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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 (ñPresentationò)have been prepared 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. (ñtheCompanyò),nor any 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 ñbelieve,òñexpect,òñanticipate,òñintends,òñestimate,òñforecast,òñproject,òñwill,òñmay,òñshouldòand similar 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, managementôsexamination of historical operating trends, data contained in the Companyôsrecords 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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Executive summary 4

Key highlights:

Å Macroeconomic conditions remain stable

Å Competitive environment is easing

Å Hypermarkets demonstrate recovering LFLs and steady sales growth

Å Discounters continue to demonstrate impressive growth and higher profitability

Key focus:

Å Higher sales densities and EBITDA growth in hypermarkets

Å New hypermarket concept (we believe in a format of up to 6,000 sq. m)

Å Continued growth of the discounter business coupled with better profitability

Guidance 2020:

Å Hypermarkets: low single-digit growth in revenue and stable EBITDA margin

Å Discounters: double-digit growth in LFL revenue, reach profitability on a monthly basis



O`KEY Group at a glance 5

590
Selling space
('000 sq. m)

8.5%
Revenue CAGR
1H 2010- 1H 2019

148 mln
Customersshopped in
9M 2019

Hypermarkets Discounters

RUB 187 bn
2019 LTM

78
Stores

88
Stores



O`KEY Group geography 6

Notes: (1) Number of stores as of October 2019. 

Hypermarket Discounter
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O`KEY Group supply chain 7

60%
Centralisation rate 

Hypermarkets

100%
Centralisation rate 

Discounters

St Petersburg

2

Moscow

1 1

St Petersburg 

distribution centre

(hypermarkets)

Moscow 

distribution centre

(discounters)(1)

Regions serviced by the St Petersburg DCs

Regions serviced by the Moscow DC

Notes: (1) Service areas are limited to Moscow, Moscow region, Tula region, Tver region, Kaluga region, and Ryazan region.  

21,799 sq. m 7,579

sq. m

52,000 sq. m

55,000 sq. m

Moscow 

distribution centre

(hypermarkets)



O`KEY Group has a strong management team with a 
solid experience in the Russian retail market 8

Armin Burger
CEO of O`KEY

2013ï2018: CEO of Da! 

discounters

2012ï2013: CEO and a 

Member of the Supervisory 

Board of Praktiker AG

2008ï2011: Member of the 

Super. Board Aldi S¿d

1999ï2008: CEO Hofer KG, 

Sattledt, Austria

Konstantin Arabidis
Chief Financial Officer

2012ï2016: various positions 

at O`KEY Group

Before 2012: various 

positions at PWC

Anton Farlenkov
Corporate Development 

Director

2006ï2016: various 

leadership positions at 

Goldman Sachs

2003ï2006: various positions 

at Royal Dutch Shell, 

Infoshare

Ivan Dropuljic
Commercial Director

2012ï2017: Purchasing and 

Marketing Director, Member of 

the Board of Kaufland Croatia

2007ï2012: Fresh Food 

Director at Kaufland Croatia

Up to 2007: various positions 

at Pik Vrbovec and Jamnica

Olga Surnina
Marketing Director

2018ï2019: JSC Arnest, 

Marketing Director Russia & CIS

2016ï2018: Magnit, Head of 

Own Production 

2013ï2016: Nautica, Marketing 

and PR Director

Pavel Lokshin
Operations Director

2016ï2018: CEO of 

Perekrestok Express

2013ï2016: CEO of K-Rauta

2001ï2013: various positions 

at METRO Cash & Carry 

Russia Co.

Tatiana Bukanova
Real Estate Director

2011ï2017: IKEA Russia,  

Head of Legal, Executive 

Manager

2008ï2009: Alshaya Group, 

Associate General Counsel

1999ï2007: Cable and 

Wireless CIS, General Director

Sergey Shadrin
Supply Chain Director

2017ï2018: Auchan Moscow, 

Supply Chain Director

2004ï2018: various positions at 

Danone Russia, Ukraine, and 

Saudi Arabia
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In Q3 2019, hypermarketsô operating performance 
continued to demonstrate gradual recovery 10
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Discounters continued to demonstrate solid growth 
trends in Q3 2019 11
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CPI (monthly) Food CPI (monthly)

Food CPI marginally slowed down in Q3 2019

In Q3 2019, food CPI marginally slowed down but 

remained supportive overallé

élargely driven by higher prices for eggs, grains & beans, 

butter, bread, and others products

Source: Rosstat

13

Price dynamics in August 2019 vs August 2018
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In Q3 2019 consumer sentiment continued to 
demonstrate gradual recovery

Real disposable income improved in Q3 2019 to 3% YoY 

supported by positive wages dynamics 

Source: Rosstat, Central Bank of the Russian Federation
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The percentage of customers who traded down decreased 

on average to 30% in Q3 2019 from 32% a year ago



Competitive environment in 2019 15

Lenta:

Å Put on hold its expansion program

Å Closed 2 hypermarkets and 7 supermarkets 

Å Plans to close another 7 hypermarkets in near future

Karusel:

Å Announced hypermarkets transformation strategy at the end of September:

o 34 stores to become large supermarkets

o 57 stores will be closed or sold

Auchan:

Å The Company continues to close stores (Auchan and Atak) and sell non-core assets in 

Russia, as its performance has been worsening steadily over the past several years

Metro:

Å The Russian division continues to underperform, resulting in severe cost-cutting 

measures (a third of the head office staff was laid off in October)

Overall, the competitive environment is easing and we see a lot of 

opportunities for growth
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O`KEY Group pillars 17

HYPERMARKETS E-COMMERCEDISCOUNTERS



Hypermarkets profile 

Share in total sales in 1H 2019 89.2%

Number of stores 78

Average store selling space (ó000sq. 

m)
7.3

Total selling space (sq. m) 529,055

Percentage of owned selling space 54%

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) LTM 1,070

Target audience Within 15 min by car 

Locations 
Near public transport hubs, in 

areas with limited competition

18

Store front of a hypermarket in Yekaterinburg

Interior of a hypermarket in Yekaterinburg



Hypermarkets: Our priorities 19

Å Frequency of visits through better freshness offers

Å Top quality Private Labels

Å Smarter promo activities

Å Relaunch of loyalty program

Å Focus on the quality of own production

Å New assortment strategy

Å New communication concept in the store

Å Development of new concept store

Å Renovation on the basis of new concept

Å Strict focus on costs



Recently opened store in Yekaterinburg 20

4,541 sq. m

selling space

3,812 sq. m

production area

20.4% 

LFL revenue growth in Q3 2019



Recently opened store in Yekaterinburg 21



Recently opened store in Yekaterinburg 22



New design of private labels to boost traffic (1) 23

Å Renewed óThatôs what you need!ô private label package is designed to take care of 

price-sensitive customer segment

Å The private label category redesign to increase traffic by 10%ï15%



New design of private labels to boost traffic (2) 24

Å The renewed óO`KEYô private label range is designed to cater to middle-class 

customers



New design of private labels to boost traffic (3) 25

Å New óFarmers collectionôbrand within the family of óO`KEY selectionô private label line



New design of private labels to boost traffic (4) 26

Å The renewed óO`KEY Selectionô private label range is designed to cater to upper- and 

middle-class customers



New design of private labels to boost traffic (5) 27

Å New óOrganicôbrand within the family of óO`KEY selectionô private label line



New promo concept: Fresh weekly offers to drive 
frequency of visits 28



Discounters at a glance 29

88
Stores

100%
Logistics
centralisation

700 sq. m
Average store
selling space

2,500
SKUs

49%
Private label 
share in total
revenue

RUB 19 bn
2019 LTM



Discounters profile

Share in total sales in 1H 2019 10.8%

Number of stores 88

Average store selling space (ó000

sq. m) 
0.7 

Total selling space (sq. m) 60,307

Percentage of owned selling 

space 
27.9%

Average selling space (m2) 700

SKUs
SKUs: 2,500

PL SKUs: 49% of total revenue

Product ranges

Fresh: 45%

Dry: 28%

F&V: 15%

Non-food: 8%

Non-food special: 3%

Food special: 1%

FTEs 8

Average ticket (RUB) LTM 490

Target audience
Within 5 min by car/ 15 min 

walking distance

Locations 

Within densely populated 

residential areas in close 

proximity to roads 

30

Interior of a discounter in the Moscow region

Interior of a discounter in the Moscow region



Discounters: Our priorities 31

Å Successful assortment mix

Å Everyday low price

Å Daily deliveries of fresh products in store

Å Focus on freshness

Å Quality of Private Label assortment

Å Own bakery

Å Strict cost control

Å Minimum overheads

Å Expansion speed

International discounter concept fully adapted 

for Russian market and environment 



Growth and expansion: Up to 140 stores 32

35

54

67

82

102

Up to 140

2015 2016 2017 2018 2019F 2020F

Number of stores



Enhancing the shopping experience 33

735 sq. m

selling space

554 sq. m

production area

25% 

LFL revenue growth in Q3 2019(1)

Notes: (1) Data for the discounter located in Moscow region, Obukhovo, opened in April 2016



Enhancing the shopping experience 34



Enhancing the shopping experience 35



Enhancing the shopping experience 36



Private labels in discounters account for 49% of turnover (1) 37

Å Discountersô private label range is represented by 80 brands



Private labels in discounters account for 49% of turnover (2) 38



Private labels in discounters account for 49% of turnover (3) 39



Private labels in discounters account for 49% of turnover (4) 40



Synergies between the two formats 41

1 Joint buying

2 Direct imports

3 Private Label synergies
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Financial highlights 43

Notes: (1) The Group has adopted IFRS 16 from 1 January 2019. Upon implementing the standard, the Groupôs management began to assess Company 

performance based on the figures presented in accordance with IFRS 16.

Revenue, RUB bnÅThe Group revenue increased in 1H 2019 by 2.2%

ÅThe Group EBITDA grew by 3.9% YoY to RUB

6,341 mln compared with RUB 6,105 mln in 1H

2018, while the EBITDA margin increased by 13 bps

YoY to 7.9%

ÅNet profit for the Group amounted to RUB 632 mln

in 1H 2019 compared to negative RUB 897 mln in

1H 2018

EBITDA(1), RUB bn Net profit/(loss), RUB bn

7.9%

EBITDA margin

7.8%

78.2 79.9

1H 2018 1H 2019

6.1 6.3

1H 2018 1H 2019

(0.9)

0.6

1H 2018 1H 2019



In 1H 2019 COGS stayed almost flat YoY as a percentage of revenue 44

COGS breakdown as a percentage of revenue

ÅCost of trading stock decreased by 2

bps YoY

ÅInventory shrinkage increased by 7.2%

YoY in absolute terms, mainly due to

cancelling supplier returns of products

with a shelf-life of less than 30 days

ÅLogistics cost remained almost

unchanged YoY

71.7% 71.6%

1.8% 1.8%

2.5% 2.5%

0.4% 0.4%

1H 2018 1H 2019

Cost of trading stock Inventory shrinkage

Logistic costs Labelling and packaging costs

76.4% 76.4%

(2 bps)

9 bps

(0 bps)

(1 bps)

6 bps


