breakthrough

ENHANCEMENT

OF IN -STORE OPERATING
GOVERNANCE MODEL
Leveraging corporate

platform to create value as

a company

STRIVING
FOR EXCELLENCE

Best-in-class team
to achieve quality
leadership and
service excellence
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e SC: On-time. Full. Efficient.

Centralization 60%

1 federal &
2 regional DCs

WH and transport Manhattan WMS®

Replenishment ORACLE RPAS
(WH and store) roll out phase

A Optimization of business processes,
aimed at:

A Working capital reduction;

Plans for 2019 A Imp_rovc_e_ment of on shelf
availability.
Al mpl ementation of
technologyo, i n meetder t

requirements of Russian legislation.

Notes: @ Manhattan WMS - warehouse management system; @ Cloud TMS T transport management system based on the cloud platform. o”(EY
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Ie Store enhancement: Modern. Simple. Convenient.

"~ SIMPLIFIED
~ SHOPPING

¢ LIFE -STYLE é
@ DESTINATION

X MODERN
e LOOKING
P STORES

EXPERIENCE
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e Store enhancement: Modern. Simple. Convenient. 17

V. Modern |l ook & feel to responf
expectations for fun and hassle-free shopping

\/  Orientation is facilitated by multicolored navigation
e g

N

V' More efficient organisation of the selling space to respond
to the customer expectations

\V/  Self-checkout counters with Self Scanning technology

V' fFreshh A r eiastyled as an open market, area where
customers can find the variety of fresh products

V fAFar mer 63§ th€area with fresh dairy products
delivered every morning from farms

\V/  Self-service green salad bar

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

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

ffFresh aread in O KEY hypermarket, Yesk
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e Store enhancement: Modern. Simple. Convenient. 18
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Store enhancement: Modern. Simple. Convenient. 19
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e Store enhancement: Modern. Simple. Convenient. 20
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Ie Store enhancement: Modern. Simple. Convenient.
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e Store enhancement: Modern. Simple. Convenient. 27
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e Store enhancement: Modern. Simple. Convenient. 23
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e SC: On-time. Full. Efficient.

Microsoft Dynamics

AXAPTA 2004/2012 o N U e
- SRR

(implementation in all DCs and HQ)

Manhattan WMS, Cloud TMS
Supply Chain Oracle RPAS

(70-80% of sales)

¢ ,.-,J_L:L,/L‘L.LALJ_4 §

Category Oracle RPAS
man ag em ent (implementation in all categories)

Self-scanning stand at O'KEY Svyatoozerskaya hypermarket, Moscow

JDA

(implementation in top-18 categories)

Space management

Further implementation of

Plans for 2019 innovative IT technologies aimed
at business processes
enhancement.
Electronic shelf labeling at O'KEY RIO hypermarket, Moscow
Notes: @ Manhattan WMS - warehouse management system; @ Cloud TMS T transport management system based on the cloud platform. o”(EY
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QA&M: Full. Unique. Competitive.

S ~=_-  SMART PROMO (9))  TARGETMARKETING
- ~ A New promo tools A Personalized offers
— A Co-promo and incremental sales A Cross & Up -sell activities
v A Flexible approach across store formats,
customer segments & geo  -locations

0> O LOYALTY PROGRAM

A Reward initial loyalty
:I:I:y and encourage more purchases
A Providing customers

PRICING POSITION IMPROVEMENT
AChanging of customer 6s

perception
a sense of value
A Target segment -focused solution
- o,
m PRIVATE LABEL EVOLUTION { 1 ALIGNMENT OF ASSORTMENT
O O O _ \ / _
[I J ITI T I‘I T I] A Increase of Private Label share \ A Focus on imports to create a

differentiating factor
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e A&M: Private label evolution

V' Our supermarkets and hypermarkets offer two types

of PL brand:
V fdiThatdés What -tdcatertotree d! o
price-sensitive customers (874 SKU) PL AS % OF REVENUE

V' AO'KEY0 - to address the needs of customers 2018
seeking value-for-money (827 SKU) 6.6%

85% of products produced by local suppliers

<

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

V' Implemented special quality control programme
iTr adeOWEYKkCust omer s (Gdar ant eed O—J(&Af %ﬂ%
\ /
\

for testing both production facilities as well as
samples in independent accredited laboratories

V' O'KEY products are featured in regular catalogues SKU AWARD
and in dedicated catalogues published twice a year

2018 2018
Best PL brand in non-food segment
Best PL in the economy segment
Responsible approach to PL
V' In coming years we plan to double the share of 4" International Exhibition by IPLS
private label brands, including non-food categories

V' Dedicated section at the e-commerce website,
direct mailing to customer base and advertising 1,600+
campaigns supports sales of our PL products under three brands

V' In 3Q 2018 we launched premium private label
brandi O KEY sl ecti on

Notes: @ Is a part of our quality control system for products and goods under our private label. O,’(EY
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Omni. Simple. Fast. Convenient.

OPERATIONAL MODEL FOR ORDER CONSUMER CHOICES FOR ORDER
MANAGEMENT COLLECTION

CLOSEST STORE PICKING
(HYPERMARKETS)
eap® =]
*—* Sl PICK UP POINTS
(o O
DARK STORES

N R
(EXPECTED '[Dﬁ @ ! DRIVE THROUGH

TO BE LAUNCHED) '

-

HOME DELIVERY

ooo
100
ooo

‘-d
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Omni: Functional mobile app

= Purchase goods

= Use facet search and filters
= Use easy templates

* Share basket between users
= View promotions

= Pay online

= View order history

e
' = View offline catalogues

* |ocate the nearest store

= Create an electronic loyalty card

B1oAorypT Danone HaH vepsbif Greenfield

A of Earl fantasy 100n... . . .
T CRArA e e » Access the shopping history, both in the
28 49 pyi -

21,99 py6. 159@-&. form of a detailed receipt and overall
monthly expenses

I B kopausy | l B kopzuny I

= Check accumulated loyalty points and
personalised offers
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Omni: Delivery zones

ST.PETERSBURG

o HM Vesna Altufevo’ 0 HM "Swyatoozerskaya’ o HM ‘Vyborgskoye’ o HM ‘Bolshevikov’

9 HM “Putilkovo’ 9 HM 'GOOD ZONE' e HM ‘Bogatyrskiy Yakhtennaya’ 6 HM ‘Pulkovskoye’

o HM ‘Rostokino’ 0 HM “Kirovograd Columbus’ e HM ‘Ladozhskaya’ o HM ‘Tallinskoe shosse'
OKEY
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I 2018 awards

% § NMPOBEPEHO
POCKAYECTBOM

O'KEY recognized thed . SFadi Retail In 2018 O'KEY was awardbe
/| K| ky¢08 andx / 2 Yy 4 dzY S Nar / K2 A O Réssian mark of quality
. Sad t NAROSa¢ (Roskachestjo

.‘/ R \“

4 sBMa 7
¢APAHTUS KAYECTR, “. ;E S&%%g Aj‘.’
EV,* SAW4L
O KEY awardeagbld and two silver medalat O KEYnobile app (Mobile Family)
the international competitiorfQuality won theplatinum awardin the
Assurance 2018" G/ 2y BSYASYyOS |y

nominationin 2018
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I Discounters at glance

3/ /> RUB8.6bn @ -/00sqg. m

Stores . RevenuelH 2019 '. Average store
" selling space

100% @ 2,571 8 42%

centralisation
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I Discounters Profile

Share in sales in 1H 2019 10.8%
No. of stores 87
Average store selling space 0.7
(606)0m

Total selling space (m?) 59,654
Percentage of owned space 27.9%
Average CAPEX per owned store RUB 150 min
Average CAPEX per leased store RUB 50 min
SKU SKUs: 2,571

PL SKUs: 42% of total SKUs '

Interior of discounter in Moscow region

Product range Fresh: 45%
Dry: 28%
F&V: 15%
Non-food: 8%
Non-food special: 3%
Food special: 1%

Full time equivalent 8
Average ticket (RUB) in 1H 2019 496
Target audience Lives within 5 minutes by car/

15 min walking distance

Locations Within highly populated
residential districts in close
proximity to roads

Interior of discounter in Moscow region
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Discounters: our strategic commitment

Growth and expansion
Up to 130 stores by the end of 2020
Enhancing shopping experience

The best value proposition
Best quality
Best price

Convenient locations e

Excellent customer service

Assortment & Marketing
Strong private labels and

Boet val a exclusive assortment
est value : New marketing tools

for money
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IG Growth and expansion: up to 130 stores

Number of stores

Up to 130

2015 2016 2017 2018 2019F 2020F
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Ia Enhancing the shopping experience
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G Enhancing the shopping experience
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IQ Enhancing the shopping experience
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