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Disclaimer

This presentation ("Company Presentation") comprises certain written materials/ slides
prepared by Public Joint-Stock Company Magnit (the "Company"), strictly only for the
purposes of discussion and feedback with investors and analysts.

This Company Presentation does not constitute or form part of any offer or invitation
to sell or issue, any offer or inducement or invitation or commitment to purchase or
subscribe for, or any solicitation of any offer to purchase or subscribe for, any
securities in the Company or any other entity nor shall it or any part of it nor the fact
of its distribution form the basis of, or be relied on in connection with, any contract or
investment decision in relation thereto.

The information contained herein is preliminary and indicative and does not purport
to contain the information that would be required to evaluate the Company, its
financial position and/or any investment decision.

This document is not intended to provide, and should not be relied upon for,
accounting, legal or tax advice nor does it constitute a recommendation to purchase
the Company's securities.

Accordingly, by attending any presentation in which this document is made available
or by receiving this document through any other means, you represent that you are
able to receive this document without contravention of any legal or regulatory
restrictions applicable to you and will not use this information in relation to any
investment decisions (if any).

The Company Presentation is not directed to, or intended for distribution to or use by,
any person or entity that is a citizen or resident of, or located in, any locality, state,
country or other jurisdiction where such distribution or use would be contrary to law
or regulation or which would require any registration or licensing within such
jurisdiction.

No reliance may be placed for any purposes whatsoever on the information
contained in this Company Presentation or on its completeness. Details included in
this Company Presentation are subject to updating, revision, further verification and
amendment.

The Company is not under any obligation to update or keep current the information
contained in this Company Presentation.

No representation or warranty, express or implied, is given by or on behalf of the
Company or any of its respective subsidiary undertakings, affiliates, agents or advisers
or any of such persons' affiliates, directors, officers or employees or any other person
as to the fairness, accuracy, completeness or verification of the information or the
opinions contained in this Company Presentation and no liability

is accepted for any such information or opinions.

While the information herein is believed to be accurate, the Company, its
shareholders, and its advisors as well as the directors and officers of such parties dis-
claim any and all responsibility and liability whatsoever, whether arising in tort,
contract or otherwise, for the contents of, errors in or omissions from, this Company
Presentation and for any written or oral communication transmitted or made available
to any investor or its advisors or for any loss, cost or damage suffered or incurred
howsoever arising, directly or indirectly, from any use of this Company Presentation or
its contents or otherwise in connection with this Company Presentation.

No representations or warranties are made as to the accuracy or completeness of
any statements, estimates and projections with regard to future performance.

No statement in this Company Presentation is intended to be nor may be construed
as a profit forecast. Interested parties should conduct their own investigation and
analysis of the company, and of the data set forth in this Company Presentation.

This Company Presentation does not constitute or form part of any offer Certain
information contained in this document has been obtained from published and non-
published sources prepared by other parties, which in certain cases have not been
updated to the date hereof.

While such information is believed to be reliable for the purpose used in this
document, the Company does not assume any responsibility for the accuracy or
completeness of such information and such information has not been independently
verified by the Company.

Except where otherwise indicated herein, the information provided in this document is
based on matters as they exist as of the date of preparation and not as of any future
date, and will not be updated or otherwise revised to reflect information that
subsequently becomes available, or circumstances existing or changes occurring after
the date hereof.

Certain statements in this Company Presentation may constitute forward-looking
statements.

Any statements that address expectations or projections about the future, including
statements about operating performance, market position, industry trends, general
economic conditions, expected expenditures and financial results, are forward-looking
statements.

Forward-looking statements may be identified by words like "expects”, "

"plans”, " indicates" and similar expressions.

anticipates”,

intends”,

projects”,

Any statements contained herein that are not statements of historical fact are forward-
looking statements. Such statements are not guarantees of future performance and
involve a number of risks, uncertainties and assumptions.

Accordingly, actual results or the performance of the Company or its subsidiaries may
differ significantly, positively or negatively, from forward-looking statements made
herein.

Unanticipated events and circumstances are likely to occur. Due to various risks and
uncertainties, actual events or results or actual performance may differ materially from
those reflected or contemplated in such forward-looking statements. As a result, you
should not rely on such forward-looking statements in making any investment decision.

No representation or warranty is made as to the achievement or reasonableness of
and no reliance should be placed on any forward-looking statements.

The information with respect to any projections presented herein is based on a number
of assumptions about future events and is subject to significant economic and
competitive uncertainty and other contingencies, none of which can be predicted with
any certainty and some of which are beyond the control of the company.

There can be no assurances that the projections will be realised, and actual results
may be higher or lower than those indicated.

None of the company nor its shareholders, directors, officers, employees, advisors or
affiliates, or any representatives or affiliates of the foregoing, assumes responsibility for
the accuracy of the Projections presented herein.
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( Russian Market Overview

Russian Macro Environment

Stable economic growth
will support retail market

Real GDP demonstrate
sluggish growth

Real GDP YoY growth, %
Inflation is healthy

and supportive
for retailers

CPIl, % YoY; Food CPI, % YoY

1.7%

YoY in 3Q 2019

4.3%

Food CPI, YoY in 3Q 2019

Real wages improved
in TH 2019

Nominal wages growth outpaced

inflation while disposable income

growth remained weak
Unemployment rate, % YoY;
Real wages YoY growth, %;
RDI YoY growth, %

2.6%

YoY in 2Q 2019

J
<

> o Food retail sales

show moderate
growth in real terms

Nominal turnover accelerated
supported by inflation

Food retail sales growth
(nominal and real),
% YoY

Consumer confidence
index is slightly
improving in 2019

Consumer confidence
index

N
1.7%

YoY in 3Q 2019

87%

in 3Q 2019
vs 83% in 4Q 2018

Real food
retail sales
stabilized

Despite negative
real disposable
income dynamics

Real food retail
sales YoY growth, %



(Russian Market Overview

Russian Food Retail
Market Potential

Magnit is a leading company on the growing
Russian food retail market

o Russian grocery e There is still room o Modern retail market o Growth is coming

retail market is big for growth in Russia is from federal players
fragmented

#7 27% #2 +10.9%
Russia's place in TOP-12 list of Share of traditional retail in Magnit is the second largest food sales growth
world’s largest grocery retail mar- Russia is still relatively high... retailer in Russia of TOP-10, YoY
kets, which is higher than UK,
Italy, Turkey, Poland and Brazil Modern VS Traditional Retail Share of TOP-5 retail chains Share in Market Growth

Grocery retail market 2018 TOP-10 Russian food retailers



(Russian Market Overview  Magnit Strategy Operating and Financial Corporate 3Q 2019 Operating and Financial Appendix
Today Results Governance Results

Russian Food Retail
Market Evolution

Grocery retail entering maturity phase, growth just above inflation

Russian Food Retail Sales

Growth phase Maturity phase

RUB tr 328 21 379,1
° 20 022,5
18 778,6

@ Growth, % Food CPI, EOP, %

17 565,8

e 160270 165999
' 15 0554
J 14 402,8
134123 137166
12380,8
o 11143,0
19.3 99614 15.4
9104,3 o
L)
3.9
2002 2003 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Source: Rosstat, Magnit analysis
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Today
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Other Small Formats and Pilots

Own Production & Private Label
Logistics System « Target
Organizational Structure « Employees




Magnit

Today

Magnit at a Glance

SN
S

Key
differentiation
points

@ Multi-format model

@ Strong regional coverage
and “Best-in-local” offering

@ Own production
and private label

S EsG

(@7 #1 retailer in Russia

o

by number of stores with

unrivalled infrastructure platform

Total Number Selling Space, Distribution Trucks

of Stores thousand sq. m Centers

Consistent revenue growth

backed by solid market share, strong

EBITDA margin and low leverage

Revenue Growth Share in Russian EBITDA Margin Net Debt /

9M 2019, YoY Grocery Sector, Adjusted,* LTM EBITDA,
end of year 2018 9M 2019 1H 2019




Russian Market Overview | Magnit Strategy Operating and Financial Corporate 3Q 2019 Operating and Financial
Today Results Governance Results

Geographical Coverage

Urals

1450

53

639

Appendix

Siberian

843

24

301

North North
Caucasus Southern  Central Volga West
Cities
3, 94 ’
r_ Convenience
Federal M Stores
Reglons
Supermarkets 19—+ 122 — 88 — 126 - 3
f_ Drogerie
*Q o J* Stores @_
r_ Distribution
North o
Caucasus ‘i’ Centers

We cover all highly populated regions

As of September 30, 2019
Convenience stores include Convenience stores, Magnit Vecherniy (Magnit Evening), Magnit City
Supermarkets include Magnit Family supermarkers, superstores, Cash&Carry

Total

14 507

5523

38



Russian Market Overview | Magnit Strategy

Operating and Financial Corporate 3Q 2019 Operating and Financial Appendix
Today Results Governance Results
Size of the Store Average ticket Sales density*, Sales LFL Ownership
sg.m (excl. VAT), RUB/ miXx 3Q 2019 structure
@ selling space RUB SQ-m/year @ food @ Sales (Selling Space)
total space @ Non-food @ @ Traffic Owned @
@ Ticket @ Leased

‘ Convenience 482 338 12% 88%
_M, Stores 24l
‘* Drogerie 291 232 100%
_, Stores
43 15
Supermarkets

18% 82%

As of September 30, 2019

-6,0%
-7,4%

0,1%
-3,4%
3,6%

3.7%
1,6%
2,1%

18%‘ 82%
117‘ 89%

1,6% 65%- 35%

* Net retail sales of the last four quarters divided by the average selling space at the end of the last five quarters 10



[ Magnit

Today

Convenience Store

A convenient and affordable
store for everyday shopping

Size of the Store. sq. m

| B

Total size, 482

Sales mix

O— 88% Food items

SKUs, average number

640

Overview

I Routine shopping
I Food for tonight / now

@ Minor stock-up

9 Location

Residential and
business areas

Share of net retail sales

77%



Magnit

Today

Convenience Store

Key operational statistics Store openings
Selling space, thousand sq. m Payback period
00 16.5%
4’ 9 Increase YoY B %
owned Owned
(1 ] 4-6 years
Average ticket Number of tickets Sales density*,
(excl. VAT) 3Q 2019, RUB 3Q 2019, min th RUB/sq.m/year CAPEX th RUB

sq. m of total space
Net retail sales of the last

0 o) * o
2 ll 7 3.4% 1.02 8 7.1% 271 6 o e i e New store Redesign
’ at the end of the last five

quarters

LFL 3Q 2019
Ticket growth Traffic growth Sales growth Time to matu rity

3.6% -3.4% 0.1% 14 months




Russian Market Overview | Magnit Strategy Operating and Financial
Today Results

Supermarket

Comfortable and affordable store for
everyday and major shopping

Corporate 3Q 2019 Operating and Financial
Governance Results

Size of the Store. sq. m

Total size, 4,302

Selling space,
2,015

Sales mix

’— 18% Non-food items

82% Food items

SKUs, average number

Appendix

Overview

Major shopping
Special occasion
Routine shopping
Food for tonight

Location

Residential and
business areas,
shopping centers

Share of net retail sales

15%

As of September 30, 2019 13



Magnit

Today

Supermarket

Key operational statistics

Selling space, thousand sq. m

1 1 O% 35% leased
9 [I- Increase YoY

Average ticket Number of tickets Sales density*,
(excl. VAT) 3Q 2019, RUB 3Q 2019, min th RUB/sq.m/year
12 0.5% 6 -6.0% 21 6 o asns g by
5 9 at the end of the lat fve
quarters
LFL 3Q 2019
Ticket growth Traffic growth Sales growth

1.6% -7.4% -6.0%

Store openings

Payback period

(T I I J ] 6-9 years

CAPEX th RUB
sq. m of total space

New store Redesign

Time to maturity

14 months



Magnit

Today

Drogerie Store

Within walking distance to buy beauty
and health products

Size of the Store, sq. m Overview
Total size, 291 @ Regular shopping
for personal care
and household
goods
Sales mix 9 Location

Residential
100% Non-food and business areas
items

Share of net retail sales

8%



Magnit

Today

Drogerie Store

Key operational statistics Store openings
Selling space, thousand sq. m Payback period
1.2 8 O 34.1%

/ Increase YoY P % y e

ownhe wne
(1 1 J | 4-6 years

Average ticket Number of tickets Sales density*,
(excl. VAT) 3Q 2019, RUB 3Q 2019, min th RUB/sq.m/year

Time to maturity

*Net retail sales of the last

1.1% 22.0% fou qustors dhced by
321 " ° 90 ’ O3 st 10 months

quarters

LFL 3Q 2019
Ticket growth Traffic growth Sales growth

2.1% 1.6% 3.7%



Magnit

Today

Other Small Formats and Pilots

&
M ey
Cash&Carry

Bulk shopping for future
use for personal needs and small
B2B operations

Size & location ~2,500 sq.
m

Assortment, SKUs 3,800

000
000
000
000
000

Pharmacy

Pharmaceutical & health care
products at an affordable price
and in convenient locations

10-100 sq. m

Located inside Magnit cosmetics
stores and appropriate food stores

3,188

Distinctive features

+ Reasonable prices in the regions
of presence

« Conveniently packaged products —
immediately in boxes

« Pharmacies, cosmetics and grocery
stores are mutual drivers of consumer

traffic, which provides a multiplier
economic effect

« Synergies in supply chain
and store operational expenses

City
Small store offering ready-to-go / ready-to-eat
products as well as basic grocery and non-food items

in areas with high traffic. There is a café area where
customers can charge their phones and use Wi-Fi

150-230 sq. m

High traffic areas — near office buildings,
universities, and enterprises

2,000

* Pastries (cooked in-store)
« Ready-to-go products (sandwiches, coffee,
drinks, etc.)

» Washed and ready-to-eat fruits
« Dairy products

* Ice cream

* Wine



Magnit

Today

Other Small Formats and Pilots
QY =00 o]

Evening Russian Post Petrol Stations

Modern and convenient alcoholic beverages store Basic assortment in Russian Post offices Basic food and non-food products
with low regular prices on wide selection of spirits including remote areas with the in drivers’ segment
and complementary products as well as basic population
assortment of day-to-day goods of less than 3,000 citizens
Size & location ~150 sq. m 10-70 sq. m 50 to 150 sgq. m
Points of sale within Ultra-small points
post offices at petrol stations

Assortment, SKUs 2,400 200 tO 600 900

* Wine s 43 . + Ready-to-go & ready-to-eat products
.. Distinctive features ] Y g . Y :
« Spirits « Coffee & soft drinks
» Soft drinks - Post offices located in cities; » Confectionery
* Beer « Focus on impulse products * Non-food products
* Tobacco « Stores in villages offer * Tobacco
basic necessities




Magnit

Today

E-commerce

o E-commerce has o Russian e-commerce e FMCG categories particularly
considerable growth market under-penetrated in Russia
potential in Russia remains very fragmented |

compared to biggest markets
Share of e-commerce Share of top players, E-commerce penetration, %
in total food market FY 2017 .
. UK ‘ Russia

25%

31%

Amazon Multi-category 17

13
8% 11 10 11
7 7 8
5%
' Key grocery No strong B 4 3
on-line retailers: multi-category
. Utkonos e-seller 0,2
0% « Perekrestok.ru
* Azbuka Vkusa Electronics... Home... Fashion Kids Beauty... Petcare Pharmacy Grocery

Korea UK USA Russia - O'Key



Magnit

Today

Private Label

v
L)
p Well-developed
Unique value offer infrastructure 2 6
Private Label will help us We have what it takes to launch :
to differentiate from competition more Private Labels with greater Private Labels including
and enhance our CVP customer appeal
@ Value and honesty @ In-house @
Best value for money combination production

>1,000

SKUs

@Trust @ Direct
Quality assurance imports
& Availabil 4 Multi-format and scale
vailability

Always on the shelf Available in all three

Localization price
Fully adjusted to local needs segments — low,
medium
- l and higho
20%0 o
T A Higher gross margin Our target sales

vs branded products

Private Label is a driver
of positive impact

on our economics .
Mushrooms production @

complex in Krasnodar
region



Magnit

Today

Own Production

We develop own production facilities to increase the share
and variety of private label products in our stores

Agricultural enterprise Food production

o I )

K

il T & 5=

Cucumbers, Potatoes, bulb Mushrooms Confectionar Grains, cereal Vinegar, syrups, Cook-chill Instant food Spices, sunflower Fish
tomatoes, onion, beetroot, y products, pasta  water products seeds, nuts
lettuce carrots & Sweets

agricultural enterprises
complexes

Our own production facilities are
mostly located in Krasnodar region —
agricultural center of Russia




Magnit

Today

Organizational Structure

Target
organization

Convenience
Stores

Multi-format

Head E Supermarkets

CEO

Stores

E Cosmetics

Decentralized
operational
decision-making

Front office decisions are now delegated
to regions (CVP implementation, redesign,
local category management, suppliers,
quality control, etc.)

Format directors are subordinate to one
multi-format head to strengthen expertise
of each business segment

Matrix-based management structure with
administrative and functional reporting lines

Each region is responsible
for its own P&L and KPIs

“Format-free thinking” while developing
territories: optimum portfolio of formats and
product range groups to meet local needs

DO
Head
Office

Head Office is responsible
for strategy development,
methodology and serves
as a center of best practice
to implement across
regions

o Centralized back-office

functions: Shared Service
Center set up in July 2019
to process transactional
tasks (accounting

and HR)



Magnit

Today

Logistics System

North North
0 9 c I Central Volga Southern Urals West Siberian  Caucasus Total
Centralization Ratio
9M 2019 u
1 e00® o000 o0 o ° o)
91 Distributi 000 000 000 o ([ [
. istribution 0000 0000 OO o o o o
Pelivered from DC T 3
= oq Centers 10 10 8 3 3 3 1 8
9% 519
Direct supplies 476
. . 321
o Nationwide coverage =
Federal, regional and import 1
sourcing capabilities =1=1 Warehouse 47 125 90 *
Space, th. sq.m . - - 40 1 ,71 8
e A combination of in- _— _— _— _— _— _— =
house
and.outsourced flget of Number 2099 1358 094 o
vehicles ensures high of Stores
service level and control 5947 6 150 3232

9 Efficient ownership model
ensures high reliability
and cost control

B

- oq Trucks 5,776




Russian Market Overview | Magnit Strategy

Today

Employees

300,102

Headcount of Employees

Operating and Financial Corporate
Results

Governance

3Q 2019 Operating and Financial Appendix

-~

Other
formats

Super-
markets

LT

Drogerie
Stores

&Y 235,452

In-store

LT

Convenience
Stores

168,497

35,980

Distribution

12,768

Regional
branches

11,797

Head
Office

4,105

Production
& other

a
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Our Goal and Strategic Priorities

Key Strategy Drivers « Key Differentiation A, r ll
Points « What We Keep Doing ll
What We Change il

What We Stop Doing _ l'llr—=-
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| Strategy

Our Goal and Strategic Priorities

Our goal: to increase shareholder return through
share price growth and capital return

< =
(Tl

Customers Build on our Create platform
first differentiator for future
?,rvn(ia\rlg\lller;iirccaelgtion on key dimensions Stren gth S g rOWth

Strengthen existing advantage Build digital capabilities along value

and scale underutilized sources chain to establish omni-channel

of differentiation relationship with customers

and enhance operations



Strategy

Key Strategy Drivers

1.

Execute new CVP with
excellence including
assortment, redesigns,
customer friendly
in-store experiences and
loyalty benefits to
Improve LFL in existing
network

2.

Regain margin through
operating efficiency and
improving retail skills
including store operations
(e.g. losses) and supply
chain (e.g. forecasting,
warehouse and transport
management etc.) and
centralized purchasing

to leverage buying power.

Re-invest part of gains
to price advantage

3.

Fix inherited problems
relating to accounting and
inventory to allow real run
rate of business to become
visible and to allow use of
correct key performance
indicators

k-

Build core differentiating
factors on multi-format —
one brand; own production
— cross-format private
label; best in local and
sustainability.

Develop strategy for own
production and adjust
CAPEX to set

up infrastructure for this

5.

Profitable growth

of store base organically
and through local M&A
focusing on returns.

Opportunistically look

at larger M&A when
opportunities arise in the
market



Strategy

Key Differentiation Points

#1 in Russia in proximity
to customers and
geographical coverage
3,694 cities

20,497 stores

Best locations outside
of Moscow and
Saint-Petersburg

Strengthen

—

Largest supply chain
network in the country

38 distribution centers
5,776 trucks
Foundation

of efficiency
advantage

Lowest price
perception

as part of Magnit
historical DNA —
will evolve into
Best Quality Price
perception

BNt

Multi-format offering
under single brand

Opportunity to deeply
understand demand
and serve multiple
needs of our customers

\J

A

Unmatched own
production and
greenhouses

Key to assortment
differentiation and
basis for strong
private label

Scale




Strategy

What We Keep Doing

1.

Multi-
format
approach

« Multi-format store
approach offering unique
customer proposition
to cover multiple shopping
missions;

* Multi-format regional
management with single
Head of Region with P&L
responsibility;

+ Multi-format loyalty
program to drive conversion
of customers between
formats.

2.

New

formats

piloting

We will continue piloting
new concepts (City, Alco,
Post, Petrol Stations etc.)
and roll out in case pilot is
successful.

3. 4. 5. 6.

CVP and functional Build capabilities Enhance and Develop own
strategies and develop people upgrade production and
implementation -Build an HR strategy based 1T and logistics private label
for LFL sales on already developed EVP;  infrastructure facilities
Improvement « Implementation of IT

* Develop and nurture a
Magnit Corporate Culture
based on professionalism,
team work and respect;

and supply chain strategies
(underinvestment
in last 2-3 years).

+ Build Best Quality
Price perception;

« CVP deployment in all
core formats — make it the
new standard throughout
the whole organization;

« Extra focus on category
management skills for both
HQ and the regions;

+ Redesign program
throughout all formats as
part of CVP deployment;

* HQ optimization and shared
service center development.

*Best in Local
commercialization supported
by own production and
private label enhancement —
communicate and brand
it to make it modern
and attractive.



Strategy

What We Change

Store openings Enhance format Cross Capital

program expertise both company allocation

More focus on higher in HQ and regions pr(_)JeCts + Uphold healthy leverage

ROIC, quallty rather * Create format teams To Increas'e position in the range of

than quantity. in HQ responsible for both ~ €XPposure impact 1.0x-1.5x (excessive cash is
CVP and operations; (eco systems). distributed to shareholders)

« Split regional structure
by format (under one
regional head) that will
have dual reporting lines
to regional head and
format head at HQ.



Strategy

What We Stop Doing

1.

Small and
unprofitable
projects

To ensure focus

on projects with
the best ROIC.

2.

Expansion into new
regions where
significant CAPEX
is needed

To focus on improvements
in existing regions and
expand later.

But we monitor the market
if there are any interesting
M&As available in new
geographies not to let
competitors enter.

3.

Expansion beyond
core business
Finance Services,

TeleCom, Health
Check-Ups, etc.



Operating
and Financial
Results

Operational Highlights « Summary Profit & Loss
Revenue & Costs ¢ Gross Margin & EBITDA Free Cash Flow
Balance Sheet CAPEX Analysis ¢ Leverage Policy




Russian Market Overview  Magnit

Today

Strategy (Operating and Financial Results

Corporate
Governance

Operating Highlights

o Net retail sales, RUB bln

@ Net retail sales YoY growth, %

1217
31.6 1069 1131

0.0

2014 2015 2016 2017 2018

9M 2019

o LFL sales growth, %

14.5

8

L2
_O-N./’\.
-3.0 2.5 -34
2014 2015 2016 2017 2018 9M 2019

e Number of stores, EOP

20 497

0.0

2014 2015 2016 2017 2018 9M 2019
e LFL traffic growth, %
45
o,
0.7
0.0 Q
®
1.0 — e
31 26 33
2014 2015 2016 2017 2018 9M 2019

3Q 2019 Operating and Financial
Results

Appendix

e Selling space, th. sgq. m

@ selling space YoY growth,
%

7143

2014 2015 2016 2017 2018 9M 2019
G LFL ticket growth, %
9.6
‘\72
o,
\ 0.1 0.1
0.0 - °
L]
09 0.2
2014 2015 2016 2017 2018 9M 2019

33



(Operating and Financial Results

Summary Profit & Loss

RUB min IAS 17 IFRS 16

1H 2018 1H 2019 YoY growth 1H 2018 1H 2019
Net sales 595,263 657,917 10.5% 595,263 657,917
Cost of sales -448,196 -502,318 12.1% -448,196 -502,318
Gross profit 147,067 155,598 5.8% 147,067 155,598
Gross margin, % 24.7% 23.7% -106 bps 24.7% 23.7%
SG&A -106,589 -119,380 12.0% -79,969 -88,926
Other income, net 2,945 5,539 88.1% 3,858 6,138
Lease & sublease income 1,444 1,561 8.1% 1,444 1,561
EBITDA adjusted ' 44,866 45,295 1.0% 72,400 76,348
EBITDA Margin adjusted 7.5% 6.9% -65 bps 12.2% 11.6%
EBITDA 44,866 43,319 -3.4% 72,400 74,371
EBITDA margin,% 7.5% 6.6% -95 bps 12.2% 11.3%
Depreciation & Amortization -17,437 -23,270 33.4% -34,874 -45,477
EBIT 27,429 20,049 -26.9% 37,526 28,894
FX gain/ (loss) -703 641 -191.2% -703 641
Net finance costs -4,264 -7,442 74.5% -18,542 -23,551
Profit before tax 22,462 13,248 -41.0% 18,282 5,983
Taxes -4,697 -3,443 -26.7% -3,861 -1,990
Effective tax rate 20.9% 26.0% 21.1% 33.3%
Net income 17,765 9,805 -44.8% 14,421 3,993

Net margin, % 3.0% 1.5% -149 bps 2.4% 0.6%

YoY Growth

10.5%
12.1%
5.8%
-106 bps
11.2%
59.1%
8.1%
5.5%
-56 bps
2.7%
-86 bps
30.4%
-23.0%
-191.2
27.0%
-67.3%
-48.5%

-72.3%
-182 bps



(Operating and Financial Results

Revenue & Costs

Revenue
Dynamics
RUB bln

Net Income
Dynamics,
RUB blin

Margin
Dynamics

YoY growth %

---- ---- 657,9
555.0 595,3 I
1H 2017 1H 2018 1H 2019

YoY growth, %

26,8% .
* 24.7% 23,7% Gross margin

8,8% 7.5%

1H 2017 1H 2018 1H 2019

6,9% Adjusted EBITDA margin*

SG&A Expense
Structure

4 Total
Payroll and related taxes

Rent

Depreciation & amortization
Utilities

Other expenses

Advertising

Bank services

Repair and maintenance
Packaging and raw materials

Taxes, other than income tax

-

RUB bin
142.6

so.3 R
307 R

%
of sales
21,7%
9,0%
4,7%
3,5%
1,8%
0,6%
0,6%
0,5%
0,4%
0,3%

0,3%
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Gross Margin & EBITDA

IAS 17

IFRS 16

Gross e G S y

Margin
Bridge,

0,28%

As %

of revenue YoY growth

15%
1H 2017 1H 2018

EBITDA
Margin
Bridge,
As %

0,05%

of revenue Gross Rent Advertising Repair
&

i Payroll
Margin é{ &
Taxes Utilities Maintenance

TH 2017 1H2018

Packaging
& Raw
Materials

23, 7%

1H 2019

1H 2019

23,7%

TH 2019

11,3%

1H 2019
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Balance Sheet

RUB min

ASSETS 2018 1H 2019 EQUITY AND LIABILITIES
Property plant and equipment 346,013 343,647 Equity

Right-of-use assets 285,969 308,555 Long-term debt

Other non-current assets 37,653 40,214 Long-term lease liabilities
Cash and cash equivalents 26,748 16,912 Other long-term liabilities
Inventories 187,779 199,040 Trade and other payables
Trade and other receivables 6,961 8,741 Short-term debt
Advances paid 5,448 4,409 Short-term lease liabilities
Taxes receivable 67 152 Dividends payable
Short-term financial assets 489 501 Other current liabilities
Prepaid expenses 522 401

Income tax receivable 468 754

TOTAL ASSETS 898,117 923,325 TOTAL EQUITY AND LIABILITIES

2018

217,137
93,736

290,581
28,935
131,129
70,837
32,160
13,630
19,973

898,117

1H 2019

201,041
120,789

315,487
31,580
118,834
77,524
35,123
2

22,945

923,325



Russian Market Magnit
Overview Today

Leverage Policy

Low Currency Risk

No loans denominated in foreign currency

Low Interest Rate Risk
Low share of credit agreements

with variable rates in credit portfolio - 7%

Low Debt Burden
Net Debt / LTM EBITDA is 2.0

Credit Limits Available
RUB 209 bin of credit limits available
in Russian banks

Impeccable Credit

History
Conservative Debt Maturity Profile

Based on IAS 17

Strategy (Operating and Financial Results  Corporate
Governance Results

Debt Level Dynamics,

RUB bln

Total Debt
@ Long-term loans

Short-term loans

@ Cash and cash
equivalents

198,3

115,6

@ Net debt
1H 2018 FY 2018 1H 2019

1 i \
Net debt / ) 12 15 21
EBITDA ratio

10,3
EBITDA / 9,8

. o— 0
Finance L2
expenses \5'7
(]
1H 2018 FY 2018 1H 2019

3Q 2019 Operating and Financial Appendix

Debt portfolio maturity
RUB bin

100% 198.313

)
34.4% O
68,3 — ~ 80% of the debt
is due in the next
three years
16.5%
32,8
28.8%
57.1
18.5%
36,7 0.8%
15 07%
1.4 03%
0,5

30Jun2019 2020 2021 2022 2023 2024 2025
38
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Free Cash Flow

1H 2018,
RU B mln 45,004 (16,443)
(4,892)
(888) 22,780 (21,88
2)
(1,540)
Adjusted Change Net Taxes OCF Capex Other
EBIDTA in working interest paid Cash Flow
capital expense from investing
activities
Calculated as additions
+ transfers of PP&E
1H 201 9, 45,176 (22,502) during the respective
period
RUB min
(6,689)
(1,700) 14,285 (22,314)
Adjusted Change Net Taxes OCF 243
EBIDTA in working interest paid
capital expense Capex Other
Cash Flow
from investing
activities

Adjusted for loss from disposal of PPE, provisions
for doubtful receivables, foreign exchange
loss, gain on disposal of subsidiary

2,437

FCF Payment
of Dividends

(10,24
1)

(7,804) —

Other
Cash Flow CF
from finansing
activities

Does not include
Cash Flow from
financing activities

(7 786)
(29,919)

FCF

Payment
of Dividends

27,869 (9,836)

CF

Other Cash Flow
from investing
activities

Working
Capital
Analysis

41

Average Days
Payable to Suppliers

69

Inventory
Management Days

RUB min

72,931

Working Capital
as of 30.06.2019
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CAPEX Analysis

1H 2019 1H 2018
RUB min RUB min
22,314 21,883
T Machinery and
_ N equipment

11,271 (51%)

6,689 (31%)

‘.l=. Construction

in progress
J and buildings

=l_'l

10,723 (49%)
9,115 (41%)

NV

Other
assets

0 (0,1%) Land
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Corporate Governance Overview ¢ Best in Class Retail
Management Team « Guidance for FY 2019




(Corporate Governance

Corporate Governance
Overview

Board Committees

Overview
&
N
@ Independent Non-Executive ~@CEO I S E—
Non-Executive Director
Director . .
e Charles Pat James Jan Jansen Walter Evgeniy Alexander Alexey Timothy
Emmitt Ryan Simmons Dunning Florian Koch Kuznetsov Vinokurov Makhnev Demchenko
Chairman Deputy CEO
of the Board Chairman
of Directors
Committees Audit & @] @]
@ Chairman @ Member HR and Rem @ @ @ @
Strategy @ @

QR

Capl Market @



( Corporate Governance

Best in Class Retail
Management Team

Highly experienced retail leadership team — long on local Russian
expertise

Jan Elena Jyrki Elena Maria Evgeny Vladimir Ruslan Anton Anna
Dunning Milinova Talvitie Zhavoronkova Dei Melnikov Sorokin Ismailov Zavalkovskiy Bobrova

Job title President, Chief Strategic Chief Legal Supply IT Director Commerecial Retail Chain Real Estate HR Director
CEO Financial Communications Officer Chain Director, Director Director

Officer Director Director Deputy CEO
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Guidance for FY 2019

1,200

Numl?er of Store 1,200 1,200
Openlngs (net) Convenience Stores Cosmetics Stores
= Refurbished -
T Stores [l 2,300
v
(®) capex RUB 70-75 bn

o
o\ EBITDA margin

6.5%

Pharmacy Stores



Appendix

Russian Macro Environment « Russian Food
Retail Market Potential ¢ Top-10 Russian Food
Retailers « Convenience Store « Supermarkets
Drogerie store « Operating Highlights Quarterly
Quarterly Operating Data Summary




Russian Macro Environment

Real GDP demonstrate sluggish growth

Real GDP YoY growth, %
® g ’ 2,7%

L]
1.7%
(]

6%

\ /\/_—/
2014 2015 2016 2017 2018 2019

Food retail sales show moderate growth
in real terms, while nominal turnover
accelerated supported by inflation

@ Real YoY growth, % @ Nominal YoY growth, %

131%
10,0%
]

6,2%
5% 9N\7%
3, 5% SN\————

-102%

2014 2015 2016 2017 2018 2019

Inflation is healthy
and supportive for retailers

@ cP1 % Yoy @ rood CPIL, % YoY

22,4%
[ J

(]
16,2%
7,3%
e 5,0%

6,4% 2,2% A
o— 43%

¢ 0,4%
2014 2015 2016 2017 2018 2019
o Consumer confidence index
is improving in 2019
@ Consumer Confidence Index
94;%
./ 87%
89% ®
68%
2014 2015 2016 2017 2018 2019

0

Appendix

Return to parent slide=»

Record low unemployment level
with real wages and disposable incomes
improved in 2019

@ Real wages @ Real disposable
YoY growth, income YoY growth, % 10 29%
o

%
4,4%
"o 2,6%
Slé% /_/‘/\/
301%

La2%

Unemployment

5,6%
9,8%

2014 2015 2016 2017 2018 2019

Real food retail sales stabilized despite
weak real disposable income dynamics

. Real disposable
income YoY growth, %

3,5% 3,0%

/\’\/~’7(17%

2% /’\/
-5, 6%

102%

. Real food retail
sales YoY growth, %

15718/°

2014 2015 2016 2017 2018 2019



Russian Market Magnit Strategy Operating and Financial Corporate 3Q 2019 Operating and Financial I Appendix
Overview Today Results Governance Results

Russian Food Retail
Market Potential

Return to parent slide=)

o Grocery retail market, e Modern VS Traditional 9 Market Share, e Share of TOP-5 retail chains, %*
RUB tr Retail %
100%
retail
nete Asia-Pacific rance
Latin America retail
G 45 as0 w47 a4 a3
ussa 15,1 Russia taly
Western Europe Other
o [N s
’ L EON L e -
; 12,9 '
Turkey .3 Australia 1.4 Turkey —
| L RUN — W N . . |
Brazil 2 . China
. Nortn America 71 8,1 90 9,1 9.4 .
2014 2015 2016 2017 2018

* Russia — Infoline, 2018,
Source: Euromonitor, Rosstat, Magnit analysis 2018 All except Russia - Euromonitor, 2017 47
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Overview Today Results Governance Results

Top-10 Russian Food Retailers

Return to parent slide =

VOl 11,6%

Magnit ERVA

Lenta BERFZ

0
35-3%
of TOP-10

Auchan EEFA

Red & White [PEFA 2 8 . 7%

Dixy 2,2% Share of TOP-5 Russian
food retailers

Metro 1,5%
Okey 1,2%
SPAR 1,0%

Monetka 0,7%



Russian Market Magnit Strategy Operating and Financial Corporate
Overview Today Results Governance Results

Convenience Store

Selling space Sales density*

RUB min th sq. m th RUB/sq.m/year
Q YoY growth, % YoY growth, %
Y 220,682 8,4% 4205 0,5%
el 211,977 7.2% 384 15,7%
NN 197,282 5,2% 3519 ) 11,2%
7

* Total net retail sales from last four
quarters divided by average selling
space of last five quarters

3Q 2019 Operating and Financial [ Appendix

Return to parent slide =

LFL
YoY growth, %
201 201 201

71 2 3 4\ 81 2 3 4\91 2 3 A}

Sales




Russian Market
Overview

Strategy

Operating and Financial
Results

Supermarket

201

201

201

Net retail sales

w 0

- \§} w N

N

N

YoY growth, %

-5.5%

-2.5%

-1.6%

2.1%

2.8%

-2.5%

-0.2%

-0.9%

-3.6%

-3.1%

-8.2%

Selling space
th sq. m

Corporate
Governance

YoY growth, %

1,1%
0,6%
1.8%
1,2%
3,2%
3,7%
3,5%
3,8%
54%
6,2%

8,2%

Sales density*
th RUB/sq.m/year

* Total net retail sales from last four
quarters divided by average selling
space of last five quarters

3Q 2019 Operating and Financial [ Appendix

Return to parent slide =

LFL
YoY growth, %

201 201 201
Q71 2 3 4\ 81 2 B 4\ 91 2 3 A}

Sales
0

-14.9

Traffic 0.2

13 9 16
201 201 201
7 8 9

50



Russian Market Magnit Strategy Operating and Financial
Overview Today Results

Drogerie Store

Net retail sales

RUB min th sq. m
Q YoY growth, %
o | T
Bl 20942 12,4% 892
4 11,9% 864
Y 18326 | 30,5% 768
_2/01 1 33,7% 736

Corporate

Governance Results

YoY growth, %

1,1%
0,6%
1.8%
1,2%
3,2%
3,7%
3,5%
3,8%
54%
6,2%

8,2%

Sales density*
th RUB/sq.m/year

* Total net retail sales from last four
quarters divided by average selling
space of last five quarters

3Q 2019 Operating and Financial

[ Appendix

Return to parent slide =

LFL
YoY growth, %
201 201 201

Q71 2 3 4\ 81 2 3 4\91 2 3\

Sales

6.5
3.9 33 38 37
o1 97

0.1 01 -

Traffic

2.8

-2.2
-4.2

Ticket

4.9
4.5 4.5
3.8

4 ! 3.2
22 26 21
2 5 o9
o1 g -
0

201 201 201

51
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Overview
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Today

Strategy

Results

Operating and Financial

Corporate

Governance Results

3Q 2019 Operating and Financial

[ Appendix

Quarterly Operating Highlights

o Net retail sales, RUB bln

@ Net retail sales YoY growth, %

327 333

Q 1 2 3 4 1 2

333

3y

2018 2019

G LFL sales growth, %

. 36 2
4

2018 2019

e Number of visits, min

@ Number of visits YoY growth, %

1005

1116 1137 1113

1057

1199 1217

2018

2019

e LFL traffic growth, %

0,0

Q

-20 18 23
./ \.\./0\.
.36 30 35 -34
1 2 3 44 1 2 3

2018 2019

* Net retail sales from last four quarters divided by average selling space of last 5 quarters;

e Selling space, th. sq. m

@ Selling space YoY growth, % 16.7 17.2

152 _o—*
0/

13.2
o117 11.
\.\ .

560926425671869367143

5830594 I I I

9.5
Q 1 2 3 4y 1 2 3
2018 2019

G LFL ticket growth, %

37
./4'.2 4..\.

0.0 28
0,0 o
\ /-0.2
()
32
Q 1 2 3 4, 1 2 3,

Return to parent slide =

e Sales density*, th. RUB/sq.m/year

@ Sales density YoY growth, %

208 205 204 202 200 199 196

(111}

Q 2 3 4 1 2 3
2018 ! I I 2019
A A
! -3.9 ' By _
| | _5:2 e 0
r ,‘/ -39
'63 I/

52



Appendix

Quarterly Operating Data Summary

RUB bin 1Q 2018 2Q 2018 3Q 2018 4Q 2018 FY 2018 1Q 2019 2Q 2019 3Q 2019
SALES TOTAL 288.6 306.7 310.1 331.6 1,237.0 317.2 340.7 342.6
YoY growth, % 8.1% 6.5% 8.4% 9.7% 8.2% 9.9% 11.1% 10.5%

NET RETAIL SALES 284.9 299.8 305.2 326.9 1,216.9 310.2 3329 333.0
YoY growth, % 77% 5.3% 8.0% 9.2% 7.6% 8.9% 11.0% 9.1%
Convenience 215.3 228.3 229.7 244.5 917.9 2375 258.3 254.3

Supermarkets 48.6 50.5 52.1 56.2 207.4 47.8 49.2 49.2

Drogerie 20.9 20.8 233 26.0 91.0 24.7 25.0 28.7

Other small formats 0.1 0.1 0.1 0.2 0.6 0.2 0.3 0.7

Wholesale 3.6 6.9 49 4.8 20.2 71 7.8 9.6
Number of stores 16,575 16,910 17,392 18,348 18,348 19,223 19,884 20,497
Convenience 12,283 12,503 12,813 13,427 13,427 13,909 14,231 14,507

Supermarkets 452 457 457 467 467 467 466 467

Drogerie 3,840 3,950 4,122 4,454 4,454 4,847 5187 5,523

Selling space th. sq. m 5,830 5,945 6,092 6,425 6,425 6,718 6,936 7,143
Convenience 4,011 4,092 4,205 4,444 4,444 4,643 4,777 4,900

Supermarkets 924 933 931 942 942 941 939 941

Drogerie 892 917 954 1,036 1,036 1,130 1,208 1,280

LFL sales growth -3.6% -5.1% -2.0% 0.6% -2.5% 0.6% 1.7% -0.7%
Convenience -3.7% -5.2% -2.6% 0.3% -2.8% 1.1% 2.7% 0.1%

Supermarkets -4.4% -6.5% -1.8% -0.7% -3.3% -3.2% -3.5% -6.0%

Drogerie 0.0% 0.7% 4.0% 6.5% 3.0% 3.3% 3.8% 3.7%

LFL traffic growth -3.6% -2.0% -1.8% -3.0% -2.6% -3.5% -2.3% -3.4%
Convenience -3.7% -2.0% -2.1% -3.5% -2.8% -3.6% -2.1% -3.4%

Supermarkets -2.2% -1.2% 0.2% -1.8% -1.3% -4.5% -5.3% -7.4%

Drogerie -4.3% -2.2% 0.1% 1.5% -1.1% 0.1% -0.7% 1.6%

LFL ticket growth 0.0% -3.2% -0.2% 3.7% 0.1% 4.2% 4.1% 2.8%
Convenience -0.1% -3.3% -0.5% 3.9% 0.0% 4.9% 4.9% 3.6%

Supermarkets -2.2% -5.3% -2.0% 1.1% -2.0% 1.3% 1.9% 1.6%

Drogerie 4.5% 3.0% 3.9% 4.9% 4.1% 3.2% 4.5% 2.1%



Contact Information

Albert Avetikov
Chief Investor Relations Officer

avetikov_am@magnit.ru
http://irmagnit.com

15/2 Solnechnaya Street
Krasnodar, 350072

Russian Federation
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